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	PART  1: Comments


	
	Reviewer’s comment
Artificial Intelligence (AI) generated or assisted review comments are strictly prohibited during peer review.

	Author’s Feedback (Please correct the manuscript and highlight that part in the manuscript. It is mandatory that authors should write his/her feedback here)

	Please write a few sentences regarding the importance of this manuscript for the scientific community. A minimum of 3-4 sentences may be required for this part.

	The current manuscript is significant in the scientific community as it contributes to the development of the knowledge on how Instagram nano-influencers influence the purchase intention of Gen Z consumers in the framework of the Technology Acceptance Model. This particular emphasis on nano-influencers as a relatively underresearched and fast-growing category addresses significant gaps in current SMI, TAM, and Gen Z research on digital behaviour. Empirical findings of the study, based in South Africa, enrich cross-cultural outlook and provide strong information about the contribution of PEU, PU, usage styles and demographic issues to purchase behaviour. The results of the study present a strong basis in the future development of theory and evidence-based marketing strategies in the dynamic influencer ecosystem. The manuscript is a valuable addition to the existing body of research on the topic of social media influencer marketing, as it focuses on filling the poorly researched gap of the role of Instagram nano-influencers in the group of Gen Z consumers in an African developing environment. The study has a more detailed explanation of the role of ease of use, usefulness, and credibility of influencers in influencing purchase intentions through the incorporation of the TAM variables with behavioural and demographic variables. The results provide evidence-based recommendations on how marketers and scholars can gain a clearer insight into the emerging trends in digital consumption by young audiences. In general, the article contributes to the literature on influencer marketing because it addresses the most significant contextual, generational, and platform-specific research gaps.
	

	Is the title of the article suitable?
(If not please suggest an alternative title)

	1. Investigating the Purchase Intention of Gen Z on Instagram: A TAM-based study of Nano-Influencers, Usage Patterns, and Demographic Factors.
2. Gen Z Purchase Intention on Instagram The effect of Nano-Influencers and TAM Variables.
3. Influencing Gen Z: How Instagram Nano-Influencers Affect Purchase Intentions.
	

	Is the abstract of the article comprehensive? Do you suggest the addition (or deletion) of some points in this section? Please write your suggestions here.

	Abstract is overall, well-organized and scholarly. It includes all the crucial elements:
· Background and rationale
· Target Gen Z and nano-influencers.
· Theoretical framework (TAM)
· Methodology
· Key findings
· Implications and contributions.
Nonetheless, some aspects can be made clearer, more flowy, and more precise. A few sentences are very long, the methodology section might be better presented and some of the information might be too detailed to be included in an abstract.
	

	Is the manuscript scientifically, correct? Please write here. 
	Yes, the paper is sound scientifically, properly organized and in line with the generally accepted academic norms in marketing research, digital media, and TAM-based behavioural research studies. The theoretical basis, methodology, data analysis, interpretation of results are compatible with the peer review research methodologies on the topic. Nevertheless, a few areas need some fine-tuning to be more clear, coherent, and scholarly.
	

	[bookmark: _Hlk214652704]Are the references sufficient and recent? If you have suggestions of additional references, please mention them in the review form.
-
	The reference list is not only detailed but also timely and strong academically as it has been based on the renowned journals like the Journal of Business Research, Sustainability, Young Consumers, and European Journal of Marketing. The paper contains a solid combination of:

· Recent literature (2022-2025) regarding influencer marketing, Gen Z behaviour, Instagram commerce, and TAM.
· Theoretical backgrounds, including the Davis (1989) and Fishbein and Ajzen (1975) which are fundamental to TAM based research.
· He or she has a mix of journal articles, conference papers, theses, and reports, which provide both scholarly and practical information.
· Cross-national study, which increases the breadth of context.
	

	Is the language/English quality of the article suitable for scholarly communications?

	
In general, the English of the article is clear and reflects the desired scholarly meaning, although it is not as ready to present academic communication at high standards yet. A number of sections need to be improved to achieve the quality of peer-reviewed journals. The language is excellent, though still not sufficiently refined to be used in a scholarly journal.
It needs to be edited so that it sounds clearer, more concise, more academic, more flowing and coherent.


	

	[bookmark: _Hlk214653363]Optional/General comments

	
The research provides some rich empirical data regarding the influence of Instagram nano-influencers on South African Gen Z consumers on purchase intention based on Technology Acceptance Model (TAM). The results reinforce the existing literature as they prove that PEU, PU and PI have significant positive correlations in the context of nano-influencers- a field that is yet to be fully explored, particularly in the emerging markets. The research indicates that, despite the positive attitudes of the Gen Z respondents towards the usefulness and convenience of nano-influencers, their intended levels of purchase are moderate, which demonstrates that there is a significant discrepancy between attitudes and actual purchase behaviour.

