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ABSTRACT

This study’s objective to study the behavior of people with their post
comment on social online communities. The research methodology is based on a
qualitative approach. The data were collected by 9 cases study with their comment
and data were analyzed with content analysis.

Comment on online social have an influence in daily life. The opinions
responses to contents or topic mostly are criticism. Abundant of negative comments,
opinions or fallacy are spread all over through the social media. Since the social
media is the fastest channel to propagate information, therefore user should cogitate
throughly before express their opinions and share their experiences to this medium.
On the other hand, business firms should aware and be ready to face fallacy effect
on social media. Company reputation can be destroy by social networks in overnight,
thus, they must learn how to handle with this crisis. Not only understand the
characteristic and role of social networks, the company should have someone to
mange and deal with the criticism response before it spread out through social.

These fallacy opinions destroy the company image, therefore, the online

manager shall know each type of fallacy and cope its with the best appropriate
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methods. Each solutions give different results, thus a company must use social
media wisely to get the most effective way to express their appearances.

Fallacy that showed on this research, there are 7 types of fallacy
1) Irrelevant Conclusion 2) Jumping to Conclusion 3) Hasty Generalization 4) False
Cause 5) Composition 6) Fallacy of accent 7. Colored Word %38 Emotive Language

According to the collective from 9 case studies, providing that company
which has well response can debunk those negative comments within 7 to 10 days.
Dedicating that those firm whose has properly monitor the social network and gain

the effectiveness result by applying right strategy on the right time.

Keywords: Fallacy, Negative e-WOM, Brand-Communities Management, Online

Reputation Management, Attitude, Crisis Management, Crisis Preventive



