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Abstract

Hotels are a key sector in the tourism industry. Even though visitor loyalty 
has been much discussed in the hotel sector, variety-seeking behaviour 
(VSB), which may cause switching, has been given limited attention by 
scholars.  Utilizing a sample of Australian leisure travellers who have been 
to the same international destination two or more times within the last 

The scale validation process resulted in a two-factor solution comprising 
of intrinsic and extrinsic factors. The intrinsic factors were: curiosity 
about other hotels, interest in experiencing a range of hotels, wanting 
a new experience, and a lack of interest in visiting the same hotel. The 
extrinsic factors were travelling with different people and travelling for 
different purposes. While these factors are considered unique to hotels, 
this scale provides a tool to hotels to identify true variety seekers from 
switchers, and to implement strategies to match the loyalty expectations 
of the hotels as well as the expectations of variety seekers who switch for 
diversity rather than for other reasons.
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Introduction

Variety-seeking behaviour (VSB) appears to have drawn increasing attention from 

domain (e.g Belver-Delgado et al., 2020; Kim et al., 2018; Lupu et al., 2020). While much 
of the seminal research can be located during the time period 1970s to 1990s, it has 
now become a key area of interest.  Interestingly, the recent pandemic has also fuelled 
researchers’ interest in VSB. For example, Kim (2020) has investigated the impact of the 
perceived threat of Covid-19 on variety seeking, and found that a high perceived threat 
of disease will increase the tendency to choose more and different options in multiple-

as a risk reduction strategy in a pandemic situation. 

Variety-seeking behaviour can be considered a personal preference undertaken to 
exploit the freedom of consumption choices (Van Trijp, 1995). Besides, individual 

intellectual curiosity (Kahn, 1998), and environmental and market conditions such as 
competition and the homogeneous nature of products also provide conducive grounds 
to seek variety (Van Trijp, 1995). Product characteristics such as level of involvement, 
frequency of purchase, and the products’ hedonic nature also contribute to VSB (Van 
Trijp et al., 1996). VSB is common in daily life, and some people seek variety merely in 
order to try something new (Faison, 1977).  While VSB is acknowledged to occur in both 
goods and services contexts (Kahn, 1995), most research to date has been in the goods 
domain (Berné et al., 2001; Desai & Trivedi, 2012). The importance of VSB in the hotel 
sector is apparent as travellers often seek variety by changing hotel categories  (Dioko 
et al.,2013; Godbey & Graefe, 1991). It was also noted that people travel to different 
destinations, and thus select different hotels due to an inclination for VSB (Legohérel 
Daucé, & Hsu, 2012; Woratschek & Horbel, 2006). Bowen and Shoemaker (1998) 

travellers may prefer to visit different hotels even when they visit the same location and 
prefer to visit different locations even when they visit the same country. A recent study 

the importance of further investigating VSB in the hotel context.
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In general, VSB is a matter of the degree of familiarity versus variety (Van Trijp, 1995). 
While some customers prefer familiarity with their service providers, others may 
choose variety in their consumption choices (Pearson, 1970). Generally, VSB occurs in 

tourism is considered a hedonistic need rather than a utilitarian need  (Hirschman & 
Holbrook, 1982). VSB may occur in leisure travel in general (Bowie & Buttle,  2004), 
and tourism may be one of the key sectors that is used to explain VSB  (Legoherel, 
et al., 2012; Ratner, et al.,1999). Despite these contentions, as pointed out by Hoyer 

applicability to be investigated in individual tourism contexts. For example, even though 
travellers may prefer familiarity with some tourism-related products such as airlines 
and travel agents, even when they visit the same country, they may prefer variety in 

attempting to manage visitors’ loyalty in the hotel sector. Since hotels are unique in the 
service sector (Laws, 2004), further research is required into measuring familiarity or 

study was to develop a measurement scale to measure VSB in relation to the hotel sector. 

This endeavour is important due to several reasons. While researchers have discussed 
numerous reasons for customer switching in the hotel sector (Tanford et al., 2012), 
VSB has been paid scant attention.  Despite the availability of many scales to measure 
VSB in the consumer goods domain, extending such scales to the hotel context may 
not be suitable due to the latter’s unique characteristics. For example, Van Trijp and 

food domain. Therefore, it is not generalizable across all products since VSB may change 
with the product category.  Despite these contentions, it appears that many researchers 
have been reapplying the existing scales developed to measure VSB in diverse contexts. 
For example, Jung and Yoon (2011) adopted the scale taken from Kahn et al. (1986) and 
Van Trijp and Steenkamp (1992) to the food domain.

