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Abstract  
Digital manipulation has become a controversial subject in today’s society. Digital 
manipulation is used to change females’ bodies in advertisement which has affected females 
physical and mental health. To prevent females from negative consequences, disclaimer labels 
are added in advertisements to inform and clarify misinterpretations. Previous research has 
shown that disclaimer labels are ineffective for females. Therefore, the purpose of this study is 
to explore how females make sense of disclaimer labels through the sensemaking theory. 
Subsequently, develop a better understanding of why disclaimer labels are ineffective for 
females through the exploration of female sensemaking. Sensemaking theory has been used to 
understand how females make sense of disclaimer labels. Focus groups were conducted to 
collect empirical data. The findings have shown that females do not make sense of disclaimer 
labels due to the disclaimer labels appearance. Females do not notice disclaimer labels in 
advertisements and do not see them in their everyday lives, therefore they do not make sense 
of them. Females will always compare themselves to models in the advertisements since they 
are focused more on the advertisement than the disclaimer label.  In this way, they do not make 
sense of then which also makes disclaimer labels are ineffective for females.   
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1.Introduction 

 
“Warning: This ad has been retouched” vs. “Warning: This ad has not been retouched”  

 

How do you make sense of these two statements? The statements are two types of disclaimer 

labels that can appear in advertisements. Disclaimer labels are used to inform individuals 

whether an advertisement has been digitally manipulated or not. However, disclaimer labels are 

ineffective for females, but why?  

 

Disclaimer labels are statements or disclosure that are used to clarify misleading advertisement 

to consumers. Digital manipulation of advertisements is one factor that can be misleading to   

consumers (Petrescu et al., 2019). The disclaimer labels in advertisements are not the main 

message aimed at consumers. But it is an important fragment as it gives additional information 

to consumers such as a warning, guidance, and explanation regarding the advertisement 

(Cornelis & Peter, 2017; Petrescu et al., 2019). 

 

According to Mindel (2006), image manipulation is not a new phenomenon, merely the way it 

is used has changed. Image manipulation has changed from manual manipulation to digital 

manipulation with various software. Digital software such as Photoshop and advanced cameras 

have simplified for companies as well as individuals to digitally manipulate images (Lazard et 

al, 2020). The use of digital manipulation has increased during the past two decades, especially 

in advertisement. The main purpose of digital manipulation is to attract consumers (Borau & 

Nepomuceno, 2019; Cornelis & Peter, 2017).  

 

But what does it mean to digitally manipulate advertisement and what counts as digitally 

manipulated? Changing lights, airbrushing faces, or changing body features are commonly used 

practices of digital manipulation in marketing to change models’ features (Cornelis & Peter, 

2017; Borau & Nepomuceno, 2019; Lazard et al., 2020; Schirmer et al., 2017). The main 

objective of digital manipulation is to strive for perfection and attractive images (Cornelis & 

Peter, 2017). Digital manipulation has become a mainstream and vital for advertisement 

(Petrescu et al. 2019). Companies take advantage of the possibility to digitally manipulate 
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images where they combine the idealized beauty standards with their product, this leads to 

companies’ economic growth. However, marketers have been criticized for extreme digital 

manipulation which in turn has made digital manipulation a controversial topic in the marketing 

field (Borau & Nepomuceno, 2019; Petrescu, et al. 2019).  

 

Females are the most affected group that is influenced by idealized beauty standards. The 

beauty and fashion industry has put pressure on females to look a specific way (Borau & 

Nepomuceno, 2019; Petrescu, et al. 2019). Digital manipulated images create an idealized look 

for females where models' skin and body shapes are altered, and also models’ imperfections are 

removed. Females are negatively affected by the idealized beauty standard as this is not a true 

representation of females’ bodies (Petrescu et al., 2019; Taylor et al., 2018). Females sometime 

take desperate measures to look like advertisement models which leads to various psychological 

disorders such as anorexia or bulimia, or to mental health issues for instance, depression and 

low self-esteem from digital manipulated advertisements (Schirmer et al., 2018; Taylor et al., 

2018).  

 

There has been an increased awareness in the social and political sectors of the negative effects 

that digital manipulation has on female consumers body image. Consumers started demanding 

change from companies and politicians. One strategy to prevent various physical and mental 

health issues is to insert disclaimer labels in advertisements. (Borau & Nepomuceno, 2019; 

Giorgianni et al., 2020; Schirmer et al., 2018). Therefore, politicians began establishing 

legislation to combat the effects that digital manipulation has on females (Petrescu et al., 2019; 

Taylor et al., 2018; Tiggemann, 2022). The legislation requires companies to disclose if any 

digital manipulation has been made on the advertisement. Israel was the first country to 

implement laws regarding disclaimer labels in advertisement. I addition, France, UK, and 

Australia have also implemented similar laws about disclaimer labels (Borau & Nepomuceno, 

2019; Giorgianni et al., 2020; Schirmer et al., 2018).  

 

Digital manipulation has impacted females' health negatively and legislation has emerged to 

prevent the negative effects it has on females’ body image and mental health. Disclaimer labels 

are used to increase body satisfaction and counteract females’ perception of negative body 

images. How females make sense of disclaimer labels plays a role in how they perceive it. 

Sensemaking is done by gathering information from your surrounding and other individuals to 

help an individual create meaning and their identity (Weick, 1995). To make sense of something 
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can be associated to the sensemaking theory, which is originally an organizational theory. 

However, it can also be applied on an individual and social level. In this study, female 

sensemaking of disclaimer labels will be explored.  

 

1.1 Problematization  

Digital manipulation has become a controversial subject in marketing which has led to 

companies’ exclusion of digital manipulation in their advertisements (Danthinne et al 2022). 

Companies have increased the use of new kind of advertisements since digital manipulation has 

been criticized.  "Empowerment" is a marketing strategy that have been used and aimed towards 

females. For instance, the brand Dove has promoted real females and real bodies in their 

advertisement. The brand Misguided from the UK also has also applied similar marketing 

strategy (Danthinne, 2022).  

 

In the last decade, many brands have incorporated similar marketing strategies where the focus 

is to promote body positivity (Danthinne et al. 2022; Taylor, et al 2018). Brands such as Olay, 

Lóreal, Consumer Value Stores (CVS), Maybelline, and Dove have in 2020 taken the initiative 

to stop the use of digital manipulation in their advertisement (Danthinne, 2022). Cragg et al. 

(2019) has researched and examined the effect of disclaimer labels as a media literacy 

intervention in Dove Evolutions commercial. The results indicated that disclaimer labels had no 

effect on mitigating body satisfaction. The negative effects are unchanged in females despite a 

two-week follow-up. Danthinne et al. (2021) conducted a similar study on CVS Beauty Mark, 

which is a disclaimer label used to inform whether an image has been digitally altered or not. 

Danthinne et al. (2021) found that disclaimer labels appear to be ineffective for females and 

their body perceptions, as appearance is important to females. Danthinne et al. (2021) 

emphasized that beauty ideals and self-worth are factors to disclaimer labels ineffectiveness. 

The studies show that there are various factors as to what disclaimer labels are ineffective.  

However, there are still no explanations as to why disclaimer labels have no effect on females. 

Advertisements affect females in various ways; therefore, it is important to understand female 

thinking process to later be able to make it more effective. Therefore, a study is needed to 

explore how females make sense of disclaimer labels in order to understand why it is 

ineffective.   
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Disclaimer labels are well researched and various studies have examined disclaimer labels from 

different perspectives. Previous research has mainly focus on the effectiveness of disclaimer 

labels. Bury et al. (2016) studied the impact of digital disclaimer labels in fashion magazine 

advertisement where females’ social comparisons and body dissatisfaction were in focus. 

Similarly, Tiggemann et al. (2017) examined the effect of disclaimer labels on body 

dissatisfaction in fashion magazine shoots for females. In addition, Fardouly and Holland 

(2018) also explored the effect of disclaimer labels on social media.  These studies have 

highlighted the inefficiency of disclaimer labels, but the root cause of the problem has not been 

studied. Advertisement to females is a big market as they are the largest consumer group that 

id affected by advertisements. Therefore, there is a potential to further explore and understand 

the reason for the ineffectiveness of disclaimers labels in order to make it more effective.  

 

Positive effects of disclaimer labels have hardly been found, since a large amount of research 

have presented the negative effects of disclaimer labels. According to Tiggemann et al. (2017), 

one study has shown the positive effect of disclaimer labels. Disclaimer labels attached to 

digitally manipulated advertisement are presumed to reduce body dissatisfaction. Moreover, the 

positive effects of disclaimers labels work on females with low media knowledge and 

experience (Tiggemann, 2022). In addition, Cornelis & Peter (2017) have also indicated that 

disclaimer labels have a positive effect only if disclaimer labels are about applied to retouch-

free advertisement. Disclaimer labels have positive effects on appearance satisfaction, purchase 

intention, and attitudes toward advertisements (Cornelis & Peter, 2017). Since there are not 

many studies that have shown that disclaimer has a positive effect, it is therefore possible to 

investigate why disclaimer labels do not have more positive effects. By examining why 

disclaimer labels are ineffective, this study can also explain why disclaimer labels are still used 

despite the negative effects. 

 

Disclaimer labels are a preventative strategy in advertisements that is used to inform consumers 

about digital manipulation (Fardouly & Holland, 2018). Body dissatisfaction and body 

comparison are a major societal problem for females. Therefore, studies have researched the 

effect of disclaimer labels added to advertisements’ images (Giorgianni et al., 2020). According 

to Tiggemann (2022), many studies have proven that disclaimer labels have a negative effect 

on females’ body image and body satisfaction. Danthinne et al. (2020) also argues that digital 

manipulated images with disclaimer labels have no prevention of body dissatisfaction for 

females. Tiggemann (2022) further argues that disclaimer labels are an ineffective way to 
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prevent body dissatisfaction. In addition, Charles et al. (2018) also stated that disclaimers labels 

have no effect on females’ perception of digital manipulation. From previous studies there are 

no clear indication why disclaimer labels have no effect on females. An understanding why 

disclaimer labels are ineffective for females can be attained by exploring female behavior, 

thinking process and sensemaking.  

 

Previous research have conducted quantitative research to examine if disclaimer labels have an 

effect on females. Quantitative research only shows if disclaimer labels are effective or 

ineffective. Previous research cannot explain why disclaimer labels are ineffective since 

quantitative research cannot give an in-depth understanding of why they are ineffective. A 

better understanding how females make sense of disclaimer labels and why they are ineffective 

can be made through qualitative research. Females thinking process and sensemaking can be 

explores in more detail and give a better view of their sensemaking process. Therefore, 

qualitative research is needed to explore females sensemaking of disclaimer labels to obtain a 

better understanding of why disclaimer labels are ineffective. 

 

Tiggemann et al. (2019) claim that disclaimer labels are ineffective since females’ perception 

of negative body image is not prevented. To understand why disclaimer labels are ineffective, 

females sensemaking of disclaimer labels is required. Therefore, there is a need for future 

research to explore how females make sense of disclaimer labels. Many studies claim that 

disclaimer labels have no effect on females and their body dissatisfaction. Hence, a gap can be 

found where there is no clear explanation to why disclaimer labels are ineffective for females. 

There is no previous research that has explored in detail why disclaimer labels are ineffective 

for females, since the focus has only been on whether disclaimer labels are effective or 

ineffective for females. Therefore, this study will contribute to fill the gap by exploring how 

females make sense of disclaimer labels. Subsequently, a greater understanding of disclaimer 

labels infectiveness to females will be given.  

1.2 Purpose  
The purpose of this study is to explore how females make sense of disclaimer labels through 

the sensemaking theory. Subsequently, develop a better understanding of why disclaimer labels 

are ineffective for females through the exploration of female sensemaking. 
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1.3 Research Question  

How do females make sense of disclaimer labels? 
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2. Theoretical framework  
 
This chapter will begin with an explanation of disclaimer labels. To understand how females 

make sense of disclaimer labels the Sensemaking theory will be used. Sensemaking theory is a 

theoretical framework that explains the process of how individuals make sense of something. 

Lastly, a conceptual model of female sensemaking regarding disclaimer labels will be 

presented. 

 

2.1 Disclaimer labels 
Disclaimer labels are statement or disclosures that have been used for a long time to clarify 

misinformation in advertisement (Cornelis & Peter, 2017; Green & Armstrong, 2012; Petrescu 

et al, 2019). Mandatory disclaimer is one type of disclaimer labels that governments impose on 

products such as tobaccos, food, and medicine. Brands often use disclaimer labels to avoid 

lawsuits and to inform consumers about something specific concerning the product. (Green & 

Armstrong, 2012) In the US’s products such as food, medicine and tobacco are required to have 

disclaimer labels that are approved by Food and Drug Administration (FDA) (Hua et al., 2021). 

