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Abstract- The purpose of this paper is to explore consumer preferences for different options available via the Arts Ticketing 
System in terms of purchasing tickets, collecting tickets, and payment. This research involved implementing a survey near the 
arts center; responses to questionnaires were garnered from audience members who used the Arts Ticketing System twice a 
year on average. The questionnaire was divided into three sections reflecting stages in the ticket acquisition process: (1) 
purchasing tickets, (2) collecting tickets, and (3) payment. Analysis of the questionnaires focuses on identifying whether 
preferences are homogeneous or heterogeneous with respect to different options available for purchasing, collecting and 
paying, with a view to optimizing future changes in the provision of these options. . 
 
Index Terms- consumer behavior, Ticketing System 
 
I. INTRODUCTION 
 
With the development of information and network 
technologies, Arts Ticketing System services have 
been, and continue to, transition from the manual 
ticket selling service to network-based ticket selling. 
Moreover, fully integrated e-commerce systems allow 
consumers to benefit from enhanced ease and 
convenience in terms of purchasing and collecting 
tickets. Moreover, tickets can readily be purchased and 
collected from convenience stores. For economic and 
socio-cultural reasons there are currently more than 
10,000 convenience stores (including 7-11, 
FamilyMart, Hi-Life, OK) in Taiwan, which both 
effects and reflects contemporary consumer behaviors. 
Much existing research has focused on exploring the 
wellbeing implications associated with a broad array 
of consumer behaviors of the activities. Further, 
marketing is designed to influence the choice of 
activities, for example internet marketing aimed at 
actual and prospective arts audiences. However, no 
study has yet investigated consumer preferences 
vis-à-vis the Arts Ticketing System in Taiwan. This 
research, in accordance with the extant literature on 
consumer behavior, acknowledges that such behavior 
is influenced by time/convenience, shopping habits, 
consumer risk and customer service. Bearing this in 
mind, we thus seek to investigate the factors that 
impact on consumer preferences for different options 
in the context of the Arts Ticketing System. To this 
end, we design and collect questionnaire responses 
which focus on these different options for purchasing, 
collecting and paying for tickets, with a view towards 
optimizing service improvements in the future. 
 
II. LITERATURE REVIEW 
 
Consumer behavior is mainly concerned with 
consumer decision making processes and motivation; 
this behavior is a function of individual and 

group-influenced psychological factors, as well as 
being influenced by the external, non-human, 
environment.  
The extant literature has explored how consumers 
make decisions in the shopping process and the factors 
that affect decision making in that context. In this 
study we principally aim to investigate consumer 
choice vis-a-via Arts Ticketing System services, 
utilizing the basic theory of consumer behavior. 
 
Shopping Experience 
According to Jarvenpaa and Todd [1], there are four 
factors which affect consumer attitudes: product 
perceptions, shopping experience, customer service, 
and consumer risk. According to Kim and Qu [2], as 
consumers recognize the need for a product / service, 
previous shopping experiences will be a source of rich 
internal information when making a decision. Related 
literature has reported that increasing shopping 
experiences are associated with consumers perceiving 
less risk with respect to certain products and services, 
moreover, the unique characteristic of services make 
consumers to have more determine on the quality of 
the product, thereby increasing the consumer's 
shopping experience. 
Gupta et al. [3] found a relationship between option 
use, risk profile, and option loyalty, so that customers 
making purchases via a particular purchase option are 
usually more loyal to that option compared to those 
who make use of multiple such options. In the study of 
In the study of Lu and Rucker [4], a positive 
correlation between the convenience of use of 
channels and the Internet connection in Chinese 
samples was explored. However, explored that the 
channel option was mainly influenced by perceived 
transaction cost by Reardon and McCorkle [5]. These 
perceived transaction the relation with costs consider 
the time, effort, and pleasure 
Consumer Behavior 
According to Kotler and Armstrong [6], the basic 
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model which explains the consumer decision making 
process consists of three main components: the 
environment, the buying organization (which is related 
to the buying center, the decision making process and 
the influences) and consumer responses. 
Environmental factors are stimulated by the marketing 
environment surrounding the organization, including 
marketing mix or 4P, product, price, place and, 
promotion; it also includes other economic, technical, 
political, cultural, and competitive stimuli Buying 
organizations comprise the entire buying process and 
associated decision making as affected by consumer 
personalities, interests, and preferences, as well as 
their buying motivations, habits, and direction. Slack 
[7] posited that businesses need to understand what 
value customers derive from each option in order to 
determine effective individual option strategies and 
resource allocation. In addition, from the marketing 
perspective, multiple options greatly increases market 
strategy complexity and raises issues with respect to 
multi-option pricing, branding, and consumer 
behavior [8].  
 
III. RESEARCH FRAMEWORK AND 
HYPOTHESES 
 
Bearing in mind the extant literature, this research 
aims to explore consumer behavior in terms of 
time/convenience, shopping habits, consumer risk, 
and customer service in order to understand the factors 
which co-determine consumer preferences in the 
context of the Arts Ticketing System.  
 
 H1: Consumers exhibit heterogeneous preferences 
with respect to different ticket purchasing options.  
 H2: Consumers exhibit heterogeneous preferences 
with respect to different ticket collection options. 
 H3: Consumers exhibit homogeneous preferences 
with respect to different ticket payment options. 
 

 
 
IV. METHODOLOGY 
 
In order to explore the relationship between consumer 

preferences and Arts Ticketing System service options, 
we designed and implemented a survey in the locality 
of the arts center by collecting questionnaire responses 
from audience members who used the Arts Ticketing 
System at least twice a year on average. The 
questionnaire asked about the service options used by 
customers for the purposes of purchasing, collecting, 
and paying for tickets. Furthermore, we aimed to 
elucidate the factors which influence consumers to 
make use of particular options. It is possible to 
purchase tickets at the box office, over the internet, at 
convenience stores, or via fax. Tickets can then be 
collected or obtained through the post, box office, 
convenience store or personal smart devices such as 
mobile phones and tablets. In addition, there are two 
ways for payment to proceed: in terms of cash or credit 
card.  
 
V. RESULT 
 
The final sample consisted of 225 completed. 
questionnaires. The chi-square test was used to 
analyze whether propensities to use different 
purchasing, collecting and payment options differed 
across the consumers in our sample.  
As shown in Tables 1 and 2, consumers exhibit 
significant differences in preferences across the 
different options available for purchasing (p<.000) and 
collecting (p<.001) tickets. However, according to 
Table 3, consumers show no significant differences in 
terms of their preferences across the available 
payment service channels (p<.474).  

 
Some consumers provided recommendations via the 
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questionnaire survey suggesting that although 
collecting tickets could be accomplished via QR codes 
from mobile devices, due to system imperfections this 
can increase the time it takes to enter venues. In 
addition, currently, there are only two payment 
mechanisms available, cash and credit cards. However, 
students in particular may exhibit lower likelihoods of 
having a credit card, meaning that if they desire to 
purchase tickets over the internet, there only option 
might be to make use of their parents’ credit card. 
Therefore, the Arts Ticketing System might consider 
adding third party payment functionality to mitigate 
credit card payment risks. 
 
VI. FURTHER RESEARCH 
 
In this paper is to explore consumer preferences for 
different options available via the Arts Ticketing 
System in terms of purchasing tickets, collecting 
tickets, and payment. Future research may explore the 
relationship between the convenience increasingly for 
the purchasing and collecting tickets and the effect of 
the motivation of people to participate the activities. 
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