Appendix 1. Measurement scales.

	Construct
	Items
	Source

	Believability
	Berry et al. (2018); Wang et al. (2022)

	BE1
	User reviews on social media are believable.
	

	BE2
	Comments usually appear authentic and logical.
	

	BE3
	Reviews are unbiased and neutral.
	

	BE4
	Information in reviews is persuasive.
	

	Credibility
	Cheung and Thadani (2012)

	CR1
	Reviewers are knowledgeable about the product.
	

	CR2
	I trust the authenticity of the reviewer
	

	CR3
	Verification (e.g., photos) makes the review more credible.
	

	CR4
	Reviewers have actual experience with the product.
	

	Trust
	McKnight et al. (2002); Kim and Park (2013)

	TR1
	I feel comfortable relying on others’ reviews.
	

	TR2
	Reviews help me make informed purchase decisions.
	

	TR3
	I believe reviewers have good intentions.
	

	TR4
	I generally trust online reviews.
	

	Subjective norms
	Andrade (2021); Ajzen (1991); Cheung et al. (2009)

	SN1
	Friends and family encourage me to shop via social media.
	

	SN2
	I feel social pressure to try popular products.
	

	SN3
	I consider my friends’ opinions when shopping online.
	

	Social shopping intentions
	Boateng and Okoe (2015); Guo and Li (2022)

	SSI1
	I intend to buy via social media in the near future.
	

	SSI2
	I am willing to spend on products marketed on social media.
	

	SSI3
	I will recommend products I bought via social media to others.
	

	SSI4
	I enjoy shopping with user reviews and entertainment combined.
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