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Abstract 

This research study investigates the factors influencing buyer behavior towards online ticket booking 
and the sub-elements of each factor. Data was collected through a survey with a structured 
questionnaire. Data analysis was done through percentage analysis, frequency analysis, KMO and 
Bartlett's test, reliability, ANOVA, correlation, and PLS Model, The result provides insights into the 
factors and sub-elements influencing buyer online ticket booking behavior Factors such as user 
interface, the number of options, offers, customer support, and cancellation coverage has an impact on 
the overall client choice of online bus ticket booking, among these factors, the cancellation policy, 
offering, and user interface are the Significant factors influencing consumer online bus booking behavior. 
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INTRODUCTION  

Using the Internet as a reservation method can 
benefit customers by reducing costs and 
providing real-time information to both parties. 
According to Kobanoglu (2001), even though 
Internet consumers are widespread nowadays, 
the rapid boom in Internet usage has made 
consumers use e-commerce websites more for 
purchasing goods and intangibles. The 
considerable use of digital and verbal exchange 
technologies, especially within the tourism 
sector, has enabled corporations to reach 
consumers at once (Zhou, 2004). 

Tourism is one of the fastest growing industries 
worldwide, and the significance is that many 
Internet users spend more time online than 
shopping. On the supporting side of the research, 
researchers additionally indicate that 81% of 
people who browse websites are now definitely 
increasing purchasing intent technologies in this 
area (Buhalis,2004). By using websites, potential 
visitors can easily get access to a number of facts, 

including rates, availability, or past clients' 
ratings of specific products and visibility. The 
transportation system is an important part of 
economic growth and globalization. So 
predetermined measures and operations inform 
the way vehicles are chosen and the way they are 
set up for this reason, along with finance, legality 
and policies. Due to the nature of tourism 
products, potential travelers purchase 
products/invisibles that carry high levels of risk 
and uncertainty (Reisinger,2001; Sirakaya & 
Woodside, 2005). 

     

LITERATURE REVIEW  

 Tourism Industry has become highly 
competitive and technology is enabling the Bus 
Transport Operators offering the facility of online 
ticket booking. The present trend is online 
reservation of tickets. A person can enter the net 
reservation gadget by clicking the button 
embedded in the directory placed on the website 
of the selected carrier company to get the results 
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for the chosen carrier distributor. Instead, a 
person can search for a carrier provider through 
a web reservation tool by entering criteria that 
include carrier category, price, score, region, or 
time and day of carrier availability. Users and 
providers' carriers hold electronic confirmations 
and reminders for booked appointments. Carrier 
vendors can integrate all their appointments with 
a calendar managed with the help of a web 
reservation engine. Machine collects client facts 
mechanically and can provide accounting 
contributions Loeffen, K. M. (2008). Theorists 
argue that leisure and travel-related activities 
have increasingly ended up being commoditized, 
reflecting the broader evolution of consumption 
in the postmodern tradition. This paper argues 
that these developments have complicated the 
travel enterprise and characterized it through a 
polyglotization of different production strategies, 
each placing a premium on flexible types of 
procurement. Specializing in the positive core 
areas of tourism, the paper examines how, in part 
due to new statistical technology, each aspect of 
tourism's polyglot is reduced to flexible-based 
production strategies with the outsourcing of 
complementary services. Improvement of 
interfirm strategic alliances and sophisticated 
product differentiation through logo 
segmentation. The paper ends with a name of in-
depth empirical investigations to help expand the 
superior knowledge of the ways in which bendy 
production strategies affect the various 
components that comprise the travel industry. 
Ioannides, D., & Debage, K. (1997). 

