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Abstract

This study investigates the impact of heuristic factors on customers’ perception of information credibility of influencers on YouTube 
channels, and the association between customers’ perception of information credibility and brand attitude, brand credibility, and purchase 
intention of cosmetic products in Vietnam. A quantitative approach is employed, with a survey of 270 females who are frequent viewers 
of beauty content on YouTube channels. The data reliability and validity go through various statistical tests including exploratory factor 
analysis (EFA) and confirmatory factor analysis (CFA). Also, structural equation modeling (SEM) is applied to test the hypotheses.  
The results reveal that there is a positive association between heuristic factors and the perception of information credibility. This perception 
of information credibility also influences positively on customers’ attitudes toward the brand and brand credibility. Purchase intention is also 
found to be positively associated with the two latter variables. The study’s main findings not only offer advice to practitioners on how to 
choose the right product endorsers and advertising platforms, but they also offer novel insight from the Vietnamese context that could help 
to extend the heuristic-systematic model and customers’ buy intention behavior.
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search engine behind Google (Cooper, 2019).  Fashion and  
beauty-related contents such as makeup and skincare tips, 
cosmetics hauls, and product reviews were among the most 
popular topics among the millions of contents on YouTube, with 
over 169 billion video views in 2018 (Clement, 2019). About  
33 percent of female YouTuber users reported watching 
YouTube beauty influencers occasionally and ranked 
YouTube higher than television regarding its appeal for 
inspirational beauty content (Clement, 2019). 

Vietnam is not an exception, seeing that social media 
is rapidly growing and spreading across the country (Ao & 
Nguyen, 2020; Pham et al., 2021). A report from Pixability 
(2014) pointed out that the most popular sites for watching 
beauty vlogs were YouTube and Facebook, in which females 
accounted for about 75 percent and those in the age group of 
13 to 24 were more than 45 percent. Specifically, ages from 
18 to 24 years old spent about 10 hours per month watching 
beauty vlogs. 

However, despite the fact that Vietnamese beauty 
influencers have turned their names into brands on social 
media, have a large number of YouTube subscribers, and 
have the ability to create new trends in cosmetic product use 
and makeup styles in recent years, there is still a scarcity of 
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1. Introduction

Customers’ fascination with watching online videos 
is increasing every day, and YouTube has fast become 
beauty influencers’ favorite social media platform to 
work on (Dankwa, 2021). In 2020, YouTube, a site that 
incorporates both streaming and social elements, had over 
2 billion subscribers globally and was the second-largest 
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research on the phenomenon. In addition, previous studies 
on endorsement were mostly focusing on celebrity and their 
credibility perceived by customers (Wang et al., 2017). Since 
traditional celebrity advertising in Vietnam has gradually 
faded and been replaced by the popularity of influencers, 
the necessity to research the impact of influencers on 
customers has grown. In addition, YouTube has become one 
of the most popular social media sites for influencers and 
customers alike. (Rodrigues et al., 2018, Rosara & Luthfia, 
2020). As such, researchers have called for more studies on 
YouTube influencers’ information credibility and its impact 
on customer behavior (Lou & Xie, 2020; Xiao et al., 2018). 

By employing a heuristic-systematic model, this study 
aims to investigate the impact of heuristic factors on 
customers’ perception of information credibility of beauty 
influencers on YouTube channels, and the association 
between customers’ perceived information credibility and 
brand attitude, brand credibility, and purchase intention of 
cosmetic products in Vietnam. The significance of this study 
lies in its attempts to extend the heuristic-systematic model 
by focusing on a specific cosmetic brand and linking it to 
customers’ purchasing intention behavior, which is not often 
considered when studies to evaluate perceived credibility 
are undertaken (Corrêa et al., 2020; Xiao et al., 2018). 
This study may also suit the needs of cosmetic business 
practitioners in Vietnam in terms of selecting acceptable 
product endorsers and advertising venues. This would 
provide them a better understanding of how people seek 
information and buy cosmetics, which has been increasing 
at an unprecedented rate in Vietnam (Pham, 2021). 

