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ANALYZING THE EFFECT OF SOURCE CREDBILITY ON COSMETIC 

PRODUCT CHOICE: A STUDY ON YOUTUBE MAKEUP VIDEOS 

ABSTRACT 

In the current era of modernization where everything is coming on the fingertip as 

the online shopping is considered more convenient by a majority of peoples as 

compare to physical shopping and it is also encouraged by the sources especially in 

the situation where we are living with a pandemic like COVID-19 now a days. In this 

case also the peoples are attracted through the YouTube videos about many things. 

The consumers of online products are normally identified to purchase the products 

from trusted online outlets, recommended by the experts and having attractive 

attributes or packaging. The current research is same for the beauty content available 

on YouTube and its effect on the purchase intention of the consumers. The research 

is conducted to examine the effect of source credibility factors like trustworthiness, 

expertise and attractiveness on the information adoption and its reflection on the 

purchase intension of the beauty products. The result shows that there is a significant 

effect of above said factors on the information adoption of vlogs of beauty contents 

and its effect on purchase intension of beauty products. Trustworthiness, Expertise 

and Attraction explain 33.4% of the variance in the information adoption of vlogs of 

beauty contents available on YouTube while this attribute explain 39.4% of the 

variance explained in the purchase intension and both of these are significant. 

 

Key words: Source credibility, Trustworthiness, Expertise, Attractiveness, 

Information Adoption, Beauty contents, Vlog, Purchase intension. 
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KOZMETİK ÜRÜN TERCİHİNDE KAYNAK KREDİBİLİTESİNİN 

ETKİSİNİN ANALİZİ: YOUTUBE MAKYAJ VİDEOLARI ÜZERİNE BİR 

ARAŞTIRMA 

ÖZET 

Herşeyin bir parmak dokunuşu ile gerçekleştiği modernleşme çağında online 

alışveriş insanların pek çoğu tarafından direkt alışveriş ile karşılaştırıldığında çok 

daha uygun bir yöntem olarak algılanmaktadır. Bu model aynı zamanda, Covid-19 

pandemisinin yarattığı zorlu koşullar dikkate alınırsa, kaynakları tarafından özellikle 

teşvik edilmektedir. Bu durumda ayrıca insanların dikkatleri de  Youtube videoları 

ile pek çok konuda çekilmektedir. Tüketicilerin online ürünleri genel olarak güvenilir 

online marketlerden almak istedikleri bilinmektedir. Güvenilir siteler uzmanlar 

tarafından tavsiye edildikleri kadar, ürünleri sunum biçimleriyle de tüketicileri 

cezbetmektedir. Bu araştırma Youtube portalında güzellik ürünleri sunan videoları ve 

bu videoların tüketicilerin tercihindeki etkilerini anlamaya dönük gerçekleştirilmiştir. 

Bu bağlamda, araştırmamız, ilgili videoları incelerken kaynak kredibilitesi 

faktörlerine (güvenirlik, uzmanlık ve çekicilik) sunulan bilginin kabul edilmesi 

bağlamında ve sonucunda kişilerin güzellik ürünlerini satınalma niyetlerine etkilerie 

bakmıştır. Elde edilen bulgular, yukarıda zikredilen faktörlerin güzellik ürünlerinin 

video kayıtları/bloglarının bilgi kabullerinde anlamlı etkisi olduğunu göstermiştir. 

Güvenirlik, uzmanlık ve çekicilik güzellik ürünleri vloglarınca verilen bilgilerin 

benimsenmesinden %33.4 etkili iken, diğer taraftan bu oran satınlam niyeti 

üzerinden anlamlı ve %39.4 oranında etkili olduğu anlaşılmıştır. 

 

Anahtar sözcükler:   Kaynak kredibilitesi, Güvenirlik, Uzmanlık, Çekicilik, Bilgi, 

Güzellik ürün içerikleri, Vlog, Satınalma niyeti 
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1.  INTRODUCTION 

The first chapter covers the research overview, the objectives, significance of 

the study with the goal of giving the reader a general view of research and 

allowing them to work through the material provided in the following chapters.  

1.1 Background of the Study 

The internet regardless of whether we are consumers or not, has changed nearly 

every part of our lives. It has changed the whole perspective of communication 

with friends and family or obtaining the latest information from any part of the 

world. Our shopping patterns have also shifted drastically over the years 

(Barcode, 2017). This change can be seen particularly in cosmetic industry since 

most of the people went to a shop to buy a cosmetic product with the guidance 

of store staff but this whole process has changed with the internet mainly with 

social media.  

YouTube is one of the largest social networking sites after Facebook (Lee, 

2018) with the penetration of 61%, YouTube has the second most active global 

consumption. YouTube has its own exclusive features of engagement 

concerning communicative rights: introduction, expertise and user interaction 

widely known as “Vlog”. Vlog or video blogs are created by YouTube users to 

share it with their followers. Through these vlogs, the creator shares a thought, 

message or opinion to the audience. Just like blogs were a forum for people to 

exchange knowledge and experiences in the past years, now we have a medium 

to communicate visual knowledge known as vlogs. Presently the vlog content on 

YouTube is consider being reliable source for online viewers and perceived as 

trustworthy throughout the reviews of product experience (Ramadanty, S., 

Muqarrabin, A. M., Nita, W. A., & Syafganti, I, 2020). The emergence of the 

online beauty culture and the rise of YouTube and Instagram stars have altered 

the relationship between consumers and cosmetic brands. These beauty 

YouTubers or vloggers are classified as “influencers” who have significant 
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knowledge and expertise on consumer behavior especially in beauty community. 

In the 21st century, as anything is available on the Internet, customers prefer to 

do more research on a single product or service before making a final buying 

decision. YouTube videos have been an important method in collecting 

knowledge on goods or services from a customer viewpoint. Vlogs has 

increasingly become more popular to consumers and has changed their view of 

the product or service.  

Most studies from previous years focused on online reviews through blogs and 

eWOM (Chu & Kim, 2011; Erkan, Ismail & Evans, Chris, 2016). Therefore, this 

study aims to focus on the effect source credibility of videos available on the 

YouTube platform regarding cosmetic products and how it changes and help to 

make buying decision. By the term source credibility indicates the three factors 

which are trustworthiness, attractiveness and expertise taken by Ohanian source 

credibility model (1991). Furthermore, the study aims to focus on IAM 

(Sussman and Siegal, 2003) to understand how consumers accept product 

information provided by YouTubers depending on source credibility of the 

YouTube videos/vlogs and how consumers are influenced by the information 

received affect the intent of viewer to buying intent of cosmetic products.  

1.2 Problem Statement 

Recognizing that content generated by YouTube is a recent subject which has 

received little study on the consumer buying behavior, the thesis aims to 

investigate the impact factors of beauty vlogs perceived on consumer 

purchasing actions, particularly in terms of buying intention. 

1.3 Research Objectives 

 To determine the relationship between perceived trustworthiness of 

information in the beauty based content towards product. 

 To determine the relationship between perceived expertise of information 

and consumers’ attitude towards product. 

 To determine the relationship between perceived attractiveness of 

information and consumers’ attitude towards product. 
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 To determine the relationship between information adoption of beauty 

based content and purchase intention of consumers. 

1.4 Research Questions 

 What is the effect of perceived trustworthiness of information in 

beauty based content towards beauty products? 

 What is effect of perceived expertise of information on 

consumers’ attitude towards beauty product? 

 What is the effect of perceived attractiveness of information on 

consumers’ attitude towards beauty products? 

 What is the relationship between beauty content information 

adoption and purchase intention of consumers? 

1.5 Significance of the Study 

This research focuses the women around the globe consisting of Asian, 

European, African, American and Australian ethnicities in order to investigate 

the impact of source credibility of YouTube beauty videos and the buying 

intention; in addition, the mediating role of information adoption is also 

examined. Findings from this research are hoped to be beneficial objective of 

the study to make aware the social media and digital marketing industry for the 

beauty products about its consumer purchase intention and to resolve the 

problem of consumer purchase decision making. 

1.6 Scope of the Study 

The scope of the research is to investigate the beauty content on YouTube by 

focusing the trustworthiness, expertise and attractiveness in beauty content 

videos. The study also focuses the relationship between information adoption 

and source credibility in consumers’ purchase intention towards beauty 

products. The beauty product producers can build strategies in order to 

understand the preferences and contents to stay engaged with the consumers.  
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2.  LITERATURE REVIEW 

2.1 The origin of YouTube 

With rapid growth of social media, it offers creative marketing tools for 

communication (Edwards, 2011). YouTube is a video sharing website, 

headquartered in San Bruno, California which was created in 2005 and 

purchased by Google in 2006 (Davis,2016).From its foundation in2005, 

YouTube has experienced major improvements in its most common video 

sharing site. YouTube allow users to upload, view and share videos and to 

display a wide variety of user-generated and cooperate video content (Sahu, 

2019). Users can create a channel to upload videos varying in content from 

video clips, music clips, video blogs, and short videos to educational videos on 

YouTube. According to YouTube terms of service (2019) YouTube has some 

laws and guidelines regulating what products users can use, but most 

restrictions and laws include copyright. In2006, YouTube first introduced a 

range of promotional ideas to businesses to use the channel as an innovative 

marketing method. With the acquisition of the website in October2006, Google 

has taken a direct path towards transforming YouTube into a revenue-generating 

platform. 

Thousands of videos are uploaded daily from all around the world in different 

categories defined by YouTube website (YouTube, 2020). These categories 

include cars and vehicles, comedy, education, entertainment, film and 

animation, gaming, how to and style, music, news and politics, non-profit and 

activism, people and blogs, pets and animals, science and technology, sports and 

travel and events (YouTube, 2020). In general, the beauty video blogs 

(Vloggers) upload videos in the category under How to and style, people and 

blogs or entertainment (The 20 Most Popular Types Of YouTubers: Genres, 

Examples, 2020). According to Burgess et al (2009), the website's popularity 

relied on the fact that regular people were able to upload their videos to a 
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normal browser that did not need a huge bandwidth for streaming and, most 

importantly, provided a large space for sharing culture.  

 From the consumer point of view, YouTube videos have become essential 

source for the extraction of the information about products or services (Minh 

Vo, 2018). Recent study reveals that brands on YouTube can take advantage of 

the fact that people are looking at YouTube videos before choosing product to 

purchase, according to statics provided by Cooper (2019) revealed that 81% of 

individuals in the age bracket of 5 to 25 years use YouTube in United States 

making it the second most viewed platform for videos and nearly 80 percent of 

individuals view product recommendation videos before buying a product. It is 

also noted that before making a final buying decision, the customer would rather 

perform further research into a particular product or service. 

2.2 Origin of Vlogs on YouTube 

With the gradual development of early blogging, vlogging evolved steadily after 

the first vlog in 2004 when Adam Kontras uploaded the first ever vlog on the 

internet (Sanchez, 2015). This vlogging trend was followed by individuals in the 

early beginning of 2000 when a young girl,fictitiously created characterBree 

(LonelyGirl15) where she posted details of her life on YouTube platform. Like 

other vloggers today, Bree talked with the camera in an almost unfiltered tone 

openly and intimately. Thousands of viewers believed that Bree was a teenage 

girl who is homeschooled and living with her religious parents. However later it 

was discovered that LonelyGirl15 was an actress, Jessica Rose. From that 

moment YouTube was recognized as a platform for self presentation, 

LonelyGirl15 vlogs is the earliest incident involving audience and the visual 

style of the vlogs (Christian, 2009). Because of the same intentions to capture 

audience attention, vlogs took over blogs as it offered users a forum to share 

their interests, talents and expertise (MediaKix, 2020). However this format of 

communication with one communicator and audience became famous template 

for other content creators. 
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Figure 2.1: First vlog on You Tube 

In a study by Holland (2016) based on YouTube and its vlogging content, 

Holland (2016) studied three famous YouTubers and their appeal of content to 

the viewers. The three categories YouTubers talked about were gaming, how to 

videos and comedy. The how to videos by Sugg (YouTuber) posted videos 

about makeup, reviewing products and talking about her personal products. It 

was noted that the YouTuber gained an immense popularity during 2013 and 

2014 in the UK and was awarded as “Best British Vlogger”. The famous 

makeup brand which offers wide range of cosmetic and personal care items, 

“Zoella Beauty” is also owned by Sugg. Holland (2016) concluded in her 

research that with the rise of YouTube vloggers, YouTube has grown from 

video sharing platform to user generated video network.  

2.3 Beauty Vlogs on YouTube 

According to an article on “Brief History on Blogging” published online in 

2011recorded that around 32 million Americans read blogs in 2005 mainly 

because blogs have been a significant source of information for Internet users in 

recent years. However with the advancement in technology and web media, we 

have a term called Vlog (Mediakix, 2020) a video blog commonly known as 
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Vlog is a tool for conveying visual information to the viewers and it is a 

combination of video and supporting text. The art of vlogging has evolved in  

the past 17 years of its existence. As YouTube videos are increasingly common, 

many users are also referred to as social influencers or "gurus” who are 

generally girls who talk about, refer and suggest about beauty related topics 

(Androulaki, 2015). The Beauty Vloggers are YouTube users who make and 

publicize on their YouTube channel their own beauty related videos and are not 

advertised. (Pixability, 2014). YouTube beauty vlogs are created by users, and 

these vlogs attract more visitors and subscribers than the official brand accounts 

(Pixability, 2014). Several studies have indicated that reviews of products and 

services from renowned vloggers are stronger and more trustworthy than 

traditional prominent figures (Chapple and Cownie, 2017; Arnold, 2017; 

Bayazıt, Durmuş and Yıldırım, 2017; Wiley, 2014). Many millennials agree to 

the fact that YouTubers are setting trends these days rather than traditional 

celebrities (Wiley, 2014). YouTube and other social media allow individuals to 

connect and exchange knowledge, ideas and ideas worldwide. (Sinke, 2018). 

The beauty vlogs on YouTube are revolutionizing the beauty industry today 

(Surgeons, 2020) beauty industry on YouTube consists of hundreds of beauty 

gurus and beauty content creators with sufficient knowledge on beauty related 

products. Particularly the 15-34-year-old generation would do more online 

research, have information and make decisions based on knowledge, unlike old 

ones. (Akan, 2017). The youth of today is more aware of their beauty and 

beauty products as they pay more attention to ingredients used in the cosmetic 

products, the advantages and effectiveness of the product on their skin. They are 

likely to do more research on different media platforms rather than the brands’ 

website. As the video blogging trend is growing rapidly, young shoppers are 

more likely to follow beauty content videos such as makeup tutorials and 

product review. It is also observed that the YouTube category “Beauty” is very 

popular among the vloggers because of the advertising in most videos which 

makes the video more profitable for their creators (Manova, 2020). With the 

adequate number of subscribers on the vlogger’s channel, the cosmetic 

companies starts to provide them with products free of charge or even pay for 

videos or product positioning. The beauty community on YouTube consists of 
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mostly female contributors (Sokol, 2017). Therefore the sample for this research 

is female audience who watch YouTube. 

According to the statistical data provided by Statista 2018, the content of  beauty 

videos, tutorials, DIY video clips, reviews and haul video clips created by 

vloggers were most widely looked category for over 349 billionvisits to the 

video platform.The watch time for “makeup transformation” videos has 

increased 110% YOY (Google Data, U.S., 2017-2018). Beauty vlogger make 

beauty related product reviews on platforms like YouTube, with the help of 

these videos consumers can make judgements about whether the product they 

want to buy is a good product or not. These videos are created as an eWOM 

marketing communication by beauty vloggers as it includes rational or irrational 

remarks made by potential customers, customers and ex-customers (Ambarwati 

et al., 2019). 

According to Oh (2014) as cited by Choi and Lee (2019) there are two types  of 

product exposition namely implicit exposure and explicit exposure, according to 

previous research on video content. Implicit product exposure refers to the 

appearance of product exposed in the background of a scene while explicit 

product exposure is when the vlogger directly expose or mention a product in 

the video. We can include these product exposure types in the case of vlog 

(Choi and Lee, 2019). In the implicit exposure time, the products are are 

showed through vloggers’ daily life while explicit is when the vlogger directly 

mentions a product. 

Since the incline in web, individuals can make their own messages and transfer 

them on various web-based social networking stages, communicating their 

opinions, sharing their feelings regarding brands, organizations or items and 

presenting another marvel on web called electronic word of mouth (eWOM) 

(Chu and Kim, 2011). Informal exchange in the online world has been 

characterized as electronic word of mouth (eWOM) (C, Park and Lee, 2009). 

Another source of video content providers is video blogs and spreads 

furthermore as a type of online WOM data (Choi and Lee, 2019. Consumers 

participate in eWOM through various mediums and platforms in order to 

discuss, check reviews, read blogs and social media websites (Lee, 2018).Vlogs 

or video blogs create a welcoming atmosphere where the speaker is sitting at her 
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house or her room communicating informally about her own experience or story 

with the audience (Minh Vo, 2018). However with the emergence of the 

YouTube channel has provided people with a modern medium of 

communication–Vlogs that deliver messages using visual instead of words 

(Baker, 2017). 

According to a report by Pixability on YouTube beauty more than 219 billion 

viewers were drawn to beauty videos with over 88 billion in the year 2017 

(Pixability, 2017). According to the results from Google research, 50% of the 

consumers watch beauty videos before buying a beauty product. The same 

research also indicated that YouTube beauty and makeup content is gaining 

popularity as more than 120 million beauty videos are watched every day. From 

October 1 to October 10, 2016, a research conducted by Bay Area Beauty 

Association and Perfect 365 published a study of 175 women from 18 to 35 

years on beauty evolution. It was found that 67% women eager to purchase 

makeup product if a tutorial is available for creating famous looks and styles. 