However, the existing scales developed to measure VSB have many limitations. Variety-
seeking behaviour is related to the construct of Optimal Stimulation Level (OSL). OSL 
refers to the stimulation level that a person prefers in general, whereas the actual 
stimulation level refers to the amount of stimulation that a person experiences at a 

than the optimal stimulation (for instance, due to situational factors), variety seeking 
is initiated to restore the correspondence between the actual stimulation level 
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and the OSL. Thus, consumers with high a OSL who are expected to seek variety in 
all their choices, should exhibit a high degree of VSB.  Thus, this paper suggests the 
inclusion of extrinsic factors such as environmental stimulus (Raju, 1980; Steenkamp 
& Baumgartner, 1992) that will broaden the understanding of VSB. This study further 
suggests that although true variety seekers are intrinsically motivated, and seek variety 

that extrinsic and intrinsic factors are not mutually exclusive. 

The above information provides preliminary grounds for developing and validating 
the concept of VSB related to leisure travellers in a broader perspective, exclusively 

that though some customers prefer to be loyal through routinizing their consumption 
patterns (Menon & Kahn, 1995), others may engage in VSB to seek pleasure by switching 
(Ratner et al., 1999). This measurement scale will help identify the level of variety and 
familiarity-seeking behaviour of leisure travellers in the hotel context in terms of both 
intrinsic and extrinsic perspectives. The rest of the paper consists of a comprehensive 
review of the literature, the methodology of scale development, the scale validation 

implications, and directions for future research.

Literature review

Variety-seeking behaviour

as purchasing a product not selected previously (Menon & Kahn, 1995). The other 
explains it as purchasing an option tried in shopping history, but a choice different from 
the regular selection (Givon, 1985; Johnson et al., 1995). Combining the above schools 
of thought, Ha and Jang (2013) explained variety as alternating between both familiar 
choices, and seeking new alternatives. Though the fundamental work on VSB commenced 
in the consumer goods sector, research on variety is now gradually spreading into the 
services domain as well. While research on VSB in the services context remains scant 
(Berné et al., 2001; Desai & Trivedi, 2012), knowledge creation on VSB is grounded 
on research in the consumer goods context. In this broader literature, it is noted that 
to make marketing activities directed at generating loyalty more effective, determining 
variety versus non-variety seekers is important (O’Brien and Jones 1995). Furthermore, 
despite the apparent converse relationship between variety and loyalty (Legohérel et al. 
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2012), VSB can be used to predict loyalty (Shirin & Puth, 2011) and assist in answering 

need variety in our daily lives. He further explained that even though consumers may 

least for the sake of a change. So, even though some customers may be loyal through 
routinisation, such behaviour is claimed to lead to monotony and boredom, which leads 
them to seek diversity in choices of goods and services over time (Kahn, 1995; Kahn et 
al., 1986; Menon & Kahn, 1995). Besides, intellectual curiosity (Kahn, 1998) and the 
desire for unique stimuli (Van Trijp & Steenkamp, 1992) can also cause VSB.  VSB is also 
considered a natural survival instinct to adapt to the changing environment, resulting 
in personal growth and improvement (Kahn, 1998). 

distinct from the other factors affecting switching. Distinguishing switching and VSB, 
Shirin and Puth (2011) stated that VSB is about switching for diversity itself rather 
than for other reasons. In fact, to identify VSB, the underlying mechanisms of customer 

the ignorance of researchers on the underlying mechanisms of brand switching, he 
emphasised that the reasons for brand switching are twofold: 1) dissatisfaction with the 
previous or existing brand which is also referred to as instrumental brand switching and 
2) intrinsic desire for novelty which is also referred to as exploratory brand switching. 
He also points out the possibility of both types of switching occurring at the same time. 