In the marketing field, disclaimer labels are associated to images in advertisement (Cragg et al., 

2019) 

The use of disclaimer labels in advertisements have increased after consumers and regulators 

growing concern for ethics and the wellbeing of consumers (Petrescu et al, 2019). Governments 

in many countries are requiring the use of disclaimer labels to ensure that companies disclose 

correct information (Semaan et al, 2018). Some companies use disclaimer labels such as 

retouch-free labels to inform their consumers that no digital manipulation has been done 

(Tiggemann, 2022). Disclaimer labels are supposed to offer protection for the females, but 

disclaimer labels are shown to be ineffective (Jung & Heo, 2018; Tiggemann, 2022). Therefore, 

there is a need to understand how female make sense of disclaimer labels. To better understands 

how females’ make sense of disclaimer labels, the Sensemaking theory will be used. In this 

way, a better understanding of why disclaimer labels are ineffective for females will be 

explored. 

As there is a need to understand females’ way of thinking, it is important to understand how 

they make sense of things such as disclaimer labels. Theory is important because it contributes 

to the identification of variables and connections which are relevant to study. In addition, theory 
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is important as it is essential for the analysis and interpretation of the empirical basis, thus the 

results of the research can be connected to the collective knowledge that exists about the topic 

in question (Lind, 2019) 

2.2 Sensemaking 
Sensemaking theory is an organizational theory was developed by Karl E Weick (Introna , 

2019). Weick’s (1995) definition of sensemaking is  

 

“Sensemaking is understood as a process that is (1) grounded in identity 

construction, (2) retrospective, ((3) enactive of sensible environments, (4) social, 

(5) ongoing, (6) focused on and by extracted cues, (7) driven by plausibility rather 

than accuracy” (Weick, 1995, p. 17).   

 

There are various definitions of sensemaking from different authors Maitlis & Christianson 

(2014), such as Gerhart’s (1993) who defines sensemaking as “the discursive process of 

construction and interpreting the social world”. But in this study Weick’s (1995) Sensemaking 

theory will be used to understand females sensemaking of disclaimer labels. 

 

According to Weick et al (2005) sensemaking is important in determining human behavior 

whether it is in formal organizations or anywhere else. Weick et al (2005) mention that the 

sensemaking theory does not only apply to organizations but also individuals elsewhere. 

Therefore, in this study we will explore how female make sense of disclaimer labels through 

the sensemaking theory. According to Kudesia (2017), sensemaking can be seen as a process 

and perspective. Sensemaking as a process refers to organizational members engagement 

meanwhile sensemaking as a perspective refers to what an organization is. In this study 

sensemaking will be used as a process to understand an individual’s behavior (Kudesia, 2017). 

According to Kudesia (2017), sensemaking perspective should be focus through “organizing” 

and not through “organizations”. Weick’s (1969) definition of Organizing is that 

 

“Organizing is about reducing equivocality (uncertainty) through information 

processing. This occurs through activities that are repetitive, reciprocal, 

contingent behaviors that develop and are maintained between two actors” 

(Weick, 1969, p. 91). 
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Thus, there is a relation between organizing and sensemaking as you need to organize the 

information to be able to make sense. Sensemaking can help researchers explore individuals' 

behavior patterns in a group-level process, which will help this research to understand how 

female make sense of disclaimer labels.  

 

Sensemaking is to understand how, what, why and with what something is constructed (Weick, 

1995). According to Weick (1995), the process of sensemaking is based on the following seven 

properties, Identity construction, Retrospective, Enactment, Social, Ongoing, Extracted cues, 

and Plausibility. Each property can stand on its own, but it can also relate to the others. The 

seven properties are perceived as guidelines for how sensemaking works as well as when it is 

not executed well and fails (Weick, 1995). With the help of these seven properties of 

sensemaking females’ sensemaking of disclaimer labels will be explored. The aim is to get a 

better understanding of why disclaimer labels are ineffective for females. 

2.2.1 Identity construction 
According to Weick (1995), sensemaking is grounded in the identity construction. An 

individuals’ different identities and selves are created by interacting with others. For instance, 

an interaction between a consumer and a company can shape the consumer's identity. In this 

case, the advertisement that companies publish, can make females develop their identity and 

create an image of themselves. Females idealize models imaged in advertisements and strive to 

be like them (Cornelis & Peter, 2017).  

Weick (1995) explains that individuals select the type of identity they present in an interaction 

with others as individuals have different identities and selves. Females have different identities, 

first and foremost they have the identity of being a female, a mother, a friend, and an employee.  

The type of identity an individual selects to present in a situation depends on the different social 

situations. The more identities an individual has the more sensemaking and meaning individuals 

can make of a matter (Weick 1995). However, it is not always positive when it comes to 

digitally altered advertisement (Bury et al., 2016; Charles et al., 2018) 

Comparison to models is a way for females to create meaning to themselves and their identity 

in the society and in interaction with others. Females create their identity from interactions with 

other individuals. In this way, females create an identity that compares and sees itself negatively 

due to the advertisement. Therefore, disclaimer labels are added to inform females of digital 

manipulation of advertisement and prevent them from creating identities that affect the 
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individual negatively. However, disclaimer labels do not fulfil the requirements since previous 

research has considers disclaimer labels to be ineffective (Cragg et al., 2019: Danthinne et al., 

2021: Tiggemann, 2022). 

2.2.2 Retrospective  

Sensemaking is also retrospective, which can be defined as to look back. To better make sense 

of thing in the present, there is a need to look back. To understand how females make sense of 

disclaimer label they will analyse disclaimer labels in retrospect. The past world creates the 

present world and how individual perceive it. Past experiences regarding disclaimer can create 

what meaning it has in the present. Individuals understand the meaning of a situation that 

happened at a specific time; therefore, time is important in sensemaking. A retrospective view 

of all the knowledge females have regarding disclaimer labels helps them create meaning of 

disclaimer labels in the present. Disclaimer labels has been proven to only work on females 

with low media knowledge and experience (Tiggemann, 2017). Over time, females gain 

knowledge about how advertisement and disclaimer labels are created which can help them 

make sense of disclaimer labels.  

 

According to Weick (1995), time exists in two different forms: pure duration and as discrete 

segments. Pure duration is the individuals’ constant experience, and these can become an object 

of attention. A discrete segment is a small part of a specific happening or experience an induvial 

has. As a result of an attentional process meaning is created. Furthermore, the object of attention 

at a specific time will affect what is revealed when the individual looks back. In addition, the 

memory of a specific situation affects how individuals make sense and interpret their 

experiences. Memories refer to experiences of the past, therefore all individual's perceptions 

are memories (Weick, 1995). For instance, females see ads everywhere and disclaimer labels 

are everywhere therefore these can be part of the pure duration and discrete segments if a 

females live. These can then be used to create meaning and opinions about disclaimer labels. 

 

Individual’s projects and goals change over time, so does the meaning of object of attention. 

Sensemaking changes overtime and leads to an experience making sense in various way, since 

individual have more than one project in work. Females make sense of disclaimer labels and 

begin to create meaning by looking back at all knowledge that have about disclaimer labels 
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from advertisement. Too many meanings or information can lead to confusion, that is when a 

problem can occur (Klein et al., 2005). Individuals need values, priorities, and clarity to assist 

them to decide what project is most important (Weick, 1995). Female sensemaking of 

advertisement and disclaimer labels can change since these factors change over time. The 

importance of advertisement and disclaimer labels varies for females. Therefore, the purpose is 

to explore how females make sense of disclaimer labels and subsequently develop a better 

understanding of why disclaimer labels are ineffective for females. 

 

2.2.3 Enactment  

Enactment refers to the stimuli or reaction an individual receives of their own actions (Weick, 

1995). Enactive in sensible environments are activities that an individual does to create an 

understanding of sensemaking. According to Weick (1995), to talk or to react are 

preconditioned activities and actions of an individual’s sensemaking. Action in this case can be 

that companies add disclaimers to inform whether their advertisements are digitally altered or 

not (Danthinne et al 2022: Tiggemann, 2022: Tiggemann et al., 2019).  

 

Niemi et al. (2022) describe enactment as a dynamic process that unfolds in sequences. 

Enactment refers to action that contains tangible materials and objects that can give meaning. 

Enactment is built on the idea that individuals are central to the environment they create (Niemi 

et al., 2022). Females are central to the environment they create, and advertisement revolves 

around them. But the advertisements do not reflect the real female which leads to females’ 

creation of negative environment.  

Weick (1995) mentions that individuals adapt to their surrounding environment. Many females 

strive to achieve beauty ideal set by the society, this is a way for females to adapt to their 

environment. However, females have been affected by digital manipulation in advertisements, 

which has led to females speaking up and acting against digital manipulation. In addition, the 

government takes action to decrease the negative effects that digital alteration has on females 

(Petrescu et al., 2019). Additionally, companies adjust to the environment they are in and to 

their consumers, in this case females. Companies add disclaimer labels or use body positive 

models and campaigns to better represent females and adjust to the changes in the society 

(Danthinne, et al. 2022, Taylor, et al 2018). 
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Many people believe that an individual’s action leads to a result, meaning that an action results 

in something. However, Weick (1995) argues that the individual's action is a “relating” of things 

instead of a “result’. Females have created a movement and criticized companies use of digital 

manipulation. In this case, the “relating” of thing is that companies began to incorporate body 

positive campaigns and use body positive models. In addition, “relating” can also refer to 

companies digitally manipulating their advertisements and using disclaimer labels to warn 

females of the negative effect. Companies expected disclaimer labels to result in something 

positive and not the contrary. However, including disclaimer labels can be seen as “relating” to 

something and not as a result of the company's actions.   

2.2.4 Social 

According to Weick (1995), social is another essential aspect of sensemaking since 

sensemaking is a social activity. Social activities can lead to mutual understandings for all 

individuals involved (Klein et al., 2006). Many people usually associate sensemaking as 

individual process but many forget that individuals' sensemaking is also associated with social 

functions. Digital manipulated advertising in the beauty and fashion industries is a topic 

discussed widely. To retouch images and make models look perfect is a common marketing 

strategy used by companies (Petrescu et al. 2019). Females make sense of digitally manipulated 

advertisements by integrating and discussing with each other. Nonetheless, females have 

difficulty making sense of disclaimer labels since companies are not adding them often in their 

advertisements.  

 

Sensemaking is a social process where individuals can be influenced by other individuals. An 

individual creates and shares meanings with others by seeking information from others or 

sharing their thoughts, ideas, and experiences. The actual or imagined presence of others can 

affect the individual’s thoughts, feelings, and behavior, which in turn affects their actions. The 

individuals’ actions are mutually shared and accepted (Weick, 1995). For instance, females’ 

decision-making can be influenced by other people's thoughts and ideas.  

 

Sensemaking can be explored through socialization and without the social roles or relationships, 

the process of sensemaking can become difficult. Individuals coordinate their actions based on 

themselves, their actions, interaction, interpretation, meaning and joint action. To understand 

individuals’ sensemaking, an individual need be attentive to cues. The cues for an individual to 

create meaning can be from a situation or from other individuals (Weick, 1995).  



 

 

Kristianstad University | SE-291 88 Kristianstad | +46 44 250 30 00 | www.hkr.se 13 

 

People are usually influenced by others’ actions and their way of thinking. Face-to-face 

interactions are social interactions where people learn from interpreting and expressing 

themselves. However, the social aspect is not always about sharing meanings with others. 

Individuals can still perform the same action and have different opinions (Weick, 1995). 

Therefore, individuals can coordinate their actions based on other factors than joint meaning, 

which can also be seen as social sensemaking (Weick, 1995). The social aspect of sensemaking 

becomes relevant due to the social action and meaning of digital manipulation, which leads to 

females tacking action against digital manipulation (Petrescu et al., 2019: Tiggemann, 2022; 

Tiggemann et al., 2019). 

2.2.5 Ongoing  
Sensemaking is ongoing and never has a clear beginning or end (Weick, 1995: Klein et al., 

2006). According to Weick, (1995), individuals are always in the middle of something as there 

are always cues. The cue becomes part of the past when the individual stops focusing on a 

specific cue or situation. Sensemaking can be seen as pure duration which refers to constant 

flows of action, information, and activities. Therefore, moments in the flow can be cut apart 

and extracted to a specific cue, which individual can use to make sense. Individuals need to 

make sense of everything that occurs around them since they are in a constant flow of activities 

and information (Weick, 1995).   

 

According to Weick, (1995) individuals are thrown into different ongoing situations. To 

understand the individual's thinking and actions, six properties are described. First, individuals 

cannot avoid acting which means that their actions affect them and the situations they are in, 

often unwillingly. Second, individuals cannot take a step back and reflect on their actions. 