80% participants wanted to see how makeup looks like on their favorite 

YouTube vlogger and Instagram artist (McAulay, 2017). Hence we can see the 

platform YouTube and the vloggers are also indicated as eWOM. 

2.4 YouTube as eWOM 

Erkan (2016) stated that the internet has changed and improved the contact 

between people thereby it has made easy to share personal views and 

experiences. This development has given WOM a new perspective known as 

“electronic word of mouth” (eWOM). “A positive, neutral or negative comment 

or statement about product, service, company or brand shared by people via 

internet (through websites, social networks, newsfeeds)” is called as eWOM 

(Kietzmann & Canhoto, 2013). Louisa Ha (2018) in her book “ Audience and 

Business of YouTube and Online Videos” quoted that:“ eWOM is defined as the 

costumer’s experience, opinion and evaluation of a product, service, a brand, a 

company or an organization that are communicated via the internet.” (p.59, 60) 

(Park, Lee & Han 2007). 

Videos posted on social media such as YouTube have a huge influence on 

views, ideas and cultures of people. Consumers who have previously bought and 



10 

used a product have particular opinions which are important for those who 

constantly seek information to make purchasing decision as consumers has 

always valued others’ opinions (Gumus, 2018). A research conducted by Gumus 

in 2018 to determine the consumers’ perceptions YouTubers in Turkey with 257 

students revealed that the majority of participants follow YouTubers in the 

category of technology, cosmetics, fashion and clothing and spend at least 30 

minutes on YouTube stating that they have purchased items endorsed by 

YouTuber. It was also noted that the consumers also participate in eWOM by 

sharing YouTube videos. eWOM is one of the key factors influencing  buying 

decision of customers, and YouTube is very easy to use. These YouTube 

influencers are fond of giving advices and referring products to their audience 

(Forbes, 2016). According to Pink Report (2016) conducted by Benchmarking 

Company (2016) found that 88% of cosmetics consumers spends most of their 

time researching beauty products online beforehand to purchase products and 

33% of consumers said that they visit vlogger platforms like YouTube. 

Furthermore McAulay (2017) survey 175 millennials to identify their makeup 

purchase in this digital era. It was reported that 67% of respondents are likely to 

buy makeup if it comes along with a tutorial for how to create a popular look. 

McAulay (2017) also stated that 80% of respondents wanted to see how 

YouTube vloggers and Instagram influencers, also known as “Makeup gurus” 

look like when they apply makeup products. Endorsements from vloggers is 

considered to be a form of electronic WOM (Chappel and Cownie, 2017). 

A study conducted by Lee in 2018 showed that YouTube beauty related videos 

affect the desire of consumers to purchase cosmetics which also indicated that 

YouTube is a platform of eWOM and strengthened its role as an important tool 

for the purpose of purchase intention among consumers.  

2.5 Source Credibility 

“Source credibility can be defined as the state where message believability is 

dependent on credibility of the sender in the minds and eyes of the receiver” 

Umeogu, (2012, p.112). Prior research on endorsers’’ source credibility and 

buying intentions (Pornpitakpan, 2004; Sertoglu,Catli and Korkmaz, 2014) 

revealed the three dimensions of credibility: trustworthiness, expertise and 
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attractiveness. Ohanian (1990) developed credibility model which is one of the 

mostly used model. With the advertising point of view, Ohanian (1990) 

developed a scale to study the effectiveness of endorsers’ trustworthiness, 

expertise and attractiveness. 

According to Eisend (2006) Credibility is described as “judgment made by 

perceiver concerning the believability of a communicator”. Credibility is a 

recipient-based phenomenon, but the impact of information will shift from 

person to person (Eisend, 2006).  Kertz C., and Ohanian (1992) in their research 

regarding source credibility, legal liability and the law of endorsement 

published that The word "source credibility" was conceptualized by Hovland 

and his associates (1953) and represented the positive aspects of the 

communicator that influence the acceptance of a message by the receiver. They 

analyzed the factors that lead to the communicator's credibility, and concluded 

that information and trustworthiness are intrinsic in the principle of credibility 

of the source. 

Source credibility indicates the positive attributes that affect a receiver or a 

consumer’s acceptance of a particular message (Ohanian, 1991).  When the 

message source is reliable, the message is judged as favorable and would be 

more convincing. (D Hussain, 2019). The creator has knowledge of the product, 

trust as a social media influence and physical attraction for beauty content 

created on YouTube (Minh Vo, 2018). Hence it is observed that if the creator 

follows the standards and rules as mentioned, the more probable they are to 

positively influence the buying decision of a viewer. A study on impact of 

YouTube beauty vloggers reviews and the buying intention by Ananda, A. F & 

Wandebori, H. (2016) found out that Ohanian’s source credibility model has a 

significant role in purchase intention through the videos posed by beauty 

vloggers on YouTube. Perceived credibility is the trust level that influences the 

adoption of a message in positive or negative manner and shifts consumers 

behavior (Minh, 2018). Furthermore it can be stated that the beauty vloggers’s 

trustworthiness and expertise builds consumers attitude towards purchasing 

intention. 

The credibility of the source shows the positive characteristics influencing or 

adopting a specific message from the recipient. (Ohanian, 1990). This 
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hypothesis starts two models, the source validity and the source attractiveness 

model. Nonetheless, Ohanian (1990) joins those two models and utilizing 

trustworthiness, expertise and attractiveness as measurements for the source 

credibility hypothesis (Fred, 2015). For this situation, YouTube beauty 

vloggers: their ability with respect to the item, reliability as an individual and 

physical engaging quality. The more these conditions are fulfilled by an 

informant, the more liable they are to influence the buying intention positively 

and conversely. 

Research conducted by Sokol in 2007 found that the it is easier to talk to 

YouTube celebrities and real ones who give YouTube videos a friendly feeling 

which is also a valuable marketing tool. It should also be noted that  these 

YouTube celebrities are more trustable than any other traditional celebrity 

because of their behavior; they are portrayed as more positive. If we observe the 

beauty industry on YouTube, the beauty vloggers offer product approval on any 

beauty product, the authorization on product is consider more credible and 

positive by viewers. The same study shows that consumer try dialogue two 

wayswith videos of beauty vloggers. 

 

Figure 2.2:The Ohanian’s Source Credibility Model 

Source:Ohanian (1991) 

According to Ohanian (1991) the trustworthiness of the person is the degree of 

trust and the extent of acceptance of the approval in the message. If the source 

is considered as trustworthy, the message conveyed would become more reliable 

and effective in changing the attitude of a viewer (Pornpitakpan, 2004). 

Expertise is the power of the influencer to address reliable and valid details 
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about a relevant topic or subjectas mentioned by Ohanian (1990).The influencer 

with experience, skill and knowledge is referred as expertise according to 

Ohanian.Expertise defined as the degree to which the communicator is able to 

provide relevant information (Pornpitakpan, 2004). Ohanian (1990) stated the 

expertise and trustworthiness are the consequential dimensions of source 

credibility followed by the factor attractiveness as physical attractiveness. 

However the definition of attractiveness consists of likeability, familiarity and 

similarity (Ohanian, 1990). Attractive individuals can increase the chances of 

persuasion and credibility of message (Baker, M. J., & Churchill Jr, G. A, 

1977).  

Some scholars studied the impact of source credibility on interpersonal 

influence (Giffin, 1967; Pornpitakpan, 2004). Credibility research started with a 

focus on its position in the phase of persuasion and that is when many 

researchers found that organizations additionally establish source that influence 

human behavior through communication (Metzger et al, 2003). Message 

credibility inspects how message characteristics impact perception of 

believability of source or of the source’s message. The credibility of the source 

and message are therefore relevant terms (Cronkhite & Liska et al, 1976).  

Previous studies have shown that credibility from “perceived sources” can 

increase the persuasion of a message that can lead to a change. (Ohanian, 1990). 

The role of credibility is significant for vloggers if they want to manipulate their 

message to the viewers (Gupta, 2012). 

The effect of the favorability of facts approximately a task and the supply of 

information upon applicant belief of source credibility and upon job provide 

reputation become examined. Results showed that interviewers are the least 

credible source and that giving poor activity records more suitable supply 

credibility but reduced activity offer popularity. (CD Fisher et al, 2017). 

Utilizing an after-handiest design an experiment turned into executed in which 

had been exposed to written communications advocating eight, 7, 6, 5, 4, 3, 2, 1, 

or zero hr. Sleep in line with night. Opinion exchange became discovered to be 

linearly associated with communicator-communicatee discrepancy for a high 

credibility source, and curvilinearly associated with communicator-

communicatee discrepancy for a medium credibility source. Furthermore, the 
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curve developments for the two resources interacted extensively. It had firstly 

been predicted that, since the discrepancy measurement turned into being 

explored absolutely to the acute cease, opinion change would be curvilinearly 

associated with discrepancy for both high and medium credibility resources. 

Disparagement of the medium however no longer the excessive credibility 

source and of the communication in each source conditions became linearly 

associated with discrepancy. The pattern of correlations among opinion change 

and discrepancy became handiest kind of as anticipated. These consequences 

were taken as giving a few certified assist to the dissonance interpretation of the 

effect of communicator-communicatee discrepancy on opinion change. 

(Bochner & Insko, 1966). 

Recent research at the self-validation hypothesis indicates that supply 

credibility recognized after message processing can influence the self -assurance 

human beings have in their own thoughts generated in response to persuasive 

messages (Briñol, Petty, & Tormala, 2004). The present research explored the 

consequences of this impact for the possibility that high credibility assets can be 

associated with extra or much less persuasion than low credibility assets. In 

experiments, its miles verified that once humans generate normally fantastic 

thoughts in reaction to a message (because the message consists of robust 

arguments) and then learn of the source, high supply credibility ends in extra 

favorable attitudes than does low source credibility. When humans have in most 

cases terrible mind in reaction to a message (as it contains susceptible 

arguments), but, this effect is reversed—this is, excessive source credibility 

ends in much less favorable attitudes than does low supply credibility. (Tormala 

et al, 2006). 

The powerful impact of supply validity is tried in two conditions. A moderately 

believable source turned out to be more remarkable than a genuinely valid 

source while the correspondence supported looking for an item, a promotion 

which message beneficiaries saw horribly. The genuinely solid source changed 

into more noteworthy enticing while the message pushed renting the item, a 

position subjects commonly upheld. These discoveries are deciphered in 

expressions of intellectual response hypothesis. Useful ramifications of the 

investigations are advised. Correspondence specialists regularly utilize 
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extraordinarily believable people as spokespersons for their promotion. Legal 

advisors enroll proficient and true observers to help their customers' positions. 

Lawmakers are looking for phenomenally appeared people and associations to 

exhort their projects and offices. Publicists enlist people of high uprightness to 

support their items and administrations. These methods are predicated on the 

conviction that generally solid sources are extra convincing than the ones of 

lower validity. Surviving examinations gives qualified guide for the idea that 

immensely valid sources brighten influence, demonstrating that this impact is 

gotten best underneath specific circumstances. Sternthal, Dholakia, and Leavitt 

(1978) classified themes on the thought in their positivity closer to the position 

pushed in a correspondence. Subjects at that point were offered a convincing 

message ascribed to either a shockingly dependable or genuinely trustworthy 

stockpile. The somewhat tenable communicator changed into resolved to be 

more powerful than the genuinely believable source among subjects against the 

support. In evaluation, the less valid stock was extra persuasive for subjects 

preferring the message work. This example of results additionally has been 

found in different examinations (Bock and Saine 1975; Dean, Austin, and Watts 

1971). The powerful effect of source validity can be normal by conjuring 

psychological response hypothesis (Greenwald 1968). As per this standard, 

social affect depends upon at the idealness of considerations or thing 

characteristic establishments to be had in memory on the hour of judgment. Two 

kinds of considerations can be to be had: message and own. Message mind are 

portrayals of the records introduced in a charm and, consequently, are likely to 

help the dispatch promotion. Own musings are object-trademark establishments 

a man or lady has some time ago saved in memory which are pertinent to the 

allure anyway not, at this point spoke to straightforwardly in the message. These 

considerations may support or counter the arrangement taken in a dispatch.  

A stock's believability is accepted to intervene sway with the guide of 

influencing own-thought enactment. A lovely valid inventory is foreseen to 

repress own special idea initiation, while a considerably less trustworthy 

communicator is probably going to animate such actuation. At the point when 

people contradict a message support, an especially valid stock, who restrains 

counter argumentation, initiates more influence than a less tenable stockpile 
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who permits counter argumentation. In examination, while message 

beneficiaries pick the position progressed in a message, an uncommonly valid 

stockpile represses the actuation of guide contentions and thus isn't as 

convincing as a substantially less sound inventory who permits help contention 

enactment.  

Our investigate offers extra proof relating to the conditions under which a 

beautiful solid stock supplements and restrains influence. A 2 × 2 factorial 

design become utilized. The positivity of the message beneficiaries' primer 

demeanor becomes controlled by utilizing the utilization of a situational 

variable. Exploration individuals were introduced a message that energized 

either renting or purchasing an unreasonable period item. Buyers of unnecessary 

age stock have been relied upon to be more prominent well inclined toward 

renting since it turned out to probably include less monetary perils than looking 

for. In particular, renting limits the dangers related with (1) oldness or design 

change, (2) wrong item decision, (3) continuing, addressing, and moving the 

item, and (four) irregular use (Berry and Maricle 1973).  

The other variable controlled changed into the validity of the person to whom 

the message changed into credited. For a couple of points, the message changed 

into credited to a very valid source. For other people, a considerably less 

trustworthy communicator served in light of the fact that the representative. 

After the message introduction, measures have been controlled to choose the 

subjects' mentalities and goals, and the degree to which the points' psyche 

interceded the impacts of source believability and circumstance on influence. 

Furthermore, subjects talked back to questions intended to check the sufficiency 

of the exploratory controls. In the event that the psychological reaction see is 

right, the beautiful believable source can be more prominent influential in the 

buy circumstance, and the considerably less dependable inventory may be more 

noteworthy enticing inside the recruit circumstance. A few abilities of our 

examination are principally imperative. By utilization of a promoting and 

advertising circumstance, the notice gives a check of the strength of 

psychological reaction standard in foreseeing the powerful aftereffects of 

believability. Besides, our investigate is more prominent thorough than that of 

Sternthal et al. (1978) in that subjects are relegated haphazardly to the good and 
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ruinous inclination circumstances instead of being permitted to self-pick 

positivity cures. At long last, the decision of rent and purchase to operationalize 

starting assessment has sensible ramifications. The pervasiveness of renting side 

interest for buyer merchandise has broadened drastically as of late (Obenberger 

and Brown 1976). As renting turns into a more settled occasion to through and 

through responsibility for item, customers will be frequently defied with 

assessing explicit publicizing interchanges in a buy or-lease situation. Our 

examination permits specialists to rely on buyer responses to such bids. 

(Harmon & Coney, 1982). 

Interpersonal trust in the communication process as reliance upon the 

communication of another person in order to achieve a desired but uncertain 

objective in a risky situation. A theory of the dimensions of interpersonal trust 

in communication is presented. Exploratory studies of ethos and factor-

analytical studies of source credibility support the hypothesis that interpersonal 

trust is based upon a listener's perceptions of a speaker's expertness, reliability, 

intentions, activeness, personal attractiveness, and the majority opinion of the 

listener's associates. (Giffin, 1967). 

The reason for this examination is to inspect whether a summed up 

conceptualization of validity of different sources in advertising correspondence 

exists. In the study, respondents are needed to rate source validity by applying 

things accumulated from past examinations. To beat irregularities and 

shortcomings of past factor model investigations, a thorough examination of the 

source validity idea dependent on an extraction of a progression of estimations 

is performed. Moreover, an investigation system with different strides to 

guarantee unwavering quality and legitimacy is applied to the information. They 

chose technique prompted a steady and integrative arrangement of three 

exceptionally discriminant principle measurements of source believability in 

advertising correspondence. The three measurements can be alluded to as the 

tendency toward truth, the capability of truth and the introduction. Discoveries 

are talked about and methodological, hypothetical and administrative 

ramifications are featured (Eisend, 2006). 

Showcasing scientists and experts have would in general expect that a more 

dependable source is more sound than a less reliable source. In any case, past 
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investigations have either puzzled reliability with ability or potentially engaging 

quality, or found that dependability didn't impact influence. In the 2 x 3 between 

subjects factorial investigation three degrees of source skill were crossed by two 

degrees of dependability. Cautious pretesting guaranteed that the controls didn't 

impact appraisals of source allure. The outcomes upheld the speculations 

created from attribution hypothesis that sources apparent to have outer 

explanations behind making an influential contention will be limited. What's 

more, the outcomes uncovered that master sources affected view of the item's 

characteristics (Joshua et al., 1986). 

Showcasing specialists and professionals have would in general expect that a 

more dependable source is more solid than a less reliable source. 

Notwithstanding, past examinations have either perplexed dependability with 

ability or potentially engaging quality, or found that reliability didn't impact 

influence. In the 2 x 3 between subjects factorial test three degrees of source 

aptitude were crossed by two degrees of reliability. Cautious pretesting 

guaranteed that the controls didn't impact evaluations of source appeal. The 

outcomes upheld the theories created from attribution hypothesis that sources 

apparent to have outside purposes behind making an influential contention will 

be limited. What's more, the outcomes uncovered that master sources affected 

impression of the item's characteristics (Patzer, 1983). 