The study also adds value as it unveils substantial disparities considering the variables of Instagram use and demographic profiles, especially product BI, digital spending behaviour and level of education. Such outcomes highlight that Gen Z consumers who have higher rates of digital spend, stronger product behavioural intention, and grade 12 consumers are more susceptible to persuasion by nano-influencers. This presents market segmentation and tailoring strategies with more refinements to marketers.

Although the study has an excellent methodological rigour due to the validation, reliability, regression analysis, and GLM analysis, further studies could be enhanced by enlarging the sample size, covering more regions or countries, and placing the nano-influencers into the context of other SMI tiers. Bringing in qualitative data would also enrich the knowledge of the psychological or emotional motivation of the Gen Z to use nano-influencers.

All in all, the research contributes meaningfully to the theoretical and practical knowledge on nano-influencer marketing in the context of TAM and promotes practical implications on brands seeking to tap into the Gen Z market via Instagram. The general research findings of the present study are valuable contributions to the expanding research literature on social media marketing, as it has proven that Instagram nano-influencers have an impactful influence on how Gen Z consumers perceive ease of use, usefulness, and purchase intention in a developing African setting. Even though previous researches have been carried out to identify the position of SMIs within influencing PEU, PU, BI, and PI in different countries and platforms, the current investigation, in turn, focuses on the issue of nano-influencers - a relatively new but rapidly growing group of influencers, thereby filling an important gap in current studies.

The findings of the study support the use of TAM as a strong theoretical framework to explain the digital purchasing behaviour of young consumers particularly in highly interactive digital applications like Instagram. The relationships identified among PEU, PU, and PI are positive, which substantiates the notion that in addition to simplifying and making content engagement easy, nano-influencers enable increasing perceived usefulness, thus raising the purchase intention. Also, the presence of strong correlations between the use variables of Instagram use, pattern of digital spending, behavioural models and demographic factors highlights the value of audience segmentation and accurate choice of influencers to the marketers.

Although the study had strengths, such as a methodological rigour, topicality, and the problems of a particular cohort in a single country, some of its limitations, such as non-probability sampling, the use of self-reported quantitative data, and focusing on a single cohort, could be expanded in future studies. Generalisation to other platforms, regions, levels of influencers, and research methodology would improve the generalisability and add more knowledge.

Overall, the research provides useful empirical and practical implications to marketers who want to use nano-influencers as the strategic means of reaching out to the Gen Z audience. It makes nano-influencers authoritative, recognizable, and efficient communication tools, which are able to influence digital attitudes and acquisition behaviour, as well as precondition further scholarship in this fast-changing area.



The paper provides an excellent structure, is based on the literature well, and possesses a high level of academic rigor, particularly regarding the combination of the TAM and the reason why it is essential to focus on nano-influencers and the South African Gen Z environment. Empirical methodology is well explained and the findings are logically correlated with the hypotheses.
Nonetheless, a number of aspects should be enhanced to be at the Accept As It Is level. These are not major structural matters, but rather enhancements, which would make it more coherent, smooth and scholarly accurate.
Critical Motives of slight Revision.
· Excessively Thick Literature Review.
· The introduction is thorough but it includes too many citation and long sentences, which can be tiresome to the readers.
· Certain passages contain the same arguments (e.g. the existence of various studies providing positive PI as a result of SMIs).
· It is better to organize studies in belts rather than chronologically.
· Clarity and Flow
· Some of the paragraphs are very long (e.g., the beginning of Section 1 and 2.2).
· It would be better to divide them into smaller parts and make them easier to read and academic.
· Small Conceptual Clarifications Should Be Made.
· You state that PI values lie in the range of between 2.50-2.80 (negative attitudes), however, you state that some groups demonstrate more desirable PI.
· Such a contrast would be applicable to the issue of interpretational ambiguity. A concise explanation would have been beneficial.
· Section on Methodology Could be made shorter.
· It has a good explanation of post-positivism that is long compared to other parts of the section.
· There are some more complicated procedural details that can be simplified to enhance flow.
· Findings Interpretation Requires Minor Improvement.
The results of the regression and the GLM are evident, but a brief remark with regard to the strength and the practical value of the effects would be more scholarly.

	




	[bookmark: _Hlk156057883][bookmark: _Hlk156057704]PART  2: 


	
	Reviewer’s comment
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	Are there ethical issues in this manuscript? 

	(If yes, Kindly please write down the ethical issues here in details)
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