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Appendix 1.
	Trustworthiness (Ohanian, 1991; Teng et al., 2020)

	TW1** The content provided by the beauty vlogger is dependable. 

	TW2. The beauty vlogger you follow is honest in making his/her content.

	TW3. The content provided by the beauty vlogger is reliable.

	TW4. My favourite beauty vlogger is sincere in making content.

	TW5. My favourite beauty vlogger is trustworthy.

	TW6. My favourite beauty vlogger is righteous in nature.

	Expertise (Ohanian, 1991; Ki & Kim, 2019; Teng et al., 2020)

	EXP1. When looking at beauty vlogger’s content, I think he/she is an expert.

	EXP2. When looking at beauty vlogger’s Content, I think he/she is experienced in his/her field.

	EXP3. The beauty vlogger has enough knowledge about the products/brands that he/she endorses.

	EXP4. When looking at beauty vlogger’s content, I think he/she is qualified enough to give professional opinion on the products/brands he/she uses.

	EXP5. When looking at beauty vlogger’s content, I think he/she has skills regarding the correct usage of products.

	EXP6. My favourite beauty vlogger is talented.

	EXP7. My favourite beauty vlogger’s performance is professional.

	EXP8. My favourite beauty vlogger has earned recognition for his/her outstanding performance.

	Attractiveness (Ohanian, 1991; Ki & Kim, 2019; Teng et al., 2020)

	ATT1. The beauty vlogger I follow has an attractive personality.

	ATT2. The beauty vlogger that I follow has a classy personality.

	ATT3. My favourite beauty vlogger is beautiful.

	ATT4. My favourite beauty vlogger is elegant.

	ATT5. The beauty vlogger that I follow is sexy.

	ATT6. The beauty vloggers have unique charisma.

	ATT7** My favourite beauty vlogger is good-looking.

	ATT8. My favourite beauty vlogger is visually appealing.

	Trust (Meng & Wei, 2020)

	TRUST1. I think that beauty vloggers have the ability to contribute specialized information.

	TRUST2. I think that the beauty vloggers grasp the relevant knowledge of the commodities discussed.

	TRUST3. I think the beauty vloggers are honest in the release of information.

	TRUST4. I think that the information released by the beauty vloggers is without prejudice.

	TRUST5. I think that the beauty vloggers will do their best to provide information to help others.

	Parasocial Interactions (Lee & Watkins 2016; Lou & Kim, 2019)

	PARA INT1. Beauty vlogger makes me feel comfortable, as if I am with a friend.

	PARA INT2. I always look forward to seeing his/her post.

	PARA INT3** I see he/she as a natural, down-to-earth person.

	PARA INT4. If he/she starts another social media channel, I will follow her.

	PARA INT5. He/she seems to understand the kind of things I want to know.

	PARA INT6** If I see a story about, he/she in other places, I would read it. 

	PARA INT7. I would love to meet he/she in person.

	PARA INT8** He/she would fit in well with my group of friends. 

	PARA INT9**If something happens to him/her, I will feel sad. 

	PARA INT10. I would like to invite him/her to my party.

	PARA INT11. He/she is the kind of person I would like to hang out with.

	PARA INT12. If he/she lived in my neighbourhood, we would be friends.

	Purchase Intentions (Jiménez-Castillo & Sánchez-Fernández, 2019; Lou & Kim, 2019; Meng & Wei, 2020)

	PUR INT1. I would purchase a brand based on the advice I am given by the influencer that I follow.

	PUR INT2. I would follow brand recommendations from the influencers that I follow.

	PUR INT3. In the future, I will purchase the products of brands recommended by the influencers that I follow.

	PUR INT4. It is possible that I will visit some online stores or actual stores because of his/her posts.

	PUR INT5. The beauty vlogger provides a great help for my purchase decision.

	PUR INT6. The beauty vlogger changes my views on some products.

	Note: **dropped indicators