The creator requested that 596 college understudies see kinescopes of three 

"behind closed doors" nearby broadcasts and assess every one of the 

anchorpersons on a 55 thing semantic differential instrument. None of  the 

subjects knew about either the commentators or the substance of the messages. 

The three reporters fluctuated an incredible arrangement in their "styles" of 

information conveyance. The subsequent 1, 782 instruments were factor broke 

down independently and pooled. By investigation, there were no huge contrasts 

in factor structure or loadings among the three broadcasts. The pooled factor 

investigation recognized the three significant elements of source believability as 

a dependable intelligent or legitimacy of the message factor; a dramatic skill, 

dynamism, or diversion factor; and a reliability measurement. As sub-factors 

representing a segment of the buildup subsequent to removing the initial three 

factors, the creator recognizes a profound quality, real  aptitude, information 
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assessment, speed, and extroversion measurement. These sub-factors are likely 

one of a kind to the news casting correspondence circumstance (Markham, 

1968). 

High-and low-task-significance (367 students) read a solid or feeble 

unambiguous message or a questionable message that was credited to a high-or 

low-believability source. Under low undertaking significance, heuristic 

preparing of the validity prompt was the sole determinant of Ss' perspectives, 

paying little heed to contention vagueness or strength. At the point when task 

significance was high and message content was unambiguous, orderly handling 

alone decided mentalities when this substance repudiated the legitimacy of the 

believability heuristic; when message content didn't negate this heuristic, 

deliberate, and heuristic preparing decided perspectives freely. At long last, 

when task significance was high and message content was questionable, 

heuristic and orderly preparing again both affected mentalities. However, source 

validity influenced influence mostly through its effect on the valence of 

methodical preparing, affirming that heuristic handling can predisposition 

efficient handling when proof is uncertain. Suggestions for influence and other 

social judgment marvels are examined (Chaiken & Maheswaran, 1994). 

2.6 Trustworthiness 

“Trustworthiness is defined as consumer’s confidence in the source for 

providing information in an honest manner” (Ohanian, 1991). It concerns the 

readiness of the source to make successful claims (McCracken 1989). A source 

is deemed to be accurate and credible when it is known and the message 

provided by source is more effective therefore can change individual’s attitudes 

in contrast to the source which is less trustworthy the message will be 

ineffective (Pornpitakpan, 2003). However Ohanian (1990) suggested that a 

trustworthy communicator whether an expert or not was seen as convincing. 

During the past years, we can see the emergence of beauty videos on social 

platforms including YouTube with 349 billion beauty content in 2018 (Statista). 

Viewers and audience on YouTube generally search for effective 

communication with vloggers, the YouTube vloggers have a bond with their 

audience and this type of communication can be seen on their fan pages unlike 
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traditional celebrities who are not relatable to the audience (Lepisto and 

Vahajylkka, 2017).  The trust aspect can be seen in the video comment sections 

where customers often say they have bought a product on the basis of the 

recommendation of Vlogger (Sokol, 2017). They are no longer looking for 

celebrity endorsement represented by brands as they hardly find trustworthiness 

and relatability. The public finds digital celebrities, like the video bloggers, to 

be more authentic and trustworthy than conventional famous individuals. 

(Bianchi, 2016; Djafarova & Rusworth, 2017). Videos on digital platform like 

YouTube altered media by allowing anybody to make and encouraging a two-

path connection among makers and watchers (YouTube culture and trends, 

2020). 

Subjective substance investigation is generally utilized for dissecting subjective 

information. Nonetheless, barely any articles have inspected the dependability 

of its utilization in nursing science contemplates. The reliability of subjective 

substance examination is frequently introduced by utilizing terms, for example, 

believability, constancy, comparability, adaptability, and realness. This article 

centers around dependability dependent on an audit of past investigations, our 

own encounters, and methodological reading material. Dependability was 

depicted for the fundamental subjective substance examination stages from 

information assortment to announcing of the outcomes. We inferred that it is 

imperative to investigate the dependability of each period of the examination 

cycle, including the arrangement, association, and revealing of results. 

Together, these stages should give a per-user an obvious sign of the general 

reliability of the investigation. In view of our discoveries, we ordered an agenda 

for specialists endeavoring to improve the dependability of a substance 

investigation study. The conversation in this article assists with explaining how 

content investigation ought to be accounted for in a substantial and reasonable 

way, which would be of specific advantage to commentators of logical articles. 

Besides, we talk about that it is frequently hard to assess the reliability of 

subjective substance examination considers in view of damaged information 

assortment strategy portrayal or potentially investigation depiction (Elo et al., 

2014). 
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I introduce and safeguard a record of three-place reliability as indicated by 

which B is dependable concerning An in space of association D, if and just in 

the event that she is capable regarding that area, and she would take the way 

that An is relying on her, were A to do as such in this area, to be a convincing 

explanation behind going about as depended on. This isn't the entire story of 

reliability; nonetheless, for we need those we can rely on to distinguish 

themselves with the goal that we can put our trust astutely (Jones, 2012). 

Three kinds of trust in monetary trades are recognized: frail structure trust, 

semi‐strong structure trust, and solid structure trust. It is demonstrated that frail 

structure trust must be a wellspring of upper hand when contenders put 

resources into superfluous and costly administration components. Semi‐strong 

structure trust can be a wellspring of upper hand when contenders have 

differential trade administration aptitudes and capacities, and when these 

aptitudes and capacities are exorbitant to copy. The conditions under which 

solid structure trust can be a wellspring of upper hand are additionally 

recognized. Ramifications of this examination for hypothetical and 

observational work in essential administration are talked about (Barney & 

Hansen, 1994). 

In their subjective examination on medical attendants' disarray and vulnerability 

with heart observing, Nickasch, Marnocha, Grebe, Scheelk, and Kuehl (2016) 

tended to reliability in various ways. Dependability or truth estimation of 

subjective examination and straightforwardness of the lead of the investigation 

are significant to the helpfulness and respectability of the discoveries (Cope, 

2014). In this segment, I will talk about the segments of reliabili ty in subjective 

examination (Connelly & Nursing, 2016). 

Albeit numerous pundits are hesitant to acknowledge the reliability of 

subjective exploration, systems for guaranteeing thoroughness in this type of 

work have been in presence for a long time. Guba's builds, specifically, have 

won significant kindness and structure the focal point of this paper. Here 

specialists try to fulfill four rules. In tending to believability, specialists 

endeavor to show that a genuine image of the marvel under investigation is 

being introduced. To permit adaptability, they give adequate detail of the setting 

of the hands on work for a peruser to have the option to choose whether the 
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overarching climate is like another circumstance with which the individual is 

recognizable and whether the discoveries can reasonably be applied to the next 

setting. The gathering of the constancy standard is troublesome in subjective 

work, despite the fact that specialists ought to in any event endeavor to 

empower a future agent to rehash the examination. At last, to accomplish 

confirmability, specialists should find a way to show that discoveries rise up out 

of the information and not their own inclinations. The paper finishes up by 

proposing that it is the duty of exploration techniques educators to guarantee 

that this or a similar model for guaranteeing dependability is trailed by 

understudies undertaking a subjective request (Shenton, 2004). 

Talks about the positive and likely adverse results of being high or low in 

relational trust in current public activity, especially in cooperating with standard 

individuals. A rundown and examination of past examinations prompted the 

accompanying ends: People who trust more are more averse to lie and are 

conceivably less inclined to cheat or take. They are bound to allow others 

another opportunity and to regard the privileges of others. The high trust person 

is more averse to be troubled, clashed, or maladjusted, and is preferred more 

and searched out as a companion all the more regularly, by both low-trusting 

and high-confiding in others. At the point when naïveté is characterized as 

gullibility or silliness and trust is characterized as accepting others without 

obvious motivations to doubt, at that point it tends to be appeared over a 

progression of studies that high trust persons are not more guileless than low 

trust persons. (Rotter, 1980). 

What inspires individuals to trust and be dependable? Is trust entirely 

"calculative," in light of the assumption for reliability, and dependability just 

correspondence? Utilizing an inside subject plan, we run venture and tyrant 

game examinations in Russia, South Africa and the United States. Moreover, we 

estimated hazard inclinations and assumptions for return. Assumptions for 

return represent the vast majority of the difference in trust, however genuine 

consideration additionally matters. Difference in reliability is fundamentally 

represented by genuine benevolence, while correspondence assumes a nearly 

little job. There exists some heterogeneity in inspiration yet individuals carry on 

shockingly comparatively in the three nations examined (Ashraf et al., 2006).  
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A developed variable for trust called Ss played an interpersonal game which, in 

one position, expected them to pick between being trusting or dubious of 

another and, in a subsequent position, expected them to pick between being 

reliable or conniving toward another. There was a striking inclination for Ss 

who were trusting to be dependable and for Ss who were dubious to be 

deceitful. F scale scores corresponded essentially with game conduct; Ss with 

Low scores would in general be Trusting and Trustworthy while Ss with High 

scores would in general be Suspicious and Untrustworthy in their game 

decisions (Deutsch, 1960). 

As subjective examination turns out to be progressively perceived and 

esteemed, it is basic that it is directed in a thorough and systematic way to yield 

significant and valuable outcomes. To be acknowledged as dependable, 

subjective analysts should exhibit that information examination has been 

directed in an exact, predictable, and thorough way through account, arranging, 

and uncovering the techniques for investigation with enough detail to empower 

the per-user to decide if the cycle is trustworthy. Despite the fact that there are 

various instances of how to direct subjective examination, barely any refined 

devices are accessible to analysts for leading a thorough and pertinent topical 

investigation. The reason for this article is to direct scientists utilizing topical 

investigation as an exploration strategy. We offer individual experiences and 

commonsense models, while investigating issues of meticulousness and 

dependability. The way toward directing a topical investigation is delineated 

through the introduction of an auditable choice path, managing deciphering and 

speaking to printed information. We detail our bit by bit way to deal with 

investigating the adequacy of vital clinical organizations in Alberta, Canada, in 

our blended strategies contextual analysis. This article contributes a deliberate 

way to deal with topical investigation to arrange and build the detectability and 

confirmation of the examination (Nowell et al., 2017). 

Despite the fact that trust has been broadly perceived as a crucial segment of 

connections and a basic component to the achievement of associations, the 

writing portraying trust and dependability is known for its varying viewpoints 

and its irregularities. Dependability has been distinguished as a condition point 

of reference to the improvement of trust. Expanding upon the set up builds of 
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relational reliability, we propose a connected model containing the seven 

develops of Competence, Legal Compliance, and Responsibility to Inform, 

Quality Assurance, Procedural Fairness, Interactional Courtesy, and Financial 

Balance. Referring to prove from trust-related writing, we recognize the utility 

of these seven builds in enveloping hierarchical reliability as an abstractly seen 

part of authoritative viability. We dissected poll information and led relative 

world-area examinations (Caldwell & Clapham, 2003). 

Notwithstanding a developing interest in subjective examination in word related 

treatment, little consideration has been put on setting up its thoroughness. This 

article presents one model that can be utilized for the appraisal of dependability 

or value of subjective request. Guba's (1981) model depicts four general 

measures for assessment of exploration and afterward characterizes each from 

both a quantitative and a subjective point of view. A few methodologies for the 

accomplishment of meticulousness in subjective examination helpful for the two 

scientists and buyers of exploration are portrayed (Krefting, 1991).  

This is the 10th ERIC/ECTJ Annual Review Paper, planning of which was 

upheld by the ERIC (Educational Resources Information Center) Clearinghouse 

on Information Resources, Syracuse University, Syracuse, New York. The 

material in this article was readied according to an agreement with the National 

Institute of Education, U.S. Branch of Education. Temporary workers 

undertaking such ventures under government sponsorship are urged to 

communicate uninhibitedly their judgment in expert and specialized issues. 

Perspectives or suppositions don't really speak to the authority view or 

assessment of NIE. The creator is thankful to David Clark, Larry Havlicek, 

Robert Heinich, John McLaughlin, Cecil Miskel, and Robert Wolf for their 

cautious scrutinize of a prior variant of this paper, and to his better half, Yvonna 

Lincoln, from whose joint work with the creator in different settings a 

significant number of the thoughts communicated in this paper radiated (Guba, 

1981). 

Experienced and beginner specialists, plan subjective proposition where proof 

of thoroughness should be given inside the archive. One choice is the formation 

of a dependability convention with subtleties taking note of the trait of 

thoroughness, the cycle used to record the meticulousness, and afterward a 
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course of events coordinating the arranged time for leading reliability exercises. 

Subsequent to inspecting a few archives, a genuine arrangement of leading 

reliability as not found. In this way, these creators set out to make a reliability 

convention planned for the thesis, however a structure for other people, who 

should make comparative dependability conventions for their examination. The 

reason for this article is to give a reference to the reliability plan, a thesis model 

and exhibit a dependability convention that might be utilized as an illustration 

to other subjective specialists setting out on the formation of a dependabil ity 

convention that is concrete and clear (Amankwaa, 2016). 

2.6.1 Trust 

Many scholars and researchers examined trust as a subject in numerous 

disciplines from 1900 to present time. Trust exists in terms of deposition, belief 

or cognition, feelings or emotions, and these are always the characteristics of 

individual persons (Barbalet, 2019). However Barbalet defined that trust is 

based on less certainty and solid than knowledge, to be precise belief or a 

feeling about what that person is likely to do in future as trust by its nature is 

future oriented. Trust could be described as the attitude or the subjective 

probability of a person (Flores, F., & Solomon, R., 1998). Simultaneously 

reliability is an attributes or property of an individual and trust is a disposition 

or conviction we have about the individuals who are dependable (Cheshire, 

2011). McGinnies and Ward (1980) proposed that the opinion of expert source 

can provoke the change in opinion because the source is perceived as 

trustworthy. 

Gambetta (2000, p.234) wrote that ‘When we say we trust someone that “I trust 

you” we we convey the trust that we place in the relationship and the support of 

the relationship”. This definition of trust signifies that it is a belief that can be 

measured in probability (Sapienza, Paola, et al., 2013). Trust is not something 

that simply happens or is found or intuited but it is created through interaction 

or making of relationships. McAulay (2017) reported that in the case of 

purchasing makeup through digital platforms, 66% of respondents are more 

likely to trust social influencers and YouTube video vloggers recommendations. 

Trustworthiness contributes to the consumers’ trust in the source of the 

information whereas expertise is the the extent to which consumers are 
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impacted by the accurate and reliable information received by the source (Lee, 

2018).   

2.6.2 Online trust 

Wang (2005) studied and researched briefly on the element of trust in an online 

platform. The researcher came across with some aspects of online trust which 

are also parallel to offline trust such as vulnerability and trust provider. Online 

consumer is trustor on web platform, however he is the consumer in online 

world and in order to create the bond of trust in online environment, it is crucial 

to understand the trustor and the trust provider (Wang 2005).According to 

Lockie (2019) in the context of vlogs and vloggers, the online trust is formed by 

the content provided by creator (vlogger), if the consumer trust the source who 

is providing information then the information is said to be trustworthy. 

Online trust is formed by the assurance of a individual that an accomplice in the 

online interchange is trustworthy and ready to fulfill their jobs and obligations. 

(Cho, 2006). Furthermore, the confidence in blogger information can be 

described as a desire of the blogger for fair and efficient data sharing. (Bayazit 

et al., 2017). 

In the case of YouTubers, trusting and relating to YouTuber are two main 

elements in viewers’ buying behavior (Lepisto et al., 2017). YouTube vloggers 

develop the opportunity and the willingness to purchase an item, and vlogs meet 

the adaptation criteria for product knowledge and commitment from someone 

who is in collaboration with customers.As consumers engage and trust vloggers, 

a communication between consumers and vloggers is formed (Grimani, 2016). 

Similarly if the viewer relates to a particular YouTuber, it enhances the 

credibility of a YouTuber.  

2.7 Expertise 

Ohanian (1990) on source expertise described it as: “Expertise is also 

recognized as a communicator's authority, professionalism and competence”. 

(Ohanian, 1990). 
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The message of communicators with high credibility is more influential and 

their message is accepted more readily by viewers (McCroskey, 1974). In the 

case of beauty on YouTube, the theory indicates that endorsers are considered 

experts with ample knowledge on particular areas of interest. According to Kim 

et al. (2017) if the perceived expertise is greater, the more compelling the 

message is. In this digital age, vlog is tool for conveying visual information 

(Baker, 2017). The YouTube beauty communities have social influencers and 

experts known as “gurus” who possess knowledge of their own expertise and 

have a significant effect on the behavior of consumers. Therefore, source’s 

higher expertise results in increase rate of individual’s belief about information 

usefulness.  

According to Louisa Ha (p.112) audiences rely on Youtubers who are not 

sponsored as they think that non-sponsored videos explain the product better 

and are more trustworthy than sponsored videos. The audience tends to trust 

vlogger who have specific knowledge regarding the beauty products as they 

share personal interaction and personal influence.  

Bayazit, Durmus and Yildirim (2017) stated that the content produce by 

vloggers manipulate everyone in the digital environment. The vloggers’ 

expertise that dominates the community decision making is one of the big issues 

of digital engagement. Vloggers are the experts who prefer to see end users as 

consumers instead of useful tools for disseminating knowledge. In order to lead 

successful social engagement, authoritative or seasoned knowledge-based 

vloggers can produce sustainable content in order to improve trustworthiness 

and facilitate connectivity. 

