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Abstract

Vegan cosmetics have become more popular among consumers due to increased en-
vironmental awareness and health consciousness after the COVID-19 pandemic. This 
study aims to investigate the influence of beauty vloggers’ credibility on consumers’ 
purchase intention toward vegan cosmetics. An integrated research model was built 
based on the source credibility and stimulus-organism-response theory. Data were col-
lected from a questionnaire survey with 382 Vietnamese consumers at the minimum 
age of 18 who had experience watching beauty vloggers reviewing vegan cosmetics on 
YouTube. Partial least squares structural equation modeling was applied to analyze the 
collected data. The results show that the beauty vloggers’ expertise, trustworthiness, 
and physical attractiveness all positively impact cognitive and affective attitudes, in-
fluencing consumers’ purchase intention. Furthermore, these factors positively impact 
consumers’ intention to purchase vegan cosmetics. Therefore, cognitive and affective 
attitudes partially mediate the relationship between the beauty vloggers’ credibility and 
consumers’ purchase intentions. Given that the direct and indirect effects point in the 
same direction, these mediators are classified as complementary. This study contrib-
utes to deeper understanding of consumers’ intention to purchase vegan cosmetics 
recommended by beauty vloggers. 

Bao Ngoc Le (Vietnam), Viet Tien Vu (Vietnam), Mai Thi Le (Vietnam)

Source credibility of beauty Source credibility of beauty 

vloggers and consumer vloggers and consumer 

purchases of vegan purchases of vegan 

cosmetics: The mediating role cosmetics: The mediating role 

of cognitive and affective of cognitive and affective 

attitudeattitude

Received on: 20th of April, 2024
Accepted on: 28th of May, 2024
Published on: 2nd of July, 2024

INTRODUCTION

The global trend towards vegan products influences consumer choices 
across various sectors, including cosmetics. This surge in demand for 
vegan cosmetics can be attributed to growing environmental concerns 
and heightened health consciousness after the COVID-19 pandemic 
(Lee & Kwon, 2022). As industrial waste exacerbates environmental 
pollution, the call for veganism and environmentally-conscious choic-
es is becoming a societal concern. This shift is notably evident in the 
beauty industry, where an increasing number of consumers are turn-
ing to vegetarian cosmetics (Dos Santos et al., 2023). The COVID-19 
pandemic has further emphasized the need for safety-oriented trends 
in the beauty industry, prompting a shift towards a more suitable safe-
ty perspective. With the surge in mask usage due to environmental 
issues and infectious diseases, skin problems are on the rise globally, 
altering cosmetic usage patterns (Lee & Kwon, 2022). Vegan cosmet-
ics is defined as a range of beauty products free from animal-derived 
ingredients. Commonly excluded ingredients in vegan cosmetics are 
lanolin, honey, beeswax, collagen, albumen, carmine, cholesterol, 
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and gelatin (Urban et al., 2022). They also have not been tested on animals (Dos Santos et al., 2023). 
Originating from the ethical beauty concept of the 1980s, these products aim to offer consumers less 
harmful alternatives while adhering to ecological guidelines. Consequently, they feature non-harmful 
ingredients, natural fragrances, and ethical manufacturing processes (Dos Santos et al., 2023). The mar-
ket for vegan cosmetics has grown from $13.56 billion in 2018 to $16.29 billion in 2021, andit is projected 
to reach $20.8 billion by 2025 (Ngo et al., 2024). 

Vietnam, a rapidly developing Southeast Asian nation, is confronting environmental issues linked to ur-
banization and industrialization (Pham et al., 2018). These issues, encompassing pollution, deforestation, 
waste production, and escalating carbon emissions, have sparked a surge in environmental awareness 
among Vietnamese consumers. This heightened environmental consciousness has resulted in the adop-
tion of green products, such as green beauty care, as a new consumption trend (Nguyen & Dekhili, 2019; 
Nguyen-Viet & Nguyen, 2024). Vietnam is emerging as a promising market for vegan products as more 
Vietnamese are embracing a vegan lifestyle (Petaasia, 2017). Local manufacturers benefit from the coun-
try’s plentiful natural ingredients, such as squash, coffee beans, and coconut oils (Ngo et al., 2024). Despite 
this, domestic brands face stiff competition from foreign vegan cosmetics brands (Ngo et al., 2024), high-
lighting the need for a better understanding of consumer behavior. Previous studies have primarily fo-
cused on psychological and social factors influencing consumer purchases of vegan cosmetics, the role of 
social media has been overlooked. Given the high number of Internet and social media users in Vietnam 
(Statista, 2023), it is crucial to understand how social media impacts consumer choices for vegan cosmetics. 
Beauty products are the top category influenced by video blogs (or vlogs) shared on social media platforms 
(Manchanda et al., 2022). Therefore, understanding how the credibility of beauty vloggers impacts con-
sumers’ intention to purchase vegan cosmetics can help vegan cosmetics brands better understand the fac-
tors affecting consumers’ purchase decisions. This underlines the relevance and originality of this research.