An individual’s VSB is impacted by both intrinsic and extrinsic factors (McAlister & 
Pessemier, 1982; Van Trijp et al., 1996; San-Martín, & Hernández-Maestro, 2020; Kim 
et al., 2018; Lupu et al., 2020). Intrinsic factors include relief from boredom, satiation, 
curiosity, and intellectual curiosity to learn to adapt to the changing environment and to 
grow and improve (Kahn, 1998; Van Trijp, 1995). Extrinsic factors include quality, price, 
store conditions, advertising, and brand (Van Trijp, 1995).   While intrinsic factors are 
considered the primary catalysts for true VSB, extrinsic factors have not been considered 

VSB is caused only by intrinsic factors, it is essential to identify both sets of factors as 
they have different consequences for consumption patterns and marketing activities 
(Van Trijp et al., 1996). Further emphasising this aspect, Van Trijp and Steenkamp 
(1992) point out that when the underlying causes of consumption histories are not 
evident, the phenomenon is referred to as variation in behaviour rather than VSB. 
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Another perspective on VSB is provided by McAlister & Pessemier (1982) who noted 
that while one school of thought takes the stand that VSB cannot be explained and is 
inexplicable, the other school of thought takes the position that it can be explained or is 
explicable. Taking the stand that VSB can be explained, McAlister & Pessemier (1982) 

to as intrinsic VSB, and can be explained under two categories, interpersonal and 

intrapersonal factors consist of desire for the unfamiliar or alternating among the 
familiar. The availability of information is also considered as a cause of direct motivation. 
Derived motivation that is aligned with extrinsic VSB can be explained by multiple 
needs and changes in the choice context. While multiple needs comprise multiple users, 
multiple uses, and multiple contexts, changes in the choice context are comprised of 
changes in the feasible set, changes in taste, and changes in constraints (McAlister & 
Pessemier 1982). 

VSB is noted to be explained by experiential and hedonic motives, rather than by 
utilitarian aspects of consumption (Hirschman & Holbrook, 1982; Van Trijp, 1995; Van 
Trijp et al., 1996; Kim et al., 2018; Lupu et al., 2020).  According to Solomon et al. (2013, 
pp. 141-142), hedonic needs are subjective and experiential. Therefore, consumers 

consumers with utilitarian needs look for objective and tangible products. Furthermore, 
Van Trijp et al. (1996) state that consumers seek more variety when the perceived 
difference between the brands is low. The hotel core offer being a homogeneous 
product (Kandampully & Suhartanto, 2000), and tourism, in general, being experiential 
and hedonic (Hirschman & Holbrook, 1982) provides conducive grounds to investigate 
travellers seeking variety in the hotel context. 

Previous research has noted that VSB can also create opportunities for organisations, 
including enticing customers away from competitors (Van Trijp 1995).  Besides, even 
those who switch due to variety can still transmit positive word of mouth (Woratschek & 
Horbel 2006). With the development and expansion in social media use, word-of-mouth 

experiences (Rosman & Stuhura, 2013). This creates another element to marketing; 
while variety-seeking customers may not convert to repeat customers, depending on 
service quality (Woratschek & Horbel, 2006), they have the potential to spread positive 
word-of-mouth.  Furthermore, organisations can also implement creative marketing 
strategies, including the use of social media, provide variation in product options, and 
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implement short-term promotional activities such as coupons, deals and price discounts 
to re-engage variety seekers (Faison, 1977; Kahn, 1998; Menon & Kahn, 1995; Van Trijp, 
1995; San-Martín, & Hernández-Maestro, 2020; Kim et al., 2018).  

Variety-seeking behaviour (VSB) in tourism related contexts

the recent past. This includes holiday markets (Goukens et al., 2006), destinations 
(Woratschek & Horbel, 2006; Sánchez_García et al., 2012), destination service providers 
such as theme parks (Kemperman et al., 2000), restaurants (Choi et al., 2006; Ha & 
Jang, 2013), and hotels (Udunuwara et al., 2018). While much of the research on VSB 
has been conducted using international or domestic travellers who travel for business, 
leisure, or a combination of both, Hu et al. (2002) studied VSB in the ‘visiting friends 
and relatives’ market. 

loyalty at the destination level. These researchers conceptualised VSB through a single 

even the satisfaction obtained from a high quality offer is not enough to retain variety-

Sánchez-García et al. (2012) also investigated the extent to which the time interval 

on short-term revisit intentions. In contrast, satisfaction or regret about the choices made 
has an impact on long-term destination revisit intentions. According to them, visitors 
with high variety-seeking tendencies have a lower short-term repeat visit intention than 
those with lower variety-seeking tendencies. Jung and Yoon (2011) also studied the 

between customer satisfaction and loyalty. However, they found that participants with 
a high level of satisfaction are more likely to switch. Moreover, VSB was found to have 