    Information technologies (ITs) succeed in all 
capacities of strategic and operational control. 
Since documents are the lifeblood of tourism, it 
presents every opportunity and challenge to the 
industry. Skilled within its trends in tourism 
despite uncertainty, "simple stability is changed". 
An increasing number of organizations and 
destinations, may be forced to compete Until the 
modern day tourism industry improves its 
competitiveness, by increasingly utilizing ITs and 
modern management techniques, there is a risk 
of outside players entering the market, 
threatening the incumbent's position. Only 
creative and innovative suppliers can live to tell 
the tale of opposition into the new millennium. 
This paper provides a framework for the use of 
era in tourism by adopting a strategic 
perspective. A re-engineering of the seamless 

business process is proposed, so as to ensure that 
the vast variety of conditions that include 
foresight, rational corporation, dedication and 
schooling are present in the area, in a way that 
allows locations and principals to take advantage 
of the unheard-of opportunities that are 
increasing through ITs. Buhalis, D. (1998). 

    Four key indications of reliability-enhancing 
strategies of bus transport operators are 
analyzed: vehicle-management strategies, 
discounting of different types of stops made by 
using each bus, signal preemption and provision 
of special right-of-way. The most important 
findings are that (a) strategies to improve carrier 
reliability, including standard service 
exceptionality, normal wait times, and better 
enhancements to in-car time, and (b) using a 
first-rate approach can have sufficient impact. 
The selected scenario depends on several factors, 
however, the carrier frequency is the most 
important. For low-frequency services (less than 
10 buses per hour), schedule-based protection 
strategies or area scheduling may work best. For 
mid-frequency services (10-30 buses hourly) 
sector scheduling or sign, preemption is probably 
most convenient, although headway-based 
protection works well if a perfect control factor 
can be found. In over-frequency conditions (more 
than 30 buses per hour), a unique lane pre-mixed 
with a sign needs to be considered. Turnquist, M. 
A. (1974). The formation of tourism in Korea with 
special reference to outbound travel to Australia. 
The relationship between wholesale and retail 
functions is examined. It found that, regardless of 
the existence of strict licensing strategies that 
created the three segments of the tour trade, the 
distinction between wholesale and retail features 
remained blurred. Most of the business is 
handled by operator DH Preferred Travel 
Retailer unmarried category. Compared to the 
apparent oligopolies in other business sectors in 
Korea, however, is fair 

 

OBJECTIVES OF THE STUDY  

 To investigate the factors influencing buyer 
behavior towards online bus ticket booking 

 To identify the sub-elements of each factor 
online bus ticket booking. 

RESEARCH METHODOLOGY  
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The Research methodology includes substantial 
data collected from business, industry, and 
market. The researcher collected data from the 
buyers through questionnaires. Descriptive 
research was used to describe the characteristics 
of the samples to meet the objective of this study. 
However, the descriptive research design is a 
systematic technique that involves observing and 
describing the subject's behavior without 
influencing it in any way. 

A satisfactory way to collect data is for me to 
administer questionnaires. The advantage of this 
method is that documents can be collected from 
the respondent within a short period of time. Any 
doubts the respondent may have on any of the 
questions can be clarified immediately. For the 
purpose of the survey, the researcher prepared a 
structured questionnaire and administered the 
survey method in it. It consists of MCQ (Multiple 
Choice Questions) and Range Questions. At the 
same time, the convenience sampling (non-
probability) technique was used according to the 
researcher's convenience. This type of sampling 
technique makes no guarantees that each detail 
contains some specific variation. In non-chance 
models, it is clear that there is no way to calculate 
the margin of error and confidence level. For 
statistical analysis, the researcher applied SPSS 
(Statistical Package for Social Sciences). 
Intelligent PLS software was used to test the 
model shown below. Because the sample length 
used for observation was short, the researchers 
were now unsure whether the respondent 
statistics were normally distributed or not. Let's 
take a look at the reason why intelligent PLS is 
suitable for non-normally distributed statistics, 
for which the sample checking method is 
adopted. Both dimensional version and 
structural models were evaluated 
simultaneously through the widely used 
intelligent PLS Smart PLs to confirm the 
convergent and discriminant validity of the 
measure. Along with the Kaiser-Meyer-Olkin 
measure of model adequacy (KMO) and Bartlett's 
test, ANOVA, correlation, and reliability statistics 
were used for this study. 