The viewers perceive YouTuber who has knowledge about the product as they 

cover multiple topics, their interest and skills which link them as experts 

(Callum Chapple and Fiona Cownie). This study addresses videos created by 

beauty vloggers and viewer’s perception about the beauty products result to 

make cosmetic buying choice. This examination pointed toward assessing the 

degree of similarity of the learning exercises and any elements that causing 

jumble of the learning exercises of professional subjects in Vocational High 

School with Electronics Industrial Engineering Expertise program from SKKNI 

Number 631 Year 2016 with mechanical mechanization field. This investigation 
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was led in SMK Muhammadiyah Prambanan, SMK N 2 Pengasih, SMK N 4 

Semarang, and SMK N 7 Semarang with CIPP model and quantitative distinct 

examination strategy. The outcome indicated that the degree of similarity of the 

taking in exercises from the parts of setting, information, cycle, and item with 

educator and understudy as respondent was sorted proper to extremely fitting. 

Components that causing confound of the learning exercises with that SKKNI is 

the direction of schedule and RPP readiness, the offices and framework that 

help the learning exercises, and the educator's capacity on supporting the 

capability Expertise in mechanical mechanization field (Yuniariti et al., 2018).  

These days the topic of manageability has become a need in the development 

area and in the others identified with it. The effect of the development world on 

the climate is perhaps the most significant of human exercises; hence, after 

some time, the improvement of different feasible and natural plan strategies has 

expanded. In any case, a total difference in attitude has not yet been 

accomplished with the goal that this methodology can be viewed as basic from 

the beginning phases of the plan. The fundamental objective of our intercession 

is to include straightforwardly the populace and show a feasible methodology, 

establishing a climate with a persistent progression of information and 

incitement to development. The main models where synergetic expectations are 

pointed toward supporting innovative work are the Energy Centers; these 

spaces, nonetheless, come up short on a porous segment that permits an opening 

towards general society. In this way, we will likely make an organization of 

associations between the various universes of business and exploration with the 

individuals. In view of these contemplations, we chose to make an advancement 

community where organizations can introduce their inventive items and 

procedures, while the examination segment manages developing issues 

identified with the development field and the creation frameworks. The re-

training of the individual happens through a progression of exercises that 

include dynamic cooperation through the association of occasions, topical 

workshops and a latent gathering of information because of the presence of 

display spaces and establishments that ensure a constant progression of data. 

The essential area distinguished for the acknowledgment of our task is a change 

territory of around 20000 square meters, a connective region between the Milan 
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Innovation District and the private region of Cascina Merlata. The object of our 

intercession is in this manner intended to be a model of a maintainable 

development, using progressed materials and innovations that permit an 

advancement of energy execution with a restricted ecological effect (Miotti & 

Barbetta, 2020). 

Rock order for designing intention is one of basic issues in stone designing. A 

few groupings accessible can be utilized, however a portion of their boundaries 

are difficult to assess. For example, good or negative direction of joints, one of 

those boundaries, isn't exact in significance however ambiguous, maybe the 

evaluation requires exhortation from a designer acquainted with the stone 

arrangement that implies, aptitude is required for appraisal of certain 

boundaries. In this paper we built up a specialist framework for order of rock 

masses as a first preliminary to apply the master framework to shake mechanics 

(Zhang et al., 1988). 

Master frameworks has intended for the non-expert individuals with the point of 

make accessible of aptitudes of expert individuals, these plans reproduction of 

through design and the technique for human execution, and make a connection 

transport between a specialist framework's capacity and human execution or an 

expert individual. Up to now extraordinary master frameworks has given in 

clinical science ground and of this respect, it\s one of the pioneer sciences. 

Promptitude has impact analyze and fix of thyroid disease and recuperation of 

patient condition, however now and again admittance to expert isn't accessible 

for patients. So plan of a framework with the information on expert gives a 

suitable determination to sicks. Strategy, this examination gives a specialist 

framework to finding of thyroid disease, utilizing C# and essential information 

for analyze for conclusion holds as rules in information unit of framework with 

due thoughtfulness regarding client's answers shows the likelihood of malignant 

growth. Discovering: Using astute programming, if there are no skill, we can 

analyze and show the method of treatment, to the solid degree. We study a 

model wherein completely educated specialists offer guidance to a leader whose 

activities influence the government assistance of all. Specialists are one-sided 

and along these lines may wish to pull the leader in various ways and to various 

degrees. At the point when the chief counsels just a solitary master, the master 
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retains considerable data from the leader. We find out if the present 

circumstance is improved by having the leader consecutively counsel two 

specialists. We first show that there is no ideal Bayesian balance wherein full 

disclosure happens. At the point when the two specialists are one-sided a similar 

way, it is never useful to counsel both. Conversely, when specialists are one-

sided in inverse ways, it is consistently useful to counsel both. Surely, for this 

situation full disclosure might be actuated in an all-encompassing discussion by 

presenting the chance of rejoinder (Krishna and Morgan, 2001). 

This article examines structures for considering ability at the information level 

and information utilizes level. It audits existing methodologies, for example,  

induction structures, the differentiation among profound and surface 

information, critical thinking techniques, and conventional assignments. 

Another combination is advanced as a componential system that anxieties 

particularity and an investigation of the even minded imperatives on the 

assignment. The investigation of a standard from a current master framework 

(the Dipmeter Advisor) is utilized to represent the structure (Steels, 1991).  

The improvement of the capacity to utilize macro-rules for summarizing 

descriptive writings was inspected in a progression of three examinations. In the 

principal, more established secondary school and understudy had the option to 

utilize modern buildup rules, for example, innovation and incorporation, as 

opposed to the fifth and seventh graders who depended on a more 

straightforward duplicate erase methodology. In the subsequent investigation, 

specialists, school manner of speaking educators, beated green bean understudy 

in their capacity to consolidate data across sections and in their inclination to 

give an outline in their own words. Following the thought of specialists, we 

analyzed novice’s junior undergrads who performed on a level set by ordinary 

seventh graders, affirming the overall impression that such understudies 

experience specific issues with basic perusing and viable examining (Brown & 

Day, 1983). 

The motivation behind this article is to survey fundamental exact outcomes 

from the mental writing in a manner that gives a helpful establishment to 

investigate on purchaser information. A calculated association for this assorted 

writing is given by two major qualifications. To start with, customer ability is 
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recognized from item related insight. Second, five unmistakable perspectives, or 

measurements, of ability are distinguished: psychological exertion, intellectual 

structure, investigation, elaboration, and memory. Enhancements in the initial 

two measurements are appeared to have general advantageous impacts on the 

last three. Examination, elaboration, and memory are appeared to have more 

explicit interrelationships. The exact discoveries identified with each 

measurement are checked on and, based on those discoveries, explicit 

exploration speculations about the impacts of aptitude on customer conduct are 

proposed (Alba & Hutchinson, 1987). 

This part centers on the persuasive improvements inside psychological science 

and intellectual brain research that have happened in the course of the most 

recent thirty years. This section comprises of two sections. In the initial segment 

the creators quickly audit what they consider the significant improvements in 

psychological science and intellectual brain research that prompted the new 

field of skill examines. In the second part the creators endeavor to describe a 

portion of the arising experiences about components and parts of mastery that 

sum up across spaces, and the creators investigate the first hypothetical records, 

alongside later ones (Feltovich et al., 2006). 

Exploration on assignments in information rich spaces including formative 

examinations , work in man-made consciousness, investigations of expert-

novice critical thinking, and data handling investigations of inclination test 

errands have given expanded comprehension of the idea of ability. Especially 

clear is the finding that structures of coordinated information empower the 

intellectual cycles normal for elevated levels of capability. This paper quickly 

audits this exploration and records a bunch of recommendations that sum up 

ends from research just as more extensive surmising and hypotheses. 

Catchphrases Acquisition of mastery, Aptitude test execution, Artificial insight, 

Cognitive expertise procurement, Domain-explicit issue obtaining, expert-

novice critical thinking, Heuristics, Metacognitive capacities (Glaser, 1985) . 

2.8 Attractiveness 

The third aspect of credibility concerns the communicator's attractiveness 

(Eisend, 2006). In previous research, physical appearance and attractiveness 
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were found to be a significant factor in a person's initial decision on ads and 

marketing. Truly appealing are preferred more and are seen in increasingly 

positive terms when contrasted with the unattractive communicators especially 

in the case when communicator is female (Joseph, 1982). Pornpitakpan 

discovered thatattractiveness affects the desire to buy. An “Influencer” is a 

public figure via web-based networking media having thousands or a huge 

number of supporters (Chow, 2012) having awareness, authority and insight into 

a specific subject.  

According to Miller (2009), YouTube is a platform where creator posts a video 

and interacts with fans and followers. These followers notice the presence of 

creators on the YouTube channel. Video vlogs on Youtube provide a 

comfortable environment in which speakers chat informally, exchange stories, 

information and communicate with the public in a way that includes and creates 

relationships with viewers (Chow, 2012). Thus theattractive features shown on 

the YouTube channel by a vlogger help catch the audience's attention. In 

addition, the appeal power raises the number of subscribers on YouTube. 

(Miller, 2009). A 2017 Have analysis on beauty vloggers and their effect on 

buying intentions shows that vloggers are most appealing and are seen to have 

the greatest impact on consuming intention. Have also concluded that the 

character attributes such as social appeal to be significant factors. Therefore, 

this study investigates whether the viewers of YouTube vlogs may trust the 

opinions of vloggers who are physically attractive.Physical attractiveness and 

perception of an individual: Physical attractiveness is deeply ingrained in the 

individual perception. In the mid of 1960s the notion of physical attractiveness 

was studied by various researchers (Dion, 1972; Baker, 1977; Chaiken, 1979). A 

person with high physical attractiveness perceived to be more positive, smart, 

appealing and social in persuasion (Patzer, 2012). Physical attractiveness is a 

significant element of effective communication (Patzer, 2012, Chaiken, 1979). 

According to Patzer (2012) physical attractiveness is essential part during 

communication and communicator’s appearance is the first and foremost 

element that viewer notices or observes in visual communication. Patzer (2012) 

also examined the important communication relations present in our society 

which are interpersonal relationships, business interaction, advertising and 
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marketing communication and lastly political movements and politicians. 

However the earliest measurement of physical attractiveness was first recorded 

by Perrin (1921) where he asked his subjects to differentiate between their 

attractive and unattractive friends. Perrin (1921) in his survey then asked his 

respondents to classify the distinctiveness which indicate them physically 

attractive. The results showed that physical attractiveness is directly 

proportional to good grooming. Perrin (1921) concluded that good grooming 

influence people in the attractiveness measurement process. The internet 

platform consists of blogs particularly for women which offers personal 

grooming and reviews of variety of beauty products to guide women to take care 

of their selves (Sur, 2017).  

This part talks about actual allure in social co-operations. Actual engaging 

quality is, from various perspectives, an unattractive variable. The actual allure 

variable is unassuming for in any event two reasons. To start with, it is 

impossible that it will be discovered to be symmetrical to different 

measurements, basically knowledge, financial status, and maybe hereditarily 

decided social inclinations related with morphological attributes. Second, it 

appears to be profoundly impossible that actual allure will actually shape the 

center idea of a mental hypothesis, even a genuinely necessary social perceptual 

hypothesis, which will enlighten the best approach to helpful and intriguing 

forecasts about social connections. The part centers around late social mental 

proof, which recommends that even stylish appeal might be a helpful 

measurement for understanding certain social marvels, and, maybe, for 

enlightening some character and formative riddles also. View of the actual 

allure level of another has all the earmarks of being influence able by the full of 

feeling and experiential connection between the evaluator and the individual 

whose actual engaging quality level is to be decided, just as by factors one of a 

kind to the evaluator and the setting in which assessments are made, albeit none 

of these variables have been the subject of much investigation. The effect of 

actual allure upon the individual has been featured in the part (Berschied & 

Walster, 1974). 

This examination looks at two changed sorts of get-away encounters as the trial 

factors and observationally consolidates a setting explicit methodology into the 
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estimation of objective allure. A sum of 400 respondents were met by phone. 

Three zones were inspected for two distinctive excursion encounters: (1) the 

general significance of touristic credits in adding to the allure of a movement 

objective, (2) the varieties in the apparent capacity of objections to fulfill 

vacationers' requirements, and (3) the impact of past appearance experience 

with every location on saw engaging quality. A multi-attribute situational 

disposition estimation model was utilized to acquire a mathematical record of 

the touristic appeal for every one of the five objections contemplated. At long 

last, the ramifications of these discoveries concerning showcasing and 

advancement activities to improve the physical and perceptual engaging quality 

of the different objections under investigation are examined (Hu & Ritchie, 

1993). 

People in social orders far and wide segregate between possible mates based on 

engaging quality in manners that can significantly influence their lives. From a 

transformative viewpoint, a sensible working theory is that the mental 

components fundamental engaging quality decisions are variations that have 

advanced in the administration of picking a mate in order to build quality spread 

all through developmental history. The primary speculation that has coordinated 

transformative brain science examination into facial engaging quality is that 

these decisions reflect data about what can be extensively characterized as a 

person's wellbeing. This has been explored by looking at whether appeal 

decisions show exceptional plan for identifying signals that permit us to make 

appraisals of generally phenotypic condition. This audit analyzes the three 

significant lines of exploration that have been sought after to respond to 

whether or not engaging quality reflects non-evident pointers of phenotypic 

condition. These are considers that have analyzed facial balance, normalcy, and 

optional sex qualities as chemical markers (Thornhill & Gangestad, 1999).  

From an argument interactional viewpoint, a survey of the actual engaging 

quality examination is finished trying to look at a proposed connection between 

external appearance and inward mental attributes. Four focal suppositions about 

the possible impacts of allure applicable to singular advancement are indicated 

and expanded by supporting social mental exploration. The connection among 

allure and (a) social generalizing, (b) social trade, (c) disguised character 
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examples, and (d) social conduct are assessed. Contentions are progressed for 

future exploration on the association of external and inward formative 

movements under the rubric of a formative social brain research of excellence 

(Adams, 1977). 

The inner showcasing idea indicates that an association's workers are its first 

market. Topics, for example, 'inner promoting' and 'inward marking' have as of 

late entered the advertising dictionary. One segment of inward promoting that is 

as yet immature is 'business marking' and explicitly 'manager allure'. Business 

appeal is characterized as the imagined benefits that a potential representative 

finds in working for a particular association. It establishes a significant idea in 

information concentrated settings where pulling in representatives with 

prevalent aptitudes and information includes an essential wellspring of upper 

hand. In this paper, we recognize and operationalize the parts of boss allure 

from the viewpoint of expected workers. Explicitly we build up a scale for the 

estimation of business engaging quality. Ramifications of the exploration are 

examined, impediments noted and future examination headings recommended 

(Berthon et al., 2005). 

A bunch of seventeen standards are chosen, with regard for their "indepen 

dence," which are the guideline measures for the assurance of "touristic 

attractiveness." Then, through a cycle intended to inspire steady decisions from 

an interviewee, the commitments of 26 the travel industry "specialists" were 

consolidated to shape a bunch of mathematical loads which build up the relative 

importance of the seventeen rules. The way toward building up a "score," as a 

pointer of the overall engaging quality of a touristic area, is laid out in the 

conversation of two illustrative applications (Gearing et al., 1974).  

A trial was performed which exhibited that the engaging quality of a 

predominant individual is improved on the off chance that he submits an 

awkward bumble; a similar goof will in general diminish the allure of an 

unremarkable individual. We anticipated these outcomes by guessing that an 

unrivaled individual might be seen as superhuman and, consequently, 

inaccessible; a screw up tends to refine him and, thus, builds his allure (Aronson 

et al., 1966). 
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On the off chance that engaging quality is a significant prompt for mate 

decision, as proposed by developmental clinicians, at that point appealing 

people ought to have more prominent mating accomplishment than their 

companions. We tried this speculation in a huge example of grown-ups. Facial 

engaging quality corresponded with the quantity of present moment, yet not 

long haul, sexual accomplices, for guys, and with the quantity of long haul, yet 

not present moment, sexual accomplices and period of first sex, for females. 

Body allure additionally connected altogether with the quantity of present 

moment, however not long haul, sexual accomplices, for guys, and appealing 

guys turned out to be explicitly dynamic sooner than their friends. Body allure 

didn't associate with any sexual conduct variable for females. To figure out 

which parts of engaging quality were significant; we analyzed relationship 

between sexual practices and three segments of allure: sexual dimorphism, 

normalcy, and evenness. Sexual dimorphism indicated the clearest relationship 

with sexual practices. Manly guys (bodies, comparable pattern for faces) had all 

the more transient sexual accomplices, and ladylike females (faces) had more 

long haul sexual accomplices than their companions. Ladylike females (faces) 

likewise turned out to be explicitly dynamic sooner than their friends. Normal 

guys (faces and bodies) had all the more transient sexual accomplices and all 

the more extra-pair fornications (EPC) than their friends. Symmetric ladies 

(faces) turned out to be explicitly dynamic sooner than their companions. Given 

that male regenerative achievement relies more upon momentary mating 

openings than female conceptive achievement, these discoveries recommend 

that people of high phenotypic quality have higher mating accomplishment than 

their lower quality partners (Rhodes et al., 2005). 