The rest of the paper is structured as below. First, we 
review the relevant literature on perception of information 
credibility, heuristic information cues, and brand attributes, 
and purchase intention. This section also provides hypothesis 
development and research framework. Second, we outline 
the methodology utilized in this study before presenting the 
results. Finally, we present our discussion and conclusions.

2. Literature Review

2.1. Perception of Information Credibility

A message’s credibility is defined as the extent to which 
consumers perceive an online source of information as being 
impartial, believable, and factually based (Rebelo, 2017). 
As digital development grows exponentially, consumers 
frequently tend to recognize influencers as a more credible 
source of information than other traditional sources, such as 
salespersons (Lim et al., 2017). In this research, perceived 
information credibility can be understood as the believability 
of the message presented in the videos by influencers on 
their YouTube channels. Empirical experiments have shown 
that the heuristic retrieval factors affecting an individual’s 

interpretation of information include source credibility, 
social influence, and interactivity between message senders 
and receivers (Zhang et al., 2018).

2.2. Heuristic Information Cues

Heuristic information cues describe how convincing 
messages are interpreted and processed (Chen & 
Chaiken, 1999). Chen and Chaiken (1999) claimed that 
individuals may interpret messages either heuristically or 
systematically. The systematic analysis uses cautious and 
analytical factors to process a document to easily assess 
the message, whereas heuristic analysis takes advantage of 
simplifying rules or heuristic factors. When a customer has 
a large number of alternatives and each alternative contains 
many attributes, they tend to use simplified strategies to 
make their purchase decision; hence, some attributes may 
be ignored since the customers focus solely on a few 
available attribute information - or heuristic information 
cues (Dankwa, 2021).

2.3.  Heuristic Information Cues:  
Source-Related Factors

The theory of source credibility states that certain 
communicator traits (i.e., trustworthiness, expertise, 
attractiveness, and homophily) have a significant effect on 
the message’s persuasiveness (Metzger & Flanagin, 2013). 
Lou and Yuan (2019) found that the better an influencer 
has embraced these characteristics, the more customers 
are accepting the messages. Trustworthiness is the quality 
considered by message receivers as a combination of 
believability, respectability, and honesty embodied by  
the communicator (Dinh & Doan, 2019; Metzger & 
Flanagin, 2013; Munnukka et al., 2016). When the listener 
assumes that the communicator is trustworthy, they may 
conclude that the transmitted message is strongly believable. 
Individuals’ appraisal of message credibility and the 
persuasiveness of a message are heavily influenced by 
trustworthiness (Pornpitakpan, 2004; Rodrigues et al., 2018). 
The communicator is deemed as being persuasive when he 
or she is trustworthy, whether or not he or she is an expert. 

The extent to which the communicator is assessed 
as a source, who can make good claims is classified as 
expertise (Xiao et al., 2018). Being well-educated in a 
field, having plenty of experience in doing something, or 
even having a reputable degree, such as a doctoral degree, 
for example, leads to the growth of the communicator’s 
perceived expertise (Gass & Seiter, 2011). Previous studies 
suggest that the communicator’s perceived expertise has a 
significant impact on the process of altering the behavior of 
people (Janssen et al., 2020), and the audiences are likely 
to agree with the communicators they perceive as an expert 
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or are knowledgeable about the topic they are talking about 
(Hughes et al., 2019). 

Attractiveness is defined as the extent to which the 
endorser is viewed as appealing, sophisticated, lovely, 
elegant, and sensual by the audience (Choi & Rifon, 2012; 
Pornpitakpan, 2004; Wang et al., 2017). A substantial amount 
of advertisement and communication analyses show that 
physical appearance plays a vital role in the initial judgment 
of another person by an individual (Wang et al., 2017). Also, 
the beauty of the source specifically affects the efficacy 
of a communication message. An attractive endorser can 
influence consumers because they accept the information 
sent out by these endorsers easily (Van der Waldt et al., 
2009). Attractive endorsers are usually more successful  
in promoting products and grabbing consumers’ attention. 
(Lou & Yuan, 2019; Nguyen, 2020).

