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Abstract. This study examines the role of TikTok comments in the collective
construction of credibility and their influence on purchase decisions among Pe-
ruvian Generation Z consumers exposed to influencer advertising. While TikTok
has become a central platform for product discovery and digital persuasion, the
comment section operates as an additional layer of social evaluation where users
validate, question, or reinterpret promotional messages through social proof.
Methodologically, the study is based on 21 semi-structured interviews with Pe-
ruvian TikTok users aged 18 to 25, analyzed through thematic analysis following
Braun and Clarke’s procedure. The findings show that comments function as a
collective credibility filter. Participants do not rely only on the influencer’s mes-
sage or on the volume of reactions; instead, they prioritize argumentative quality,
repeated experiences, visual evidence, and negative comments when assessing
product reliability. The study identifies three decision trajectories shaped by com-
ments: informed purchase, substitution, and rejection. It also shows that humor,
emojis, and comment reactions operate as attention and consensus cues, but be-
come persuasive only when combined with useful information. The paper con-
tributes to research on platform-based advertising, electronic word-of-mouth, and
social proof by showing how TikTok comments can reinforce, modify, or reverse
purchase intention among young consumers.

Keywords: TikTok, Influencer advertising, Comments, Social proof, Credibil-
ity, Purchase decision, Generation Z.

1 Introduction

TikTok has become a central platform for product discovery, digital entertainment, and
influencer advertising among young consumers. Its short-video format, algorithmic rec-
ommendation system, and participatory culture allow brands and creators to present
products through persuasive narratives that are quickly evaluated by audiences [1, 2,
3]. In this environment, advertising is not interpreted only through the influencer’s
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message, but also through visible social reactions such as likes, replies, emojis, and
especially comments.

Comments play a relevant role because they create a public space where users vali-
date, question, or reinterpret promotional content. Unlike traditional advertising, Tik-
Tok advertising is immediately exposed to collective evaluation. Users may confirm
product quality, report negative experiences, compare alternatives, ask for evidence, or
use humor and irony to challenge the influencer’s message. As a result, the comment
section becomes a second persuasive layer that can reinforce or weaken purchase in-
tention [4, 5, 6].

Previous studies have examined influencer credibility, electronic word-of-mouth,
social interaction, and purchase intention in digital environments [7, 8, 9]. However,
less attention has been paid to comments as a specific unit of analysis in TikTok adver-
tising. This gap is relevant because comments may operate not only as audience feed-
back, but also as collective credibility signals that shape how young consumers interpret
brands, influencers, and product claims.

This study addresses that gap by examining how TikTok comments influence pur-
chase decisions among Peruvian Generation Z consumers aged 18 to 25. Based on 21
semi-structured interviews, the research explores how young users read, interpret, and
use comments when evaluating influencer advertising. The study contributes to re-
search on platform-based advertising by proposing that TikTok comments function as
a collective credibility filter capable of redirecting consumer action toward informed
purchase, substitution, or rejection.

The study was guided by the following research question: How do TikTok comments
influence purchase decisions among Peruvian Generation Z consumers exposed to in-
fluencer advertising? The specific objectives were: (1) to identify the credibility criteria
young consumers use when reading TikTok comments; (2) to analyze how positive,
negative, humorous, and visually supported comments reinforce or weaken perceived
credibility; and (3) to explain how comments redirect purchase intention toward in-
formed purchase, substitution, or rejection.