1. LITERATURE REVIEW  

AND HYPOTHESES

Source credibility is described as the extent to which 
a source is viewed as having relevant expertise and 
can be trusted to give an objective opinion on a topic 
(Hovland et al., 1953). Hovland et al. (1953) proposed 
the source credibility theory, which suggests that a 
credible source needs to be trustworthy and knowl-
edgeable. According to this theory, the persuasive-
ness of a message heavily relies on the sender’s cred-
ibility (Ohanian, 1990). Consequently, the impact of 
vlogger’s video is determined by the perceived trust-
worthiness and expertise of a vlogger. Expertise is 
defined as the source’s perceived ability to provide 
accurate information (Ohanian, 1990). An individ-
ual is deemed an expert when they are perceived to 
possess significant knowledge and experience relat-
ed to a product. With the recent emergence of the 
vegan lifestyle after the COVID-19 pandemic, vegan 
cosmetics may be a new concept for some countries, 
emphasizing the need for comprehensive product in-
formation. When beauty vloggers demonstrate and 
discuss their personal experiences with a product, 
they can be regarded as experts in that product. 

Trustworthiness refers to the perceived honesty and 
sincerity of the informant, as noted by Ohanian 
(1990). Unlike traditional celebrities, whom brands 
often recruit as their official ambassadors or spokes-
persons, Rahmi et al. (2017) pointed out that beauty 
vloggers were ordinary peers and perceived them as 
more reliable.

Adding to these characteristics, McGuire (1985) in-
troduced source attractiveness as another aspect of 
a credible information source. He argued that an en-
dorsement’s effectiveness is affected by the physical 
attractiveness of the endorser. This source credibil-
ity aspect is essentially relevant to beauty vloggers 
(Manchanda et al., 2022). Physical attractiveness is 
defined by how pleasing a viewer finds a person to 
be. This appeal, often resulting from physical beauty, 
can evoke pleasure or liking (Dang-Van et al., 2023). 
Appreciation of beauty is a fundamental human trait, 
reflecting our daily perceptions and evaluations 
within the social world (Brielmann & Pelli, 2018). 
Since beauty products aim to enhance one’s physical 
appearance, vlogger’s attractiveness can be a strong 
indicator of credibility (Sokolova & Kefi, 2020). This 
is especially important for promoting vegan cosmet-
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ics, which often take longer to show effects than con-
ventional products. The physical attractiveness of the 
beauty vlogger can represent the ideal image that 
consumers aspire to. 

Social media marketing activities mainly aim to 
shape the consumer’s decision-making process 
(Alalwan et al., 2017), in which purchase intention 
is the most direct antecedent variable of purchase 
behavior (Ajzen, 1991). Purchase intention is the 
likelihood that consumers will plan or be will-
ing to purchase a particular product or service in 
the future (Ajzen, 1991). Existing literature sup-
ports the impact of source credibility elements on 
consumers’ buying intention (Filieri et al., 2023; 
Weismueller et al., 2021). 

The theoretical frameworks applied to studies about 
consumer behavior surrounding vegan cosmet-
ics have been limited to theory of planned behavior 
(TPB) (Ngo et al., 2024). This rational-based theory, 
which assumes consumers make reasoned choice, 
overlooks the affective elements that could influence 
behavior (Zahid et al., 2022). It also fails to account 
for situational factors that affect consumer decisions 
(Joshi & Rahman, 2015). Some researchers proposed 
the stimulus-organism-response (SOR) theory as 
an alternative model, which considers cognitive 
and emotional factors as determinants of consum-
er behavior (Mehrabian & Russell, 1974). Stimulus-
organism-response theory, originating from envi-
ronmental psychology, posits that environmental 
stimuli (S) influence and modify individuals’ inter-
nal states (O), which then trigger approach or avoid-
ance responses (R) (Mehrabian & Russell, 1974). The 
model’s value in evaluating consumer responses lies 
in its ability to thoroughly understand consumer 
perceptions and attitudes toward stimuli and subse-
quent behaviors. 