Therefore, they must manage whatever comes up in a specific situation. Third, individuals' 

effects of their action cannot be predicted, as all situations differ. Fourth, individuals do not 

have a stable representation of the situation because of the different patterns of a situation. Fifth, 

the representation is an interpretation, which refers to the individual's objective analysis. Lastly, 

language is an action meaning that whenever an individual speaks, they create a situation. These 

six properties can be seen in individuals' everyday life since they are thrown into different 

situations.  
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Sensemaking is an ongoing flow of activities and information, and individuals are constantly in 

the flow. When the flow is interrupted, the individual gets emotional and tries to make sense of 

a situation. Emotions affect sensemaking as recall and retrospective affects the mood of 

individuals (Weick 1995: Weick et al., 2005). These emotions can be seen as positive and 

negative which links emotions to sensemaking (Weick, 1995). Negative emotions occur in 

sensemaking when there are sudden unexpected interruptions and when interruption can be 

interpreted as harmful (Weick., 2005; Weick, 1995). In addition, positive emotions can also 

occur when the interruption is removed quickly as well as when interruption leads to a positive 

outcome than expected (Weick, 1995). 

2.2.6 Extracted cues 
Extracted cues are important for sensemaking as individuals can make sense of anything. A cue 

is a signal or a feature of individual’s sensemaking and disclaimer labels can be seen as a cue. 

According to Weick (1995), there are two ways to discuss cues. One, a cue is similar to the time 

it took place in. Two, the cue can have consequences that become more obvious in the future, 

than when it occurred. In addition, the way a cue can be extracted depends entirely on the 

context.  

The future of a specific cue can have a large effect on sensemaking. For instance, the models 

in the advertisements do not affect females immediately but in prospective.  Cues are important 

for sensemaking cues elements are connected cognitively (Weick, 1995). In the context of this 

study, one cue can be the actual advertisement and disclaimer labels in the advertisement can 

be another cue.  

Action, context, and cues are important factors that sensemaking begins with (Weick et al., 

2005). Weick (1995) explains that the extracted cue is used as a prophecy, which refers to a 

prediction of the future Weick, (1995) further explains that cues can be adjusted depending on 

the context. Therefore, any old reference can be accepted for a start, for example, the reference 

can be that disclaimer labels are ineffective where the individuals try to make sense of 

disclaimer labels. However, later on the cue or reference can develop into something else. 

(Weick, 1995). 

2.2.7 Plausibility  
Lastly, sensemaking is driven by plausibility rather than accuracy. Weick (1995) explains that 

plausibility refers to what an individual believes to be true whether its accuracy. Accuracy is 
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ideal but not always necessary for an individual. Furthermore, an action can be time sensitive, 

as individual’s decisions can shape events before they create meaning. Therefore, accuracy can 

be seen as secondary in individual’s meaning creation (Weick, 1995). For instance, a female 

can make sense of a disclaimer labels in a certain way before knowing the whole context and 

information about disclaimer labels, females can view disclaimer labels as positive or negative. 

Therefore, females sensemaking regarding disclaimer labels can be interpreted as plausible and 

not always accurate.  

 

Sensemaking makes it possible for individuals to test the plausibility of an event. In addition, 

individuals need to extract cues from the flow to decide if something is plausible. A present cue 

is not similar to a past cue as past cues are reconstructions of a situation, which did not happen 

how individuals recall. Therefore, a present cue with a past cue will not give similar results of 

an incident (Weick, 1995). In addition, what is plausible for an individual might not be for 

another individual (Weick et al., 2005), which can be connected to disclaimers and the 

discussion surrounding its ineffectiveness. For companies, it is plausible that disclaimer labels 

will be effective, but from females’ perspective, it is not accurate.  

 

Sensemaking is about the embellishment that comes from a single point of reference or from 

an extracted cue, which is linked to an individual's general idea of an occurrence in their life. 

For instance, many females have created a generalized idea that they should look similar to the 

models in the advertisement. In individuals’ sensemaking, misinterpretations are commonly 

occurred. However, misinterpretation can be favorable and can make individuals pursue goals 

that were not foreseen (Weick, 1995). According to Tiggemann et al. (2017), disclaimer labels 

are added to inform females regarding digital manipulation in advertisement since companies 

interpret it as positive. Thus, females are still affected although disclaimer labels are supposed 

to decrease psychological and physical disorders in females. Instead of disclaimer labels, 

females want more body positivity which has resulted to companies’ use of normal size models 

in their advertising (Tiggemann et al., 2017). 

 

In conclusion, sensemaking is established by these seven properties: identity, retrospective, 

enactment, social, ongoing, extracted cues, and plausibility. These properties are necessary and 

important to understand how females’ make sense of disclaimer labels. Sensemaking is a 

theoretical framework that will be used to analyzed females sensemaking of disclaimer labels. 
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In addition, the theory will be useful and relevant to explore how females make sense of 

disclaimer labels and develop a better understanding of why disclaimer labels are ineffective.  

2.3 The model of sensemaking properties and enactment theory 

In this study sensemaking will be used as a process to understand an individual’s behavior 

(Kudesia, 2017). Organizing process can be linked with sensemaking properties. The process 

occurs through enactment, selection, and retention (Kudesia, 2017).  The model was constructed 

by Jennings and Greenwood (2003) with inspiration from Weick’s (1979) “Enactment theory” 

which contains organizing and environment and sensemaking. The model indicates that 

sensemaking can be seen as shared interactions between and Ecological change meaning the 

environment, and Enactment, actors or the individual in the organization (Weick et al, 2005). 

Individuals are created by the environment and create the environment they are in (Kudesia, 

2017). Furthermore, the mutual exchanges of the individuals and their environment leads to the 

creation of meaning which is called Selection (see figure 1). Further the creation of meaning 

can be retained and well-preserved in Retention (Weick et al., 2005). 

 
Figure 1 

The model of sensemaking properties and enactment theory 

 

 
From: Weick et al. (2005). Organizing and the Process of Sensemaking. Organization Science, 16, 409-421. 

http://dx.doi.org/10.1287/orsc.1050.0133 

2.3.1 Ecological change & Enactment  
Ecological change refers to the environment in an organization, individuals in a group or just 

individuals in general, are a part and create their own environment (Weick et al, 2005). Kudesia 

(2017) mentions that the environment is enacted from the organization itself, meaning the way 

individuals enact in an organization is how the environment in the organization is created.  The 
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organizing process or enactment in the model discusses the sensemaking actives of noticing 

and connecting things. Furthermore Kudesia (2017) discusses that individuals are not just part 

of an organization and react accordingly, they also enact. Individuals do so by their perception 

of a certain situation and by their behavior in certain stations.  Enacting contains sensemaking 

activities of awareness of irregularities, trying to bring order to the organization while also 

being shaped by the environment the individual is in (Weick et al., 2005). The irregularity of 

information then is organized for individuals to better make meaning and sense of it. This leads 

to individuals making a plausible interpretation of the information; thus, enactment follows 

through individuals’ behavior. Information needs to be sorted in order for an individual to be 

able to make sense of the information, that is done by individual selecting the type of 

information they want to create meaning of. (Kudesia, 2017). According to Kudesia, (2017) the 

properties that are a part of enactment in this model are the properties Extracted cues and 

Enactment discussed above in the seven properties of sensemaking.  

 

2.3.2 Selection 

Selection can be seen as interpretive process, which means that individuals in an organization 

work to determine meaning to make sense of information (Kudesia, 2017). The process is also 

a reduction process that help individuals to reduce certain possible meaning of information to 

create action (Kudesia, 2017; Weick et al., 2005). Individuals try to create meaning from 

different information and events in order to later choose which information or events they 

should make sense. Interpretation methods that are used for the selections is through cognitive 

and discursive methods. However, the selection is only preliminary and provisional. Plausible 

understanding is produced by selection process, which in turn can be seen as a guideline for 

enactment process. The sensemaking properties which is part of selection are Retrospective and 

Plausibility. (Kudesia, 2017). 

 

 

2.3.3 Retention  

Retention refers to social process where the selected information or events become integrated 

with the individuals’ identity. In this process, individuals’ interpretations influence their 

behavior and affect their identity. When information is retained, many individuals tend to 

become more tangible because they can relate to the past experiences. In this way, the meaning 

can relate to their identity and can be used as a guideline for future actions and interpretations. 

But to maintain an understanding, the individual should both believe and doubt. By an 
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individual believing something, the same type of information is noticed and interpreted in a 

similar way. However, the individual should also notice new information and question it in 

order to be able to interpret and act in new ways with the old interpretations (Kudesia, 2017). 

The sensemaking theory properties connected to this part of the model are Identity, Social and 

Ongoing (Weick 1995). 

 

2.4 Conceptual model 
The aim of this study is to explore significant aspects of how females make sense of disclaimer 

labels. The purpose is to develop better understanding of why disclaimer labels are ineffective 

to females. Therefore, a conceptual model was constructed to expand the knowledge and 

understanding of females sensemaking of disclaimer labels. The conceptual model is a further 

development of Jennings and Greenwood (2003) enactment model that is constructed from 

Weick’s (1979) views of the relationship between enactment, organizing and sensemaking. 

However, the model does not contain all sensemaking properties and the focus is more on 

organizing, which is not the focus of this study. Therefore, the conceptual model has been 

further developed and clearer with the addition of the sensemaking property “Social” which 

was not part of the enactment model. The conceptual model will contain the enactment model 

as well as all seven properties of Weick’s (1995) sensemaking theory to explore female 

sensemaking of disclaimer labels. 

 

The starting point of the conceptual models begins with ecological change meaning the 

environment an individual is part of whether it an organization or not (Weick, 1995, Weick et 

al, 2005). Individuals extract cues in their environment to make sense of them. In this case 

disclaimer labels can be seen as a cue that is part of the environment which affects females’ 

enactment. Enactment can depend on the ecological change since they influence each other 

which can be seen in the conceptual model (see figure 2) (Weick, 1995; Weick et al, 2005).  

 

A selection of information is needed to understand and create meaning of individuals ecological 

change and enactment. Individuals create meaning by thinking retrospective of the extracted 

cues and thereafter make a plausible meaning of the information, in this case disclaimer labels.  

 

Furthermore, the model shows that to create meaning and to interpret the information, retention 

is needed. Individual’s identities are grounded by their interpretation of the information, 
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individually and as a social group. Sensemaking is ongoing and is part of the way individuals 

act and their environment. Therefore, ongoing, one of the seven sensemaking properties is part 

of sensemaking, retention and enactment as sensemaking is ongoing (Kudesia, 2005; Weick, 

1995). Ongoing in sensemaking can be seen as an ongoing process that affects individual’s 

sensemaking. This means that individual gets feedback for the individual to be able to connects 

the information to their identity by going back to selection and enactment.   

 

The sensemaking properties help individual create meaning of things, in this study the 

properties help females make sense of disclaimer labels which is an individual as well as a 

social issue that affects many individuals, especially females around the world. The updated 

conceptual model will be used to explore how females make sense of disclaimer labels and 

understand female sensemaking of disclaimer labels and subsequently why disclaimer labels 

are ineffective for females.  

 
Figure 2 

The conceptual model 
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3. Methodology   

In this chapter, the research design and strategy will be described regarding the qualitative 

approach that was used to collect empirical data. Thereafter, the data collection will be 

explained where the choice of focus group as well as participant selection will be presented. 

Furthermore, data analysis, trustworthiness and limitations will also be discussed.  

 

3.1 Research design & strategy 

To identify the purpose of this research, an appropriate research design is needed. Research 

design is a guide for the execution of a research method and analysis of data collection (Bell et 

al., 2019). We aim to explore how females make sense of disclaimer labels. The purpose of this 

study is to explore how females make sense of disclaimer labels through the sensemaking 

theory. Subsequently, develop a better understanding of why disclaimer labels are ineffective 

for females through the exploration of female sensemaking. Qualitative research method 

provided us knowledge and insights of female’s sensemaking and experiences regarding 

disclaimer labels. We used a qualitative strategy to capture female's opinion and views, both 

individually and as group, to understand how female make sense of disclaimer labels. With 

qualitative research, we also developed why disclaimer labels is ineffective for females. By 

exploring how females make sense of disclaimer labels, the study will investigate the 

underlying motives to why disclaimer labels are ineffective for females.   

 

 

3.1.1 Qualitative approach 
We wanted to explore how female makes sense of disclaimer labels, sine this has not been 

explored previously. A qualitative approach can be linked with interpretivism. Interpretivist 

means to understand the social world and can be done through an examination of participants 

(Bell et al., 2019). We have an explorative research design since our study is based on 

interpretivism, which means that the research is focus on understanding human behavior. Since 

previous research have only focused on quantitative research and the effects of disclaimer labels 

to females no research has been made to understand why disclaimer labels are ineffective and 
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therefore, we want to explore that and see what females really think about disclaimer labels. To 

be able to interpret how females think about something there is a need to do qualitative research. 