How and for what reason do our brains produce various degrees of fascination 

in others? This section coordinates life history, transformative brain research, 

and human science ways to deal with address this inquiry. Organic variations 

control an immense number of life history trade‐offs that influence what we 

look like, smell, sound, and act. Choice delivered variations that assess these 

signs and direct our level of appreciation for others dependent on their general 

plausible social incentive to us in various settings. This section outlines the 

elective developmental clarifications for the rise of an attraction, basic parts 
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essential for fascination frameworks to advance, and wellsprings of variety in 

engaging quality appraisal. It recognizes various spaces of social incentive for 

which allure evaluation developed, surveys proof for a portion of the 

conjectured attractiveness‐assessment variations in those areas, and features 

roads calling for expanded consideration. At last, it calls for more noteworthy 

coordination of developmental brain science, human organic exploration, and 

information from small‐scale scavenging social orders to produce expectations 

about these spaces of social worth, the prompts or signals related with them, 

transformations chose to manage appreciation for them, and the existence 

history trade‐offs engaged with these cycles. New examination on body shape 

engaging quality is introduced to delineate these focuses (Sugiyama, 2015).  

A new hypothesis by Brehm infers that the disposal of a decision elective will in 

general expand the appeal of that option in contrast to the individual who is 

going to settle on the decision. Two tests, in which undergrads appraised the 

allure of four accounts of music to have the option to pick one for themselves, 

discovered that the third most appealing record expanded in engaging quality 

when it got inaccessible as one of the decision options. To preclude elective 

clarifications of this finding, the subsequent trial remembered a condition for 

which a few subjects were given no earlier opportunity to pick which record 

they would get. The aftereffects of this subsequent test showed that the 

propensity to consider to be record as more appealing happened just when 

subjects had earlier opportunity to pick which record they would take. Those 

subjects who had no earlier opportunity to pick would in general consider to be 

record as having diminished in appeal (Brehm et al., 1966). 

It was recommended that an individual would frequently hope to date, would 

attempt to date, and might want an accomplice of roughly his own social 

attractive quality. In short, we endeavored to apply level of desire hypothesis to 

decision of social objectives. A field study was directed in which people were 

haphazardly matched with each other at a "PC Dance." Level of goal theories 

were not affirmed. Despite S's own engaging quality, by a wide margin the 

biggest determinant of how much his accomplice was loved, the amazing way 

much he needed to date the accomplice once more, and how frequently he really 

asked the accomplice out was essentially how alluring the accomplice was. 
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Character estimates, for example, the MMPI, the Minnesota Counseling 

Inventory, and Berger's Scale of Self-Acceptance and scholarly estimates, for 

example, the Minnesota Scholastic Aptitude Test, and secondary school 

percentile rank didn't anticipate couple compatibility. The lone significant 

determinant of S's preference for his date was the date's actual appeal. (Walster 

et al., 1966). 

Balance may go about as a marker of phenotypic and hereditary quality and is 

favored during mate determination in an assortment of animal groups. 

Proportions of human body balance correspond with engaging quality, yet 

examine controlling human face pictures report an inclination for unevenness. 

These outcomes may reflect unnatural component shapes and changes in skin 

surfaces presented by picture handling. At the point when the state of facial 

highlights is shifted (with skin surfaces held steady), expanding balance of face 

shape builds appraisals of engaging quality for both male and female 

appearances. These discoveries suggest facial evenness may positively affect 

mate determination in people (Perrett et al., 1999). 

The significance of fit between the endorser and the embraced item has been 

depicted as the "match‐up theory". Much "match‐up theory" research has zeroed 

in on actual fascination. We present two examinations which altogether 

recommend that, while appealing endorsers do emphatically influence demeanor 

toward the supported brand, aptitude is a more significant measurement for 

driving the fit between an endorser and a brand. Study one inspects actual 

engaging quality as a match‐up factor. Results demonstrate a general "allure 

impact", yet not a match‐up impact dependent on engaging quality. Study Two 

considers aptitude as the match‐up measurement. A match‐up impact was 

discovered dependent on mastery (Till & Busler, 1998). 

In a field setting, every one of 68 truly alluring or ugly male and female 

communicator Ss (students) conveyed an enticing message to 2 undergrad target 

Ss of each sex. Results show that alluring (versus ugly) communicators initiated 

essentially more prominent influence on both a verbal and conduct proportion of 

target arrangement. Likewise, female targets demonstrated more prominent 

arrangement than male targets. Information accumulated from communicator Ss 

during a previous lab meeting show that actually appealing and ugly 
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communicators varied regarding a few relational abilities and different credits 

pertinent to communicator convincingness, including GPA, Scholastic Aptitude 

Test scores, and a few proportions of self-assessment. These discoveries 

recommend that appealing people might be more enticing than ugly people 

mostly in light of the fact that they have attributes that arrange them to be more 

viable communicators (Chaiken, 1979). 

2.9 Information Adoption Model 

EWOM discussions and interactions consist of the simply transmitting 

information to and from individuals (Erkan and Evans, 2016). The impact of the 

information may fluctuate from individual to individual; various view of a 

similar information will develop between receivers (Erkan and Evans, 2016; 

Lee, 2018). Throughout previous studies, the information adoption model was 

used to explain how the information obtained is internalized by people (Erkan 

and Evans, 2016). Information adoption theories explain how individuals are 

faced when Ideas, information, or technology are provided to them. This model 

may clarify how individuals use information to alter their behavior and actions 

within computer-mediated platforms of communication (Wang, 2016). Prior 

work also indicates that this model approaches the power of eWOM as it can 

explain eWOM (Cheung et al., 2008; Lee, 2018). 

Within the literature of information systems, researchers applied the theory of 

reasoned action (TRA) and TAMs to explain how individual individuals are 

affected by ideas and expertise (Chen, 2019). In prior researches both models 

are applied by researchers in order to understand how people behave towards 

adapting messages from the information they receive. (Davis, 1989; Erkan and 

Evans, 2016; Sussman and Siegal, 2003). Davis (1985) proposed a Technology 

Acceptance Model (TAM) that investigates the moderating role of perceived 

ease and usefulness between system characteristics and possibilities. Although 

TAM is a useful model but in a broader perspective it does not include variables 

related to both human, social change innovation adoption model (Legris, Paul & 

Ingham, John & Collerette, Pierre, 2003). However Sussman and Siegal (2003) 

further take these insights by integrating TAM and TRA with Elaboration 

Likelihood Model (ELM). ELM explains that information can be interpreted in 
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two ways: central and peripheral. On the main path, evidence, claims and 

deliberate knowledge are considered, while persons following the peripheral 

segment may be influenced by variables like attraction, probability or source 

expertise (Lee, 2018; Sussman and Siegal, 2003). In addition, the IAM 

composes of four elements as described by Erkan, Evans (2016):  

“information (argument content) representing the central path), credibility of the 

source (peripheral route), usefulness of information and acceptance of 

information”. 

 

Figure 2.3: Information Adoption Model 

Source: Sussman and Siegal (2003) 

In order to determine how consumers respond to information quality, Sussman 

and Siegal (2003) represented IAM, whereas in terms for better understanding, 

Erkan and Evans (2016) modified this model by combining consumer behavior. 

In other words,Erkan and Evans (2016) proposed that eWOM does not only 

have trust in eWOM's data attributes across web-based network media phases, 

but also relies on consumer actions to eWOM's data. This new model known as 

“Information Acceptance Model” (IACM) as defined by Erkan and Evans 

(2016). 

 

Figure 2.4: Information Adaption Model (IAM) including purchase intention 

Source:Erkan and Evans (2016) 
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In order to understand and examine this model, Evan and Erkans (2016) 

conducted a survey with 384 respondents from UK aged 18 to 29 and the 

respondents were social media users. The findings determined that the presence 

of eWOM on social media influence consumers purchase intentions. However 

the hypotheses of Evan and Erkans showed that the H1 which predicts the 

information adoption on purchase intention showed a positive relation, H2 

which represents information usefulness was found to have a positive influence 

towards information adoption. Furthermore H6 which is attitude towards 

information did not show any significant relation with information usefulness 

meanwhile H7 showed a positive relationship between attitude towards 

information on purchase intention. The research model provided by Evan and 

Erkans (2016) presented the information adoption process suggested by 

Sussman and Siegal (2003) Information adoption model which contributed that 

IAM and consumer purchase intention have a positive relationship in 

consumers’ purchase intention. 

Online people group empower individuals to trade messages, and rich substance 

is produced in the wake of these commitments. Little exploration has 

deliberately researched how this substance is used. In this paper we utilize the 

Heuristic-Systematic Model of data handling to investigate the components by 

which the likely estimation of these data resources can be figured it out. We 

contend that the degree to which message substance and heuristic signs impact 

the legitimacy evaluation measure is directed by two variables: how predictable 

the new data is with what is now known and the degree to which data looking 

for individuals are effectively looking for on-theme data to fulfill their 

particular data needs. Study information gathered from two online networks by 

and large help the speculations got from this model. This investigation shows 

that network individuals’ measure data from online networks in a profoundly 

logical way that may reach out to the usefulness of the specialized devices gave 

by the online networks. It additionally proposes various open doors for future 

exploration and potential ways that online networks may improve their data 

sharing (Watts & Zhang, 2008). 

The cycle of data innovation selection and use is basic to inferring the 

advantages of data innovation. However from a calculated outlook, barely any 
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exact examinations have made a differentiation between people's pre-

appropriation and post-reception (proceeded with use) convictions and 

mentalities. This qualification is vital in arrangement and dealing with this cycle 

over the long run. The current investigation joins development dispersion and 

demeanor speculations in a hypothetical structure to inspect contrasts in pre-

reception and post-selection convictions and perspectives. The assessment of 

Windows innovation in a solitary association shows that clients and expected 

adopters of data innovation vary on their determinants of conduct goal, 

demeanor, and emotional standard. Potential adopter goal to embrace is 

exclusively dictated by standardizing pressures, while client expectation is 

exclusively controlled by mentality. Also, potential adopters base their 

mentality on a more extravagant arrangement of development qualities than 

clients. Though pre-appropriation disposition depends on impression of 

helpfulness, usability, result certifiability, perceivability, and trialability, post -

selection mentality is just founded on instrumentality convictions of value and 

view of picture upgrades (Karahanna et al., 1999). 

Online media sites have made important open doors for electronic verbal 

(eWOM) discussions. Individuals are currently ready to examine items and 

administrations of brands with their companions and colleagues. The point of 

this investigation is to inspect the impact of these discussions in online media 

on buyers' buy expectations. For this reason, a theoretical model was created 

dependent on the combination of Information Adoption Model (IAM) and 

related segments of Theory of Reasoned Action (TRA). The new model, which 

is named as Information Acceptance Model (IACM), was approved through 

underlying condition demonstrating (SEM) in view of overviews of 384 college 

understudies who utilize online media sites. The outcomes affirm that quality, 

validity, helpfulness and appropriation of data, requirements of data and 

demeanor towards data are the vital variables of eWOM in web-based media 

that impact shoppers' buy aims. Hypothetical and pragmatic ramifications are 

examined just as proposals for additional examination (Erkan & Evans, 2016).  

Twitter offers an unequivocal system to encourage data dispersion and has 

arisen as another mode for correspondence. Numerous ways to deal with find 

influentials have been proposed, yet they don't think about the transient request 
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of data selection. In this work, we propose a novel strategy to discover 

influentials by considering both the connection structure and the fleeting request 

of data reception in Twitter. Our technique finds unmistakable influentials who 

are not found by different strategies (Lee et al., 2010). 

This investigation investigates the reception of data innovation (IT) and the 

relationship among hierarchical and market elements, and IT selection in 

medical clinics. Results propose that a wide scope of sums and sorts of IT are 

embraced. Emergency clinics with higher in general IT reception embrace vital 

IT frequently. Emergency clinics with lower IT reception receive managerial IT 

frequently. Results likewise show emergency clinic IT appropriation to be 

emphatically connected with medical clinic size, area, framework participation, 

proprietorship, and market rivalry (Burke et al., 2002). 

This paper presents a dynamic model of dissemination of another innovation 

including a variable information. The model features the job of dynamic data 

gathering, which involves costs. It creates a few speculations with respect to the 

imaginable example of reception and utilization of the variable contribution 

over the long run by ranchers of contrasting holding sizes and distinctive 

admittance to data. It gives a potential clarification to the frequently noticed 

slack in appropriation of advancements by more modest ranchers. Investigation 

of information from India on information and reception of a few practices yields 

results which are by and large predictable with the speculations proposed by the 

hypothetical system (Feder & Slade, 1984). 

This examination researches how information laborers are affected to embrace 

the counsel that they get in interceded settings. The examination incorporates 

the Technology Acceptance Model (Davis 1989) with double cycle models of 

enlightening impact (e.g., Petty and Cacioppo 1986, Chaiken and Eagly 1976) to 

assemble a hypothetical model of data selection. This model features the 

appraisal of data helpfulness as an arbiter of the data appropriation measure. 

Critically, the model draws on the double cycle models to make forecasts about 

the predecessors of enlightening helpfulness under various handling conditions.  

The model is explored subjectively first, utilizing meetings of an example of 40 

experts, and afterward quantitatively on another example of 63 specialists from 

a similar global counseling association. Information mirror members' view of 
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real messages they got from partners comprising of exhortation or proposals. 

Results uphold the model, proposing that the cycle models used to comprehend 

data appropriation can be summed up to the field of information the board, and 

that value serves an interceding part between impact cycles and data reception. 

Authoritative information work is getting progressively worldwide. This 

exploration offers a model for understanding information move utilizing PC 

intervened correspondence (Sussman & Siegal. 2003). 

Online advancements have made various open doors for electronic verbal 

(eWOM) correspondence. This wonder impacts online retailers as this 

effectively available data could significantly influence the online utilization 

choice. The motivation behind this paper is to analyze the degree to which 

assessment searchers are happy to acknowledge and receive online shopper 

audits and which components support reception. Plan/procedure/approach ‐ 

Using double cycle hypotheses, a data selection model was created to look at 

the components influencing data appropriation of online assessment searchers in 

online client networks. The model was tried experimentally utilizing an example 

of 154 clients who included insight inside the online client network, 

Openrice.com. Clients were needed to finish a study with respect to the online 

shopper surveys got from the virtual sharing stage. Discoveries ‐ The paper 

discovered thoroughness and importance to be the best parts of the contention 

quality build of the examination model, making them key influencers of data 

selection. Examination constraints/suggestions ‐only 46 percent of the 

difference is clarified by that develops because of its purposeful effortlessness. 

This would show that there are a greater number of entertainers in propelling 

data reception than exclusively data value. A more critical look ought to be 

taken at the adequacy of a portion of the other persuasive variables proposed in 

the past exploration on this theme. Functional ramifications ‐ The paper plots 

approaches to successfully advance one's business or cause through online client 

networks, just as broad tips for site and gathering arbitrators for encouraging 

such introduction in a way valuable to the individuals from their online 

networks. Creativity/esteem of this paper is one of the first to create and 

experimentally test a hypothesis driven data selection model for assessment 

searchers in online client networks. It likewise exceptionally separates and tes ts 
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the segments of contention quality to observe the significant persuading factors 

(Cheung & Lee, 2008). 

This examination inspected the relations between source believability of eWOM 

(electronic verbal), saw danger and food items client's data selection intervened 

by contention quality and data value. eWOM has been normally used to allude 

the clients during dynamic cycle for food items. In view of this examination, we 

utilized Elaboration Likelihood Model of data reception introduced by Sussman 

and Siegal (2003) to check the readiness to purchase. Non-likelihood purposive 

examples of 300 dynamic members were taken through poll from a few areas of 

the Republic of China and dissected the information through underlying 

condition displaying (SEM) in like manner. We examined that whether eWOM 

source believability and saw danger would affect the level of data reception 

through contention quality and data helpfulness. It uncovers that eWOM has 

emphatically affected on seen hazard by source believability to the degree of 

data selection and, for this, clients use eWOM for the decrease of the potential 

perils when dynamic. Organizations can make their showcasing systems as 

indicated by their objective towards steadfast customers' requirements through 

online food-item discussions audit destinations (Hussain et al., 2017). 

The as of late ordered boost bill- - the American Recovery and Reinvestment 

Act of 2009 (ARRA) - contacts pretty much every part of the U.S. economy. 

Medical care is no special case. Truth be told, the ARRA is noteworthy medical 

services enactment of the sort seldom created by our broadly gradual central 

government. The law forestalls sensational state cuts in Medicaid, grows 

financing for preventive medical services administrations and medical care 

exploration, and helps the jobless purchase medical coverage. Be that as it may, 

maybe its most significant impact on specialists and patients will result from its 

phenomenal $19 billion program to advance the selection and utilization of 

wellbeing data innovation (HIT) and particularly electronic wellbeing records 

(EHRs).  

The HIT parts of the upgrade bundle - by and large named HITECH in the law- 

- mirror a divided conviction between the youngster Obama organization, the 

Congress, and numerous medical care specialists that electronic data 

frameworks are fundamental to improving the wellbeing and medical services of 
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Americans. Notwithstanding, advocates of HIT extension face generous issues. 

Not many U.S. specialists or medical clinics - maybe 17% and 10%, 

individually - have even essential EHRs, and there are huge hindrances to their 

selection and use: their considerable cost, the apparent absence of monetary get 

back from putting resources into them, the specialized and strategic difficulties 

engaged with introducing, keeping up, and refreshing them, and buyers' and 

doctors' interests about the protection and security of electronic wellbeing data. 

HITECH tends to these snags head on, yet colossal difficulties anticipate 

endeavors to actualize the law and satisfy President Barack Obama's guarantee 

that each American will have the advantage of an EHR by 2014. One of 

HITECH's most significant highlights is its clearness of direction. Congress 

clearly observes HIT- - PCs, programming, Internet association, and 

telemedicine- - not as an end in itself but rather as a methods for improving the 

nature of medical care, the soundness of populaces, and the productivity of 

medical care frameworks. Under the strain to show results, it will be enticing to 

gauge HITECH's result from the $787 billion improvement bundle in thin terms- 

- for instance, the quantities of PCs recently conveyed in specialists' workplaces 

and clinic nursing stations. In any case, that doesn't appear to be Congress' aim. 