The SOR paradigm’s use in this study has two bene-
fits. First, it has already been used to examine online 
consumer responses, exploring how the interaction 
between people and technology impacts buying in-
tention. Thus, it is well-suited for studying consumer 
behavior within a social media context. Second, the 
stimuli within the model represent the credibility of 
beauty vloggers, which influence the organism, re-
flecting consumers’ cognitive and affective attitudes. 
This interaction produces specific behavioral out-
comes (response). 

Existing literature on green purchase behavior 
often reveals a gap between attitude and behav-
ior (Claudy et al., 2013). The structure of attitude, 
consisting of cognitive and affective dimensions, 
might not be fully understood, leading to this dis-
crepancy (Lee & Cheon, 2018). Previous studies 
have treated consumers’ attitudes towards vegan 
cosmetics as a unidimensional construct. This 
study addresses this gap by examining attitude 
in terms of both cognition and affect. Attitude 
pertains to an individual’s favorable or unfavor-
able judgment of a particular behavior (Ajzen, 
1991). According to Ajzen (1991), the more posi-
tive a consumer’s attitude toward a specific ac-
tion, the greater their likelihood to carry it out. 
Thereby, understanding consumers’ attitudes is 
crucial to overcoming barriers they may encoun-
ter before purchasing a product or service. Eroglu 
et al. (2001) describe attitude as a bi-dimension-
al construct comprising cognitive and affective 
attitudes. Cognitive attitude reflects consumers’ 
overall product assessment based on utility and 
functional performance. In contrast, affective atti-
tude pertains to the emotional evaluation of prod-
ucts (Eroglu et al., 2001). Walten and Wiedmann 
(2022) suggest that the more credible consumers 
perceive a source of information, the more likely 
they are to develop a higher product evaluation 
regarding cognitive and affective attitudes. Beauty 
vloggers usually provide consumers in-depth veg-
an product information, including ingredients 
and usage instructions. Therefore, consumers are 
likely to develop a positive cognitive evaluation 
of recommended products after watching beauty 
vlogs. Barritt (2020) emphasizes that the authen-
ticity of beauty vloggers contributes to their pop-
ularity, fostering a solid emotional bond between 
them and their viewers. Song et al. (2023) further 
confirmed that a content provider’s attractiveness 
is vital in forming viewer relationships. A viewer 
attracted to a content provider is more likely to in-
teract with them. 

Ngo et al. (2024) reported that attitude toward 
purchasing vegan cosmetics is the strongest pre-
dictor of purchase intention. Furthermore, prior 
research has established a positive correlation be-
tween aspects of attitude and purchasing inten-
tion. For example, Lee and Yun (2015) reported 
a positive impact of cognitive attitude on con-
sumers’ buying intention for organic food. In the 
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same line of thought, Suparno (2020) reported a 
positive association between affective attitude and 
consumers’ intention to purchase halal cosmetics.  

Based on the aforementioned discussion, a beauty 
vlogger, by forming a cognitive and affective attitude, 
may offer to consumers a solid reason to purchase 
their recommended products. The purchase inten-
tion would be stronger once a beauty vlogger can 
stimulate a positive evaluation of their content from 
both cognitive and affective perspectives. Therefore, 
it can be safely assumed that cognitive and affective 
attitudes toward purchasing vegan cosmetics might 
mediate the effect of the source credibility of beauty 
vloggers on purchase intentions. 

This study aims to investigate the impact of the source 
credibility of beauty vloggers on consumers’ inten-
tion to purchase vegan cosmetics. It also examines 
the mediating effects of cognitive and affective atti-
tudes. The following hypotheses are developed based 
on the literature review and empirical evidence: 

H1: Source credibility (expertise – H1a, trustwor-
thiness – H1b, physical attractiveness – H1c) 
has a positive effect on the purchase intention.

H2: Expertise of beauty vloggers is positively as-
sociated with consumers’ attitudes (cognitive 
attitude – H2a, affective attitude – H2b).

H3: Trustworthiness of beauty vloggers is posi-
tively associated with consumers’ attitudes 
(cognitive attitude – H3a, affective atti-
tude - H3b).

H4: Physical attractiveness of beauty vloggers 
is positively associated with consumers’ at-
titude (cognitive attitude – H4a, affective 
attitude – H4b). 

H5: Cognitive attitude is positively related to 
consumers’ purchase intention.

H6: Affective attitude is positively related to 
consumers’ purchase intention.

