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Introduction
Business travels often referred to the

travelling of people for commitments that are
associated with their business or work has in
the last decades been considered as one of the
major contributors of the socio-economic
development of many cities and countries all
over the world (Dwyer,et al., 2000;
Swarbrooke & Horner, 2001; Oh, 2005;
Pablo-Romero & Molina, 2013). As noted by
Doyle and Nathan (2001), previous decades
have experienced considerable upsurge in
business travel by tourists all over the world
and this is prevalent among professional,
entrepreneurs and managers of organizations.
According to Aguiléra (2008) and
Beaverstock et al. (2009), the unprecedented
globalization and expansion of markets
geographically, increase in the number of
different companies, innovative
administrative  trends which  include
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outsourcing and advance networking and
improvement in infrastructures to enhance
mobility are pertinent factors that have
influenced this development. These factors
have led to a rising demand for
communication and dealings between
individuals who work in different locations
in a particular organization, and those who
serve in different enterprises.

The World Travel and Tourism Council
(2016) statistics have shown that business
travel is a vital industry globally that cannot
overlooked as its recorded a significant
23.4% of direct Travel and Tourism GDP in
2015 (USD 1, 106.9 billion) second to leisure
travels, and its projected to grow by 3.9% in
2016 to USD 1,149.9 billion, and rise by
3.7% per annum to USD 1,658.8bn in 2026.
The travel and tourism competitiveness index
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Literature Review
Travellers
Behaviour

In the literature, research on tra
transport selection behaviour

focus on travellers transport mode chojce
(Clauss & Déppe, 2016: Hergesell &
Dickinger, 2013: Yang et al, 2015) and
travel agency selection (Heung & Zhu, 2005:
ENg, Cassidy & Brown, 2006) to the neglect
of study on business travellers and tourists
road transport firm selection behaviour
worldwide and developing countries in
particular. A few studies on travellers’
transport firm selection is on airlines which
were  mostly conducted in developed
countries and developing Asian countries.
Traveller’s decision-making process is
influenced by some factors and as noted by
Park et al. (2004), the main variables usually
considered when modelling it are service
perception and expectation, service value,
and traveller’s satisfaction. Customarily
these service constructs have been used to
predict consumer choice in the full-service
airline environment (Fourie & Lubbe, 2016).

Public Transport Selection

vellers public
have largely

Study on holiday travel choices has shown
that transport mode choice is one of the
numbers of travel decisions which are
somehow interrelated (Jeng & Fesenmaier,
2002). The price element of mode choice is
classified into mode specific costs which
covers rebate for public transportation,
parking and toll charges for car use (Hensher
et al., 2005). Hensher et al. (2005) and
Louviere et al. (2000) opined that the time
dimension is usually punctuality of service,
frequency of service and departure times
while convenience dimension are ease of
access and comfort using a specific transport
mode (Hatzinger & Mazanec, 2007).

In terms of travellers” selection of travel
agencles, very few studies have investigated
phenamenﬂn. Pmmlmnt among these
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exploration of the factors affecting Shanghat
residents’ selection of a travel agency for
domestic tours indicates that tour securty
and safety” was the main attribute in the
selection of a travel agency. This was
followed by “Credibility of the travel
agency” and “Agency reputation” (Heung &
Zhu, 2005). The emergence of [nternet-based
distribution channels has created both
opportunities for and challenges to the travel
agencies. Ku and Fan (2009) found that
privacy, safety, and product quality were the
three most important factors influencing
customer purchases of room products on the
Internet through travel agencies.

Market Segmentation in Travel and

Tourism Research
Segmentation entails dealing with 2

dissimilar market as component of smaller,
more similar markets (Kotler, Bowen, &
Makens, 2010). According to Mok and
Iverson (2000), segmentation is based on the
notion that a market is comprise of many sub
groups of individuals and each of these
subgroups has specifics as well as different
desires and motivation for examining service
quality provided by a given provider, since 1ts
pertinent to bring into line rendered service
quality and its expectations. As noted by
Dolnicar (2008) and Kotler et al. (2010),
different tourists needs and physiognomies
which often guide stakeholders in the
tourism, hospitality and other service
industries to understand travellers desire
more exactly can be used in distinguishing
these smaller markets. Kotler et al. (2010)
further opined that for the creation of smaller
subgroups to be useful administratively, each
of them needs to be reachable, quantifiable,
actionable, and considerable.

Park and Yoon (2009), Prayag and Hosany
(2014) and Prayag et al. (2015) all
acknowledge that in destination marketing
literature, traveller’s segmentation based on
many latent constructs, has gained
considerable academic attention. In the
service industry literature, particularly in
tourism and hospitality domain, benefit
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{on appmauh appears to have

h utilization in addition to the
used demographic  based

ivel -
extensively (Sangullu & Huang,

segmentatiﬂn approach

s the first
Haley (1968) was | |
2005). y hitiate the use of benefi

' d
z:gaﬁg;f:ti;; and this was based on F},E
argument that customary desunpt‘we
iables based market  segmentation
b have the ability to accurately

ach do not
L segments but benefit

classify ~market ‘
segmentation do because its more powerful

owing to 1S underlying structure whi(fh
describe the benefits people look for in
pamnjziﬂg any product. T'herefnrf:,
categorizing travellers on the bams: of the
benefits they look out for ffﬂm their travel
experience 15 much more lﬂ(B!y to prﬁt—:dict_
segments that are important 1n -prmndmg
Information on travel behaviour and
destination choice (Frochot & Morrison,

2000).

Moreover, Frochot & Morrison, (2000)
stated that in tourism management, benefit
segmentation has been applied to four

different areas which include events,
facilities and attractions, investigating
traveller decision making processes,
targeting  particular ~ markets, tourists

destination marketing (Prayag ef al., 2015).
Despite that benefit segmentation has been
extensively researched in tourism and
hospitality sector and applied across many
dissimilar destinations, the use of the
methodology for determinants of domestic
business tourists’ public road transportation
firms’ selection decisions is somewhat scarce

in the literature.

Methodology
Sequential exploratory mixed methods

research design with instrument development
was used for this study. Thus, qualitative data
was first collected, then followed by
quantitative data collection. For qualitative
data collection, interviews were conducted
with ten (10) business tourists who are in
M@a town from other part of Nigeria for
business purposes, and have spent at least one
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Figure 2 shows the contribution of the latent constructs

Cluster Comparison

-1

Revisit Uncertain Business Tourists

The cluster represented as cluster 2 in figure
4 is the smaller of the two clusters. Wlﬂ] a
large number of business tourists (1“

persons) belonging to it and occupyi

f the -sampled respondents, it
significant number of business

- unhappy with the
ﬁﬁ selectmn Gf road
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