It needs upgrades in wellbeing and medical care using HIT (Blumenthal, 2009). 

2.10 Information Usefulness and Information Adoption 

Information usefulness refers to “people's expectation that their performance 

will increase by using new knowledge” Evan and Erkans, 2016; Lee, 2018). As 

quoted by Lee (2016) from Davis (1982, p.320): “the degree to which a person 

believes that using a particular system would enhance his or her job 

performance”. According to Davis (1982) perceived usefulness was more 

closely related to usage than ease of use. According to Sussman and Siegal 

(2003) the information usefulness can be explained as the extent of  person 

knowledge that information enhances their efficiency and can be presumed to be 

an indicator of information adoption. The exponential growth of social media, 

particularly online communities, scholars are beginning to concentrate on 

information adoption in these areas. Given that the IAM presented by Sussman 

and Siegal (2003) is relatively new; its relevance is valuable to the interest of 
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researchers. In the current analysis information adoption is described as 

acceptance of information as true and contributes this knowledge consciously or 

subconsciously to online purchase intention. In the internet culture, consumers 

can benefit from one another on an online forum and companies can gain useful 

knowledge from consumer communication. These online communication tools 

are known as essential sources of information that affect the information 

acceptance and use of product or service. 

Lee(2018) created a new model by combining IAM (Sussman and Siegal, 2003) 

and Information Acceptance Model (Erkan and Evans, 2016) to study how 

consumers accept product information and source credibility in YouTube 

content and how itinfluence consumers’ intention to buy cosmetic products.  

 

Figure 2.5: Information Adoption Model with Purchase Intention 

Lee (2018) 

Lee (2018) measured five variables: Information quality, source credibility, 

information usefulness, information adoption and purchase intention. However 

Lee (2018) studied the two parts of source credibility in this research which are: 

expertise and trustworthiness. The study explored the relationship between 

beauty related products on YouTube and consumer purchase intention by 

applying IAM (Erkan and Evans, 2016; Sussman and Siegal, 2003) The total 

number of respondents were 427 consisting of females age range of 18 to 34. It 

was noted that the study supported the relationship among these five variables. 

However information usefulness was considered to be the most important 

predictor of information adoption and purchase intention while the information 

quality has a greater effect on the usefulness of information than source 

credibility. Lee (2018) also stated thatsource credibility existed as an additional 

factor which effects the information quality. 
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For beauty vlogs, consumers trust the recommendations of vloggers and 

influencers when they recommend a product (McAulay). Previous blogger 

studies also indicate that readers respond to the reviews of a blogger 

(considered useful) before a product is purchased. The description also refers to 

the vlog references previously provided to relevant information (Chen, 2019). A 

YouTuber may provide informal communication regarding product information 

such as testing a product or discussing the positive or negative traits of product 

to YouTube audience which changes the audience view (Schwemmer, C., & 

Ziewiecki, S. 2018).  

For understanding the information usefulness with the context of eWOM on 

social media, Erkan and Evans (2016) studied the variables in their research 

model included information quality, information credibility, and needs of 

information, attitude towards information, information usefulness, information 

adoption and purchase intention. Their research revealed that information 

quality and credibility have positive impact on information usefulness, and 

information usefulness is positively related with information adoption. 

When people think that information which is been given to them is useful, they 

consider the information to as the source to make their purchase decision (Lee, 

2018). In consumer world, knowledge about the new beauty productsis very 

significant part to make aware on how to use or afford these beauty items (Sur, 

2017). In accordance with this research, the website YouTube is a site for 

content sharing (vlogs) which provide information to viewers about products 

through influencers or beauty experts considering them as content creators and 

their source credibility leads viewer to buy makeup product (purchasing 

intention). 

2.11 Purchase Intension 

Value, non-price item data, and buy expectation, along with the interceding 

factors of apparent cost, seen quality, and saw esteem, are observationally 

analyzed. The outcomes demonstrate that apparent cost is emphatically affected 

by target cost and contrarily impacted by reference cost. They uphold the 

positive cost apparent quality relationship found in past examinations and, 

further, show that the impact of cost on apparent quality is reduced within the 
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sight of significant direct item data. At long last, the outcomes show that a 

compromise between apparent cost and saw quality prompts apparent worth, and 

saw esteem is an essential factor affecting buy goal (Chang & Wildt, 1994).  

The examination intended to explore the components influencing on the buy 

expectation of Bono brand tile clients. In this investigation, a scientist made 

survey with 25 inquiries was utilized. The factual populace incorporated the 

clients of Bono brand tile, through which 384 individuals were chosen arbitrary 

inspecting to react research poll. To evaluate poll legitimacy, content legitimacy 

and develop legitimacy were utilized and its dependability was estimated 

through Chronbach's alpha as 0.936. Information came about because of 

exploration survey, were broke down by the utilization of corroborative factor 

investigation and different relapse examination. Consequently, in light of the 

aftereffects of this examination, the factors of item quality, and brand 

publicizing and name had the most noteworthy effect on clients' buy goal, 

however the two factors of bundling and cost didn't significantly affect clients' 

buy goal (Mirabi et al., 2015). 

While Web‐based customer action is balanced near the precarious edge of 

emotional development, worries about security can possibly restrict this 

development by stirring customer's interests about the Web‐based channel. One 

key perspective to shopper investment in Web trade might be the degree to 

which they see danger to their delicate data. This investigation portrays the 

production of a scale to gauge apparent Web security. We apply the scale in a 

causal model to research the overall effect of convictions about Web shopping 

on expectation to buy items utilizing the World Wide Web. Information from 

two examples is utilized to build up the scale and to play out the causal 

examination. Our discoveries show the ideal psychometric properties of the 

scale, and the causal examination from our example demonstrates that security 

is a more prominent impact on aim to buy utilizing the Web than is the 

straightforwardness and utility of buying items (Salisbury et al., 2001).  

The motivation behind this paper is to give a clarification of components 

impacting on the web music buy expectation of Taiwanese early adopter of 

online music, which can help the online music professionals of Taiwan to grow 

better market methodologies (Chu & Lu, 2007). 
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This investigation plans to see how site intelligence (dynamic control and 

complementary correspondence) can affect buy goal through site inclusion and 

how the effects are directed by the kind of items included on sites. In a research 

facility explore, 186 members were approached to perform buying assignments 

of non-anecdotal books or welcome cards on sites of changing degrees of 

intuitiveness. Results show that sites with an elevated level of dynamic control 

lead to intellectual contribution and, in certain examples, emotional association. 

Sites with complementary correspondence lead to full of feeling inclusion for 

useful items yet not expressive items. Reactions from the members likewise 

uncover that an expansion in site contribution prompts higher buy aim. 

Suggestions for examination and practice are talked about (Jiang et al., 2010).  

The reviewed paper inspects from the persuasive point of view of the Theory of 

Reasoned Action (TRA) how individual qualities and mentalities in an 

agricultural nation impact buy aim of a green item. It likewise explores how 

esteems may influence mentalities towards ecologically mindful buy goal. The 

investigation examined information gathered from 257 working respondents 

who were asked their perspectives concerning their worth sets, mentalities and 

buy aim of material diapers utilizing the Structural Equation Modeling (SEM) 

method. Discoveries show singular outcomes identifying with measure of 

exertion and accommodation of customers is adversely identified with goal to 

buy green item. Ecological results are not a critical indicator of naturally 

dependable buy expectation. Preservation esteem was discovered to be 

emphatically identified with disposition on ecological results yet less strongly 

with singular outcomes while both self-greatness worth and self-improvement 

esteem were decidedly identified with singular results. Singular outcomes and 

self-upgrade esteem were adversely identified with ecologically mindful buy 

goal. This paper has indicated that the all-encompassing TRA is pertinent and 

furthermore this paper has upgraded comprehension of indicators of naturally 

mindful buy expectation in a non-industrial nation setting (Ramayah et al., 

2010). 

Places that in spite of the fact that acting "morally" ought to be significant for 

the good of its own, regardless of whether a firm acts morally or deceptively 

may likewise affect customers' buy choices. Analyzes the issue of exploitative 
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corporate conduct from the viewpoint of purchasers. Addresses a few inquiries 

to begin with, what are purchasers' assumptions about the ethicality of corporate 

conduct? Second, is whether a firm demonstrations morally or deceptively a 

significant buyer concern, and provided that this is true, will data with respect 

to a company's conduct impact their buy choice? Exhibits that buyers state they 

do think about a company's morals and will change their buy practices 

appropriately (Creyer, 1997). 

The motivation behind this paper is to investigate whether online climate signs 

(site quality and site brand) influence client buy aim towards an online retailer 

and whether this effect is interceded by client trust and saw hazard. The 

investigation additionally expected to survey the level of correspondence 

between customers' trust and seen danger with regards to an internet shopping 

climate (Chang & Chen, 2008). 

Buy goal and eagerness to-pay (WTP) questions are frequently broke down 

without thinking about that as a respondent's utility amplifying answer need not 

compare to an honest answer. In this paper, we contend that people 

demonstration, in any event mostly, in their own personal responsibility when 

responding to study questions. Customers are conceptualized as speculation 

along two vital measurements when asked theoretical buy expectation and WTP 

inquiries: (a) regardless of whether their reaction will impact the future cost of 

an item and (b) whether their reaction will impact whether an item will really be 

advertised. Results give starting proof that essential conduct may exist for 

certain products and a few people (Lusk et al., 2007). 

The paper pointed is toward distinguishing the impacts of environment on the 

purchaser buy aim in worldwide retail chain sources of Karachi, Pakistan. This 

was the main examination, which explored the aggregate effect of barometrical 

factors at one point in time on buy goal. This exploration was causal in nature. 

An example of 300 purchasers was taken who normally visited these sources. 

Information was gathered through a very much organized survey and examined 

through relapse examination. Examination discoveries show that barometrical 

factors, for example, neatness, fragrance, lighting, and show/design affect 

shoppers' buy goal; though music and shading have unimportant effect on 

customers' buy expectation. The temperature has basically no effect on the buy 
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aim of the purchasers. This investigation has significant ramifications for 

Practitioners and Academicians (Hussain & Ali, 2015). 

2.12 YouTube Beauty Content Analysis 

To understand the audience and behavior, it is fundamental to take a look at the 

content available for audiences to watch on YouTube (Mironova, 2016). Product 

review is the most rising beauty related video on YouTube (Sokol, 2017) 

featuring latest purchased beauty item with a tutorial created for particular 

makeup look or hairstyle.Beauty on YouTube (2015) reveals that 182,612 

independent beauty vloggers from YouTube are making content about makeup 

trends, skin care, nails and perfume, according to the latest results of the 

YouTube beauty survey. In fact, YouTube is still the worldwide leader in beauty 

video viewing, featuring over 45 billion beauty views; 123,164,115 beauty 

subscriptions; over 182,000 beauty maker channels and 2,1 billion branded 

video views (Pixability, 2017). The beauty industry on YouTube consists of 

digital videos categorized as follows: 

Vlogs:  It is the most popular video format where creator speaks directly to 

audience. 

Beauty tips/hacks: It is the most popular video format where creator speaks 

directly to audience. 

Tutorials: Detailed videos to educate viewers to achieve a specific beauty look. 

Reviews: These are the in-depth videos featuring one or more beauty products. 

Get ready with me: Videos where creator addresses her beauty routine. 

Parody/comedy: These are the entertaining beauty videos which includes 

expectations vs reality format. 

Challenge: These videos consist of makeup related challenges completed by 

creators. 

Campaign films: These are the high production brand videos made to create 

brand awareness. 

(Name of person) Does my makeup: Videos in which creators apply makeup 

to another person. 
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Figure 2.6: Styles of videos for beauty content on YouTube by viewing share in 

August 2018. 

Source: Statista 

The above graph illustrates the most popular types of YouTube videos as of 

August 2018, by share of views. It should be noted that during this measured 

period, the three most common types of videos viewed are campaign films, 

reviews and tutorials. Review and tutorials were ranked second and third with 

15% and 14% correspondingly. As of 2018, there were 169 billion beauty video 

viewership on YouTube (Pixability, 2018). 

The YouTube community is bombarded with beauty vlogs. Choi and Lee (2019) 

explains that there are two types of product exposure in Vlogs: Implicit 

exposure and explicit exposure. The product placement in beauty vlogs can have 

several advantages in terms of sales, beauty brands and as well as beauty 

vlogger (Choi and Lee, 2019 ). Explicit endorsements are obtained when person 

speaks directly to the positive attributes of a brand or product in a public 

domain (Finkle, 2019) 
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Figure 2.7: Negin Mirsalehi, make up vlogger on YouTube 

Source: YouTube 

In the present era consumers find beauty brands and connect with them through  

video (Pixability, 2018) With the rapid success of electronic video environments 

such as YouTube, Instagram, Facebook and Snapchat, consumers have 

established communities and connection around beauty industry by sharing 

stories, inspirations and experiences. With the help of Pixability’s big data 

YouTube software, YouTube  certified data scientists collected and analyzed 

data associated to beauty on YouTube, Facebook, Twitter and other social 

media platforms. According to Pixability (2018) an average of 300 million 

views per month were registered on YouTube in 2010 also in 2013, YouTube 

video views rose to over 700 million views every month. linked to YouTube 

beauty.. In terms of the amount and variety of beauty contents available on the 

internet, the beauty ecosystem continues to expand rapidly.YouTube is changing 

entirely the way in which customers discover, use and buy beauty products 

(Gerdeman, 2019). 

According to the research held by Pixability in 2018, YouTube beauty content 

related delivery styles include reviews video focusing on branded products and 

their performance or Vlogs. The beauty report by Pixability (2018) also states 

that in the overall cosmetic space on YouTube has 209 billion views among the 

cosmetic sub spaces, lip content has the largest year over year growth rate with 

68% and 13.6 billion views in 2018 which included lipstick and lip art content 

on YouTube. Other cosmetic space also gained popularity among The beauty 

report (2018) also indicated that  YouTube videos with other makeup videos had 
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viewers such as contouring videos 3.6 billion, eyelashes with 3.1 billion, 

eyebrows 2.4B and blush with 768 million views respectively.  

 

Figure 2.8: Audience comments and responses on Beauty Vlogs on YouTube 

Source: YouTube 

Owing to the increasing rate of beauty content on YouTube, the video creators 

are constantly influencing engaged audience through their content strategies and 

they are successfully building a strong community as the beauty vlogs has 

changed the dimension of advertising by making it more challenging for beauty 

brands subsequently, Pixability (2018). It should also be noted that YouTube 

celebrities also connect with their fans that’s how their brand and subscriber 

based have been established, this need for two way conversation often appeals 

to companies (Sokol, 2017). Vlog provides meaningful contact and engagement 

with the public as it enables viewers to display feelings of the body, attitudes, 

voice and sound of the vloggers (Choi and Lee, 2019). 

2.13 Social Media Influencer 

According to Influencer Marketing Hub, “Social media influencers are 

individuals with expertise in a specific topic, so they publish on their social 

media platform regularly, to create an audience which pays close attention to 

their opinions”.  Based on the Bandura Theory of social  learning: “people learn 

from each other by observation, replication and modeling”. Bandura further 

wrote that “In the social learning system, new patterns of behavior can be 

acquired through direct experience or by observing the behavior of others”. He 

also suggests that the behavior of people is learned either purposely or 
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unintentionally through example. Similarly in the case of influencers, who lead, 

recommend and promote goods on platforms such as YouTube resulting viewers 

to watch and adopt these behaviors identified by influencers. The ever-growing 

social media and celebrities produces a radically new world of prospects for a 

marketer . A brand can reach a wide audience through influencers. If the brand 

can become credible with the influencer, it can also gain credibility with its 

audience (Lepisto and Vahajylkka, 2017). 

Another research conducted by Forbes (2013) in which he interviewed 249 

consumer with an age bracket of 28 to examine the impact of social media in 

purchase decision. Forbes goal of this research was to provide consumers with 

answers to their interactions when buying a product they purchased based on 

social media connections and friends. Educated interviewees were placed on the 

ground and tasked with identifying buyers who purchased the item on the basis 

of social media posting recommendations. Students were interviewed at a 

university level. However, only 11% of the users participating in this study 

agreed to purchase the product on the recommendation of someone they might 

consider as an opinion leader. It was a very surprising result for the researcher 

because the opinion leader played a small factor in the concept of his study 

framework. However an opinion leader is someone who is interested in being 

conscious or qualified in a particular field and has similar qualities to other 

individuals (Rogers, 1982). Nearly 4 times, or approximately 42 percent, have 

purchased the product on one recommendation from someone they have 

mentioned that they do not know very well (average 2.5 on a scale of 7 points 

Likert scale). To most of the study participants, it was considered to be credible 

to get a recommendation from "anybody" whether the individual was really 

trustworthy or not. 

Social influencers in beauty industry are also known as “Gurus” who have 

knowledge in their expertise and have impact on consumers’ behavior (Minh, 

2018). . It is also observed that the YouTube category “Beauty” is very popular 

among the vloggers because of the advertising in most videos which makes the 

video more profitable for their creators (Manova, 2020). According to Carat 

Global Chief Strategy officer, Sanjay Nazerali, these influencers can be 

powerful brand allies but these collaborations require a new approach to 
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marketing. YouTube creators are now proven platforms for brands looking to 

run advertisements with millions of engaged audience (Nazerali, 2017). With 

the adequate number of subscribers on the vlogger’s channel, the cosmetic 

companies starts to provide them with products free of charge or even pay for 

videos or product positioning. 