To understand their sensemaking we need to ask females how they make sense of disclaimer 

labels which is a qualitative way of collecting data. For instance, focus groups or interviews 

appropriate methods to use to explore the female sensemaking of disclaimer labels.  

3.2 Data collection  

Qualitative research approach was used to examine female sensemaking regarding disclaimer 

labels and its infectiveness. To get a better understanding of how females make sense of 

disclaimer labels, we used focus group to obtain female's opinion regarding disclaimer labels 

both individually and as a social group. With other qualitative strategy such as individual 

interviews, an individually understanding would be provided but not an understanding as a 

social group. Therefore, focus groups will be studied to get a better understanding of females 

sensemaking regarding disclaimer labels ineffectiveness.  

3.2.1 Focus group 
We have used focus group to explore how females makes sense of disclaimer labels and 

thereafter develop a better understanding to why disclaimer labels are ineffective for females. 

We wanted to examine disclaimer labels from a group perspective since disclaimer labels 

affects female as a group. Discussion between participants provided us an insight of female’s 

different view on a specific topic (Bell et al., 2019). In addition, focus groups also helped us to 

understand how females individually make sense of disclaimer labels. The interactions between 

participants during focus groups aided us to understand participants’ different views, opinions 

and their sensemaking. Three focus group was conducted, and females participated to discuss 

their personal opinions as well as their sensemaking regarding disclaimer labels. We welcomed 

all opinions since it provides us with empirical data to understand our research purpose and 

answer our research question.  

 

Focus groups provide us the opportunity to understand how females make sense of a specific 

phenomenon, in this case, disclaimer labels (Bell et al., 2019). An advantage was that 

participants’ opinions and reactions regarding disclaimer labels were obtained in their own 

words. 
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A disadvantage of focus groups is the gathering process since it was difficult to gather 

participants at the same place and time. Scheduling is the reason why the number of participants 

varied in the focus groups. A few participants were scheduled to be in the same focus group. 

However, some participants were unavailable at the scheduled time, which leads to a 

reconstruction of the focus groups. Another disadvantage is that certain participants become 

less talkative than others. All participants were involved but there was always a participant that 

became less talkative. The reason can be that they have difficulty discussing with strangers. 

Some participants have a harder time expressing themselves in a larger group, leading to them 

not being active in discussions. To avoid passive focus group discussions, a comfortable 

ambient was created and beverages was offered to the participants. In addition, participants can 

make small talk before participating the focus group, which could relieve their stress and get 

them comfortable with each other.  

 

 

Three focus group were conducted, and each group consist of four to six females. Swedish is 

the language that was used. In the beginning, the participants were asked to introduce 

themselves to help us recognize the voices when we transcribed. Another reason was to create 

a safe ambient and trust between the participants. We wanted the participants to freely express 

their personal opinions and feel safe that the information will be handled in a correct way.  

 
Table 1 
Focus groups list 
 

 

3.2.1.1 Online focus group  

The first focus group was conducted on the communication platform, Zoom. The group consist 

of five participants and the discussion lasted for one hour and 15 minutes. The online focus 

group was conducted to test our questions in focus group guide. However, the focus group were 

performed with interesting discussion between each question. The empirical data was seen as 

Focus group Version Participant Time 

1 Zoom 5 1 h 29 min 

2 Physical 6 1 h 16 min 

3 Physical  4 1 h 23 min 
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giving and useful. Therefore, the focus group became one of the empirical data that will be used 

in this research.   

 

The advantage with online focus group is the rapid gathering of participants to attend the focus 

group. The participants can participate the focus group anywhere, which made it easier to find 

a time that suited all participants. Commuting is an example that can prevent many individuals 

from participating, which does not affect participants in online focus groups. In addition, due 

to the pandemic, most participants feel familiar with the concept of discussing through a screen. 

Therefore, the participants could comfortably discuss their sensemaking of disclaimer labels 

with others.  

 

However, technical difficulties can occur which can be seen as disadvantage. The online 

meeting was disconnected two times, which interrupted the participants as well. In this way, 

the participants could easily lose concentration, and this made it harder for them to connect with 

the other participants. In addition, the discussion’s flow between the participants were not as 

smoothly as the physical focus group. Another disadvantage was that the body language was 

harder to read on each participant. 

3.2.1.2 Physical Focus group  

Two focus group were conducted in physical focus group, where one was performed in Malmö 

and one in Kristianstad. The first physical focus group was consisted of six participants and 

lasted for one hour and 16 minutes. The second physical focus group consisted of four 

participants and was carried out one hour and 23 minutes. Physical focus group was optimal for 

this research because of the easier connection between respondents and more natural flow of 

communication. There are differences between the online focus group and the physical focus 

groups regarding the flows between the different participants. The participants could 

communicate freely with each other in the physical focus groups. In addition, they could 

contribute to each other’s thoughts and arguments more naturally unlike the online focus group. 

 

Conducting a physical focus group has some advantages. One advantage is that the participants 

can discuss with no unexpected interruption, which easily occurred in the online focus group. 

Another advantage is that the discussions become more personal when every participant was in 

a same room. Together, they could have eye contact and socialize easier. Physical focus group 
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provided a better understanding of how each participants made sense of disclaimer labels, both 

in how they expressed themselves as well as their body language. 

 

Nonetheless, one disadvantage can be that many participants have a tight schedule and to gather 

participants to attend at the same time was difficult. Further, it was challenging to get the right 

number of participants to attend the focus group at the same place as well.  

 

3.2.2 Participants selection  
The purpose of this study is to explore how females make sense of disclaimer labels through 

the sensemaking theory. Subsequently, develop a better understanding of why disclaimer labels 

are ineffective for females through the exploration of female sensemaking. Previous research 

has studied females regarding disclaimer labels as they are the largest group affected. Therefore, 

we decided to select female as participants, since they are part of this research where their 

sensemaking regarding disclaimer will be examined. Females will provide empirical data that 

will later be analyzed through sensemaking theory as well as aid us to answer the research 

question. In addition, an investigation was also conducted on previous research and female 

between 18 – 30 was the selected group for those quantitative research studies. A study with 

the same age group would be ideal since we conducted a qualitative study in the same subject 

area as previous research. Further, the age group of 18 – 30 are considered to be the most 

affected age group of advertisement. Therefore, females between the age of 18 – 30 was selected 

for this study. 

3.2.2.1 Snowball effect 
Females are important to have in the focus group since in this research females and their 

sensemaking is studied. However, there was difficulty to gather all participants simultaneously. 

Due to the short time span, snowball sampling was conducted to gather participants. We 

contacted a group of females to participate in our focus group. Additionally, we also asked if 

they know other individuals who could have participated in our focus group. This research 

examined how females make sense of disclaimer labels and female between 18 – 30 are most 

affected. Therefore, it was suitable to recruit females between the age of 18 – 30. The group of 

participants that we asked recruited their acquaintances to participate in our focus group such 

as classmates, friends, and sisters. Therefore, the participants selection in this research will not 

represent the whole population of females in Sweden or the world.  
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Table 2 
Participants list 

Group Age Occupation Participant 

1 23 University student A 

24/04/22 24 University student B 

 24 University student C 

 23 University student D 

 26 Part time employee E 

2 27 Part time employee F 

25/04/22 23 Fulltime employee G 

 26 Part time employee H 

 19 Gymnasium student I 

 18 Gymnasium student J 

 18 Gymnasium student K 

3 22 University student L 

28/04/22 18 Gymnasium student M 

 22 Part time employee N 

 18 Gymnasium student O 

 

3.2.3. Focus group guide  
Focus group guide were used to structure the implementation of the discussions between the 

participants during the focus group. The focus groups were conducted in Swedish since it was 

the native language for all participants. The focus groups began by welcoming all the 

participants and asked for approval for audio and film recording. Thereafter, all participants 

were informed about the focus groups' agenda as well as the research subject. We as the 

moderators have the purpose to clarify ambiguities that participants have and to ensure that 

every participant gets the chance to express themselves (Bell et al., 2019) We noted that some 

of the terms used may be difficult to understand. If the participants had any question, they were 

free to ask us at any point in the discussion.  
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We started to ask the questions and let the participants have a discussion. When the participants 

could no longer add more to a specific question, we as moderators took the lead and asked 

different questions. We did our best to involve all participants and ask encouraged that all 

participants their opinion. The semi-structured interview questions were formulated from the 

Sensemaking theory. The different properties of the theory were related and had their specific 

purpose in constructing the focus group guide (see appendix 1). The interview questions were 

created for participants to have a discussion and the interview guide was split into three different 

parts.  

 

In the first part, an introduction of the subject as well as us as moderators and participants were 

conducted. By having a brief introduction, the participants can get familiar with each other and 

make it easier for them to discuss the questions together.  One of the reasons we had an 

introduction was to confirm that we were studying the same age group as previous research. In 

addition, we wanted the participants to get to know each other, which lead to a mor easygoing 

discussion. This part of the interview guide went smoothly in all focus groups. However, the 

participants that were in the physical focus groups had more flow in their communication than 

the online focus group. The participant in the physical focus groups were laughing, having small 

conversations with each other, and felt in general more comfortable around each other. the 

digital focus group participants lacked the small interactions between participants that the 

participants in the psychical focus group had. 

 

The second part or the focus guide contained questions that were connected to the Sensemaking 

theory. All semi structured interview questions were related to sensemaking as well disclaimer 

labels. the reason why there were semi structured is because in focus group discissions can take 

different directions than intended. Example of questions asked were if they had seen digitally 

manipulated images or if they trusted marketing (See appendix 1). Questions that were asked 

and that are connected to sensemaking were connected to the females and their identity, which 

is also part of the Sensemaking theory. 

 

In the last part of the focus group guide, a case was conducted. We showed four different images 

where the first image was digital altered, and the second image was not digital altered. Further, 

the third and fourth images have two different disclaimer labels; one with the text “digitally 

altered” and one with the text beauty unaltered (See appendix 1). In addition, the questions 

were asked regarding their thoughts and opinions about the different images. Further, we also 
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asked the participants similar questions about disclaimer labels in order for to get a better 

understanding of their sensemaking. Initially two images were shown without disclaimer labels 

(See appendix 1). We asked the participants what they see in the images. Later the same images 

were shown with the different disclaimers and the participants were asked how they made sense 

of the images (see appendix 1). Lastly, the participants in physical focus group were demanded 

to write down three statements on why they believed disclaimer labels were ineffective. The 

online focus group did not accomplish the statement’s part, since the ideas came after we have 

performed the focus group. Therefore, there is no statements from the online focus group. 

3.3 Data analysis  
The focus groups were first recorded, and then the data material was transcribed. The length of 

transcriptions differed depending on how talkative the different focus groups were as well as 

the groups’ size. The transcribed material consisted of 84 pages where transcription in focus 

group one was approximately 25,5 and 25,5 pages for the focus group two. Focus group three 

consisted approximately 33 pages of transcription. Transcribing the data took very long time as 

we had to listen and write what the participants were saying. But the data that was collected 

was very giving and was used to analyze females sensemaking of disclaimer labels. 

 

The focus group was conducted in Swedish meaning that the quotes and codes that were used 

had to be translated to English for us to discuss and analyze the empirical findings. A large 

quantity of empirical data was given by the focus groups interview, which can be difficult to 

analyze. Therefore, the empirical data that was coded helped us analyze the participants 

sensemaking in chapter four of this study. We have used an open coding where we have focused 

on a supporting theme, in this case sensemaking seven properties was in focus. The different 

questions have different themes, which we have tried to code words through themes. In this 

way, we could search through the entire material with simplicity (Lind, 2019). 
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Table 3 

Coding’s categories  
 

 

 

 

 

 

 

 

 

 

 

To code the data, we searched for words that were related to disclaimer and words that were 

frequently used by the participants in their discussions. The coding was accomplished by 

marking words that described participants sensemaking of disclaimer labels and word that were 

connected to their emotions. The words that were coded are words that we as researchers 

considered suitable for the purpose of this study.  

 

 
Table 4 

Examples of the coding process 

Theme   Sentence Analysis 

Social 

 

 

 

“[...] we encounter this almost every day 

on all the products we use, but you do not 

always read it, for example in cigarettes, 

it is larger text, and you notice it. that it 

causes cancer. but not everyone writes in 

big text what side effects you can get from 

a product.” – Participant G 

 

It shows participant’s daily 

communication topics regarding 

disclaimer labels in general. This can be 

connected to sensemaking property, 

social.    