H7: Cognitive attitude mediates the relation-
ship between source credibility factors 
(expertise – H7a, trustworthiness – H7b, 
physical attractiveness – H7c) and pur-
chase intention.

H8: Affective attitude mediates the relation-
ship between source credibility factors 
(expertise – H8a, trustworthiness – H8b, 
physical attractiveness – H8c) and pur-
chase intention.

The research model is illustrated in Figure 1.

Figure 1. Proposed research model
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2. METHODOLOGY

The measurement items were adapted from exist-
ing pre-validated scales in the literature. The ques-
tionnaire was translated backward into English and 
Vietnamese, as Behr (2017) suggested. All the items 
were rated on a five-point Likert scale that ranged 
from “strongly disagree” (1) to “strongly agree” (5). 
The use of a 5-point Likert scale has been associated 
with improved communication with respondents, 
and enhanced response rate and quality (Bouranta 
et al., 2009). Dawes (2008) also suggested that a 
5-point scale simplifies the understanding of scale 
descriptors for the interviewers. As such, this study 
utilizes a 5-point Likert scale. Before the main 
study, a pre-test was conducted with 35 individu-
als who had experience watching beauty vloggers to 
ensure the representativeness and suitability of sur-
vey items and identify potential problems relating 
to question clarity, wording of items, and time of 
completion. After the pre-test, minor adjustments 
were made to the questionnaire and items. This 
study’s measurement items and constructs are pre-
sented in Table 1. 

The study used a quantitative research approach 
based on data from self-administered question-
naires. The respondents filled out the question-
naire via online forms shared through email and 
social networking sites, as well as offline paper 
surveys. The participants were individuals aged 
18 and over with experience watching beauty 
vloggers reviewing vegan cosmetics on YouTube. 
Vegan cosmetics include skincare, color cosmet-
ics (also known as makeup), haircare, fragranc-
es, and personal care. YouTube was chosen be-
cause it is the largest video-sharing platform in 
the world. Two screening questions were used 
to include only qualified participants. Moreover, 
the beauty category is the most popular content 
category on YouTube (Muda & Hamzah, 2021). 
Given that this study has 18 indicators, a mini-
mum sample size of 180 was required, as the gen-
eral rule suggests there should be five to ten ob-
servations for each indicator ( Hair et al., 2018). 
Without a sampling frame, the study employed 
a convenience snowball sampling method. The 
authors initially distributed the questionnaire 
to colleagues, friends, and acquaintances, who 

Table 1. Summary of the variables

Construct Items Sources

Expertise 

EXP1. The beauty vlogger is an expert in vegan cosmetics 

Ohanian (1990), 
Manchanda et al. (2022)

EXP2. The beauty vlogger is knowledgeable in vegan cosmetics 
EXP3. The beauty vlogger is qualified to offer advice related to vegan cosmetics 
EXP4. The beauty vlogger is skilled in vegan cosmetics 

Trustworthiness
TW1. The beauty vlogger is dependable 

Ohanian (1990)TW2. The beauty vlogger is honest 
TW3. The beauty vlogger is reliable 

Physical 
attractiveness

ATT1. The beauty vlogger is good-looking 
Manchanda et al. (2022)ATT2. The beauty vlogger is elegant 

ATT3. The beauty vlogger is glamorous 

Cognitive  
attitude

CATT1. It is wise to purchase the vegan cosmetics product recommended by the 
beauty vlogger

Kim et al. (2021)CATT2. It is worth purchasing the vegan cosmetics product recommended by the 
beauty vlogger
CATT3. It is ideal to purchase the vegan cosmetics product recommended by the 
beauty vlogger

Affective  
attitude 

AFATT1. I like to purchase the vegan cosmetics products recommended by the 
beauty vlogger

Kim et al. (2021)AFATT2. I enjoy purchasing the vegan cosmetics products recommended by the 
beauty vlogger
AFATT3. It is pleasant to purchase the vegan cosmetics product recommended by the 
beauty vlogger

Purchase  
intention

PI1. I am happy to buy vegan cosmetics products recommended by the beauty 
vlogger in the future

Ngo et al. (2024)PI2. I would buy vegan cosmetics products recommended by the beauty vlogger in 
the future
PI3. I intend to buy vegan cosmetics products recommended by the beauty vlogger 
in the future
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were then asked to invite others in their network 
to participate in the survey. The survey partic-
ipants were allowed to complete either an on-
line or paper version based on their preference. 
For the online survey, participants were given 
an anonymous URL created via Google Forms. 
This URL was mainly circulated via social me-
dia. In addition, to minimize the effect of social 
desirability bias, as recommended by Podsakoff 
et al. (2012), specific instructions were given to 
respondents on how to answer the questions. 
They were informed about the research’s aca-
demic purposes, reassured about their anonym-
ity and confidentiality, and told that there were 
no right or wrong responses. A total of 394 re-
sponses were collected over approximately three 
months. Twelve responses were discarded due 
to missing data, resulting in a final valid sample 
of 382 respondents, which exceeded the target 
sample size. 