2.13.1 Social Media Influencer on YouTube 

YouTube has been regarded as the leading website for video share since 2005 

and in the last ten years this channel has become a marketing tool for social 

media influence advertising and sales.(Schwemmer, C., & Ziewiecki, S. 2018). 

Lepisto & Vahajylkka (2017) on influencer marketing indicated that it is a type 

of marketing, in which marketers influence consumers through third parties, 

which is like WOM. Influencers can mold the attitude of consumers and buying 

decisions because they have knowledge, position and interaction with the 

general public (Forbes K.,2016) owing to the increase in social media and the 

ability to communicate with consumers, they have become more popular.  

As quoted by Lepisto & Vahajylkka 2017, according to Holland (2016) after the 

purchase of YouTube by Google, this video platform became professional for 

sharing videos suitable for advertising. The customizable content which offers 

something for everyone is one of Youtube's greatest advantages. YouTubers 

may customize their brand and grow their hobby in a YouTube career. YouTube 

has shifted from the video to a community developed predominantly by 

YouTubers over the years. Zoella, for example, one of the most popular 

YouTube vloggers, supports her successful videos with vlogs, which provide 

exclusive access to her lifestyle, behind-the-scenes (Choi and Lee, 2019). 

A survey was conducted by 2,940 YouTube fans to examine the viewer’s choice 

of video provider between YouTube video and videos by traditional celebrities. 

YouTube was selected by 35% against 19% who preferred mainstream 

television (Mediakix, 2019).  

“While traditional advertising aims to attract the trendsetters, who will then 

attract the early majority, influencer marketing goes straight to the source, 

helping the innovators and early adopters tell their story directly to the masses, 

with the help of social media.” (Kamiu Lee, CEO at Activate).  
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However the trust an influencer creates with his audience also contributes to 

increased sales of goods as 60% of the subscribers believed that they would 

follow the assistance of their favorite YouTube to buy instead of their favorite 

TV artist. (Mediakix, 2019). It was also noted that trusting and relating to 

YouTuber is plays a huge aspect in purchasing behavior of viewers. If the user 

is directly linked to a YouTuber, it adds credibility to the YouTuber (Lepisto & 

Vahajylkka, 2017). 

Glucksman on his exploratory analysis on social media marketing on wellness 

branding indicated that how social media influencers interact with their 

followers through review of YouTube videos. In summary an empirical content 

evaluation has been performed and videos analyzed based on three 

characteristics that were defined by Bandura as relevant on the basis of previous 

studies: “Confidence, Authencity and Interactivity”.Glucksman identified these 

three characteristics in terms of social media as: 

Confidence is when influencers trust themselves and maintain their own 

abilities not just themselves but also their audiences. Authenticity is when an 

influencer is genuine and relatable with their followers and interactivity is when 

he communicates with the audience to ask for suggestions. 

Mainly on two sites, YouTube and Instagram, social network impact is 

apparently well established in the lifestyle industry. Theses famous influencers 

use content on social media platforms to post content and use strategies to 

convey their messages (Glucksman, 2017). In order to understand the content 

analysis, Glucksman studied and concentrated on an influencer, Lucie Fink. The 

researcher explored YouTube channel of the influencer and discovered that Fink 

created web series called “Try Living with Lucie”. Contrary to other influencers 

on social media, Fink tracks her vlog experience of attempting to alter habits for 

five days and encourages her people to incorporate these lifestyle changes in 

their lives as well as "Five Days of Natural Remedies" or "Five Days of 

Selfcare," for example. Finks’ videos trigger a shift in attitude as they 

concentrate on product marketing through personal experience. 

Glucksman  studied the content produced by Fink’s series, “Try Living with 

Lucie” and viewed three features of content features that are intended to 

generate effective influencer content. For this study, the researcher examined on 
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one of “Try Living with Lucie” video called “5 Days of  New Experiences” 

which was sponsored content on YouTube by Carnival Cruise Line. Influencer 

authenticity on Fink’s video was observed when for a week she and her friend 

Ashley had been encouraged to try something different each day.The Carnival 

Cruise Company partnered with Lucie because she appeared to be fun, vibrant 

and authentic.  

Glucksman also stated that brands want their goods to be marketed by 

influencers who are confident in themselves. As in the case study of “Living 

with Lucie”, the researcher found that the the verbal and physical behavior of 

her video displayed confidence. For example words like “excited”, “amazing” in 

the video justified followers that the organization is trusting Fink. Another 

observation by researcher was that the followers who followed her videos 

commented and Fink replied to them which produced Fink and her supporters' 

conversation. This created interactivity between the influencer and the follower. 

For instance in the case of beauty industry on YouTube, a make-up brand 

launched a new beauty product,the brand then finds a social influencer and 

targets the influencer with the same target audience. MAC cosmetics signed 

with famous American YouTuber, Patrick Starr who has more than 3.8 million 

YouTube subscribers to launch five make-up collection (BBC, 2018).  In the 

same way, popular beauty vlogers and influencers are paid for by beauty 

companies to speak about the products or to promote a specific brand. (Tolson, 

2010).  It is significant to understand how various brands integrate product 

placement in beauty vloggers' videos. The purpose of product placement is that 

consumers unconsciously recognize and thus remember the existence of a brand 

(Gupta and Lord, 1998).  This type of positioning can be found in films where 

the product or brand is commonly used by characters without clear reference.  

2.14 Beauty Vlogs and Consumer Purchase Intention 

Bayazit, Durmus and Yildirim (2017) in their research stated that digital 

technology shifted conventional marketing perceptions in every direction. They 

mentioned how the massive social media access has changed the nature of 

opinion sharing, collaboration and decision-making at all levels (Bayazit,, 

Durmus and Yildirim, 2017). A community of Internet forums, blogs and apps 
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give consumers the ability to communicate and exchange information with 

people around them and around the world. This dynamic transition has become 

another promotional mix tool for marketing communication. 

In 2003, Lu and Lin proposed that the opinions of customers about the content, 

context and infrastructure of a particular website affected their buying 

intentions. They examined the factors influencing repetition buying in the 

online community and their research reinforced that “trust and satisfaction are 

the two major factors which affect the buying intention of the customer” 

(Bayazit, Durmus and Yildirim, 2017).  

Minh Vo (2018) explained the influence of YouTube beauty vlogs on 

consumer’s purchase intention. Research reveals that, in general, respondents 

are influenced by the attractiveness of content generated on the YouTube 

channel in some circumstances. Because of social, personal and psychological 

factors, the respondents largely concluded positively that the beauty content 

generated by vloggers has an effect on how they view the information and their 

purchase intention. However Minh Vo concluded that not only the credibility of 

vlogs but other factors such as information usefulness also inspires respondents 

to keep track and use YouTube vlogs as the basis of their product search.  

Yuksel (2016) studied YouTube videos and its factors which affects purchase 

intention of the consumers. Two vlogger channels, Aysegul Kaplan and Asli 

Ozdel related to makeup were engaged in this study in order to collect the 

sample, the respondents were selected through these channels with total number 

of 8685 respondents respectively. The research examined the perceived 

usefulness of information in the videos (Davis, 1989; Mir and Rehman, 2013). 

However the results showed that perceived usefulness had a positive effect on 

purchase intention. The perceived credibility also had a positive effect on 

usefulness of information. However the major effect was shown between 

perceived credibility and perceived usefulness leading to the fact that people 

consider the information on YouTube videos as useful and relevant when they 

perceive that information as trustworthy. 

A study by Bayazit (2017) was conducted in Istanbul, Turkey to test if  

vlogger's advice and trust in vloggers' behavioral purpose towards word of 

mouth and online shopping is useful or not. The researcher surveyed 357 
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vlogger users as participants to determine the effectiveness of vloggers in online 

shopping intentions indicated that the characteristics of vloggers had a major 

impact on the mindset of vlog users and their intention to shop online. The 

researcher also indicated that vloggers interaction with viewers also created a 

sense of trust.In addition, trust and word of mouth contribute to online 

shopping.  

Several studies in the past have contributed in the literature of YouTube and 

buying intention (Bayazit, 2017; Lee, 2018; Mir and Rehman, 2013). The 

buying intention is a combination of a customer's interest in using the product 

and the potential to buy the product or service (Kim, 2012). Minh Vo (2018) 

stated that “The purchase intention refers to the consumer’s willingness to buy a 

product or service”. Consumers often seek product information and insights 

from various metrics and specific media, particularly vlogs, to eliminate 

uncertainty. (Bayazit, Durmus and Yildirim, 2017).Kotler and Armstrong 

suggests that consumer’s decision making consists of following steps which are 

discussed below. 

Need recognition According to Kotler and Armstrong (2003) In the consumer 

purchasing process, first and foremost step is the recognition of need or issue by 

the customer. According to O’Shughnessy (2013) as cited by Lepisto, E. J., & 

Vahajylkka, M. 2017 states that it's not just a single or a recognized need for the 

customer when it comes to consumers. In case a customer does not realize their 

wishes a stimulus can cause a want. For certain cases, consumers may want it 

too; but, they don't need it and vice versa because the need not actually 

expresses itself by having to address the deficiency. Consumers may also be 

conscious that they do not want to, but they may believe they want, if in reality 

they don't want What the customer wants may differ from what the customer 

now wants, understanding what their own needs and desires are. Ultimately, 

new ones ought to replace the old ones if the consumer discovers another 

commodity that performs better than the previous. 

Information search when a consumer is aware of the need, he is more likely to 

obtain information on the product from different sources, including the Internet 

and his family and friends (Armstrong and Kotler, 2003). Lepisto and 

Vahajylkka (2017) mentioned that two data sources are open to customers: 
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internal and external. Internal references come from memories such as previous 

people's interactions, product experiences or magazine articles whereas the 

innovative sources of knowledge that customers get from the world are external 

sources of information. For example by finding information online, viewing 

advertisements or hearing a recommendation from people around.After 

recognition in the purchase process, a buyer searches for any additional 

products which give the desired consumer benefits from both internal and 

external sources of information. Consumers seek information through various 

digital platform before making a purchase intention as technology has given the 

power to consumers to explore and research products (Ioanas and Stoica, 2014).  

Evaluation of alternative is the phase when user recognizes his need and seeks 

information and obtains product knowledge from different sources (Lepisto and 

Vahajylkka, 2017). The buying cycle begins in the consumer's mind and can be 

seen in their pros and cons in the search for alternatives among products 

(Junaid, 2012). According to Kotler and Armstrong (2003) It is difficult to 

identify alternatives for marketers because consumer evaluation depends heavily 

on different goods and experiences. For other situations, for instances in the 

case of impulsive buying, it is not important to analyze alternatives or needed 

because they may have trust in their intuition. 

Purchase intention happens after consumer select from the products and brands 

customers face the purchase decision stage in which their buying purposes are 

verified (Lepisto and Vahajylkka, 2017). It is also observed in the study of 

Ioanas and Stoica (2014) that online groups have a major effect on the behavior, 

the buying preferences of customers and indirectly on the purchasing decision. 

For instance,social networking platforms provide a shared forum that allows 

consumers to express themselves and to provide access to product details that 

helps them make buying decisions.. After reading different reviews and 

feedback from customers who have already purchases these items, customers 

have a tendency to connect even more to a brand. In addition, consumers can 

influence other purchasers through feedback through social media.  

The relationships exist between attitude and purchasing intent, and if the 

customer has a positive attitude towards a brand, purchasing intent and actual 

purchase will increase. (Ambarwati et al., 2019). The intention of the consumer 
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when choosing the product is influenced by several factors. The impact of social 

interaction on purchasing is rising through the advent of technology and social 

media and communication. (Kizgin et al.,2017). Shopping experts and vloggers 

affect the purchase of goods by exchanging reviews with other consumers. In 

order to make a purchase decision, the information and recommendation 

provided by vloggers personal experience are considered as medium for 

evaluation of products by consumers (Jannat, 2018). Yuksel revealed that 

consumers are influenced by the information of products in YouTube video. 

Interactions by vloggers on YouTube can also influence the credibility of 

information (Mir and Rehman, 2013). The perceived usefulness of information 

contained in YouTube videos has a considerable significance in assessing 

consumers’ attitudes towards purchase intention (Yuksel, 2016). This study 

seeks to examine the degree to which consumers buying expectations are 

affected by vlogs and vloggers’ reputation as a source.  

Past investigations also indicate that online reviews by other users who believe 

in their opinions to be most accurate and trustworthy for customers finding 

product knowledge has an effect on consumers (Chen, 2019). Consumers 

depend upon other users' knowledge and take decision based on what they 

observe, especially in the case of YouTube videos by beauty vloggers (Minh 

Vo, 2018). The relationships between customer purchasing decisions and Vlog 

are closely linked. People are influenced by Vlogger in making their buying 

decisions by reviewing feedback through videos thatenable them to choose the 

right brand (Khalid and Siddique, 2019). Therefore we can say that vloggers on 

YouTube can influence future purchase intention of viewers. 

Post purchasing decision is the ultimate stage in the decision of the consumer 

that will proceed after the product has been purchased by the customer 

(Armstrong and Kotler, 2003). After the purchasing process, customers prefer to 

evaluate the product or service. If the consumer is pleased with the purchasing, 

they are likely to spread positive product or brand awareness through word of 

mouth to others (Lepisto and Vahajylkka, 2017). The social media often 

influence consumer conduct, including claims of deceit or actions about a 

product or brand, from the collection of information to post-buy behaviour,. 

(Ioanas and Stoica, 2014). Kotler and Armstrong (2003) stated that good and 
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bad experience of consumer after buying a product or service will establish 

communication and recommendation between consumers which will more likely 

to influence other consumers as well. In the case of YouTube people choose 

YouTube as a medium for sharing experiences and ideas, and the vlog contents 

can range from daily life to make-up routines (Chen, 2019). Vloggers share 

their reviews or experience after using a product. YouTubers contribute to the 

promotion or disapproval of goods or services which can affect their audience's 

purchasing habits or attitude towards other brands or products. (Lepisto and 

Vahajylkka, 2017). 
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3.  HYPOTHESIS 

 

Figure 3.1: Conceptual Model 

H1: Perceived trustworthiness of information in the beauty based content of 

YouTube video positively effects consumers’ attitude towards product  

H2: Perceived expertise of information in the beauty based content of YouTube 

video positively effects consumers’ attitude towards product 

H3: Perceived attractiveness of information in the beauty based content of 

YouTube video positively effects consumers’ attitude towards product  

H4: The more consumer adopt YouTube beauty based content,  the higher the 

purchase intention of consumers. 

3.1 Source credibility 

Ohanian (1992) described source credibility as “communicator’s positive 

characteristics which affect the receiver’s acceptance of a message”.The 

usefulness of YouTube recommendations and feedback for vlog viewers is 
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therefore determined by the trust they put on the information source. By the 

term “source of information” means vlogs by vloggers on YouTube platform. In 

order to remove uncertainty and confusion, consumers search for product details 

from various sources like reference groups and personal media such as vlogs 

(Bayazit, Durmus and Yildrim, 2017). When the information source is consider 

as trustworthy and reliable, the message is evaluated as positive and persuasive 

to the receiver (Hussain, 2019). Hence, the following hypotheses can be 

proposed as:  

3.1.1 Trustworthiness 

H1: Perceived trustworthiness of information in the beauty based content of 

YouTube video positively effects consumers’ attitude towards product  

3.1.2 Expertise: 

Video blogs are methods to broadcast information with the assistance of images 

and videos and YouTube is a forum to share this information with the viewers 

(Baker, 2017). This dimension of source credibility represents the extent to 

which a communicator has relevant and useful knowledge to convey 

(Pornpitakpan, 2004). In the case of YouTube beauty videos, the beauty 

vloggers on their channel generally show or share their literal depiction personal 

knowledge regarding the products. The category of beauty on YouTube has 

thousands of beauty vlogger as mentioned above in chapter two, these beauty 

vloggers have proficiency regarding the information they are providing and that 

is why they are known as “beauty gurus” as mentioned by Forbes (2016).  With 

the help of past researches and synopsis on expertise and attitude towards 

information provided (Ohanian, 1990; Pornpitakpan, 2004, Kim et al., 2017) the 

following hypotheses can be stated as:   

H2: Perceived expertise of information in the beauty based content of YouTube 

video positively effects consumers’ attitude towards product 

3.1.3 Attractiveness 

Ohanian (1990) established three characteristics of information sources: 

trustworthiness, expertise and attractiveness which are previously mentioned in 

the context of YouTube videos. The YouTube videos and video creator are also 
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source of information for the viewers. According to Joseph (1982) physically 

appealing communicators are seen as more positive and confident when 

contrasted with unattractive communicators. The attractive features shown by a 

vlogger on the YouTube channel are therefore of great interest to the public and 

the influence of their appeal increases the number of subscribers (Miller, 2009).  

H3: Perceived attractiveness of information in the beauty based content of 

YouTube video positively effects consumers’ attitude towards product 

3.2 Buying intention 

This study identifies the factors affecting consumer buying intent in the context 

of YouTube makeup videos and source credibility. As mentioned earlier, Erkan 

and Evans (2016) studied information adoption model and eWOM. According to 

Erkan and Evans (2016), the attributed related to eWOM are not enough to 

analyze the impact of eWOM in purchase intention of consumers. Therefore 

Erkan and Evans (2016) further extended their research model by including 

purchase intention of consumers, they determined that in eWOM information, 

behavior of consumer should be included into the account in the evaluation. 