Homophily implicates the similarity between the 
information source and the message receiver (Xiao et al., 
2018). Previous literature has found that the homophily 
between the source and receiver promotes communication 
effectiveness (Xiao et al., 2018). Homophily between 
message receivers and senders also impacts the receiver’s 
perception of the message and the senders’ credibility.  
The resemblance between a spokesman and a customer 
may have a powerful effect on the credibility of the source. 
Previous research has shown that race-based correlations, 
sexual orientation, gender, and language have a huge effect 
on the credibility of spokespersons (Morimoto & LaFerle, 
2008). Based on the above literature review, the following 
hypothesis is proposed:

H1: Trustworthiness, expertise, attractiveness, and 
homophily have positive associations with viewer’s 
perception of information credibility.

2.4.  Heuristic Information Cues:  
Platform-Related Factors

Nowadays, digital developments allow an individual’s 
message(s) to be broadcasted to the public community 
using social platforms without much cost and risk to 
achieve a purpose or deliver the message content (Geho & 
Dangelo, 2012). YouTube channel is considered as a social 
network that impacts users’ expectation of information 
credibility (Corrêa et al., 2020; Rosara & Luthfia, 2020). 
The presence of comment sections is one of YouTube’s 
prominent characteristics. It offers a virtual platform for 
viewers to share their opinions with others about the videos 
they have watched on the YouTube channels. It also enables 
influencers to interact with their audiences (Dankwa, 2021). 
There are two factors relating to this platform including 
social advocacy and interactivity (Xiao et al., 2018). Social 
advocacy is defined as peer influence or pressure online 

among individuals (Chen & Chaiken, 1999). This means that 
when many people deem the video’s message as a reliable 
source, other individuals are more likely to trust the message 
too (Rosara & Luthfia, 2020). On YouTube channels, viewers 
of one video usually communicate with each other and share 
their thoughts via the comment sections, which may affect 
other viewers’ perceptions of the information credibility 
provided by the influencers’ videos (Xiao et al., 2018).  
The hypothesis below is therefore proposed:

H2: Social advocacy has a positive association with the 
viewer’s perception of information credibility.

Not only does the comment section encourage audi-
ences to engage and affect each other, but it also encour-
ages influencers to connect with their fans or subscribers. 
Empirical research supports the idea that one of the 
variables which may impact the perceived credibility of 
information is interactivity (Dinh & Doan, 2019; Metzger 
& Flanagin, 2013). Burgoon et al. (2002) clarify the idea 
of interactivity as the extent of contact or communication 
between the uploader and the video audiences. As one of 
the potential variables to affect people’s perception of 
credibility, Metzger (2007) included interactive features, 
such as the rapid response time of customer services. Bickart 
et al. (2012) also urged brands to increase blog interactions 
to boost the perceived reputation of brands. Investigating 
the factors under a heuristic-systematic perspective, 
Sundar (2008) included interpersonal interactivity that 
influences the online information credibility judgment 
of consumers. A strong association between interactivity 
and the perceived information credibility was also found 
by Xiao et al. (2018). Given these pieces of evidence, the 
following hypothesis is put forward: 

H3: Interactivity has a positive association with the 
viewer’s perception of information credibility.

2.5. Brand Attributes and Purchase Intention

Attitude toward the brand is a reasonably comprehensive 
brand assessment that presumably energizes the consumers’ 
actions (Spears & Singh, 2004). Previous studies have 
found that celebrity endorsement impacts the attributes of a 
product and brand (Kumar & Polonsky, 2019). Particularly, 
celebrity endorsement could be considered as an influence 
of attitude or credibility of the brand. For example, Rifon 
et al. (2004) discovered a positive association between the 
website sponsors’ perceived credibility and the customers’ 
attitude towards the sponsor. Choi and Rifon (2012) found a 
direct and optimistic link between perceived credibility and 
attitude towards the brand. Chu and Kamal (2008) noticed 
that once blog readers read a high-quality blog written by 
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a credible blogger, they are more likely to have a favorable 
opinion of the brand listed in the blog. Besides, a previous 
study has argued that a consumer’s credibility from a source 
would improve or undermine his or her attitude towards 
the brand (Wang et al., 2017). The following hypothesis 
is suggested considering the close association between 
perceived information credibility and consumer’s brand 
attitude.