2 Theoretical Background

TikTok advertising operates within a participatory communication environment where
users do not simply receive promotional messages, but also evaluate, reinterpret, and
circulate them through visible interactions. In this context, comments function as a plat-
form-specific form of electronic word-of-mouth, allowing users to share experiences,
warnings, comparisons, recommendations, and doubts about products promoted by in-
fluencers [4, 5, 20]. This collective participation is especially relevant for Generation
Z consumers, who often use social media interactions as signals of trust, belonging, and
social validation [6, 10]. Unlike conventional eWOM in review sites, forums, or text-
based evaluation spaces, TikTok eWOM is embedded directly below short-form videos
and is shaped by immediacy, public visibility, replies, emojis, humor, and algorithmic
circulation. Therefore, comments operate less as static reviews and more as participa-
tory, multimodal, and conversational credibility assessments.
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The persuasive role of comments can be explained through social proof, which sug-
gests that individuals use the behavior and opinions of others as evidence when evalu-
ating uncertain situations [18]. When users observe repeated opinions, high interaction
levels, or detailed experiences from other consumers, they may interpret these signals
as evidence of product reliability or risk. However, social proof in TikTok is not only
quantitative. While likes and comment volume may indicate visibility, young consum-
ers also evaluate the quality of comments, including argumentative detail, perceived
spontaneity, visual evidence, and consistency across experiences [8, 11]. Thus, a small
number of detailed comments may be more persuasive than a large number of generic
or emotional reactions.

Credibility is also central to this process. Source credibility theory links persuasive
influence to perceived expertise, trustworthiness, and the audience’s evaluation of the
communicator [19]. Influencer advertising depends on perceived trustworthiness, mes-
sage value, and the relationship between the creator and the audience [7]. However,
audience comments may moderate this credibility by confirming, questioning, or con-
tradicting the influencer’s message [4]. In TikTok, this means that the credibility of
advertising is not produced only by the influencer, but negotiated collectively in the
comment section.

Negative comments deserve particular attention because they may operate as risk
signals. Previous research on social media marketing and purchase intention suggests
that peer influence, perceived risk, and user-generated evaluations can shape consumer
decisions in digital environments [9, 12]. In product categories such as beauty, fashion,
technology, or personal care, comments that describe defects, unmet expectations, or
differences between the advertised product and the actual experience may have a
stronger effect than positive comments because they help users avoid possible loss or
disappointment.

Finally, TikTok comments also include affective and visual forms of participation,
such as emojis, memes, stickers, humor, and reactions. These elements can guide atten-
tion, make certain comments more visible, and create a sense of community. However,
their persuasive value depends on whether they are connected to useful information.
Visual or emotional cues can strengthen credibility when they support the user’s expe-
rience, but they may remain merely entertaining when they do not provide relevant
evidence [13, 14].

Based on this framework, the present study understands TikTok comments as a col-
lective credibility filter. This means that comments do not merely accompany influ-
encer advertising; they actively shape how young consumers evaluate promotional mes-
sages, assess risk, and decide whether to buy, substitute, or reject a product.

3 Methodology

This study adopted a qualitative design based on thematic analysis to understand how
Peruvian Generation Z consumers interpret TikTok comments when evaluating influ-
encer advertising. This approach was appropriate because the objective was to explore



TikTok Comments as a Collective Credibility Filter: Social ... 173

meanings, perceptions, and decision-making processes rather than to quantify the effect
of comments on purchase behavior [15].

The sample consisted of 21 Peruvian TikTok users aged 18 to 25. Participants were
selected through purposive sampling because they had direct experience with the phe-
nomenon under study [16]. The inclusion criteria were: being between 18 and 25 years
old, living in Peru, using TikTok at least four times per week, having been exposed to
sponsored influencer content, and reading comments before considering a purchase.
This selection made it possible to collect information-rich cases related to the role of
comments in purchase decision-making.

Table 1. Sociodemographic and methodological profile of participants.

Variable Profile reported in the study
Participants 21 Peruvian TikTok users
Age 18-25 years old
Residence Peru
Platform use TikTok at least four times per week
Advertising exposure Sponsored influencer content on TikTok

.. . Reading comments before considering a pur-
Decision practice

chase

Interview mode Online interviews via Zoom or Google Meet
Interview duration Approximately 30—40 minutes per session

This table summarizes the main sociodemographic and methodological criteria used to define the
participant profile and ensure direct relevance to the phenomenon under study.

The final number of interviews was determined by thematic saturation. After the last
interviews, the main patterns related to credibility, comment quality, negative com-
ments, humor, visual evidence, and purchase trajectories were repeated across partici-
pants, and no substantially new themes emerged. This criterion supported the adequacy
of the sample for the exploratory and interpretive purpose of the study.

