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Table 7.1. Comparing audience decoding and produsage decoding/encoding ................... 275 
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encoded a post-decoding response which was automatically transmitted to the algorithm 

and worked to inform further circulation. Therefore, the circulation of news posts on 

Facebook’s newsfeed was redefined as an encoding/decoding circuit composed of three 

moments: production encoding/decoding, circulation decoding/encoding, and 

‘prosumption’ decoding/encoding. The larger implications of this redefinition are the 

characterisation of Facebook as a meta-ideological apparatus, promoting a meta-ideological 

cultural order that encompasses the cultural order promoted by news producers. 
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