Categories/ themes  

Identity 

Social 

Retrospective 

Plausibility 

Enactment 

Extracted cues 

Ongoing  
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Identity 
 
 
 
 
 
 
 

“I feel positive feeling but nothing more 

than that. But I would go on and not think 

about more. Maybe that’s why it is 

ineffective, because you do not think 

about it more that it is just there… – 

Participant A 

It shows participant’s thinking and feeling 

regarding disclaimer labels. Participant’s 

expression can indicate the connection 

between disclaimer labels and their 

identity.  

 

 

To get an overview of females sensemaking of disclaimer labels, different questions and their 

meanings were used to give a detailed analysis. The coding words are not taken from specific 

question rather they are chosen from the entirety of the data. This helps the us to analyze the 

research question and the empirical data in detail. We started to code first by dividing the 

interview question into the seven different characteristics of sensemaking. Each characteristic 

has specific questions attached to it. The sensemaking properties can stand alone but also be 

connected to each other therefore the coded words and quotes that were extracted from the data 

are intertwined to all sensemaking properties. Example in the sensemaking property identity 

construction which discusses how females’ identity is formed, words like, comparing, 

idealized. We used the thematic analysis strategy when analyzing empirical material. In this 

study, theme is an important part since the seven properties are the base of this study. By using 

thematic analysis strategy, we can analyze the empirical data through theory-related material 

where we use sensemaking properties as a theme (Bell et al., 2019). 

3.4 Trustworthiness 
Trustworthiness can be defined as evaluations criterion in qualitative studies and consist of four 

perspectives: credibility, transferability, dependability, and confirmability (Bell et al., 2019).  

 

Credibility refers to the findings’ reliability and how believable the findings are (Bell et al., 

2019). For the findings to be credible, the focus group interviews were recorded with the 

consent of the participants and transcribed accordingly. The recordings will be saved and can 

be offered for inspection if anything is unclear. In addition, we were presented and observed 

that the focus groups went according to the plan. To increased credibility, the empirical data 

have been work thoroughly and carefully analyzed. Transferability refers to the findings’ 

applicability and whether the findings are applicable to other contexts (Bell et al., 2019). The 

method section of this research gives a detailed view of how this study was conducted. 
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Therefore, this method can be applicable to other findings and context for future research. In 

addition, there is a focus group guide, which can be used in other studies and make this study 

transferable. Dependability represents the findings’ consistency and applicability on other times 

(Bell et al., 2019). To increase dependability, we maintain our data collection such as focus 

group guide, recordings, and transcription on our devices, which is easily accessible at any time. 

Confirmability concerns the researchers’ exclusion of their values in order not to influence the 

study and its result (Bell et al., 2019). During the data collection, we tried to be transparent by 

not adding our opinions to the results, which increases confirmability. There is a clear focus 

group guide that shows how the empirical data was collected. In addition, there are 

transcriptions which displayed that we as research have not influenced the study and its results 

negatively. In addition, we were two research that were there to support and control so 

everything was conducted correctly. 

3.5 Limitations  
All research studies have limitations that can affect how trustworthiness of the research are. 

One limitation of this research is that the only homogenous group of females in Sweden were 

examined. Another limitation can be that the focus group was conducted in small groups, which 

does not represent the entire female population in Sweden or the world. Furthermore, another 

limitation is to get participants to attend the physical focus group since one of the focus groups 

in this study was conducted online. Having online focus group can in one hand be seen as a 

limitation as body language cannot be interpreted and analyzed. On the other hand, it can also 

be an opportunity as individual from different locations can participate. Moreover, a 

reconstruction of the interview guide could lead to more optimal answers from the participants. 

One hour into focus group, some participants body language showed that they started to get 

bored as well as their answers were not as developed as in the beginning. In addition, some 

questions were repletion or similar to other question, which could be seen as repetitive.  
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4. Empirical Findings and Analysis 
 
The purpose of this study is to explore how females make sense of disclaimer labels through the 

sensemaking theory. Subsequently, develop a better understanding of why disclaimer labels are 

ineffective for females through the exploration of female sensemaking. The empirical findings 

of the focus groups will be discussed and analyzed through the conceptual model. Firstly, the 

finding will be discussed and analyzed from the seven sensemaking properties, ecological 

change enactment, selection, and retention. In addition, a case was done to see explore how 

females make sense disclaimer labels in actual advertisements  

4.1 Disclaimer labels 

The focus groups were invited to discuss how they make sense of disclaimer labels. The 

conceptual models starting point is the environment furthermore how enactment and 

environment are dependent and affect each other. In addition, it is through the seven 

sensemaking properties that selection and retention of information is made in order for females 

to make sense.  

 

The focus group’s discussion began by asking the participants whether they trust marketing and 

digital manipulated advertisement. Many females argued that they did not trust marketing. 

Some participants said that it deepened on different factors. A crucial factor that affected 

females’ trust, was the actual company. Females can become depressed anorexic (Taylor et al., 

2018) and develop other mental health issues as they are affected from advertisement (Schirmer 

et al., 2018). Which can also be seen in this study as many participants express that they are 

affected in various ways and that they therefore should be critical of advertisement. Criticism 

can be interpreted as females believe that they need to be conscious and for their own sake of 

what they see in advertisements since advertisements not always portray reality. Digital 

manipulated advertisement is common in marketing, especially in fashion and beaty industry 

(Petrescu et al. 2019), something females also are aware of. However, many participants 

associated digital manipulated advertisement with social media. They also discussed that 

disclaimer labels are used to make them aware of something in an advertisement.  Other 

participants associated digitally manipulation of advertisement to models, bodies, and 

perfection. When discussing advertisement ad digital manipulation of advertisement, no 
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participant associated disclaimer labels with digitally manipulated advertisements. This must 

be because disclaimer labels are not widely discussed subject and females do not have much 

knowledge about disclaimer labels. In addition, when it comes to disclaimer labels in the beauty 

and fashion industry, it is fairly a new subject which can be a reason why females do not have 

a direct association of disclaimer labels in advertisement.  

 

In the case that was presented to the participant, many did not notice the disclaimer labels in 

the advertisements. Females are not used to see disclaimer labels in advertisements because 

they have not noticed or seen disclaimer labels before. In addition, females have no great 

knowledge of disclaimer labels’ appearance, which can be a reason why they do not notice 

disclaimer labels in advertisements. The society is focused on perfection and models bodies 

being perfect in advertisements therefore the participants do not consider disclaimer labels at 

all. However, participants have some knowledge of disclaimer labels in other industries such 

as tobacco and medicine since those are more common (Green and Armstrong, 2012). 

 

Countries such as France and Israel have instated laws and require disclaimer labels on digitally 

manipulated advertisements (Borau & Nepomuceno, 2019; Giorgianni et al., 2020; Schirmer et 

al., 2018).  Many females have a positive view of legislation regarding disclaimer labels when 

discussing it in the different focus groups, the believe that this will help decrease mental health 

issues in females. In addition, many more companies will have to disclose if advertisements are 

being digitally manipulated (Semaan et al, 2018). Disclosing if advertisements are being 

digitally manipulated is seen as positive by females’ because this will show females which 

advertisements are being digitally altered. Females are positive to disclaimer labels because it 

will show them what advertisements are being digitally manipulated. But females do not see 

disclaimer labels when they are shown advertisements with disclaimer labels. This indicates 

that females believe in theory that disclaimer labels are positive and will help them in their 

sensemaking of disclaimer labels, but the actual disclaimer labels are not noticed by them. 

4.2 Identity construction 

In the conceptual model, sensemaking is grounded in the identity construction. Weick (1995) 

discussed that the individual identity affects the thinking process of how to make sense.  Many 

females associate the concept of being perfect with the model (Petrescu et al., 2019). They 

grounded their identity through the models and strive to be as perfect as them. Interaction with 
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others creates an individual’s different identities (Weick, 1995). Female created their own 

identity by interacting with advertisements and other individuals. They also grounded their 

identity by comparing themselves. Females strive to emulate the models in the advertisements 

has led to psychological disorders se well as mental health issues (Taylor et al., 2018; Schirmer 

et al., 2018). Females are aware of the negative consequences that comes with advertising. 

Therefore, females can make sense of digital manipulation since ground their identity by 

comparing themselves to the model in the advertisements. 

 

 

Participants were asked if they have been affected by digital manipulated advertisement and all 

participants agreed. Body is the major factor that females are affected by in digital manipulated 

advertisements. Other factors such as skin, face, stretch marks can also influenced females: 

  

“You get affected and you compare yourself quite a lot then, the model that shows 

the product is completely flawless, perfect and then you buy the product, and you 

test it, and it does not fit as well as it does on the model, so you think about " yes, 

then I'm wrong” – Participant A 

 

“[...] I know that I compare myself a lot and it is certainly others who do it. the 

beauty industry is so badly structured and that, it has escalated I think you are 

affected by a lot of those you see and think that 'amen so I want it too' [...]” – 

Participant N 

 

Participants N lifted that digital manipulated advertisement could lead to mental health issues: 

 

“[...] it also has consequences for them, mental illness, depression, eating 

disorders and all that. So, it will be like another vicious circle” - Participant N  

  

When it comes to disclaimer labels, female find it difficult to make sense. Disclaimer labels are 

something that many females have not been encountered in the advertisements. In this way, 

female have difficulty to ground their identity with disclaimer labels. Disclaimer labels have 

been found to be ineffective because it is considered not to have fulfilled its purpose 

(Tiggemann, 2022; Charles et al., 2018). There has fairly been an interaction between females 

and disclaimer labels, which indicates difficulties for females’ sensemaking.  
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In summary, females cannot make sense of disclaimer labels with identity construction 

properties. This is due to that they have hardly encountered disclaimer labels, especially in 

beaty and fashion industries. In this way, the interaction between females and disclaimer labels 

have not occurred and females have not made sense of disclaimer labels.  

4.3 Retrospective 
Retrospective is another property in the conceptual model where individuals make sense by 

looking back and reflect on specific situations or cues (Weick, 1995). To understand how 

individuals make sense of the past, participants have had to reflect. Females reflect on how 

disclaimer labels and digitally manipulated images have affected their views. The view of 

digital manipulated advertisement is displayed differently among the females. Some claimed 

that digital manipulation has been used frequently in the past: 

 

  “I think before companies used to retouch their images a lot” – Participant A 

  

Meanwhile, some females believed that digital manipulation was rarely used in the past. 

Individuals understand the meaning of a situation that happened at a specific time (Weick, 

1995). Females became unsure if digital manipulation has been used in the past. At the younger 

age, females have no thoughts about advertising construction or digital manipulation: 

 

  “[...] before it was not much, well, it was maybe, but we did not really think about 

it”  

– Participant O 

  

Females have not made sense of the cue, in this case, disclaimer labels. They did not have an 

interest and did not make sense of disclaimer labels. Therefore, the females did not understand 

what disclaimer labels were until later when they reflected upon it. During the discussion, 

participants reflected to their past and tried to make sense of, in this case digital manipulation. 

In this way, the participants got an understanding of what digital manipulation is. 

  

In summary disclaimer labels is one solution that have been used to clarity the misleading 

images in the advertisement. However, hardly any participants have encountered disclaimer 

labels in their everyday life. Therefore, the definition of disclaimer labels and its purpose have 
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been unknown for many participants. Females do not make sense of disclaimer labels due to no 

interaction with disclaimer labels in the past as well as the present.  

4.4 Enactment  

Enactive of sensible environments are activities that helps individual make sense of something 

(Weick, 1995). All participants were affected of digitally manipulated advertisement in various 

ways. Participants stated that they were affected psychologically and could feel bad about their 

own faces and bodies. In addition, females strive to look like the models in the advertisements. 

Females can become psychologically affected by digital manipulation of advertisement and can 

for instance become depressed (Taylor et al., 2018).  In addition, many participants stated that 

they become disappointed and sad when they see digitally manipulated advertisement:  

 

“It is a shame they have to do that, but it depends on the mood” - Participant M 

 

Participant M meant that it is a shame that they must digitally manipulate images, but she agreed 

that it affects her as well. Her mood affects the way she gets affected by digital manipulation 

of advertisements. Many participants argued that digital manipulated advertisement affects their 

self-esteem, which can also be seen in previous research (Taylor et al., 2018; Schirmer et al., 

2018), but participant H said that she “does not care” if the advertisements are digitally 

manipulated. On one hand, this indicates that some females become more affected than others. 

On the other hand, this can also be an expression to state the frustration or annoyance from 

seeing digitally manipulated advertisement. Frustration and annoyance over digital 

manipulation is expressed by many females in the focus groups.  