H4: Viewer’s perception of information credibility has a 
positive association with their attitude toward the cosmetic 
brand mentioned in the video.

Brand credibility is defined as the believability of the 
product information contained in a brand, which requires 
that consumers perceive that the brand has the ability 
(i.e., expertise) and willingness (i.e., trustworthiness) 
to continuously deliver what has been promised (in fact, 
brands can function as signals since if and when they do 
not deliver what is promised their brand equity will erode) 
(Erdem & Swait, 2004). In order to be considered, brands 
need to have the potential and ability to continuously 
produce what it has promised. Brand credibility is 
particularly important as it is one of the signals of product 
positioning that has a significant impact on the process of 
brand consideration. This is because it can help to reduce 
the perceived risks of the consumers and minimize the 
information gathering and cost processing happening 
during the consumer decision-making process (Erdem & 
Swait, 2004). Because the endorsement process entailed 
promoting some of the endorsed brand’s attributes, there’s 
a good probability the brand will inherit the endorser’s 
credibility to some extent. A positive association between 
the endorser’s perceived credibility and brand credibility 
is also found by Wang et al. (2017). Therefore, it is argued 
that the credibility of the endorsed brand can be associated 
with the credible information presented by the influencer:

H5: Viewer’s perception of information credibility has 
a positive association with the credibility of the cosmetic 
brand mentioned in the video.

Purchase intention is a personal pattern associated with 
a brand, as well as the desire and likelihood of customers 
purchasing a product (Lloyd & Luk, 2010). Among its many 
predictors, attitude toward brand and product is considered 
the most reliable factor (Lloyd & Luk, 2010). Several 
studies have shown that brand attitude has a positive effect 
on customers’ buying intention (Schivinski & Dabrowski, 
2014; Wu & Lo, 2009). Previous studies have also shown 
that a customer’s perceived brand credibility influences their 
ability to buy endorsed products (Erdem & Swair, 2004; 
Wang et al., 2017). Choi and Rifon (2012) have claimed that 
through their attitude towards brands, celebrity endorsers 

have a significant and positive impact on customers’ purchase 
intention. The following hypotheses are thus established:

H6: Viewer’s attitude toward the cosmetic brand 
mentioned in the video has a positive association with the 
purchase intention for that cosmetic brand.

H7: The credibility of the cosmetic brand mentioned 
in the video has a positive association with the purchase 
intention for that cosmetic brand.

The conceptual framework of this study, including seven 
proposed hypotheses, is presented in Figure 1 as below.

3. Methodology

3.1. Data Collection and Sampling

A questionnaire was constructed by adopting the 
measurement scales from previous studies (e.g., McMillan 
& Hwang, 2002; Ohanian, 1990; Strolovitch, 2006; 
Wu & Chang, 2005). The target population was females 
between 18 to 22 years old who live in Ho Chi Minh City 
and watch YouTube beauty-related videos occasionally. 
Females’ choice as the target population was rational as 
women account for over 89% of beauty and cosmetic views  
on YouTube, with 39.9 percent being women between  
18 to 24 years old (Blattberg, 2015). Respondents were 
provided with both printed questionnaires and online Google 
Forms. The researchers also spread the questionnaires 
on Facebook’s beauty groups as many target respondents 
operate on these groups. 

The location chosen to spread the printed question-
naires was Ho Chi Minh City International University, 
where many target respondents were located. While 
the printed questionnaires were delivered directly to 
the target audience, who are all females, the online 
questionnaire forms being spread through Facebook did 
not restrict the gender or age of the respondents. After 
three months of collecting data (20th of August to the 
5th of December 2020), a total of 282 online and offline 
questionnaires/forms were collected. After filtering out 
invalid questionnaire answers, 270 questionnaires were 
deemed usable.