Data were collected through semi-structured interviews conducted online through
platforms such as Zoom or Google Meet. Each interview lasted approximately 30 to 40
minutes. This technique allowed participants to describe their experiences in their own
words while maintaining a thematic structure focused on TikTok advertising, comment
credibility, social validation, emotional reactions, and purchase decisions [17]. The in-
terviews explored how participants read comments, what types of comments they con-
sidered credible, how positive and negative comments influenced them, and whether
comments had led them to buy, replace, or reject a product.

To contextualize the interviews, three TikTok advertising videos from the Peruvian
lifestyle creator @Salandela were used as discussion stimuli. These videos promoted
La Bomba perfume, San Luis flavored sparkling beverages, and Popeyes sauces. The
first video registered 29,968 interactions and an engagement rate of 6.92%; the second
registered 8,251 interactions and an engagement rate of 1.91%; and the third registered
94,770 interactions and an engagement rate of 21.90%. Engagement was calculated as
total interactions divided by followers and multiplied by 100. The stimuli were not
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treated as a separate quantitative sample, but as contextual materials to elicit partici-
pants’ interpretations of real TikTok advertising situations. The use of advertising stim-
uli helped participants recall concrete browsing situations rather than discussing Tik-
Tok comments in abstract terms. After the visualization of the stimuli or, in cases where
participants already knew the content, after evoking their prior experience with them,
participants were asked to describe how they interpreted the comment section, what
types of comments they considered more credible, and whether the comments could
confirm, modify, or reverse their initial purchase interest.

The data were analyzed using thematic analysis. Following Braun and Clarke’s pro-
cedure, the analysis involved familiarization with the transcripts, initial coding, theme
identification, theme review, and final definition of analytical categories [15]. The anal-
ysis was conducted manually through a spreadsheet-based codebook. Initial codes in-
cluded second opinion, comment quality, visual evidence, repetition, negative risk sig-
nal, humor, emoji reactions, consensus, informed purchase, substitution, and rejection.
These initial codes were first organized into six preliminary thematic families: com-
ments as a second persuasive layer, credibility criteria, reaction and humor cues, nega-
tive comments, purchase trajectories, and emotional identification. During theme re-
view, overlapping codes were merged and the six preliminary families were condensed
into four broader findings for this paper. To strengthen analytical consistency, the code-
book was audited iteratively, excerpts were compared across participants, and the the-
matic map was reviewed internally before the final categories were defined. Member
checking was not conducted; this is acknowledged as a limitation, while coherence was
supported through repeated transcript review, codebook auditing, and comparison be-
tween interview accounts and the three advertising stimuli.

Participation was voluntary and based on informed consent. Interviews were rec-
orded and transcribed with participants’ authorization. To protect anonymity, interview
excerpts are identified with codes rather than names. The letter “E” refers to the inter-
view number, followed by basic demographic information when relevant.

4 Findings

The analysis of the 21 semi-structured interviews revealed four main themes regarding
how TikTok comments influence purchase decisions among young Peruvian consum-
ers. Overall, participants described comments as a public evaluation space that can val-
idate, modify, or contradict the influencer’s message. Rather than treating comments as
secondary reactions, participants used them as a collective credibility filter before de-
ciding whether to buy, compare, or reject a product.

The three advertising stimuli helped reveal that participants did not evaluate the in-
fluencer’s message in isolation. In each case, they moved from the video to the com-
ment section to verify whether the community confirmed, questioned, or contradicted
the promotional claim. This movement from influencer content to peer evaluation was
central to the way participants described their decision-making process.
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4.1 Comments as a Second Persuasive Layer

The first finding shows that comments operate as a second persuasive layer that users
consult after watching influencer advertising. For most participants, the video creates
initial interest, but the comment section determines whether that interest becomes cred-
ible. Comments were described as a space where users compare the influencer’s claims
with the experiences of ordinary consumers.

Participants repeatedly framed comments as a source of “real experience” and col-
lective verification. One interviewee stated:

“The video is one part; the comments are the real experience” (E6, female, 22 years
old).

