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PROSUMERS’ COMMUNICATION BEHAVIOR ON VARIOUS SMART PHONE BRANDS
FOUND IN MAHBOONKRONG DISCUSSION FORUM OF WWW.PANTIP.COM
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Abstract

Consumers’ purchasing behavior has changed over time due to the launch of social media. This allows
consumers to be able to create and publicize the contents about the products by themselves. Therefore
consumers use social media as a source of information on products comparison prior to their decision on
purchasing. This behavior has became new age consumers called “Prosumer”. This qualitative research is aimed
to study communication behavior on decision buying process of smart phones. Researcher employed methods
of textual analysis and in-depth interview so as to interview and analyze the research population, the ten
recommended posts regarding smart phones and to interview five post writers. The investigation found that
narrating and sharing an experience and writing a review of product and service on decision buying process and
negative experiences which constitute hesitation and new assessment for other alternatives prior to decision on
purchasing. For customer review (CR), never got support by the sponsors, the writers attempt to more persuade
readers than sponsor review (SR). In contrast, the sponsor review (SR) will be more reliable when the product is
given technical specifications.

Keywords: communication behavior, prosumer, smart phone brand, decision buying process, online communication

marketing, pantip.com
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