Structural equation modeling (SEM) was em-
ployed for hypothesis testing. There are two 
primary approaches to SEM: Covariance-based 
SEM (CB-SEM) and partial least squares SEM 
(PLS-SEM). PLS-SEM is recommended for 
theory development studies (Reinartz et al., 
2009). As this study incorporates source cred-
ibility components into the stimuli stage and 
cognitive and affective attitude into the organ-
ism stage, it extends the SOR model. Therefore, 
PLS-SEM was preferred for hypothesis testing. 
Besides, PLS-SEM is more adaptable when deal-
ing with non-normal data. This is often seen in 
social science studies, where data frequently de-
viates from a multivariate normal distribution 
(Reinartz et al., 2009). This was a crucial aspect 
of this study, as the type of distribution was un-
known before data collection. 

3. RESULTS

The demographic information in Table 2 reveals 
that most respondents were female, account-
ing for 83.2%, compared to 16.8% of males. 
Regarding age, approximately 30.7% were be-
tween 18 and 24, 36.2% were between 25 and 34, 
26.6% were between 35 and 44, and 6.5% were 
above 45 years old. In terms of qualifications, 
respondents are well-educated. The data show 

that most respondents held college or univer-
sity degrees (76.7%), while 15.7% had graduate 
or above education. A small percentage had a 
professional degree (4.7%), and 2.9% had high 
school or below education. The age and edu-
cational levels of the sample closely resemble 
those previously reported in research on green 
beauty care products (Nguyen-Viet & Nguyen, 
2024). Income was classified into 4 groups: un-
der VND 10 million (101 respondents, 26.5%), 
VND 10 million – 20 million (137 respondents, 
35.9%), over VND 20 million to 30 million (86 
respondents, 22.6%), and over VND 30 million 
(57 respondents, 15%).

Table 2. Demographic profile of respondents 
(n = 382)

Classification Frequency
Percentage 

(%)

Gender
Female 318 83.2

Male 64 16.8

Age

18-24 117 30.7

25-34 138 36.2

35-44 102 26.6

Over 45 25 6.5

Income 

Under VND 
10,000,000 101 26.5

10,000,000 
– 20,000,000 137 35.9

20,000,001 
– 30,000,000 86 22.6

Over 30,000,000 57 15

Educational 
level 

High school and 
below 11 2.9

Professional degree 18 4.7

College or 
Bachelor’s degree 293 76.7

Graduate or above 60 15.7

The measurement model analysis evaluates mea-
surement scales’ internal consistent reliability 
and convergent and discriminant validity (Hair 
et al., 2019). The results in Table 3 and Figure 2 
indicate that all items had outer loadings ranging 
from 0.833 to 0.904, exceeding the cutoff value of 
0.70 (Hair et al., 2019). Cronbach’s alpha values for 
all variables were between 0.804 and 0.904, which 
surpassed the cutoff value of 0.70. Additionally, 
the composite reliability (CR) values for all vari-
ables fell between 0.884 and 0.932, which exceed-
ed the cutoff value of 0.70 (Hair et al., 2019). Thus, 
the measures’ internal consistent reliability is 
satisfactory. 
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Furthermore, the average variance extracted 
(AVE) values ranged from 0.718 to 0.811. These 
values surpassed the cutoff value of 0.50 (Hair 
et al., 2019), indicating a good convergent va-
lidity.Fornell and Larcker’s criterion (Fornell & 

Larcker, 1981) and HTMT ratio (Henseler et al., 
2015) were used to assess discriminant validity. 
The criterion set by Fornell and Larcker is as-
sessed by contrasting the square roots of the AVE 
with the correlations between latent variables 