Another participant summarized the role of comments as follows:

“If everyone says ‘it is worth it,” I trust it; if they say ‘it does not work,’ I pass” (E12,
female, 21 years old).

This finding suggests that TikTok advertising is not interpreted as a closed message.
Once published, the influencer’s recommendation becomes subject to collective inter-
pretation. Comments may reinforce the message, but they may also reframe it by adding
warnings, alternative experiences, doubts, jokes, or comparisons. In this sense, the cred-
ibility of advertising is negotiated after the video, not only within it.

4.2  Credibility Criteria: Quality, Evidence, and Repetition Over Volume

The second finding shows that participants did not evaluate comments only by quantity.
Although a large number of comments could indicate visibility or virality, it was not
automatically interpreted as product reliability. In purchase-related situations, partici-
pants prioritized detailed comments that included explanations, context of use, visual
evidence, comparisons, or repeated experiences.

One participant expressed this preference clearly:

“I prefer three useful comments over twenty thousand saying ‘I’'m dying’” (E2, fe-
male, 23 years old).

Another participant emphasized the persuasive value of visual evidence:

“One well-explained comment weighs more than a thousand repeated ones” (E17,
female, 24 years old).

Participants considered long, specific, and spontaneous comments more credible
than brief emotional reactions. Comments that mentioned product duration, texture,
size, delivery time, material quality, side effects, or compatibility were seen as more
useful for decision-making. Repetition also mattered: when several users described the
same positive or negative experience, participants interpreted this pattern as a stronger
credibility signal.

Thus, the persuasive value of comments depended less on volume and more on per-
ceived usefulness. Quality, evidence, and recurrence were the criteria through which
young consumers distinguished credible peer evaluation from generic engagement.
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4.3  Negative Comments and Functional Humor as Decision Shortcuts

The third finding shows that negative comments had a stronger influence than posi-
tive ones. Participants perceived negative comments as more spontaneous, less com-
mercially motivated, and more useful for avoiding risk. A single negative comment
could generate doubt, especially when it included specific details or visual evidence.

One participant stated:

“One negative comment with a photo already makes me doubt” (E9, female, 22 years
old).

Another participant summarized the asymmetry between positive and negative opin-
ions:

“One bad comment weighs more than twenty good ones” (E19, male, 23 years old).

Negative comments were especially influential in categories such as skincare,
makeup, clothing, perfumes, technology, and personal care products. In these cases,
participants were attentive to comments describing defects, differences between what
was shown and what was received, poor durability, adverse effects, or delivery prob-
lems. When several users described the same issue, the promotional message was im-
mediately weakened.

The interviews also showed that humor plays a functional role in the comment sec-
tion. Humorous comments, emojis, memes, and reaction threads attracted attention and
encouraged users to remain in the comment section longer. However, humor became
persuasive only when combined with useful information. Participants did not trust a
comment merely because it was funny; they trusted it when humor carried a warning,
comparison, or practical insight.

4.4  From Interest to Action: Informed Purchase, Substitution, and Rejection

The fourth finding identifies three decision trajectories shaped by comments: informed
purchase, substitution, and rejection. These trajectories show that comments do not only
influence perception; they redirect consumer action.

The first trajectory is informed purchase. In this case, participants still bought the
product, but adjusted their expectations based on the comments. They used the com-
ment section to anticipate product limitations, delivery conditions, or differences be-
tween the influencer’s presentation and the actual consumer experience.

“It is as if someone had tried it for me before” (E2, female, 23 years old).

The second trajectory is substitution. Participants maintained interest in the product
category but rejected the specific item promoted by the influencer. After reading com-
ments, they searched for a similar, cheaper, or better-rated alternative.

The third trajectory is rejection. In this case, negative comments led participants to
abandon the purchase completely. This occurred when users found repeated warnings,
evidence of poor quality, or descriptions of problems that contradicted the influencer’s
message.

“I closed the link when I read how the product arrived” (E17, female, 24 years old).