 

Females express their content of disclaimer labels when speaking about it, this is an enactment 

which makes females make sense of disclaimer labels. If females talk or discuss disclaimer 

labels with other, they can better make sense of disclaimer labels. An awareness has been made 

regarding digital manipulation of advertisement (Taylor et al., 2018; Petrescu et al., 2019). The 

goal with disclaimer labels is to disclose if an advertisement has been digitally altered or not 

(Tiggemann, 2022). However, females do not see the disclaimer label. Therefore, there needs 

to be a global discussion regarding disclaimer labels for females to talk about them and be aware 

of them in advertisements.  
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Enactment means that individual perform an action to be able to make sense, for instance talking 

(Weick, 1995). Enactment can be seen as the focus groups having a discussion regarding a 

specific cue such as disclaimer labels. Participants gathered all their previous knowledge and 

tried to make sense of disclaimer labels. To speak and to express their opinion are ways to make 

sense of disclaimer labels. Participant A expressed her thoughts of disclaimer labels as 

following: 

 

“I think that it is effective but that you miss it, or you do not put much weight on 

it [...] You get positive thoughts of this image when it says unfiltered or 

unretouched but at the end, it is not something you will think about. No matter 

what image it is” – Participant A 

 

In addition, participant E agreed with above mentioned statements and believed that disclaimer 

labels should be included in advertisement but continued. “It does not fulfill the purpose it has 

when individuals do not see it”. Disclaimer labels which state that an advertisement not digitally 

manipulated are seen as positive by some females in the focus groups. The participants said it 

made them feel good, better about themselves. Cornelis & Peter (2017) state that disclaimer 

labels in advertisement that are not digitally altered are seen as positive by females. Many 

females in the focus groups are also very positive to disclaimer indicating that an advertisement 

has not been digitally altered. While many are positive there are other females that are skeptical 

regardless. This can be due to females having little knowledge or believe that companies have 

other motives for adding disclaimer labels. 

 

 

Whether legislation is good or not was discussed by the female participants and while some 

believed it was good other believed that it does not matter if there is legislation regarding 

digitally manipulated advertising. The females believed that companies will not follow the laws 

and continue digitally manipulating their advertisements. Participant N said, “it is not helpful”. 

Participant G argued contrary to the others in her focus group and said “it will increase 

confidence and decrease mental illness”: 

 

“I feel positive feeling but nothing more than that. But I would go on and not 

think about more. Maybe that’s why it is ineffective, because you do not think 
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about it more that it is just there…. But it does not affect me much. I will still 

think like I do about disclaimers” – Participant A 

 

The abovementioned statements indicate that in theory, many participants sensemaking is that 

disclaimer labels are important and should be in advertisement. Further, the participants 

discussed that they do not see or do not think about disclaimer labels when viewing 

advertisements. According to participants, it does not fulfill its purpose. However, they believe 

that disclaimer labels should be added in advertisement for females that are attentive to 

disclaimer labels. In addition, females also believe that it would not be harmful to add 

disclaimer labels regardless effectiveness.  

 

The participants have by enactment discussed disclaimer labels. Females’ sensemaking of 

disclaimer labels is that it is positive and should be added regardless its effectiveness. However, 

females make sense of things by talking about things, in this case disclaimer labels. Females 

are in a way trying to make sense of declaimer labels, they acknowledge disclaimer labels by 

the sensemaking property enactment. But females are not connecting and making sense of how 

the disclaimer label together with the advertisement. But a conclusion can be drawn that by 

talking which is part of an enactment activity of sensemaking (Weick, 1995), disclaimer labels 

are ineffective for females.  

4.5 Social 

In the conceptual model, social is an aspect that individual can make sense of disclaimer labels. 

Weick (1995) argued that interaction with others can affect how the individual makes sense. 

Disclaimer labels are a subject that have not been spoken about much arouse all three groups. 

Certain participants have talked more about disclaimer labels than other. Some participants 

agreed that disclaimer labels have been talked in other industries such as investment, medicine, 

and alcohol. Females make sense of disclaimer labels in general. They understood the definition 

of disclaimer labels and can connect them to other fields they have encountered. Disclaimer 

labels usually occurred invisibly, which made it more difficult for females to make sense of 

disclaimer labels. Therefore, the effect of disclaimer labels become vague and lead to 

inefficiency. In this way, disclaimers labels have no effect on females’ perception of digital 

manipulation (Charles et al., 2018):  
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“[...] we encounter this almost every day on all the products we use, but you do 

not always read it, for example in cigarettes, it is larger text, and you notice it. 

that it causes cancer. but not everyone writes in big text what side effects you 

can get from a product.” – Participant G 

 

 

“[...] we have discussed such things but not in the fashion / clothing industry 

[...]” – Participant L 

 

Thus, it is clear displayed that females sensemaking of disclaimer labels in fashion industries 

is unknown. The interpretation can be that disclaimer had hardly been talked about, which has 

led no interaction with others regarding disclaimer labels and have not affected the individuals’ 

sensemaking: 

 

“[...]it's very good with disclaimers because [...] it's a reminder that this is not 

real, and it is so, it's actually great I think.” – Participants C 

 

This indicates that females become more aware and can express their opinions by discussing 

disclaimer labels with others. Females are affected by digital manipulation of advertisements, 

which has been noticeable throughout society. Communication between females regarding the 

effect of digitally manipulated advertisement, has made females aware of the negative 

consequences that have risen. The same conclusion can be drawn with disclaimer labels, the 

more that is discussed the more attentive females become to disclaimer labels. 

 

In summary, females have hardly ever encountered disclaimer labels, which have led to many 

females’ inability to make sense of disclaimer labels, 

4.6 Ongoing 

Another aspect of the conceptual model is ongoing, which refers to individuals who are always 

in the middle of something. Individuals are always thrown into different situations where they 

needed to make sense of what is happening (Weick, 1995). Participants have rarely encountered 

disclaimer labels in beauty and fashion advertisement. Therefore, disclaimers have not been 
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discussed much in the participants’ daily life. Some participants have never encountered 

disclaimer labels at all, while some participants have seen them in other industries. However, 

participants in focus group two mentioned that disclaimer labels will be discussed more in the 

future now that they have a sense of what it is. During the focus groups discussions, females 

were thrown into a situation where they needed to discuss their views and express themselves 

regarding disclaimer labels. In this way, they started to make sense of what disclaimer labels 

are as well as their purpose: 

 

“[...] like now when we sit and talk about it, you know like mm, well now we talk 

about this. So next time you see it, you will be like "ahh"” – Participant M 

 

According to Weick (1995) sensemaking is ongoing. The participants had previously not 

encountered disclaimer labels. However, during the focus groups they started to make sense of 

disclaimer labels and claimed that they would be more observant in the future. This indicates 

that female sensemaking can always occur through different means. In addition, the more 

disclaimer labels are observed and discussed, the easier it becomes for females to make sense 

of it.  

4.7 Extracted Cues  

In the conceptual model, extracted cues is a property that encourages females to make sense 

(Weick, 1995). In this case, the disclaimer labels are seen as the extracted cue. Cues refers a 

signal from a situation that is extracted in order for participants to make sense (Weick, 1995). 

Both an advertisement and a disclaimer label can be a cue which is used by females to make 

sense. Questions that were asked to understand female sensemaking were if the female 

participants could describe the advertisement and discuss the images. When disclaimer labels 

were discussed, most females believed that companies used them for their own protection:  

 

“[...] I think it is because they want to protect themselves and to not get 

criticism… And that they are transparent also, I believe it increases credibility at 

the customer and loyalty too [...]” - Participant D. 

 

Participants A and B argued that companies wanted to be credible. Participant H stated that 

disclaimer labels in ads is a marketing strategy. The participants arguments can be interpreted 
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as when females think about a specific cue in this case, disclaimer labels they believe that they 

are added for the companies own protection, not because they think it is a good thing for 

females. However, some participants believe that companies add disclaimer labels in their 

advertisements to be transparent and be credible for their consumers. Which female consumers 

see as something positive: 

 

“[...] I believe that they want to be credible, so they do not want to trick their 

consumers, so they try to be honest [...]”-Participant C 

 

“It is this to inform like you say to inform the customer [...] Also, maybe a way to 

disclaim liability if anything were to happen [...]” - Participant E 

 

When the participants discuss credibility, they believe companies are credible and that 

companies care and try to be considerable and honest to their customers. If disclaimer labels 

are added in a sincere way by companies in advertisements, females may become more positive 

to disclaimer labels and more loyal to the brand. Participant E discussed that companies do not 

want to be liable in any want and therefore add disclaimers. Thus, disclaimer labels are 

unbelievable and ineffective for females. Participant H argument regarding company’s market 

strategy is following:  

 

“It's a good marketing strategy, to be honest. Because if you take such a picture 

and write that it is not, you end up in a different kind of category of advertising. 

Where you end up in both in one that people become kind of oh, look here they 

actually look like. then there are those who get obsessed with this company 

showing the real woman. I think it is a good marketing strategy when it comes to 

make-up and clothes. - Participant H 

 

Participant H believed that disclaimer labels are just a marketing strategy. The findings 

indicated that the participants believed that companies add disclaimers to inform. However, 

many females were more skeptical and believed companies have underlying motives for the use 

of disclaimer labels such as making profit. 

 

The cue that participant discussed was disclaimer labels. In all three focus groups participants 

mentioned that companies put disclaimers to combat the negative effects of digital 
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manipulation. Participant G argued that disclaimer labels attached to advertisements made her 

feel better since the digitally manipulated advertisement is added to inform and decrease mental 

health issues in the society. According to the participants, disclaimer labels contributed to a 

better quality of life for females. Most participants also believed disclaimer labels should be in 

advertisements. However, participants H quote indicates that disclaimer labels do not really 

matter. All participants in focus group two felt that companies’ messages are not credible: 

 

“I think you should do it [...]it would contribute to something positive maybe the 

decrease of mental health issues [...] with females feeling like they are not good 

enough [...] it would have made me feel better” – Participant G 

 

All participants in focus group two felt that disclaimer labels added in advertisements by 

companies are not credible. Participant N agreed that it is a bit suspicious with disclaimers 

labels. Something participant G agreed with: 

 

“I do not thing that there are companies that think on consumers best than 

themselves. They think about their best”- Participant G 

 

The use of digital manipulation of advertisements has led to greater profit for companies (Borau 

& Nepomuceno, 2019, Petrescu, et al. 2019), which many participants also agreed with. 

However, participant I disagreed with the statement that disclaimer labels are added for 

companies own gains. She believes that some companies main business idea and message is to 

be real: 

 

“So, I think that there are companies, that is to say that their whole thing is to 

be real, so I think there surely are” – Participant I 

 

Danthinne (2022) discusses that Dove is a brand that does not digitally manipulate their 

advertisements and have it as part of their business plan, this type of brands is what participant 

I is referring to. Companies’ communication regarding their intent to add disclaimer labels is 

seen differently by the females in the different focus groups. The reason may be due to unclear 

communication from companies to their consumers. Furthermore, when the participants see 

advertisement which can be cues to how they make sense according to Weick, (1995), they do 

not pick up the cue as it is intended. Since individuals make sense of things in their own ways 
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from retrospect and their identity, they make their own sense (Weick, 1995) which companies 

cannot affect. There needs to be improvements in how companies communicate their disclaimer 

labels and advertisement to their consumers in order to be more credibility and not be seen like 

they only think about their profit and own gains. 

 

In addition, participants were positive to disclaimer labels that conveyed that the image had not 

been retouched. Some participants believed companies intent and other do not believe the 

companies intent behind disclaimer labels, this can be connected to what participant N states” 

Credibility depends on brand to brand”. The participants got to see images of models where 

the images had been digitally altered and other images where the image was not digitally 

altered. In addition, they got to see images with and without disclaimers that stated that an 

image has been altered and disclaimer that states that the image had not been altered. (See 

appendix 1). As mentioned before the images and the disclaimers are different cues individuals 

use to make sense (Weick, 1995). The findings show that most females notice the cue that is 

the actual advertisement. Females analyze the images thoroughly and discuss different aspects 

of the image but miss the disclaimer label. 