Table 3. Reliability and validity 

Variable Item Outer loading CR AVE Cronbach’s alpha

Expertise 

EXP1 0.888

0.932 0.775 0.904
EXP2 0.868
EXP3 0.874
EXP4 0.892

Trustworthiness
TW1 0.910

0.922 0.798 0.874TW2 0.868
TW3 0.902

Attractiveness 
ATT1 0.833

0.884 0.718 0.804ATT2 0.848
ATT3 0.863

Cognitive attitude 
CATT1 0.904

0.928 0.811 0.884CATT2 0.896
CATT3 0.901

Affective attitude 
AFATT1 0.868

0.895 0.739 0.824AFATT2 0.848
AFATT3 0.863

Purchase intention
PI1 0.851

0.913 0.778 0.857PI2 0.909
PI3 0.885

Figure 2. Evaluation of the measurement model 
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(Fornell & Larcker, 1981). If the square roots of 
a construct’s AVE exceed the squared correla-
tions of other constructs, discriminant validity 
is deemed to be established. Table 4 illustrates 
that the square root of all AVE values on the 
main diagonal exceeds the correlation coefficient 
between constructs in the corresponding rows 
and columns of the matrix, providing initial sup-
port for discriminant validity (Hair et al., 2019). 
HTMT is another criterion to evaluate discrimi-
nant validity. Table 5 presents that all HTMT ra-
tios are below 0.90, indicating that discriminant 
validity is achieved (Hair et al., 2019).

Table 4. Fornell and Larcker criterion  
for discriminant validity 

AFATT ATT CATT EX PI TW

AFATT 0.860

ATT 0.422 0.847

CATT 0.554 0.482 0.901

EX 0.416 0.259 0.577 0.881

PI 0.734 0.536 0.748 0.588 0.882

TW 0.451 0.257 0.526 0.360 0.580 0.894

Note: square roots of AVE are on the main diagonal.

Table 5. Heterotrait-monotrait (HTMT) ratios  
for discriminant validity

AFATT ATT CATT EX PI TW

AFATT

ATT 0.517

CATT 0.649 0.567

EX 0.479 0.299 0.642

PI 0.868 0.641 0.859 0.665

TW 0.529 0.305 0.598 0.398 0.665

Next, the structural model is evaluated to verify 
the hypothesized relationships using the boot-
strapping method with 5,000 resamples. All VIF 
values are smaller than the threshold value of 5. 
Hence, multicollinearity did not violate the sam-
ple data (Hair et al., 2019).

As shown in Figure 3 and Table 6, all the direct 
path relationships were accepted at a significance 
level of 5%. Consumers’ purchase intention to-
wards vegan cosmetics was positively influenced 
by expertise (β = 0.173, p < 0.001), trustworthiness 
(β = 0.164, p < 0.001), and physical attractiveness 
(β = 0.159, p < 0.001) of the beauty vlogger. Thus, 

Figure 3. Structural model assessment 
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H1a, H1b, and H1c are validated. Furthermore, ex-
pertise was positively associated with cognitive 
attitude (β = 0.387, p < 0.001) and affective atti-
tude (β = 0.237, p < 0.001). Hence, H2a and H2b 
are accepted. Moreover, trustworthiness was posi-
tively related to cognitive attitude (β = 0.309, p < 
0.001) and affective attitude (β = 0.292, p < 0.001). 
Therefore, H3 and H3b are supported. Physical at-
tractiveness was positively associated with cogni-
tive attitude (β = 0.302, p < 0.001) and affective 
attitude attractiveness (β = 0.286, p < 0.001), con-
firming H4a and H4b. Besides, purchase intention 
was positively affected by cognitive attitude (β = 
0.284, p < 0.001) and affective attitude (β = 0.364, 
p < 0.001), supporting H5 and H6. Out of all pre-
dictors, the affective attitude had the strongest im-
pact on purchase intention, followed by cognitive 
attitude, expertise, trustworthiness, and physical 
attractiveness. Expertise was the strongest pre-
dictor of cognitive attitude, followed by trustwor-
thiness, and physical attractiveness. In contrast, 

trustworthiness had the most substantial effect on 
affective attitude, followed by physical attractive-
ness, and expertise. 

All six hypotheses regarding indirect effects are 
supported at 5% significance level. According to 
Table 7, cognitive attitude positively mediates the 
influence of expertise (β = 0.110, p < 0.001), trust-
worthiness (β = 0.088, p < 0.001), and physical at-
tractiveness (β = 0.086, p < 0.001) on consumers’ 
purchase intention. Therefore, H7a, H7b and H7c 
are supported. Moreover, affective attitude posi-
tively mediates the effect of expertise (β = 0.086, 
p < 0.001), trustworthiness (β = 0.106, p < 0.001), 
and physical attractiveness (β = 0.104, p < 0.001) 
on consumers’ purchase intention. Thus, H8a, 
H8b and H8c are supported. Given that both di-
rectand indirect effects are significant and point 
in the same direction, the mediating effects of 
cognitive and affective attitude are categorized 
as complementary mediation (Zhao et al., 2010). 