3.2. Measurement Scales

There were two parts to the questionnaire. The first 
part included close-ended demographic questions, while 
the second part consisted of 45 questions for measuring 
perceived information credibility and the relationship 
with its heuristic antecedents and three other factors – 
brand credibility, attitude toward the brand, and purchase 
intention. These questions were under the 5-point 
Likert scale, a type of psychometric response scale 
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in which responders specify their level of agreement 
to a statement typically in five points: (1) Strongly 
disagree; (2) Disagree; (3) Neither agree nor disagree;  
(4) Agree; (5) Strongly agree. In order to measure the four 
dimensions of source credibility, four constructs were 
adopted from the study of Ohanian (1990). Social advocacy 
had two items which were adopted from Strolovitch (2006), 
while the construct for interactivity came from McMillan 
and Hwang (2002) and Wu and Chang (2005). Perceived 
information credibility’s construct had seven items borrowed 
from the study of Xiao et al. (2018), while brand credibility 
and brand attitude adopted seven items from Erdem and 
Swait (2004) and Spears and Singh (2004), respectively. 
Last, three items belong to the purchase intention variable, 
which were adopted from Pornpitakpan (2004).

3.3. Data Analysis Procedure

First, descriptive analysis was conducted to define 
in mathematical terms the key characteristics of the data 
set. To verify the reliability or the internal consistency 
of measurement scales, Cronbach’s alpha and composite 
reliability (C.R.) were applied (Wells & Wollack, 2003). 
Exploratory factor analysis (EFA) was then employed 
to eliminate invalid factors from the measurement scale.  
The factor loading of the item should be greater than 0.5, and 
the difference between absolute factor loadings should be 
greater than 0.3 if distributed in more than one component.

Confirmatory factor analysis (CFA) was performed to 
evaluate the model fit, convergent validity, and discriminant 
validity of the constructs (Suhr, 2006). To confirm 
convergent validity, all factor loadings in standardized 
regression weights have to be greater than 0.5 (Hair et 
al., 1995). And average variances extracted (AVE) values 
related to all constructs should be equal to or greater than 
0.5 (Fornell & Larcker, 1981). To achieve discriminant 
validity, all correlations’ estimated values should be 
greater than 0.9, which guarantees the discriminant 
validity between each pair of variables (Campbell & Fiske, 
1959). Moreover, specific measurement model fit indices 
must meet the thresholds: ratio must be smaller than 3, 
comparative fit index (CFI) must be greater than 0.90, 
Goodness-of-Fit Index (GFI) must be greater than 0.8, 
Tucker Lewis Index (TLI) must be near one and root mean 
square error of approximation (RMSEA) must be smaller 
than 0.10 (Bentler & Hu, 1999; Hair et al., 1995).

In the final step, structural equation modeling (SEM) 
was applied to test hypotheses (that is the relation between 
observed and latent variables) in the research model (Suhr, 
2006). Similar to fit indices of the measurement model, fit 
indices of the structural model include , comparative fit index 
(CFI), Goodness-of-Fit Index (GFI), and root mean square 
error of approximation (RMSEA) (Bentler & Hu 1990; 
Hair et al., 1995). In addition, p-values should be smaller 
than 0.05 for a significant relationship to exist among the 
variables.

Figure 1: Conceptual Model of Research
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4. Results
Among the 270 valid respondents, all of whom were 

females, respondents between 18–22 years took up most 
of the data pool, accounting for 96.3% of respondents and 
the balance surveyed individuals belonged to the 23–30 
age group. Most of them spent under an hour per week on 
beauty influencer videos (64%), usually at the weekend in 
their free time, while those who spent 1 to 3 hours make 
up 17 percent of the population. Regarding the respondents’ 
favorite influencers, ‘mega’ influencers with more than  
1 million YouTube subscribers Trinh Pham and Trang Ngo 
made up 42.5% of the respondents, while macro-influencers, 
namely An Phuong and Chloe Nguyen, accounted for 15.4% 
and 14.4%, respectively. 

