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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. This behavior
has become the behavior of digital age consumers called “Prosumer”. This
qualitative research is aimed to study attributes of communication behavior
on buying decision process of smart phones. Researcher employed
methods of content analysis and in-depth interview as research instruments.
To interview and analyze the research population. Then the ten recommended
posts regarding smart phones and 4 steps of buying decision were
analyzed and five post writers were interviewed. From the results of the
studies, the digital consumers’ posts are to share their personal experiences
and write reviews to give knowledge. Prior to their buying decision, people
who read or respond to the post need the data and knowledge in order to
realize what is best model. The posts is informal and there are illustration,
video, and the links connecting with websites. Stickers are also used with
the presentation of the contents and comments. The popular vote for the
posts or comments is used. The people who post are digital age consumers

who create contents. The people who respond to collect data for their final
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decision and they collect the data of the smart phones’ features. There were
two common characteristics, both participants and commentators who give
comments, give advice of after sales service and give comments on the

reviewed smart phone’s model on the post.

Keywords: Communication Behavior, Digital Consumer, Smart Phone Brand,

Online Communication Marketing, Pantip.com
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