Appendix A- Questionnaire Items (Consumer Trust (CT), Opinion Leadership (OL), Consumer Feedback (CF)) Source: Table by author
	Please indicate how much you agree with the following statements about the vendor endorsed by the influencer (Cannon, 1997; Hunt, 1994).
	Agree                  Disagree

	CT1
	I know the vendor is honest 
	1     2     3     4     5    6    7

	CT2
	I know the vendor cares about its consumers
	1     2     3     4     5    6    7

	CT3
	I know the vendor is not opportunistic
	1     2     3     4     5    6    7

	CT4
	I know the vendor keeps its promises to its consumers
	1     2     3     4     5    6    7

	CT5
	I know the vendor is trustworthy
	1     2     3     4     5    6    7

	[bookmark: _Hlk198028570]Please indicate how much you agree with the following statements about the characteristics of the influencer in trusting his endorsed vendor (Ohanian, 1990; Rogers, 2003; Gilly, 1998; Flynn, 1996; Weimann, 1994; Sussman, 2003; Conger, 1994; Djafarova, 2017).

	OL1
	The influencer’s reputation impacts my trust in their recommended vendor
	1     2     3     4     5    6    7

	OL2
	The influencer’s innovativeness impacts my trust in their recommended vendor
	1     2     3     4     5    6    7

	OL3
	The influencer’s expertise impacts my trust in their recommended vendor
	1     2     3     4     5    6    7

	OL4
	The influencer’s communication skills impact my trust in their recommended vendor
	1     2     3     4     5    6    7

	OL5
	 The influencer’s frequency of communication impacts my trust in their recommended vendor
	1     2     3     4     5    6    7

	OL6
	The influencer’s quality of the information provided by the influencer in terms of accuracy, completeness, and timeliness impacts my trust in their recommended vendor
	1     2     3     4     5    6    7

	OL7
	The influencer’s Charisma impacts my trust in their recommended vendor
	1     2     3     4     5    6    7

	OL8
	When an influencers campaign recommends a vendor, it impacts my trust in that vendor
	1     2     3     4     5    6    7

	OL9
	When an influencer is sponsored to advertise a vendor, it impacts my trust in that vendor
	1     2     3     4     5    6    7

	Please indicate how much you agree with the following statements about the role of consumer feedback in trusting his endorsed vendor (Hennig-Thurau, 2004; Park, 2009).

	CF1
	Other consumers’ referrals impact my trust in their recommended vendor
	1     2     3     4     5    6    7

	CF2
	Other consumers' good ratings of a vendor impact my trust in their recommended vendor
	1     2     3     4     5    6    7

	CF3
	Other consumers’ positive comments impact my trust in their recommended vendor
	1     2     3     4     5    6    7
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