These trajectories show that TikTok comments act as a decision-making infrastruc-
ture. They can transform initial interest into a more cautious purchase, redirect the user
toward another option, or block consumption entirely. Therefore, comments should not
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be understood only as engagement indicators, but as collective evaluative mechanisms
that shape the final consumer decision.

Overall, the findings suggest that TikTok comments influence purchase decisions by
adding a collective layer of credibility, risk assessment, and emotional validation to
influencer advertising. The comment section becomes a space where young consumers
evaluate not only the product, but also the trustworthiness of the influencer and the
reliability of the brand promise.

5 Discussion

The findings show that TikTok comments do not operate as peripheral reactions to
influencer advertising, but as a collective credibility filter that shapes how young con-
sumers interpret, validate, or reject promotional messages. This supports previous re-
search on audience comments as moderators of influencer credibility [4] and extends
studies on social proof in short-form video platforms [8] by showing that comments
influence not only impulse buying, but also more cautious decision trajectories such as
informed purchase, substitution, and rejection.

A central contribution of this study is that TikTok comments are not evaluated only
through quantitative visibility. Participants did not rely exclusively on the number of
comments, likes, or reactions. Instead, they prioritized argumentative quality, visual
evidence, repeated experiences, and perceived spontaneity. This finding nuances the
role of electronic word-of-mouth and social validation in digital environments [5, 6],
suggesting that young consumers distinguish between generic engagement and useful
peer evaluation.

The greater weight of negative comments is another relevant finding. Negative com-
ments were interpreted as risk signals, especially when they included detailed explana-
tions, photos, or repeated complaints. This suggests that the comment section functions
as a protective mechanism against misleading or incomplete advertising. In categories
such as skincare, fashion, technology, and personal care, a single detailed negative com-
ment could weaken the persuasive effect of the influencer’s message and redirect the
consumer toward another option or toward purchase rejection.

The study also shows that humor, emojis, and reactions play an ambivalent role.
They attract attention, increase time spent reading comments, and create a sense of
community, but they do not automatically produce credibility. Their persuasive effect
appears when they are connected to useful information, such as warnings, comparisons,
or practical experience. This confirms that TikTok’s participatory culture is not only
entertainment-oriented, but also evaluative and decision-oriented.

In practical terms, these findings suggest that brands and influencers should not treat
comments merely as engagement indicators. The comment section is a reputational
space where product claims are publicly tested, negotiated, and sometimes contra-
dicted. Managing TikTok advertising therefore requires attention not only to the influ-
encer’s content, but also to the collective interpretations that emerge below the video.
Transparent responses, acknowledgment of recurring concerns, and evidence-based
communication may help sustain credibility in this environment.
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This study has limitations. The sample consisted of 21 young Peruvian TikTok users
selected for their habit of reading comments before considering a purchase, so the find-
ings cannot be generalized to all Generation Z consumers. This may overrepresent more
cautious or evaluative users and does not capture consumers who make impulsive pur-
chases without consulting the comment section. In addition, the study used three adver-
tising stimuli from one Peruvian lifestyle creator, which limits comparison across in-
fluencer size, product category, region, and platform format. Future research could ex-
pand the sample across different Peruvian regions, socioeconomic profiles, and levels
of TikTok use; compare TikTok with Instagram, YouTube Shorts, or e-commerce re-
view spaces; and conduct quantitative or experimental studies to measure the relative
weight of comment quality, negative comments, visual evidence, humor, and engage-
ment volume in purchase decisions.

6 Conclusions

In conclusion, TikTok comments influence purchase decisions by adding a collective
evaluative layer to influencer advertising. For young Peruvian consumers, comments
help determine whether a product is worth buying, whether a better alternative should
be considered, or whether the purchase should be rejected. The main contribution of
this study is the concept of comments as a collective credibility filter: a participatory
mechanism through which users transform individual promotional messages into so-
cially negotiated evidence. This finding suggests that credibility in TikTok advertising
is not fixed by the influencer alone, but continuously tested by the community through
detailed experiences, visual evidence, repetition, humor, and warnings. Consequently,
brands and creators should understand the comment section as part of the persuasive
message itself and as a key space for reputation, transparency, and consumer protection.
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