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Below is the link to the commercial
https://youtu.be/-GOIlluYvy8 
 Details of the Commercial
The ad starts with some background music that entail captivating beats before the onset of the lyrics which are sung by a female voice and follow the rhythm of the beats. The beats are easy to master and with repeated hearing, the audience can easily recognize. The lyrics point out so some love song, a theme that captures the attention of many people.
In the video which is shot at a beach, a seemingly young man is seen at a stand staring at a lady in an adjacent joint who is also busy dusting her counter. The man is in an afro hair style and is wearing beach shirts and a pair of shorts while the lady has a long hair and is in a beach top and jeans shorts. The man pulls out two bottles of coca cola from his stand and tends to go to the lady’s stand. Before getting there, some other guys, one with a surfing board and is shirtless from the beach approach the girl and hugs with her. On seeing this, the man gets confused and quickly places the two bottles next to two occupied beach seats and heads back to his stand. After a while, the lady goes to the gentleman’s stand and orders for two bottles of Coca Cola, giving one to the man and drinking the other, which he accepts shyly and in disbelief. The two then set out for the beach holding hands, with the coke bottles on the other hand. The lady teases the man as they disappear and a theme “share an ice cold coke” appears towards the end of the commercial.


The Stuart Hall Reception Theory
 The Stuart Hall Reception Theory was proposed by Stuart in 1980. It suggests that in advertisement or visual streaming, the audience play an active role in deciphering the message that is being passed in the process of decoding a message. According to Stuart, the audience may act on the information in three ways which are: 
a) Agreeing 
In this, the audience embraces and takes in the meaning that the messenger intended to pass.
b) Opposing
In this, the audience disagrees with the content and rejects the message.
c) Negotiating
[bookmark: _GoBack]When negotiating, the audience is torn between accepting and rejecting the message. It is an intermediary between accepting and rejecting.
Generations and Media Reception
The three generations of interest in advertising media are the X, the Y, and the Z generations.  The X generation was born between 1965 and 1976, while the Y generation or the millennials were born between 1977 and 1995, and the members of the Z generation, also referred to as the centennials were born after 1995 (Smith, 2015). Each generation has a way of interpreting the content they encounter based on their levels of exposure and advancement.
Members of the X generation are already in their forties and may no longer be fascinated by the advertisements on the television or any other platform even though they may be seen to spend a lot of time on social media and televisions- their focus is majorly on current affairs, politics and other serious things in life (Bromwich, 2017). Regarding this commercial, they may take a rejecting position from how it is presented. This generation may lose interest in the commercial because of the no longer interesting theme of love being manifested by the man and the lady. Also, the lady’s dressing and the shirtless guys may not be appealing to them as they would consider it nudity as it was during their time.
The Y generation could gladly accept the advertisement because they also identify with the afro hairstyle in men. Some may also be vibrant with the theme of love and also the product since it was among the most common product of their time. They would however be caught at a negotiating position as they would fail to fully embrace the idea half naked dressing and may lose it in the lyrics of the theme song and the general idea of being interested in ads (Bromwich, 2017).
The commercial would be generally accepted by the Z population whose members are enthralled by the theme of love. Some would go ahead to finding the lyrics of the theme music and even try to imitate the characters in the commercial. Since they are the generation of digital era, they would find it more fun to engage with the ad as frequently as possible (Prensky, 2001). By so doing they shall be promoting the message of the producer.
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