Table 6. Structural path estimates

Hypothesis Relationship Path coefficient Std. p-value Decisions f-square Effect sizes
Direct effects

H1a Expertise → Purchase intention 0.173 0.038 0.000 Supported 0.082 Small
H1b Trustworthiness → Purchase intention 0.164 0.032 0.000 Supported 0.077 Small

H1c Physical attractiveness → Purchase 
intention 0.159 0.027 0.000 Supported 0.077 Small

H2a Expertise → Cognitive attitude 0.387 0.043 0.000 Supported 0.269 Medium
H2b Expertise → Affective attitude 0.237 0.046 0.000 Supported 0.073 Small
H3a Trustworthiness → Cognitive attitude 0.309 0.036 0.000 Supported 0.172 Medium
H3b Trustworthiness → Affective attitude 0.292 0.046 0.000 Supported 0.110 Small

H4a Physical attractiveness → Cognitive 
attitude 0.302 0.034 0.000 Supported 0.175 Medium

H4b Physical attractiveness → Affective attitude 0.286 0.044 0.000 Supported 0.113 Small
H5 Cognitive attitude → Purchase intention 0.284 0.058 0.000 Supported 0.150 Medium
H6 Affective attitude → Purchase intention 0.364 0.048 0.000 Supported 0.077 Small

Table 7. Results of indirect effects

Hypothesis Relationship Path 

coefficient Std. p-value VAF Decision

H7a Expertise → Cognitive attitude → Purchase 
intention 0.110 0.029 0.000 29.80% Complementary 

mediator

H7b Trustworthiness → Cognitive attitude → Purchase 
intention 0.088 0.022 0.000 24.58% Complementary 

mediator

H7c Physical attractiveness → Cognitive attitude → 
Purchase intention 0.086 0.020 0.000 23.62% Complementary 

mediator

H8a Expertise → Affective attitude → Purchase 
intention 0.086 0.020 0.000 23.62% Complementary 

mediator

H8b Trustworthiness → Affective attitude → Purchase 
intention 0.106 0.023 0.000 29.60% Complementary 

mediator

H8c Physical attractiveness → Affective attitude → 
Purchase intention 0.104 0.021 0.000 28.57% Complementary 

mediator
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Additionally, all the VAF values fall between 20% 
and 80%,confirming the partial mediation. 

Themodel’s predictive capabilitywas evaluated us-
ing two criteria: predictive accuracy and predic-
tive relevance. As shown in Table 8, the predictive 
accuracy was assessed based on the coefficient 
of determination (R2), representing each endog-
enous latent variable’s amount of explained vari-
ance (Hair et al., 2019). Accordingly, the beauty 
vloggers’ expertise, trustworthiness, and physi-
cal attractiveness of the beauty vlogger explained 
cognitive and affective attitude, accounting for 
53.1% and 35.1% of the total variance, respectively. 
TheseR2 values indicate a moderate level of pre-
dictive accuracy (Henseler et al., 2009). All con-
structs collectively explained approximately 76.2% 
of the variance of consumers’ purchase intention, 
demonstrating high predictive accuracy (Henseler 
et al., 2009). 

On the other hand, the Stone-Geisser Q2 (cross-
validated redundancy) value greater than 0 was 
used to determine the endogenous variable’s pre-
dictive relevance in the extended model. This was 
done by applying the blindfolding procedure in 
SmartPLS4.0. The Q2 values for cognitive attitude, 
affective atttiude, and purchase intention were 
0.427, 0.254, and 0.581, confirming the sufficient 
relevance of the proposed model. 

4. DISCUSSION

This study explored how beauty vlogger’s cred-
ibility influences consumer purchase intentions 
for vegan cosmetics via cognitive and affective at-
titudes. An integrated model was developed from 
the source credibility theory and the stimulus-or-
ganism-response theory. Hypothesized relation-
ships were tested using data from individuals who 
had previously watched vegan cosmetics recom-
mended by beauty vloggers. The stimuli were the 
vloggers’ expertise, trustworthiness, and physical 
attractiveness. The organism was operationalized 

as the cognitive and affective approach to atti-
tude, and the response was reflected by purchase 
intention. 