Descriptive analysis, reliability, dimensionality, 
model fit, and discriminant and convergent validity of 
the measurement model were assessed, and results were 
summarized in Table 1. It is seen that Cronbach’s Alpha 
and composite reliability of all variables were greater than 
0.7, ensuring the reliability of the measurement model. 
Dimensionality was supported as all factor loadings were 
greater than 0.5, and no regrouping was needed.

In the CFA test, variables’ average variance extracted 
(AVE) scores and factor loadings were also greater than 
0.5, indicating the validity of the measurement model. 
Estimate values of all correlations were also smaller than 
0.9 (see Table 2), exhibiting good discriminant validity. 
The fit indices of the measurement model were also 
deemed good as Chi-square test (χ2 = 1325.764, p < 0.001, 
df = 695) with χ2/df ratio (1325.764/695 = 1.908) being 
lower than the benchmark of 3. In addition, the value of 
comparative fit index (CFI = 0.911), Goodness-of-Fit 
Index (GFI = 0.803), Tucker Lewis Index (TLI = 0.900) 
and root mean square error of approximation (RMSEA = 
0.058), also showed a good fit.

The structural model exhibited good fit indices  
(χ2 = 1131.710, p < 0.001, df = 726, χ2/df ratio = 1.834,  
CFI = 0.914, GFI = 0.804, CFI = 0.914, and RMSEA = 
0.056). Furthermore, all estimates (β) were positive, and 
p-values (P) were lower than 0.05 (see Table 3), indicating 
a significant positive association among the variables. 
To be more specific, hypothesis H1 was supported as 
the four dimensions of source credibility- expertise, 
trustworthiness, attractiveness, and homophily – were found 
to be significantly associated with perceived information 
credibility. It is noteworthy that trustworthiness is the 
factor that had the most impact on credibility among the 4 
source credibility factors. 

Social advocacy and interactivity also had positive 
associations with perceived information credibility, 
supporting H2 and H3. Perceived information credibility had 
also been found to be positively associated with both brand 
credibility and brand attitude; hence H4 and H5 had been 

confirmed. In addition, perceived credibility had been found 
to have a stronger impact on brand credibility rather than 
brand attitude. Lastly, H6 and H7, which denoted positive 
associations between brand attitude and brand credibility 
with purchase intention, had also been supported, with brand 
attitude being the factor that has a stronger impact.

5. Discussion and Conclusion
First, this study finds that trustworthiness, expertise, 

attractiveness, and homophily had positive associations with 
the beauty influencer’s perceived information credibility. 
It could lead to the claim that these dimensions of source 
credibility impact the effectiveness and persuasiveness of 
messages from YouTube channels. While this finding is similar 
to previous studies, we find that trustworthiness had the most 
impact on source credibility (Corrêa et al., 2020; Hughes 
et al., 2019; Nguyen, 2020); hence, it could be argued that 
trustworthiness generates more opinion changes compared 
to other heuristic factors (i.e., expertise, attractiveness, and 
homophily). This phenomenon could also be explained by 
the fact that, in light of the prevalence of false information 
on Vietnam’s social media these days, Internet users value a 
reliable source of information more. An interesting finding 
of this study is that the honesty of influencers (TR2) had the 
lowest degree of agreement among the trustworthiness scale, 
which can be explained by the fact that some viewers may 
be unsure if the influencers are reviewing a product based on 
actual experience or if they are concealing certain aspects of 
the product for profit. (Rosara & Luthfia, 2020). 

