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Abstract

The purposes of the research, The Influence of the Online Integrated Marketing Communica-
tion on Gay Consumer Path in their Selection of Fitness Center, are to investigate gay consumers’
online media exposure, and to examine the relationship between the online integrated marketing
communication and gay consumer path in their selection of fithess center. This is a quantitative
research of which the data was analyzed by inference statistic approach, applying Pearson’s
Product Moment Correlation Coefficient for hypothesis testing and using questionnaire as a tool
for data collection from 400 gay consumers.

The results revealed that the level of education of the gay consumers, aged 26-35 years, was
at master degree with the average income above 30,001 baht while private company employee
was most of their career. According to their online media exposure of information relating to fit-
ness center, the most exposed online media was Facebook as there was no limitation of time for
those information access - 24 hour availability. Besides, the gay consumers were interested in
information relating to facilities and the readiness of equipment in fitness centers.

Regarding to the hypothesis testing, it showed that there was a positive correlation between
Paid Media and the selection of fitness center in every step of gay consumer path: very high
positive correlation in awareness, high positive correlation in consideration, moderate positive
correlation in action, and high positive correlation in advocacy, respectively.

Apart of that, there was a positive correlation between Owned Media and the selection of
fitness center in every step of gay consumer path: high positive correlation in awareness, mod-
erate positive correlation in consideration, high positive correlation in action, and high positive
correlation in advocacy, respectively.

Lastly, there was a positive correlation between Earned Media and the selection of fitness
center in every step of gay consumer path: high positive correlation in awareness, high positive
correlation in consideration, moderate positive correlation in action, and high positive correlation
in advocacy, respectively.

Keywords : Owned Media, Earned Media
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