Berne et al., (2005) investigated the effect of VSB on customer retention in the context 

impact reducing customer intention to revisit. Ha and Jang (2013) studied how factors 
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such as perceived quality, customer satisfaction, overall boredom, and boredom with the 

that the quality of the atmosphere, overall boredom, and boredom with the atmosphere 

the moderating role of personality characteristics and VSB on the relationship between 
customer satisfaction and switching at the destination context, and reported that 

In addition to the above studies, Kemperman et al. (2000) investigated the seasonality 
and VSB of four different types of theme parks, namely: amusement parks, zoos, cultural 
education for children and cultural education for adults. They found that while some 
visitors were loyal, some sought variety in their theme park selection. They found 
that the choice of theme parks was affected by VSB, where visitors to the cultural and 

segmentation dimension in the international travel context (Legohérel et al., 2015; 
Lupu et al., 2020). In an era where segmentation is predominantly conducted through 
demographic dimensions such as nationality, country of origin and characteristics of the 
holiday, Legohérel et al. (2015) found the effectiveness of VSB as another segmentation 
dimension in the international market. Hu et al. (2002) investigated VSB in the ‘visiting 
friends and relatives’ market, and segmented the ‘visiting friends and relatives’ market 

patterns and trip purposes: single destination/single purpose and multi-destination/

travel distance, length of trip and nights spent in commercial accommodation.

Jung, Han and Oh (2017) studied travellers’ switching behaviour in the airline industry 
using a Push-Pull-Mooring (PPM) Migration Theory. Through an extensive review 

the relationship between the pull category and switching behaviour. Since they studied 
the moderating effect of low VSB on the relationship between push and full factors 
causing switching, VSB was measured through the items ‘cautiousness while trying out 
new brands’, and ‘avoidance of unfamiliar/uncertain brands’

Lehto et al. (2015) investigated the antecedents of both business and leisure travellers’ 
switching intentions. While this study focused on the antecedents of switching such as 
perceived service quality, overall satisfaction with the hotel experience, comparative 
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attractiveness, past switching behaviour, and switching cost and VSB, the study 

more than that of leisure travellers. Even though this study has comprehensively 
investigated switching intentions using the push-pull-mooring (PPM) framework, it 

mainly based on future switching intentions rather than actual behaviour based on 
past hotel selections.  A comprehensive study on VSB was conducted by Udunuwara 
et al. (2018) in the hotel domain which investigated the impact of VSB on customer 
relationship management practices of organisations implemented to generate loyal 

hotel chain or a different brand of the hotel from the last visited, when visiting the same 
destination or a different location at the same destination”, and the current study adopts 

Theoretical background 

Luba (1955) (as cited in Raju 1980).  According to Fisk and Maddi (1961), optimum 

stimulus (Raju, 1980; Steenkamp & Baumgartner, 1992). Based on the OSL theory, a 
person seeks stimulation when the actual stimulation is below the optimum level (Raju 
1980). Optimum stimulations are highly individualistic (McReynolds 1971, as cited in 
Steenkamp & Baumgartner, 1992). Individuals with high optimum stimulations are 
more likely to engage in exploratory behaviour (Raju, 1980; Zuckerman, 1979). The 
rationale for consumer variety seeking is the customer’s attempt to restore the actual 
stimulation level to the optimum level. While the OSL is widely used in the tourism 
context, particularly in studies related to destination choices under the Novelty-seeking 
Theory, this study extends the OSL to hotel selections, a micro-level consumption choice, 
the hotels, and the destination. 
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Methodology

This research aimed to develop a scale of Variety Seeking Behaviour (VSB) of leisure 
travellers, and followed the scale development procedure explained by DeVellis (2012). 
Firstly, a literature survey was carried out to initiate item generation and then, focus 
group discussions were performed to develop items for the new dimensions of VSB 
(i.e. extrinsic motivational factors). Thereafter, a pilot test was conducted to verify the 
unidimensionality of the generated items.   Finally, a fresh sample was used to assess the 
reliability and validity of the scale.  