Evan and Erkan (2016) further introduced “Information Acceptance Model” in 

order to investigate in the consumer purchasing intentions. Also, Lee (2018) 

stated that if the information provided to people is considered useful to them, 

they use that knowledge as the basis for their purchasing decision. In this 

research, beauty videos on YouTube are source of information for the 

consumers who are searching for cosmetic products so it is believed that beauty 

content provider on YouTube are viewed as credible source of information.  

H4: The more consumer adopt YouTube beauty based content, the higher the 

purchase intention of consumers. 
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4.  DATA ANALYSIS 

4.1 Missing values and Outlier Detection 

In regards to data screening, none missing values have been found in the data 

and no univariate outlier was detected as no items having standardized value 

±3.29 recommended by Tabachnick and Fidell (2007). On the other hand, the 

study has used Mahalanobis Distance (D2) on the recommended guidelines of 

Tabachnick and Fidell (2007) positing that observation having D2 less than 

0.001 considered to have a multivariate outlier. Similarly, no multivariate 

outlier was detected in the data; therefore, final usable data remained of 390 

responses. 

4.2 Respondent Profile and Characteristics 

Majority of the respondents who given the responses about the questions 

regarding you tube cosmetics or makeup videos claimed their ages between 24 

to 32 years (42.3%) followed by the lower age group (37.2%) while the higher 

age groups are found less interested in makeup or cosmetic videos. 

 

Figure 4.1: Respondent Age 
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Majority of the respondents who given the responses about the questions 

regarding you tube cosmetics or makeup videos claimed their education as 

graduate (36.2%) followed by the undergraduates and masters (25.1% for each) 

while the remaining education groups are found less interested in makeup or 

cosmetic videos. 

 

Figure 4.2: Respondent Education 

Majority of the respondents who given the responses about the questions 

regarding you tube cosmetics or makeup videos are found from Asia (45.64%) 

followed by Europeans (33.33%) while the remaining region’s females are 

found less interested in makeup or cosmetic videos. 

 

Figure 4.3: Respondent Region 
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4.3 Measurement Model 

Using SEM algorithm technique with 300 maximum iterations, this research has 

assessed measurement model in Table 1. In order to assess measurement model, 

(Hair et al., 2011, Hair et al., 2014) suggested that factor loadings should be 

higher than 0.70, whereas (Fornell and Larcker, 1981, Hair et al., 2017, Ringle 

et al., 2012, Hair et al., 2016) suggested that composite reliability and AVE 

should be higher than 80 percent and 50 percent respectively.  

Henceforth, the measurement model estimation showed that Purchase Intention 

has loaded all the three items with factor loadings around 0.7, composite 

reliability of 79 percent and AVE of 57.4 percent. Attractiveness has two items 

loaded ranging between 0.271 (A2) and 0.91 (A1) with composite reliability of 

59 percent and AVE of 45 percent. Expertise has loaded three items ranging 

between 0.718 (Exp1) and 0.801 (Exp3) with composite reliability of 76 percent 

and AVE of 54 percent.  

 

Figure 4.4: Structural Equation Model 

The arrows appeared in the structural equation model shows the effect or 

regression of the variables attached. The variables appeared at the tails are 

considered as an independent variables while the variables attached at head side 

is the dependent variables. The variables appeared in rectangles are observed or 
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existing variables/items while the variables appeared in circle/oval are 

unobserved variables. The small circles labeled from e1 to e10 are the residuals 

used in model estimation and shown as per the model requirement.  

Table 4.1: Measurement Model Estimations 

   Estimates S.E. C.R. AVE 

Exp3 <--- Experties .801 .059 0.79 0.574 

Exp2 <--- Experties .753 .074   

Exp1 <--- Experties .718 .070   

A2 <--- Attractiveness .271 .062 0.59 0.45 

A1 <--- Attractiveness .910 .090   

P1 <--- Purchase .751 .063 0.76 0.54 

P2 <--- Purchase .699 .087   

P3 <--- Purchase .749 .082   

 

Furthermore, the study has used two important methods for assessing 

discriminant validity under measurement model viz. Fornell and Larcker (1981) 

criterion and Heterotrait-Monotrait (HTMT) ratio. In regards to Fornell and 

Larcker (1981) criterion, discriminant validity can be assessed by the criterion 

that square-root of AVE for each latent construct should be higher than all 

respective constructs. Herein, discriminant validity using Fornell and Larcker 

(1981) criterion in Table 3 showed that all the diagonal values (i.e. square-root 

of AVE for each latent construct) have a higher coefficient than its respective 

constructs (i.e. horizontal and vertical coefficients). 

Moreover, HTMT ratio has its emergence in recent marketing literature 

(Henseler et al., 2015) while it has a more comprehensive and less-constrained 

assessment of discriminant validity (Voorhees et al., 2016) especially in PLS-

SEM analysis (Henseler et al., 2016). In this regards, Henseler et al. (2016), 

Henseler et al. (2015) suggested that all the ratio coefficients in HTMT should 

be 0.95 or less for adequate discriminant validity. 
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In this manner, Table 4.2 & Table 4.3 Thereby, discriminant validity using 

Fornell and Larcker (1981) criterion and Heterotrait-Monotrait (HTMT) ratio 

both have been achieved postulating that each latent construct in the structural 

model has its distinct characteristic and individual participation in the analysis. 

Table 4.4 presents model fit summary.  

Table 4.2:Discriminant Validity using Fornell and Larcker (1981) criterion 

Constructs Trustworthiness Attractiveness Experties 

Trustworthiness 0.865   

Attractiveness 0.240 0.106  

Experties 0.532 0.254 0.602 

 

Table 4.3: Discriminant Validity using Heterotrait-Monotrait (HTMT) ratio 

Constructs Trustworthiness Attractiveness Experties 

Trustworthiness       

Attractiveness 0.789    

Experties 0.921 0.537   

 

Table 4.4: Model Fit Summary 

Model NPAR CMIN DF P CMIN/DF 

Default model 22 62.371 33 .998 1.890 

Saturated model 55 .000 0   

Independence model 10 184.899 45 .000 4.109 
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Model RMR GFI AGFI PGFI 

Default model .035 .745 .875 .647 

Saturated model .000 1.000 

  

Independence model .450 .334 .186 .273 

 

Model 
NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 
CFI 

Default model .854 .829 .867 .842 .864 

Saturated model 1.000 

 

1.000 

 

1.000 

Independence model .000 .000 .000 .000 .000 

 

A good model is defined to have a smaller CMIN/DF value which is observed 

(CMIN/DF< 5) while GFI and AGFI between 0.8 to 0.9 with RMR (Root Mean 

Residual) is less than 0.06 is required to say a model having good fit. The P-

value is also required greater than 0.05. While the Tucker-Lewis coefficient 

(TLI) and conditional fit indexes near to 1 are the indicators of a good fitness of 

the proposed model. 

Model FMIN F0 LO 90 HI 90 

Default model 2.603 1.519 1.320 1.737 

Saturated model .000 .000 .000 .000 

Independence model 14.640 14.524 12.176 14.891 

 

Also the F-Statistic is significantly higher than its critical value which explains 

that model is significant to explain the effect of source credibility which 
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includes the trustworthiness, Attractiveness and Expertise on the adoption 

which leads towards the purchase intension of cosmetic products.  

4.4 Structural Model 

In regards to the path analysis for chi-testing, the study has used AMOS 

bootstrapping technique with 5000 subsamples, two-tailed testing at 5 percent 

significance level. Thereby, the results and findings of the study have revealed 

that all the three source credibility variablestrustworthiness (0.343, p< 0.05), 

attractiveness (0.340, p < 0.05) and Expertise (0.292, p < 0.05) have a 

significant positiveeffect on the adoption of cosmetic productswhich also have a 

significant positive and comparatively higher effect (0.545, p < 0.05) on the 

purchase intension of those products. 

Nonetheless, the results of algorithm and blindfolding have shown that all 

exogenous latent constructs aggregately explained 79 percent of Expertise i.e. 

endogenous latent construct. According to Chin (1998), Cohen (1988), Hair et 

al. (2010), R-square greater than 70 percent for latent endogenous constructs 

considered substantially adequate. Therein, the predictive power of Expertise 

has substantially adequate in the light of the aforementioned scholarly evidence.  

In regards to predictive relevance (Geisser, 1975, Stone, 1974), proposed by , 

Q-square was found 54.9 percent and therein, according to (Hair et al, 2016), 

endogenous latent construct should have adequate predictive relevance if its Q-

square found greater than zero. 

Table 4.5: Path Analysis/ Path Coefficients 

   Estimate S.E. C.R. P 

Adoption <--- Trustworthiness .343 .040 8.670 *** 

Adoption <--- Experties .292 .051 5.781 *** 

Adoption <--- Attractiveness .340 .152 2.235 .025 

Purchase <--- Adoption .545 .048 11.315 *** 
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Furthermore, The Trustworthiness, Expertise and Attractiveness also found 

indirectly affected to the purchase intension through the mediation factor of 

Adoption at the rate of 0.187, 0.159 and 0.185 respectively. These effects are 

well above the standard errors therefore, we can conclude that Adoption is 

playing a mediation role between the Source credibility of Beauty content on 

YouTube and the purchase intension. 

4.5 Recommended model 

 

That means that, 

1 unit increase in trustworthiness will increase the cosmetic product adoption by 

0.343 units. 

1 unit increase in Experties will increase the cosmetic product adoption by 

0.292 units. 

1 unit increase in Attractiveness will increase the cosmetic product adoption by 

0.340 units. 

 

That means that, 

1 unit increase in adoption will increase the cosmetic product purchase 

intension by 0.545 units. 

Trustworthiness, Expertise and attractiveness explained the 33.4% of the 

variance present in information adoption of vlogs of beauty content available on 

YouTube accurately and as the model is significant therefore, we can say that 

this amount is significant or the model adequacy is acceptable for the problem 

of explaining the effect of source credibility to the information adoption of 

vlogs of beauty contents available on YouTube. 

While information adoption of vlogs of beauty content available on YouTube 

explained the 39.8% of the variance present in purchase intension of beauty 

products accurately and as the model is significant therefore, we can say that 

this amount is significant or the model adequacy is acceptable for the problem 
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of explaining the effect of information adoption of vlogs of beauty contents 

available on YouTube on the purchase intension of beauty products.  
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5.  CONCLUSION, DISCUSSION & RECOMMENDATIONS 

5.1 Conclusion 

Since the all the research hypotheses H1, H2, H3 and H4 are accepted therefore, 

we can conclude that there is a significant positive effect of trustworthiness, 

Expertise and Attractiveness on the product adoption and its significant positive 

effect on the purchase intension of beauty contents available on the YouTube. It 

is also investigated in the research that all the elements of source credibility 

include Trustworthiness, Expertise and Attractiveness are indirectly but 

significantly effecting on the purchase intention of the beauty content available 

on YouTube.  

5.2 Decision 

This research was conducted around the globe; the number of respondents was 

390 which was collected through questionnaire on Google Docs from the 

females and is directed towards the social media marketing through the 

YouTube videos for the beauty content. The impact of Source credibility of the 

beauty content available at YouTube on consumer purchase intention was 

examined with the mediating role of Information Adoption from beauty vlogs. 

In order to investigate this, Trustworthiness, Expertise and Attractiveness were 

taken as independent variables and Purchase Intention towards beauty products 

was our dependent variable, Information Adoption from beauty vlogs was added 

as a mediator. The beneficial purpose was to make aware the social media and 

digital marketing industry for the beauty products about its consumer purchase 

intention and to address the problem of consumers purchase decision making. 

The key findings or decisions obtained by the study are: 

Trustworthiness, Expertise and the Attractiveness have significantly positive 

impact on Information Adoption from beauty vlogs. 
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Contrary, Information Adoption from beauty vlogs has significantly positive 

impact on Consumer’s purchase intention towards beauty products. 

Also, the Trustworthiness, Experties and the Attractiveness have significantly 

positive indirect through impact Information Adoption from beauty vlogs 

towards Consumer’s purchase intention towards beauty products. 

Finally, Information Adoption from beauty vlogs has a positive mediation role 

to carry the effects of Trustworthiness, Expertise and the Attractiveness to 

Consumer’s purchase intention towards beauty products. 

5.3 Recommendations 

The results of the study are very much beneficial from business and managerial 

perspective. Social media and digital marketer or the producers of beauty 

products can gain benefit from the data in order to understand the mind set of 

consumers regarding their purchase intention towards beauty products. They can 

analyze which path way they should adopt to attract the customers towards 

them.  

The study indicated which factors impact consumer purchase choice most with 

the help of these results a beauty product manufacturer now know how they can 

satisfy their consumers demand and attract its target customers through Youtube 

videos.  

Fast beauty producers should work more towards their online marketing and 

should be more responsive on their Youtube videos in order to cater consumer 

demand and attract consumers. As seen in the study source credibility plays 

vital role in building consumer choice so beauty product producers can 

understand consumer mind through the data of this research and can utilize it 

for their marketing strategies.  

The beauty product producers can have a competitive edge over others through 

keeping the results as guidelines to build their strategies and planning to retain 

their consumers by coming up with new beauty content on YouTube by 

focusing the trustworthiness, Experties and Attractiveness in new beauty 

content videos in order to stay engaged with the consumers. As consumers 

demand is shifting with time that is why beauty content videos should also shift 
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by their preferences and contents towards maintaining and improving their 

social media marketing section. 

Beauty product produces and managers should focus more on their online video 

promotions on YouTube in order to have more consumer attention which will 

lead to more profits. They can introduce special promotional offers, discounts 

offers and deals. 

Consumers can also attain benefits through this by knowing what factors 

influence them the most and what sections they focus more. These results will 

make their decision making easy as they will have answers to their demands. 

The complexity of decision making will also get decrease. 

Beauty product producers now know consumer take into account trustworthiness 

which indicates that YouTubers who provide information about 

makeup/cosmetic product on YouTube are reliable. They should work on 

Expertise in videos which make the mind of customers that the information 

about the product in the videos is true; the users are the experts and having good 

knowledge of that product. Also the Attractiveness of vloggers is very important 

for the customers to adopt a product referred in a beauty video.  

Demographics of the research can assist beauty product produces and managers 

to target the right customers as through these data. They can utilize their 

resources to the right target customers and make their policies accordingly to 

cater the sections mentioned in the demographic results.  
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APPENDIX A:Questionnaire 

 

Analyzing the effect of source credibility on cosmetic 

product choice: A study on YouTube makeup videos 

 

 
Questionnaire 

 

INTRODUCTION: 

 
Dear participants, this questionnaire is prepared to gather information for a Master 

Thesis study which is administrated by Dr. İLKAY KARADUMAN at Istanbul 

Aydin University. The purpose of this study is to investigate the source credibility of 

YouTube makeup videos and how it helps in buying intention of cosmetic products. 

Your responses will only be used for scientific research and kept confidential from 

third parties. 

 
Demographic Information 

 

 

Gender 

Female (If yes then proceed) 

 

Male    (If yes then end) 

 

Age  

 

 18 to 24 

 24 to 32 

 32 to 38 

 38 and above 

 

Education 

 

 

 

 

 

 

 

 

 

 

 

 High school 

 Diploma 

 Undergraduate 

 Graduate 

 Masters 

 PhD 

 Other_______ (Please mention) 

 

 

Where do you live? 

 

 

 Asia 

 Africa 

 Europe 

 America 

 Australia 
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Involvement 

 

 

How often do you watch YouTube 

videos? 

 

 

 

 

 Everyday 

 Several times per week 

 Once per week 

 Less than once per week 

 

 

How often do you watch beauty related 

videos on YouTube? 

 

 

 

 Everyday 

 Several times per week 

 Once per week 

 Less than once per week 

 

 

 

Scale: 1: Strongly Disagree, 2: Disagree, 3: Neutral, 4: Agree, 5: Strongly Agree 

 

 

Variables 

 

Questions 

Source credibility 

 

1. Trustworthiness 

 

 

 

 

 

 

 

 

 

 

 

 

 

2. Expertise 

 

 

 

 

 

 

 

 

 

 

 

 

 

I think that YouTubers who provide information about 

makeup/cosmetic product on YouTube are reliable 

 

 

1 2 3 4 5 6 
 

 

I believe that makeup/cosmetic products recommended by 

YouTubers are true 

 

1 2 3 4 5 6 

 

 

 

 

I think YouTubers who provide information on 

makeup/cosmetic products have good knowledge about the 

product 

 

1 2 3 4 5 6 

 

 

I think YouTubers who provide information on 

makeup/cosmetic products are expert on forming an opinion 

about the quality of beauty products 

 

1 2 3 4 5 6 
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3. Attractiveness 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Information Adoption 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Purchase Intention 

 

I think the makeup vloggers on YouTube has good image 

overall 

 

1 2 3 4 5 6 

 

 

I think other women would want to look as attractive as 

makeup vloggers 

 

1 2 3 4 5 6 

 

 

 

 

 

I think the information about makeup/cosmetic products 

provided by beauty vloggers on YouTube is useful and 

informative 

 

1 2 3 4 5 6 

 

 

 

 

 

 

I think the information about makeup/cosmetic products 

provided by beauty vloggers on YouTube will help me in 

making purchase decision 

 

1 2 3 4 5 6 

 

 

 

 

 

I like to look for beauty vlogger advice when I want to make 

purchasing decision 

 

1 2 3 4 5 6 

 

 

I think the beauty content on YouTube is helpful for making 

purchase decision related to cosmetics 

 

1 2 3 4 5 6 
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APPENDIX B:Ethical Approval Form 
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