 

When the participants saw an image that was digitally altered, they immediately said that it was 

altered. And many of the other participants agreed. But as the females analyzed the image 

further one thing was very clear that no one discussed the actual disclaimer label, at least not 

until it was pointed out by another participant. One out of six participants in the second focus 

group did notice the disclaimer. The other participants were still focused on the model and 

trying to see if the advertisement has been digitally altered. Tiggemann er al., (2022) have stated 

that disclaimer labels are ineffective which can be seen here from how females make sense of 

disclaimer labels in the advertisements shown to them: 

 

“I did not see the text first I was still focused on her face” – Participant G 

 

“I thought first when I read what it was if it was the logo” - Participant H 

 

Participant G discussed that she did not see the disclaimer and was just attentive to the 

advertisement, this can be connected to other participants also believed that the disclaimer label 

in the advertisement was a logo.  Many believed that the disclaimer label should be more visible 

and adding comments like, it should be a visible color as the disclaimer labels in the 
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advertisement had similar color as the background when it came to the digitally unaltered 

image. The image that was digitally altered had a black disclaimer that was more visible 

according to the participants. Therefore, many participants suggested that disclaimer labels 

should be in a different color like red. Other suggested that the disclaimer label should be placed 

differently. It can be interpreted that the participants only focus on one que, meaning the actual 

advertisement at the time and therefore cannot make sense of disclaimer label as it is another 

cue. However, when the cue disclaimer label is discussed by the participants, they think back 

to their knowledge and put it in a context (Weick, 1995). For instance, when to comes to tobacco 

disclaimer labels is used as a warning. The participate connect the context of tobacco disclaimer 

labels that they have to that of disclaimer labels in advertisements. Therefore, participants see 

disclaimer labels as something positive. However, when the participant sees the advertisements, 

most of them do not notice the disclaimer label: 

 

” But there are so many ads everywhere, so it is too much information to take in 

all the time. That I should have an opinion about every image like I do not care” 

– Participant H 

 

Klein et al. (2006) mentions that overflow of information can be confusing for individuals and 

how they make sense. An overflow of information is what many participants mention as they 

say there are advertisement everywhere. Although some participants notice the disclaimer label, 

some find it positive while other feel that it makes a difference: 

“I did not react to this disclaimer due to the positioning and the size. I missed it 

completely [...] I have not seen it. Maybe it is that I have seen it but that I have 

missed it due to it being invisible” - Participant E 

 

The findings show that the overflow of information leads to participants missing the most 

important cue which is the disclaimer label. Another reason to why participants miss the 

disclaimer label can be due to societies beauty ideals and their identity (Petrescu, et al., 2019, 

Borau & Nepomuceno, 2019). Many participants believe that there is a deep-rooted idealization 

with looking perfect, Therefore, they are conditioned to find imperfections in the advertisement 

rather than find a disclaimer label. The participants focused on the model as they are used to 

see perfections and imperfection and are always focused on that rather than the disclaimer label.  
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The findings show that when participants see disclaimer labels, they react to the visualization 

of the disclaimer label. When it came to digitally altered advertisement which had a disclaimer 

stating it was digitally altered (See appendix 1), after the participant noticed the disclaimer 

label, they discussed that the disclaimer was black and quite visible. But when the image was 

unaltered (See appendix 1) the disclaimer matched the background and was not equally visible. 

The difference was visible when the participants noticed they did a comparison of the images 

side by side. The findings show that placing, color, positioning, size, and the impact of the 

societies are reasons why disclaimer labels ineffective to females and why the most participants 

do not notice disclaimer labels.  The disclaimer labels are too small, too invisible, and most 

participant focus on the model instead. 

4.8 Plausibility  

Driven by the plausibility rather than accuracy is that individuals believe something is accurate 

when it is not (Weick, 1995). Individuals decide what is true by reflecting and making sense of 

something, in this case disclaimer labels. Almost every participant considered that disclaimer 

labels are something positive. For instance, focus group one mentioned that by adding 

disclaimer labels in an advertisement, their view of the advertisement is positively affected. At 

the end of the focus group discussions, the participants were informed that the disclaimer label 

are proved to be ineffective according to previous studies. Participants reaction regarding 

ineffectiveness varied, some were surprised meanwhile others expected that the disclaimer 

would have no effect since they said that they did not see it. Although disclaimer proved 

ineffective, some participants stood by their opinion that disclaimer was still effective and 

should be in advertisements: 

 

“I stick to this that it's still positive but just like I've said before that I've probably 

missed it [...] Even though it has been there.” – Participant E 

 

This indicates that female sensemaking of disclaimer is that it has positive effect if they only 

think about the cue disclaimer label. But if they look at the advertisement, they do not pick up 

the cue that is disclaimer label which makes disclaimer labels ineffective. In addition, 

disclaimer labels are ineffective according to previous research (Tiggemann, 2022). Despite 

that, some participants who considered disclaimer as positive have had to reflect on why 

disclaimer is ineffective. A follow-up question was asked where the participants had to explain 
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why disclaimer had no effect in counteracting negative consequences from digitally 

manipulated images. One reason mentioned what that disclaimer labels have no effect on 

females due to the construction of disclaimers. Factors such as positioning, color and size could 

make it difficult for women to notice it in an advertisement: 

 

“[...] I think it is inefficient, because society [...] is built [...] we have a lot of 

responsibility to look good. For us to be popular for that, regardless of whether 

there are disclaimers. We do not care about it and go back to criticizing ourselves 

and trying to look so good that others can like us [...] it is this whole image to 

always seem perfect [...]” – Participant A 

 

 

Participant A further stated that peoples thinking regarding themselves, and their own identity 

is similar to as it was before, females will always compare themselves to others. Females will 

always continue to compare themselves to models in advertisements (Danthinne et al., 2022; 

Tiggemann, 2022). Participant H said: “I do not care about the text because I do not read the 

text”. This further indicate that females focus on the actual image and barely make sense or 

even notice the disclaimer label in the advertisements. And if the participants notice the 

disclaimer label, they have a hard time making sense of it and create a meaning of it since they 

have not seen it often, therefore disclaimer labels are ineffective for females. 

 

After the process of sensemaking. Females got to write down statements as to why they 

believe disclaimer labels are ineffective. the reasons according to the females were:  

 
Table 5   

Statements from participants  

Focus group Statements 

2 People don’t read, they just focus on 
the image 
 
Ideal remains 
 
People are still critical 

3 Not enough attention is paid 
 
The text is too small or fits too well in 
the image, so it is not visible  



 

 

Kristianstad University | SE-291 88 Kristianstad | +46 44 250 30 00 | www.hkr.se 46 

 
You are affected regardless, sitting 
deep inside. Been going on for a long 
time. 

 
 

 

 

The participants statements show that females have a hard time focusing on a specific cue due 

too much information that they get in their constant flow of pure duration. In addition, when 

they focus on the cue, they cannot make sense of it as the only point of reference that they have 

in retrospect is connected to other industries where disclaimer labels are seen as positive 

therefore, they believe it is positive. Furthermore, as precious research also stated females will 

always compare themselves (Danthinne et al., 2022; Tiggemann, 2022) and disclaimer labels 

will not change that.  

 

4.9. Analysis 
 
The findings show how females make sense of disclaimer labels and indicate various motives 

to why disclaimer labels are ineffective for females. We can conclude that female sensemaking 

need to go through all properties of sensemaking to make sense of disclaimer labels. A missing 

property of the sensemaking theory can lead to females’ inability to notice a cue, in this case 

disclaimer labels. Extracted cues are essential in order to make sense of information in 

individuals surrounding (Weick, 1995). We can see in the conceptual model that the 

environment, enactment and extracted cues are connected in order for females to enact. The 

findings show that some females do not notice the cue that is disclaimer label in their 

environment and therefore do not react or enact to disclaimer labels.  

 

Some females discuss that there are too many advertisements and therefore it becomes difficult 

for them to create a meaning or comprehend the information that they are surrounded by. While 

other females in the findings notice the disclaimer label. As Weick, (1995) discusses to much 

information is not good as it becomes harder to create meaning and make sense of things. 

Therefore, cues are needed for females to be able to make sense of information in their 

environment. In addition, extracted cues are essential and most important for individual in this 

case females to make sense of disclaimer labels.    
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In the conceptual model we can see that females are affected by their ecological change, 

meaning the environment and vice versa. Females are affected by the ads in their environment 

which has been made to portray ideal females and therefore they want to look like the females 

in the ads, thus leading to their mental health being affected (Semaan et al., 2018). We can see 

that the environment affects females and their enactment. Females’ mental health was affected, 

thereafter they and other individuals enacted by talking about how ads affect females, this 

leading to implementation of laws and disclaimer labels in advertisements. The conceptual 

model confirms and visualizes the female sensemaking process of advertisement and disclaimer 

labels. there is a pattern of how females make sense of things and how they enact, select make 

meaning of information in their environment.  

 

Selection is an interpretive process, which means that individuals work to determine meaning 

in order to make sense of information (Kudesia, 2017). Females choose the information they 

want to use to be able to make sense, but disclaimer label is not chosen as a cue for them to 

make sense of it., this can be due to unfamiliarity or due to overload of information. According 

to (Klein et al., 2005) confusion can occur for individuals when there is too much information.  

 

In the the conceptual model, certain information is reduced for individuals to make sense of 

information, fem (Kudesia, 2017; Weick et al., 2005). In addition, individuals need values, 

priorities, and clarity to assist them to decide what project is most important (Weick, 1995). 

The conceptual model discusses that selection is important in order to make sense. Females 

chose and prioritized information they see as important, therefore disclaimer labels in not 

chosen as a cue or as information that is important for females. Even though they see disclaimer 

label and they are in ads they choose to put their focus on the actual ad and not the disclaimer 

label. Therefore, females do not make sense of disclaimer labels.   

 

Individual’s projects and goals change over time, so does the meaning of object of attention 

(Weick, 1995). Females wanted to look like the models and the ideal beauty standards, 

consequently, many females’ mental health was affected. However, disclaimer labels are added 

to advertisement to combat the negative effects digital manipulation can have on females. Thus, 

laws were contracted to prevent mental health issues. Therefore, time is important in 

sensemaking as individual make sense of a situation or information occurring at a specific time 

(Weick, 1995). The laws were constructed at a specific time and the main goal was to reduce 

the negative effects advertisements have on females, The solution to decrease the negative 
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effects was to add disclaimer labels to the advertisement.  However, the focus is still on the 

actual problem that is digital manipulations of advertisement, and not on the actual disclaimer 

label. This in order makes disclaimer labels ineffective for females. 

The information selected for sensemaking does not always have to be correct, it can be plausible 

(Weick 1995). Females form a plausible meaning that disclaimer labels something positive with 

the little information they have. Females enact before having all information regarding 

disclaimer label’s purpose and use. As Weick, (1995) argues, an action can be time sensitive, 

as individual’s decisions can shape events before they create meaning. Therefore, in this case 

plausibility is more important to individuals in their sensemaking than accuracy. However even 

though they have created the meaning that disclaimer labels are something positive in their 

mind, their actions say otherwise as some females did not notice the disclaimer labels in 

advertisements. Since sensemaking is subjective, females have different options and make 

sense of disclaimer labels in different ways. According to Weick et al., (2005) what is plausible 

for some individual might not be for another individual. Some individuals noticed the 

disclaimer label while other do not see it in the advertisements until it is pointed out to them.  

 

Disclaimer labels is a cue that females have not encounter previously, therefore it can be seen 

as new cue that females cannot go back retrospectively to make sense of it in the present. The 

only retrospective reference is from the tobacco industries which females have created a 

positive meaning of.  They use that retrospective cue to create a meaning of disclaimer labels 

in the present. Therefore, present cue with a past cue does not give similar results (Weick, 

1995). As the extracted cue, disclaimer label is discussed more frequently, females’ views 

change, more information is collected. Females can retrospectively collect the past cues to make 

sense of disclaimer labels in a specific time. The conceptual model shows thinking 

retrospectively is important for female to create plausible meaning and make sense of cues.  

 

 

Some information that individuals received tends to retain since the information can be related 

to the experience that individuals have experienced. Females cannot relate to any information 

regarding disclaimer labels because females have not seen any disclaimer labels.  Disclaimer 

labels have been unknown to many women, which led to females not being able to create 

meaning. Meaning is a factor that is connected to identity and can be used as a guideline for 

future action (Kudesia, 2017). Some information without meaning can lead to individuals 
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unable to relate or connect to their identity. Females do not make sense of disclaimer labels 

since the outputs of disclaimer labels does not affect females. Females make sense by shaping 

their own identity, but it has shown that females ground their identity with the model in the 

advertisement and not with the disclaimer labels. In this way, they did not ground their identity 

with disclaimer labels and leads to disclaimer labels ineffectiveness.  

 

Females can make sense of disclaimer labels by socializing. For an individual to make sense, 

they should notice new information to interpret or act in new ways (Kudesia, 2017).  Disclaimer 

labels are not visible to females due to no previous encounter with disclaimer labels in their 

everyday lives. Females could not pick up new information about disclaimer labels, which mean 

that they did not act or interpret the existence of disclaimer labels and its purpose. Although, 

there are disclaimer labels in advertisements, females do not make sense of them. Females could 

not take them into consideration, which in turn leads to disclaimer labels’ ineffectiveness. 

