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	Variable
	Item
	Reference

	Messenger Effect
	I always follow advice from individuals with expertise.
	Halttu and Oinas-Kukkonen (2022)

	
	When relatives and friends tell me something, I believe it is true.
	

	
	If someone from my social network notifies me about a good cosmetic product, I tend to buy it.
	

	
	When I am in a new situation, I look at others to see what I should do.
	

	
	I accept advice from my social network.
	

	
	When I like someone, I am more inclined to believe him or her.
	

	Negative Attitude
	Because environmental claims are exaggerated, consumers would benefit more if such claims in messages or by influencers were eliminated.
	Mohr et al. (1998)

	
	Environmental claims in messages or by influencers on social media often mislead consumers.
	

	
	I do not believe most of the environmental claims conveyed in messages or by influencers on social media.
	

	Positive Attitude
	This message meets my expectations.
	Wu and Wang (2011)

	
	I feel confident in this message.
	

	
	This message will not disappoint me.
	

	
	This message guarantees satisfaction.
	

	
	This message is honest and sincere in addressing my concerns.
	

	
	I can rely on this message to solve the problem.
	

	
	This message would make any effort to satisfy my needs.
	

	
	This message would compensate me in some way for any problems with the product.
	

	
	I feel good if I purchase the product mentioned in this message.
	

	
	This message makes me happy.
	

	
	This message brings me pleasure.
	

	Monetary Incentives
	I am attracted to cosmetic products because the companies give good discounts. 
	Khare et al. (2019)

	
	I like cosmetic products that offer discounted prices on my purchases. 
	

	
	The cosmetic products obtained with discounts are of high quality. 
	

	
	I like the companies which provide good discounts on cosmetic products. 
	

	
	The discounts offered at different cosmetic companies are attractive. 
	

	
	The messages have displays about the rebates, discounts, and price-offs.
	

	
	Discovering bargains make me feel good.
	

	
	I enjoy finding about discount coupons.
	

	
	When I use coupons, I feel that I am getting a good deal.
	

	
	I enjoy using coupons and deals regardless of the amount I save.
	

	
	While I have preferred brands, I often purchase brands for which I have a coupon, or a deal offer.
	

	
	I am inclined to choose brands that come with a coupon or a deal.
	

	
	Coupons and deals have motivated me to purchase products that I normally would not buy.
	

	
	Beyond the money I save, redeeming offers and coupons brings me a sense of joy.
	

	Positive Emotion
	I feel peacefulness when I receive messages about sustainable cosmetics.
	Kolling et al. (2020)

	
	Messages about sustainable cosmetics make me feel contentment.
	

	
	I feel unconcerned when I buy and use the sustainable cosmetics mentioned in the message.
	

	
	I feel joy to know that sustainable cosmetics are being marketed.
	

	
	I trust the message of sustainable cosmetics.
	

	
	I feel pride when I buy the sustainable cosmetics mentioned in the message.
	

	
	I sympathize messages about sustainable cosmetics.
	

	
	I feel welcomed when I look for information about sustainable cosmetics.
	

	
	I love to find messages about sustainable cosmetics.
	

	
	I am optimist about the information on sustainable cosmetics.
	

	
	I feel enthusiasm in messages related to sustainable cosmetics.
	

	
	I am positively surprised to search for and receive information about sustainable cosmetics.
	

	
	I have a passion for messages about sustainable cosmetics.
	

	
	I feel relieved when I purchase the sustainable cosmetics mentioned in the message.
	

	
	The process of purchasing and receiving messages about sustainable cosmetics brings me serenity.
	

	Negative Emotion
	I feel angry when I receive messages about sustainable cosmetics.
	Kolling et al. (2020)

	
	Messages about sustainable cosmetics make me discontent.
	

	
	When I purchase and use the sustainable cosmetics mentioned in the message, I never feel worried. (R)
	

	
	I feel sad when I realize the message is green.
	

	
	I fear buying sustainable cosmetics.
	

	
	I feel ashamed when I buy the sustainable cosmetics mentioned in the message.
	

	
	I envy those who receive price discount messages.
	

	
	I feel lonely when I look for information about sustainable cosmetics.
	

	
	I hate messages about sustainable cosmetics.
	

	
	I feel pessimistic about the information on sustainable cosmetics.
	

	
	I feel disappointed in messages related to sustainable cosmetics.
	

	
	I feel frustrated when searching for and receiving information about sustainable cosmetics.
	

	
	I have contempt for messages about sustainable cosmetics.
	

	
	I will feel guilty if I do not buy the sustainable cosmetics mentioned in the message. (R)
	

	
	Receiving messages about sustainable cosmetics does not make me feel eager to have them.
	

	SRCB
	I prefer to purchase products from companies that employ individuals with disabilities.
	Webb et al. (2008)

	
	I refrain from purchasing products or services from companies that discriminate against women.
	

	
	I do recycling.
	

	
	Whenever possible, I walk, ride a bike, carpool, or use public transportation or help reduce air pollution.
	

	
	I avoid using cosmetic products that pollute the air.
	

	
	I avoid buying cosmetic products that pollute the water.
	

	
	I try to avoid cosmetic products or services that cause environmental damage.
	

	
	I avoid buying cosmetic products that are made from endangered animals.
	

	
	I limit my use of energy such as electricity or natural gas to reduce my impact on the environment.
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