Expertise was also ranked second in the impact the four 
characteristics have on heuristic information processing, 
according to the structural model’s standardized regression 
weight. The attractiveness of the influencer, which is also 
a heuristic feature related to source credibility, ranked after 
expertise. The descriptive analysis pointed out that While 
most respondents believed their favorite influencers were 
attractive, they did not link sensuality with them,  which is 
the difference between this study and previous studies (Choi 
& Rifon, 2012; Ohanian, 1990; Pornpitakpan, 2004; Wang 
et al., 2017). This anomaly could be explained by the fact 
that Vietnamese people are more conservative in nature, and 
attractiveness is viewed in a more conventional light; as a 
result, adjectives like attractive, lovely, or classy are more 
typically used to express beauty than sensuality. In addition, 
while still related, homophily was the heuristic characteristic 
with the least impact on source credibility, confirming prior 
research findings (Metzger & Flanagin, 2013). 

Second, social advocacy was found to have a significant 
positive association with perceived information credibility. 
This finding resonates with the previous literature findings 
(Dinh & Doan, 2019), which enunciates that YouTube 
viewers choose a heuristic shortcut to evaluate the credibility 
of the influencer, such as reading the comments below  
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Table 1: Measurement Scale Reliability and Validity

Constructs & Dimensions Factor Loadings Means Cronbach’s Alpha Composite Reliability AVE

Expertise
EX1 0.796 4 0.873 0.882 0.601

EX2 0.880

EX3 0.820
EX4 0.723
EX5 0.805
Trustworthiness 
TR1 0.756 3.95 0.896 0.898 0.640
TR2 0.911
TR3 0.859
TR4 0.769
TR5 0.867
Attractiveness
AT1 0.744 3.85 0.824 0.831 0.500
AT2 0.795
AT3 0.781
AT4 07.01
AT5 0.801
Homophily
HO1 0.876 3.44 0.818 0.825 0.703
HO2 0.938
Social Advocacy
SA1 0.849 4.07 0.740 0.742 0.590
SA2 0.844
Interactivity
IN1 0.830 2.71 0.860 0.860 0.672
IN2 0.880
IN3 0.890
Perceived information 
credibility
IC1 0.868 3.91 0.927 0.929 0.725
IC2 0.869
IC3 0.860
IC4 0.913
IC5 0.903
Brand credibility
BC1 0.789 3.88 0.897 0.900 0.563
BC2 0.859
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the video. As most YouTube viewers like to discuss what 
they have watched with each other under the comment 
sections, viewers with opposing judgments may change their 
opinion under peer pressure to feel a sense of immersing 
with the online group (Corrêa et al., 2020; Xiao et al., 2018). 
Interactivity was another heuristic factor that was found to 
be associated with perceived information credibility; thus, 
this further supports the findings of previous studies which 
point out that an out-going influencer may be regarded as 
being more credible (Metzger & Flanagin, 2013). However, 
the majority of respondents regarded their influencer as not 
being interactive enough, which could be because these 
respondents prefer mega and macro-influencers whose 
videos have hundreds to thousands of comments each, and 
thus cannot connect with every viewer in the comment box. 

Third, hypotheses 4 and 5, which exhibit a positive 
association among the influencer’s perceived information 
credibility with the respondents’ attitude toward the endorsed 
brand and the brand’s credibility, were supported. This result 
aligns with previous studies and reaffirms the significance of 
perceived information credibility in forming brand attitudes 
and brand credibility (Dankwa, 2021; Lou & Xie, 2020). 
However, the findings of this study show that perceived 
information credibility was found to have a bigger impact on 
brand credibility. Hypotheses 6 and 7 were also supported, 
as there were positive correlations between the respondent’s 
desire to purchase the introduced brand’s products and both 
the respondent’s attitude toward the brand and the brand’s 
credibility. This finding is in line with previous research 
(Dankwa, 2021; Mohan, 2020; Wang et al., 2017) even 

Constructs & Dimensions Factor Loadings Means Cronbach’s Alpha Composite Reliability AVE

BC3 0.809
BC4 0.781
BC5 0.746
BC6 0.768
BC7 0.773
Brand attitude
BA1 0.835 3.96 0.896 0.900 0.693
BA2 0.884
BA3 0.920
BA4 0.858
Purchase intention
PI1 0.915 3.91 0.806 0.806 0.676
PI2 0.915

