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Abstract

Smartphones penetration has been fast growing in Generation Y market
because smartphones offer multifunction abilities. It conforms the wireless device to
Generation Y’s particular way of living, which is doing many activities at once
(Multitasking). The aim of the study is to know about consumption behavior of
Generation Y smartphone users before, during, and after buying smartphones. This
research is exploratory research conducted using focus group interviews for
qualitative research. Three focus groups interviews were done with Generation Y
subgroups as following: (1) Twixter, under the age group of 18-22 years old, (2) Early
nester, under the age group of 23-27 years old, and (3) /n-between, under the age

group of 28-32 years old.

The researcher found that Generation Y consumers are truly addicted to their
smartphones. They consider these wireless devices an extension of their bodies. This
result shows high involvement between Generation Y consumers and their
communication devices. Therefore, Generation Y consumers have a tendency to think
thoroughly before making purchasing decisions. (1) For problem recognition stage,
Generation Y consumers will try to make their actual states as close to their ideal
states as possible through smartphone consumption. (2) For information search stage,
every Generation Y focus group has the exact same pattern, which is using search
engine to search and collect information, conform with non-directed purchase-specific
search method. (3) For evaluation of alternatives stage, every Generation Y focus
group carefully consider financial risks, performance risk, and social risk (4) for
product choice stage, all focus groups use similar evaluation criteria, which are device
effectiveness and value in comparison. (5) For outcomes stage, the researcher found
that every group of Generation Y is satisfied with their smartphones; therefore, they
tend to have positive post-purchase behaviors. Each group, however, uses different

smartphone functions for different purposes, depending on their specific lifestyles.

Keywords: Smartphone, Behavior of Purchase, Generation Y
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