Appendix B. Constructs and measurements
	Constructs
	Items
	Sources

	Self-efficacy
	1.I am confident that I will be able to achieve the goals of verifying information about COVID-19.
	Chen et al. [1]

	
	2.I can overcome challenges of verifying information about COVID-19 if I invest the necessary effort.
	

	Outcome expectancy
	If I verify information about COVID-19：
1.My peers in social network sites will perceive me as competent.
	Zmud &
Robert [2]

	
	2.I will increase my sense of accomplishment.
	

	
	3.I will be seen as higher in status by my peers in social network sites.
	

	Perceived skepticism
	1.In general, Information about COVID-19 in the SNSs do not present a true picture of the risks associated with COVID-19.
	Thakor &
Goneau-Lessard [3]

	
	2.The messages conveyed in Information about COVID-19 in the SNSs do not show life as it really is.
	

	
	3.The consequences shown in most Information about COVID-19 in the SNSs are not realistic.
	

	Perceived ambiguity
	1.I am struggling to make a decision using the information about COVID-19.
	Kardes et al.[4]

	
	2.I feel uncertain about using the information about COVID-19.
	

	Fact-checking
	1.I will seek out other sources to validate information about COVID-19.
	Flanagin &
Metzger [5]

	
	2.I will check to see who the author of the information about COVID-19 is.
	

	
	3.I will verify the qualifications or credentials of author of information about COVID-19.
	

	Sharing checked facts
	1.I intend to share verified information about COVID-19 on SNSs in the future.
	Lin & Wang [6]

	
	2.I plan to share verified information about COVID-19 on SNSs.
	

	
	3.I will try to share verified information about COVID-19 on SNSs in my daily life.
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