Table 2: Correlation Analysis 

Correlation HO BC TR EX IC AT BA IN PI SA

HO 0.839
BC 0.269* 0.750
TR 0.377** 0.607** 0.800
EX 0.166** 0.471** 0.552* 0.775
IC 0.411* 0.692** 0.811** 0.583*** 0.852
AT 0.311** 0.380* 0.388* 0.527** 0.381* 0.707
BA 0.310*** 0.720* 0.573** 0.450* 0.600** 0.388** 0.832
IN 0.385*** 0.324** 0.312* 0.200** 0.382* 0.095* 0.253* 0.820
PI 0.262* 0.552* 0.562* 0.432** 0.534** 0.273* 0.591** 0.232** 0.822
SA 0.245*** 0.620** 0.674* 0.616** 0.693** 0.413*** 0.538* 0.237* 0.496* 0.768

Note: ***, ** and * indicates significant at 1%, 5% and 10% level of significance.

Table 1: Continued
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though these studies’ product category is different from 
our present study. It also seems that in the beauty industry 
context, purchase intention is higher when the feeling is 
involved, as the analytical results revealed that brand attitude 
had a more significant impact than that of brand credibility. 

Theoretically, this study could extend the heuristic-
systematic model by focusing on a specific cosmetic brand 
and linking it to customers’ purchase intention behavior, 
which has not been widely investigated when studies to assess 
perceived credibility in emerging countries like Vietnam 
have been conducted. (Corrêa et al., 2020). It could be argued 
that perceived information credibility on social media (i.e., 
YouTube) has a positive impact on customers’ attitudes to the 
brand and their perceived brand credibility. These indicators 
would be a good predictor of customers’ intent to buy. Also, 
YouTube should be viewed as a good option for viewers, 
and heuristic considerations should be used to help viewers 
determine the content’s believability.

In practice, these findings give practitioners, in this 
case, cosmetic brands, a better understanding of how the 
primary viewers of YouTube beauty videos, that is young 
females, evaluate beauty influencers and their buy 
intentions, which are indirectly linked to those influencers. 
Analytical results suggest that cosmetics brands should 
look for influencers who have the reputation of being 
trustworthy as this heuristic factor is the most important 
than expertise or attractiveness when it comes to quick 
evaluation of the influencer’s credibility. Furthermore, for 
cosmetic brands that already collaborate with or sponsor 
particular beauty influencers, a communication strategy in 
which the influencer improves their contact with the viewers 
leads to an increase in perceived information credibility. 
The comment area will also be used by new viewers to 
heuristically assess the influencer’s reliability. For the 
influencers, they could leverage the analysis on heuristic 

factors in this study to improve their reputation, gaining 
more followers. The cosmetic brand should invest more 
in influencer marketing on YouTube. However, it should 
be careful in selecting the right influencers to endorse 
for its products because if the influencers are deemed as 
untrustworthy, this negatively affects the credibility of the 
brand as well as the consumer’s attitude toward the brand 
and ultimately, sales of products. 

There are limitations within this study that should be 
addressed and taken into caution. First, a minority of male 
viewers was not taken into consideration in this study. 
In addition, the chosen sample size of 270 may not be big 
enough to reflect the perception of gen Z females in general. 
Furthermore, older age groups, such as millennials from 
23 to 35 or gen X who are above 36 years old, who have 
been reported to use cosmetic products the most, were not 
the main focus of the present study. The distribution of the 
questionnaires was limited to Ho Chi Minh City. As a result, 
the study does not reflect the entire Vietnamese population. 
Furthermore, a wider scope, including respondents from other 
cities across Vietnam or from rural areas, are suggested for 
future studies to discover new findings on beauty influencer’s 
credibility literature. It is recommended that future research 
explore other potential heuristic factors that may affect 
credibility, for example, the word-of-mouth effect. Also, a 
look into other product categories is highly suggested.
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