 

 

Sensemaking is an ongoing process which means that individuals are in a constant flow if 

information (Weick, 1995). Different cues are extracted, selected, and retained for females 

sensemaking. This results in the change of females sensemaking depending on the time and 

what information they have. Information retained by females for their sensemaking, but changes 

occur in individuals’ lives, this leads to new information can be received and lead to new 

enactments and new meaning creation for females.  The participants did not understand the cue 

but after encountering disclaimers labels in the advertisement, they form a new way of creating 

meaning which affects their enactment and their identity, with newer information of disclaimer 

labels, female get new interpretations which can change their action and behavior towards 

disclaimer labels. in this case females’ views and sensemaking in this study say that they will 

make sense of disclaimer labels and be more attentive of disclaimers labels in the future.  
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￼ 
 

5. Conclusions  
 
In this section, a summary of the thesis will be presented as well as the conclusion of the study. 

Practical contribution, critical review, and suggestions for future research will also be 

discussed.  

5.1 Discussion  
Digital manipulation is not a new phenomenon (Mindel, 2006). It is frequently used in 

marketing. This is something that many females know and was discussed by the participants in 

this study. The participants discussed that they have in fact been negatively affected by digital 

manipulation of advertisements, which previous research also states (Burry et al, 2016; Charles 

et al. 2018; Danthinne et al., 2022; Tiggemann et al., 2022). Disclaimer label is a statement 

used by companies to clarify advertisements (Petrescu et al, 2019). Participant were positive to 

the use of disclaimer labels in advertisements as they felt that it helped them decide if they trust 

and believe in the brand or advertisement. In addition, the participant felt it was important for 

their wellbeing and an assurance if disclaimer labels are added to disclaimer labels. Many 

females take desperate measures to look like models in advertisements, which leads to mental 

health issues and various disorders (Schirmer et al., 2018; Taylor et al., 2018). Therefore, the 

participants feel that adding disclaimer labels can make females see that an advertisement has 

been digitally altered, which may prevent them from being affected. As discussed, females are 

affected by advertisements and are positive to disclaimer labels in advertisements. However, 

the finding shows that most participants do not see disclaimer labels in advertisements which 

is an issue and indicates that they are ineffective 

5.2 Summary of thesis 

The thesis is to examine how females make sense of disclaimer labels. The purpose of this study 

is to explore how females make sense of disclaimer labels through the sensemaking theory. 

Subsequently, develop a better understanding of why disclaimer labels are ineffective for 

females through the exploration of female sensemaking. The conceptual model was constructed 

from sensemaking’s seven properties as well as enactment theory that contains four processes: 

ecological change, enactment, selection and retention. Identity, Retrospective, Enactment, 
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Social, Ongoing, Extracted cues and Plausibility are Weick’s (1995) seven properties that were 

used in this study. Qualitative research strategy has been used to capture females’ opinions and 

views to understand how females make sense of disclaimer labels. Focus groups were 

conducted to obtain females’ views as a social group. The findings indicate that certain females 

seldom make sense of disclaimer labels, which leads to disclaimer labels’ ineffectiveness for 

females.  

5.3 Conclusions  

The purpose of this study is to explore how females make sense of disclaimer labels through 

the sensemaking theory. Subsequently, develop a better understanding of why disclaimer labels 

are ineffective for females through the exploration of female sensemaking. The findings show 

females’ sensemaking process of disclaimer labels and indicate various motives as to why 

disclaimer labels are ineffective for females. From the findings and analysis, we can conclude 

that females’ sensemaking need to go through all properties of sensemaking If females miss to 

pick up on the cue such as disclaimer labels, they will not make sense of disclaimer labels. 

Females can make sense by shaping their own identity. However, it has shown that females 

ground their identity with the model in the advertisement and not with the disclaimer labels. 

Through a retrospective view, by socializing and enacting about a specific extracted cue, 

females can make sense of things. Thus, from a female perspective, females have seldom 

encounter disclaimer labels since disclaimer labels have been invisible. Sensemaking can also 

be seen as an ongoing process where females become more aware in the future and make sense 

of disclaimer labels. It is not important whether disclaimer labels are effective or not as females 

will rely more on plausibility rather than accuracy. 

 

Firstly, the knowledge regarding disclaimer labels varied among the females. Disclaimer labels 

are invisible to females due to not encountering disclaimer labels in their everyday lives. The 

conceptual model shows that enactment is needed in order for females to make sense since it is 

essential for females to select and retain information of disclaimers labels (Kudesia, 2017; 

Weick, 1995). Without enactment, sensemaking cannot be fulfilled as meanings cannot be 

created. Weick (1995) argued that all properties can both stand alone or be connected to each 

other. However, in this study have indicated that all properties need to be connected in order to 

make sense. This is due to sensemaking is a process with many steps and the properties are 

intertwined for females to make sense. Although, there are disclaimer labels in advertisements 
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females do not notice them or make sense of them. Females do not make sense of disclaimer 

labels as they do not think much of them or take them into consideration. Females do not make 

sense of disclaimer labels, which in turn leads to disclaimer labels’ ineffectiveness. The females 

were split on their opinion of legislation about disclaimer labels. Some females were positive 

to the legislation, meanwhile others believed that this would make no difference regarding 

negative consequences 

 

Secondly, most females are affected by digital manipulation in advertisements and disclaimer 

labels do not prevent female from comparing themselves to models in advertising. Many 

participants found it difficult to stop comparing themselves with others as they are influenced 

by others constantly. In this way, regardless the existence of disclaimer labels, female will 

continue comparing themselves, which makes disclaimer labels ineffective.  

 

Thirdly, disclaimer labels appearance is one of the factors that makes disclaimer labels 

ineffective for females. Many females do not see disclaimer labels in the advertisements that 

were shown to them as they only focus on the actual advertisement. In addition, disclaimer 

labels are also similar to the background of the advertisement, which makes it more difficult to 

detect. The size of the disclaimer labels is usually too small for the females to notice and make 

it harder for them to make sense. In addition, females were still questioning company’s motives 

of the use of disclaimer labels.  

 

In conclusion, Weick’s (1995) sensemaking theory has contributed with the mapping of the 

female sensemaking process. Broad conclusion could have been drawn without the 

sensemaking model, but without the conceptual model there would be no clear structure to how 

females make sense of disclaimer labels. The conceptual model has also given a clear definition 

and clarification of the sensemaking process regarding females sensemaking of disclaimer 

labels. Another conclusion can be drawn that females cannot make sense of disclaimer labels 

as they hardly notice disclaimer labels. Some females considered that disclaimer labels should 

be in the advertisement regardless of its ineffectiveness Their thinking and their social 

idealization of how a female should look like will not change neither will the view of 

themselves, therefore disclaimer labels are ineffective.  
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5.3 Theoretical contribution  

Previous research has examined the effect of disclaimer labels in advertisements and most of 

the studies have found it ineffective for females (Burry et al., 2016; Charles et al., 2018; 

Danthinne et al., 2022; Tiggemann et al., 2022). To the best of our knowledge, there is no 

previous research of why disclaimer labels are ineffective for females. Therefore, this study 

will give an insight in females sensemaking of disclaimer labels. Cornelis & Peter (2017) have 

concluded that disclaimer labels are effective only when it states that the advertisement has not 

been digitally altered, have also been shown in this study. In addition, the findings indicated 

that females are positive to disclaimer labels and its purpose. Females wanted to have disclaimer 

labels in advertisements even they have not seen it much. Therefore, companies need to work 

on their communication regarding disclaimer labels to their consumers. 

5.4 Practical implication 

This study gives an insight as to how females make sense of disclaimer labels in advertisement 

since similar topics have not been studied. There were previous research that have indicated 

that disclaimer labels are ineffective. However, how females make sense of disclaimer labels 

and the motives to why it is ineffective have not been studied. Therefore, this study gives a 

specific and unique insight to the female sensemaking. In addition, this study can also help 

marketer to better understand how to improve their use and the construction of disclaimer 

labels. In this way, females can better make sense of disclaimer labels and potentially make it 

more effective. This study can give other insights to companies as well to better market and use 

disclaimers labels in their advertisements. In addition, this study can help legislator in deciding 

how disclaimer label laws should be constructed and if they should be constructed at all.  

 

5.5 Critical review and suggestions for future research 

The purpose of this study is to explore how females make sense of disclaimer labels through 

the sensemaking theory. Subsequently, develop a better understanding of why disclaimer labels 

are ineffective for females through the exploration of female sensemaking. Sensemaking theory 

and the seven properties were used to understand how females make sense of disclaimer labels. 

Findings indicated that females do not make sense of disclaimer labels as they do not see 

disclaimer labels. Therefore, future research should be focused in examining a solution to make 

disclaimer labels fulfill its purpose in marketing. In addition, future research should be 
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conducted to examine the correct way to add disclaimer labels in advertisements. Future 

research should be conducted on females in other countries, cultures, and other genders to 

understand how they make sense of disclaimer labels. This study was only conducted on 

females in Sweden. In addition, Female were positive to companies that were using disclaimer 

labels in an advertisement.  Therefore, future research can examine how effective disclaimer 

labels are for a brands identity. 
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Appendix 1 – Focus group guide 

 
 
Disclaimer labels & Digital manipulation 

1. Litar ni på marknadsföring? 
2. Har ni mött på digitalt manipulerade (retuscherade) bilder, vad anses vara retuscherat 

för er? 
3. Varför är det viktigt att vara källkritiska till det ni ser på reklam?  
4. Hur skulle ni beskriva disclaimer labels som? 

Identity construction 

1. Har du blivit påverkat av digitalt manipulerade bilder? Varför/varför inte?  
2. Hur tror du digitalt manipulerade bilder har format din identitet? (Jorden runt) 
3. Har du någon gång jämfört dig själv med modeller på reklam? – har du någon gång 

önskat att se ut som modellen? 

Extracted cues  

1. Vad för budskap tror du företaget vill förmedla med att sätta disclaimer på en bild 
som är retuscherat och inte retuscherat? Eftersom det kanske anses vara onödigt om 
bilden inte är retuscherad 

2.  Tvivlar ni på hur företagen som använder sig av disclaimer? - Tror ni att det inte 
retuscherat alls eller tvivla ni på det. 

Retrospective  

1. Om ni tänker tillbaka, hur har ni sett på digitalt manipulerade bilder tidigare? hur är 
er syn på det nu? 

2. Om ni tänker tillbaka, hur har ni sett på disclaimer labels tidigare och hur är er syn 
nu? 

Sensible enviroments - Enactment 

1. (vad tänker ni är ni ser digitalt manipulerade bilder, vilka känslor får ni?) Hur reagerar 
ni känslomässigt när ni ser digitalt manipulerade bilder?  

2. Eftersom många studier har påvisat att digitalt manipulerade bilder har negativa 
effekter så finns det därför länder som har infört lagar med att använda disclaimers 
på retuscherade bilder. – På vilket sätt har det påverkar/hjälpt att införa sådana lagar 
för att minska de negativa effekterna? 



 

 

Kristianstad University | SE-291 88 Kristianstad | +46 44 250 30 00 | www.hkr.se 59 

Social 

1. Har ni diskuterat liknande ämne/i vardagen eller med andra individer? 
2. Har ni påverkats av att andra diskuterar disclaimer eller att företag tar upp det i deras 

reklam. 

Ongoing  

1. Möter ni på disclaimers i reklam i det vardagliga livet? 

Case: Bilder 

Slide 1 

 

1. Har du sett liknande disclaimer? 

2. Vad är er tankar kring dessa två disclaimer? 

3. Tror du det har en påverkan eller ej? Varför tror du att det påverkar/ inte påverkar er 
syn på reklam? 

4. Tvivlar du på disclaimer? 

Slide 2 

 

 

 

 

 

 

1. Hur skapar du mening av dessa bilder? 
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2. Vilka känslor får du av att se dessa bilder? 

 

Slide 3 

 

 

 

 

 

 

 

1. Hur skapar du mening av dessa bilder och disclaimer? 

2. Vilka känslor får du av att se dessa bilder och disclaimer? 

Slide 4 

 

 

 

 

 

1. Vad är er tankar kring dessa två disclaimer? 

2. Tror du det har en påverkan eller ej? Varför tror du att det påverkar/ inte påverkar er 
syn på reklam? 

3. Tvivlar du på disclaimer? 

Plausibility 

1. Tycker ni att disclaimer påverkar er syn på reklamen? 
2. Tycker ni att det är effektiv att använda sig av disclaimers? 
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3. Tidigare studier visar att disclaimers/disclaimer labels inte effektiva, varför tror ni 
det? Varför är disclaimer label ineffektiva? Skriv tre statements om varför ni tror 
disclaimers är ineffektiva. 

4. Förväntar ni er att det är ineffektiv? Påverkar det er syn nu när ni vet det? 

 