 

RESULTS AND DISCUSSION  

 Reliability Test: Cronbach's alpha reliability 
method was carried out to check the reliability of 
all the items within the questionnaire. The value 

of the reliability coefficient is good i.e. 0.939 and 
depicts the high reliability of the questionnaire. 
The reliability test was executed using the 
PASW18 software program and the reliability 
test measures are given below: 

Table 1: Tabulated information Showing the 
Cronbach alpha reliability of the measure 

Reliability Statistics 

Cronbach's Alpha N of Items 

.939 30 

 

Reliability assessment was carried out by 
computing Cronbach's alpha (α) for each 
moderating variable. Cronbach's alpha for the 
thirty items or unbiased variables used to 
measure the PMJBY schema was 0.939, indicating 
that the measures had adequate internal 
consistency. 

 

 Factor Analysis  

Table 2: Showing the KMO and Bartlett’s 
Results 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy. 

.908 

Bartlett's Test of 
Sphericity 

Approx. Chi-
Square 

3024.791 

df 435 

Sig. .000 

 

 Kaiser-Meyer-Olkin(KMO) is a measure of 
sample adequacy, which varies between 0(zero) 
and 1(one). Values close to 1 are good, and a 
value of 0.6 is the suggested minimum. Bartlett's 
test of sphericity is a view for the null hypothesis 
that the correlation matrix holds the identity 
matrix. With this in mind, these tests provide a 
minimum standard for proceeding to factor 
evaluation. 

 Normally, 0 < KMO < 1  

 If KMO > 0.5, the sample is adequate.  

Here, KMO = 0.908 which indicates that the 
sample is adequate and we may proceed with 
the Factor Analysis. 
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 ANOVA (Analysis of Variance) 

Table 3  

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 36.670 5 7.334 41.149 .000b 

Residual 34.577 194 .178   

Total 71.247 199    

a. Dependent Variable: Overall 

b. Predictors: (Constant), Cancellation Policy, User Interface, Offers, No of options, 
Customer Service 

 

 The analysis of variance table (ANOVA) 
shows the null hypothesis, which means that 
there is no effect of neutral variables 
(cancellation coverage, user interface, offers, 
number of alternatives, customer support) on the 
established variable (specific preference). online 
bus booking) against business speculation. 

From the ANOVA table, the p-value is 0.000 which 
is less than the significance value of 0.01, hence 

null hypothesis is rejected and the alternate 
hypothesis is accepted. This shows that there is a 
large influence of independent variables 
(Cancellation policy, customer interface, offers, 
number of options, customer service) on the 
dependent variable (typical option of online bus 
booking). 

 

 Correlation  

Table 4  

Correlations 

 
User 

Interface 
No of 

options 
Offers 

Customer 
Service 

Cancellation 
Policy 

Overall 

User 
Interface 

Pearson 
Correlation 

1 .603** .461** .440** .415** .489** 

Sig. (2-tailed)  .000 .000 .000 .000 .000 

N 200 200 200 200 200 200 

No of options 

Pearson 
Correlation 

.603** 1 .572** .647** .451** .509** 

Sig. (2-tailed) .000  .000 .000 .000 .000 

N 200 200 200 200 200 200 

Offers 

Pearson 
Correlation 

.461** .572** 1 .586** .506** .568** 

Sig. (2-tailed) .000 .000  .000 .000 .000 

N 200 200 200 200 200 200 

Customer 
Service 

Pearson 
Correlation 

.440** .647** .586** 1 .623** .560** 

Sig. (2-tailed) .000 .000 .000  .000 .000 
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N 200 200 200 200 200 200 