Item generation

The process of scale development was conducted in several stages, including item 
generation through a qualitative phase, consulting an expert panel to review the items 
generated, and pilot testing (DeVellis, 2012)).  Qualitative data was collected through 

of 22 participants, including 04 male and 18 female respondents. The qualitative data 
analysis began with coding (Miles et al.,  2014), which is the main categorising strategy in 
qualitative research (Maxwell, 2013; Miles et al., 2014). The inductive method of coding 
(in other words, open coding) was adopted (Corbin & Strauss, 2008). The qualitative 
data analysis involved a few steps. First, each focus group interview was transcribed 
verbatim from the audio records. Thereafter, the transcripts were imported to NVivo 
10, and then developed by QRS International, a software tool used for qualitative data 
management and analysis (Bazeley, 2007). Then, the transcripts were read a few times 

10. After preparing a comprehensive code list, the codes were used to develop the items 
for the questionnaire. While some items were developed through this process, others 
were already available in the scholarly literature. A total of 09 new items, which were 
exclusive to the hotel industry, were generated through this process, as depicted in Table 

to the pilot test, where measurement was done using a 5 point Likert scale (Raju, 1980).
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Table 1: Intrinsic and extrinsic  items

Construct Items generated through scale development Item Source
VSB-Intrinsic 
factors

I want a new experience Adopted from: Raju 
(1980)I don’t want to visit the same

I am curious about other hotels
I like to experience a range of new hotels

VSB-Extrinsic 
factors

Themes generated 
through the 
qualitative inquiry

Because of its good recommendations

Because of the previous hotel being full or 
unavailable

I am travelling with different people (e.g. friends, 
family, alone)

I am travelling for different purposes (e.g. 
relaxation and adventure)

I want a better price

I want to experience better quality accommodation

I have experienced only a limited number of hotels

There is a range of other hotels which I intend to 
visit

Pilot test

Having completed the item generation stage, a pilot study was conducted. Invitations 
to participate in the pilot study were sent through emails with a link to the survey URL 
(Evans & Mathur, 2005) which was developed through the Qualtrics software. The list of 
participants was accessed through Google groups of a large, publicly funded University 
in Western Australia, and through known parties. When selecting the sample for the 
pilot test, it was ensured that the respondent selection for the pilot study was consistent 
with the sample frame, and the population under study (Hair et al., 2006). The sample 
was selected based on the selection criterion “ Australian travellers who have been 

for leisure.” Due to this criterion, the sample for the pilot testing stage was selected 
based on the purposive sampling technique. The selection of the sample was based on 
actual behaviour rather than on intention. This criterion was considered a necessary 
condition as it is necessary to observe the hotel selection patterns of leisure travellers 

travellers based on their past hotel selections, the grouping of customers was expected 
to be more accurate, rather than if they had been determined through their intentions. 
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While 147 leisure travellers responded to the survey, only 111 usable responses were 

were analysed in two stages. First, principal component analysis (PCA) was conducted. 
This process was facilitated as the sample consisted of more than 100 respondents 
(Hair et al., 2006). Factor extraction was based on the direct oblimin method. It was 
considered most suitable due to the requirement to understand the component structure 
of the items related to each construct. Two factors which were above the threshold level 

items which reported the threshold values and which were free of cross loading issues, 

suitability in terms of unidimensionality, validity, and reliability. The items that did not 

experts for better face validity.  Consequently, a second literature review was conducted 
with a broader understanding of the context, and certain questions were rephrased as 

through the pilot test is shown in Table 2, with the corresponding question numbers. 

Items contained in the pilot survey  

A different hotel for a new experience (q1) I want a new experience (q1)
A different hotel to avoid being bored visiting 
the same hotel (q2)

I don’t want to be visiting the same hotel (q2)

A different hotel because I am curious about 
the other hotels (q3)

I am curious about other hotels (q3)

A different hotel only if my preferred hotel is 
full (q4)

of the previous hotel being full or unavailable 
(q7)

The same hotel even if I go with different 
people (e.g. friends, family, alone) (q5)

I am travelling with different people (e.g. 
friends, family, alone) (q8)

last hotel (q6)
I like to experience a range of hotels (q4)

A different hotel if it is less expensive (q7) I want a better price (q9)
A different hotel to experience better quality 
accommodation (q8)

I want to experience better quality 
accommodation (q10)

because of its good recommendations (q6)
I am travelling for a different purpose (e.g. 
relaxation, adventure) (q11)
I have experienced only a limited number of 
hotels (q12)
There is a range of other hotels which I intend 
to visit (q13)
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The above process also enhanced the clarity of the questions, and how well the 
respondents understood the questions (Collins, 2003). The psychological properties of 

al., 1997). This process also enabled the researcher to identify the questions causing 
ambiguity and confusion due to the terminology used in the study (Hunt et al., 1982). 
Moreover, since this study entailed the retrieval of information based on past behaviour, 
which was mainly factual (Collins, 2003), this process enabled the researcher to 