The findings revealed that consumers’ purchase 
intention of vegan cosmetics was affected by affec-
tive attitude, cognitive attitude, expertise, trust-
worthiness, and physical attractiveness. This find-
ing is similar to that of Lee and Yun (2015) and 
Suparno (2020). To the best of the researchers’ 
knowledge, no prior research has investigated the 
integrative effects of source credibility of beauty 
vloggers on both consumers’ cognitive and affec-
tive attitudes. This study offers fresh insights into 
the source credibility-attitude-intention hierarchy 
in the context of vegan cosmetics. Both cognitive 
and affective attitudes were positively affected 
by the vlogger’s expertise, trustworthiness, and 
physical attractiveness. This finding extends the 
work of Walten and Wiedmann (2022). Cognitive 
attitude was primarily influenced by expertise, 
while affective attitude was mainly influenced by 
trustworthiness. These are novel findings. One 
possible explanation is that consumers value a 
product’sfunctional and physical attributes when 
forming cognitive evaluations, so they place cru-
cial importance on whether the vlogger has ex-
pert knowledge of vegan cosmetics. Conversely, 
consumers also seek information about product’s 
weaknesses. Therefore, honest reviews that include 
positive and negative aspects are likely to impress 
consumers, leading to positive emotions towards 
the vlogger. The current study validates an extend-
ed SOR framework by incorporating source cred-
ibility elements as stimuli and supports its appli-
cation in influencer marketing research (Song et 
al., 2023). 

Furthermore, this study supported the complemen-
tary mediating effect of cognitive and affective at-
titudes on the impact of vlogger’s expertise, trust-
worthiness, and physical attractiveness on consum-
ers’ intention to purchase vegan cosmetics. These 
insights build upon a prior study by Walten and 
Wiedmann (2022), which established that credible 

Table 8. R-square and Q-square values

Endogenous constructs R2 Adjusted R2 Level of predictive accuracy Q2 Predictive relevance
Cognitive attitude 0.531 0.528 Moderate 0.427 Medium
Affective attitude 0.351 0.346 Moderate 0.254 Medium
Purchase intention 0.762 0.758 High 0.581 Large
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information sources contribute to positive cogni-
tive and affective attitudes and purchase intention 
toward innovative products but did not explore the 
causal relationships between these factors. 

Finally, this study emphasizes that the source cred-
ibility of beauty vloggers affects consumers’ pur-
chase intention directly and indirectly via cogni-

tive and affective attitudes. It therefore highlights 
the importance of understanding the underlying 
mechanism through which the source credibility 
of beauty vloggers influences consumer responses. 
The mediated model validated in the current study 
can serve as a theoretical framework for future re-
search in the areas of vegan cosmetics and influ-
encer marketing. 

CONCLUSION

The findings of this study offer theoretical advancements. First, it fills the gap in understanding the im-
pact of source credibility of beauty vloggers (i.e., source expertise, trustworthiness, and physical attrac-
tiveness) on consumers’ purchase intention towards vegan cosmetics. Second, it validates the existence 
of two sub-dimensions of attitude toward purchasing vegan cosmetics. Finally, it highlights the crucial 
role of cognitive and affective attitudes as mediators between source credibility and the purchase inten-
tion of vegan cosmetics. 

This study has several implications for beauty vloggers and vegan cosmetic brands. First, it identified 
that three dimensions of source credibility influence consumers’ attitudes toward purchasing vegan 
cosmetics. To be more persuasive, beauty vloggers should showcase strong makeup and skincare 
skills, explain product descriptions and ingredients in simple terms, and maintain objectivity, espe-
cially for sponsored content. They should also care about their appearance to avoid bias in products’ 
features and effects. 

The findings highlight the significance of vlogs as a marketing communication tool that vegan cosmetic 
brands can utilize. Companies looking to integrate platforms like YouTube into their promotional strat-
egies should engage with trusted, knowledgeable, and appealing vloggers. Those with a large following 
who can sample and review products are particularly beneficial, as regular product reviewers on social 
media are often seen as opinion leaders. Reviews should encompass both positive and negative aspects 
to enhance credibility. 

Several limitations in this study should be addressed in the future. First, this study collected cross-
sectional data, which might reduce the internal validity of the hypothesis testing. Future researchers 
should gather longitudinal data to better assess causal relationships between variables. Second, the 
study focused solely on Vietnamese consumers, potentially limiting the generalizability of the findings. 
Cross-countries comparisons could enhance the external validity of the proposed model. Third, data 
was collected using a non-probability sampling technique. This method was chosen due to the lack of a 
suitable sampling frame and consumer list. However, the sample’s representativeness and effectiveness 
may be questioned. Future research should address this by using a more probability sampling technique. 
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