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ABSTRACT
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The objective of this independent study was to study the demographics of golf
sport virtual community members on their buying decision making when purchasing
golf sports products and/or golf sports services through suggestion and information
from virtual community. The study also includes the communication factors:
information exposure available to the buyers, buyers who were convinced about
information and buyers who were convinced by the source or sender of information.

This study used both quantitative data and qualitative data, employing
research survey as a methodology. The quantitative data was collected by the online
questionnaires from the sampled users who are members of golf sports chat group on
Supachalasai web board (www.pantip.com), This survey utilized 80 random
respondents, through accidental sampling. The qualitative data was collected by the
participant observation from the members of golf sports chat group on Supachalasai
web board (www.pantip.com) for a period of 4 weeks.

When analyzing the results, it was concluded the majority of the respondents
were male, age between 36-45 years old, and were married. The respondents had
graduate education and had a monthly income of over 40,000 baht per month. From
the case hypothesis it can be concluded that, the difference in the respondent’s

education relates to the difference of the frequency on buying decision making in golf
sports products and/or services by the suggestion and information from virtual
community. Secondly, the difference in a respondent’s salary can be related with the
difference in value on buying decision making in golf sport’s products or services by
the suggestion and information from virtual community.

The results of the hypothesis study about communication factors had a
positive affect on buying decision making on golf sports products and/or services by
the suggestion and information from virtual community and could be concluded as
followed.

The factor about web board’s information exposure which affected virtual
community members buying decision making includes: the frequency of web board
use, the average web board log-on period, the searching web board topics, the
information searching period and the web board information usage before buying
decision making.

The factor about web board’s information which convince and influence
virtual community members buying decision making includes: the web board use for
searching information before the next buying decision making, the influence for web
board’s information and suggestion that effect to the buying decision making process.

The factor about web board’s information sources or senders of virtual
community members includes: the importance of repliers whom have the same
opinion, the importance of repliers who were professional golfer, and the conclusive
importance of the communication element: the influence of the experts or person who
had gave suggestion on web board.

All the above mentioned factors had a substantial influence on community
member and on their buying decision making process when purchasing golf sports
products and/or services; through suggestion and information provided by the virtual
community.