Cancellation 
Policy 

Pearson 
Correlation 

.415** .451** .506** .623** 1 .627** 

Sig. (2-tailed) .000 .000 .000 .000  .000 

N 200 200 200 200 200 200 

Overall 

Pearson 
Correlation 

.489** .509** .568** .560** .627** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000  

N 200 200 200 200 200 200 

**. Correlation is significant at the 0.01 level (2-tailed). 

  

Correlation analysis identified 5 key factors 
influencing customer preference for online bus 
ticket booking. They can be categorized under: 
Cancellation Policy, Customer Interface, Offers, 
Number of Options and Customer Service. It is 
evident that each factor has a positive, 

moderate/high relationship towards general 
customer choice of online bus booking.  

 

ANALYSIS OF DATA AND INTERPRETATION  

Frequency Tables  

Table 5: Table showing Age of the Respondents 

Age 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 

Below 20 13 6.5 6.5 6.5 

21-25 167 83.5 83.5 90.0 

26-30 16 8.0 8.0 98.0 

31-35 1 .5 .5 98.5 

35 and Above 3 1.5 1.5 100.0 

Total 200 100.0 100.0  

Graph 1: Graph showing the Age of  the 
Respondents  

 

 

The proportion of respondents under 20 
years of age is 6.5 and the proportion of 
respondents aged 21 to twenty-five is eighty-
three. 5, the age group between 26 to 30 is eight 
percent, 31 to 305 is 0.5 percent and rest 1.5 
percent is 35 years and older. Therefore, it can be 
concluded that most of the respondents are 
between 21 to 25 years of age. 
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Interpretation: From the above table and chart, the  Table 6: Table showing Overall 
Cancellation Policy  

Overall Cancellation Policy 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 

Strongly Agree 106 53.0 53.0 53.0 

Agree 67 33.5 33.5 86.5 

Neutral 25 12.5 12.5 99.0 

Disagree 1 .5 .5 99.5 

Strongly Disagree 1 .5 .5 100.0 

Total 200 100.0 100.0  

 

Graph 1: Graph showing the overall 
cancellation Policy  

  

 

Cancellation or simplified cancellation policies 
improve alternatives to web bus reservation 
gadget, 36.5% agreed, 6.5% had neutral opinion, 
3.5% disagreed and 0.5% strongly disagreed. 
Overall, it can be concluded that convenience of 
cancellation or simplicity of cancellation 
guidelines is an added advantage of internet bus 
booking engine. 

 

Interpretation: 

From the above table and graph, it could be stated 
that 53% of the respondents strongly agreed that 
ease  

 

Table 6: Table showing Overall Dependent Variable  

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 

Interface .489a .239 .236 .52316 

No of options .509a .259 .255 .51639 

Offers .568a .322 .319 .49378 

Customer 
Service 

.560a .314 .310 .49692 

Cancellation 
Policy 

.627a .393 .390 .46724 

All the independent factors including user 
interface, number of options, offers, customer 
support, and cancellation coverage have a vast 
impact on the overall client choice of online bus 
ticket booking, among these the cancellation 

policy, offering, and in-face usage are paramount. 
This is supported by using upper level regression, 
which indicates that the effect of cancellation 
policy is 39%, which affects normal choice by 
using 32%.  
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Final PLS Model 
 

 

 

CONCLUSION AND LEARNINGS FROM THE 
STUDY  

The study provides insights into the factors 
influencing buyer behavior towards online bus 
ticket booking. This study will help small and 
medium-sized corporations. Today online bus 
ticket booking is the norm and it is imperative 
bus operators provide facilities for online ticket 
booking. Bus operators are compelled to meet 
this customer need by developing their own 
websites and payment gateways. Factors such as 
user interface, number of options, offers, 
customer support, and cancellation coverage 
have a vast impact on the overall client choice of 
online bus ticket booking, among these factors, 
the cancellation policy, offering, and in-face usage 
are very important. 
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