Scale validation 

rate of 22.85%. The average time taken to respond to the survey was 12.59 minutes.   
First, the responses which took below approximately 50% of the average time, which 
was below 6 minutes, were detected and deleted. Next, the data cleaning process was 
conducted for missing values and outliers together with the time consumption for the 
completion of the questionnaire.  24 responses were then removed and hence, only 400 
questionnaires were deployed for further analysis. This process ensured the quality of 
the data collected for analysis.

performed to validate the instrument by splitting the total sample into two groups. 
The sample splitting was conducted through a random selection using the Statistical 
Package for the Social Sciences (SPSS). A total of 192 cases was utilised for EFA and 
the remainder of 208 was used for the measurement models of CFA, a process which 
complies with Hair, et al. (2006).  This split sample was essential to validate the new 
measurement scale developed for this study (Hair, et al., 2006). 

were slightly more female respondents (1%) than male respondents. The majority of 
the respondents belonged to the income category: AU$ 41,000-60 999 (20.5%). The 
next highest income groups were those earning: AU$ 121,000+ (18.5%) and AU$ 

to occupation revealed that the majority of respondents were retirees. (32.3%). Apart 
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from the retirees, the second and third largest groups consisted of professionals 
(24.3%) and managers or administrators (17.8%), respectively. As mentioned in the 
Methods section, while the sample was split into two for EFA (192) and CFA (208), the 
characteristic of both samples can be similar and free from sample bias (Table 3).

EFA
Sample

CFA
Sample

Total

Gender Male 100 (52.08%) 98 (47.4%) 198 (49.5%)
Female 92 (47.91%) 110(52.6%) 202 (50.5%)

Household 
income in AU$

21 000–40 999 30 (15.62) 34 (16.3%) 64 (16%)
41 000–60 999 35(18.22) 47 (22.5%) 82 (20.5%)
61 000–80 999 31(16.14%) 40 (19.6%) 71 (17.8%)
81 000–100 999 24 (12.5%) 26 (12.4%) 50 (12.5%)
101 000–120 999 25 (13.02%) 23 (11.0%) 48 (12%)
121 000 + 42 (21.87%) 32 (15.3%) 74 (18.5%)
Missing 5 (2.60%) 6 (2.9%) 11 (2.8%)

Highest 
educational level

High school 44 (22.91%) 60(29.2%) 104 (26%)
65 (33.85%) 47(22.5%) 112 (28%)

Undergraduate degree 39 (20.31%) 48(23.0%) 87 (21.8%)
Postgraduate degree 44 (22.91%) 50(23.9%) 94 (23.5%)
Missing - 2(1.4%) 02 (0.8%)

Occupation Manager or 
administrator

36 (18.75%) 35 (17.2%) 71(17.8%)

Professional 47 (24.47%) 50 (23.9%) 97 (24.3%)
Trades person and 
related workers

17 (8.85%) 10 (4.8%) 27 (6.8%)

Production related 
worker

2 (1.04%) 4 (1.9%) 06 (1.5%)

Labourer and related 
worker

3 (1.56%) 3 (1.4%) 06 (1.5%)

Domestic duties 14 (6.7%) 14 (6.7%) 28 (7%)
Retired 55 (28.64%) 74 (35.5%) 129 (32.3%)

16 (8.33%) 18 (8.6%) 34 (8.5%)

The travel characteristics indicated that most respondents take an international trip less 
than once a year (45.3%) or at least once a year (25.3%). Some (12.8%) respondents 
also indicated that they travel more than three times a year on international leisure 
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travel. The main travel party of the majority (64.3%) of the respondents was their 
partner. When it came to the type of hotels, middle range hotels had been selected by 
the majority of respondents (61%). Among the activities engaged in during the vacation, 
the most popular were scenic/historical/interesting places and enjoying cultural 
activities (68.5%), enjoying a variety of food (67%), shopping (66%) and relaxing at the 
hotel (50.5%). The least popular activity was participating in and/or watching sports 
activities (6.5%). 

Initially, EFA for VSB extracted three factors of which the Eigen values were greater than 
one. To further improve the factor structure, items with no loadings, low loadings and 
cross loadings were deleted. First, the item ‘I will choose a different hotel because I have 
experienced only a limited number of hotels (q12)’ was removed due to not having an 
item loading. Thereafter, the factor structure was further improved by deleting three 

hotel because of its good recommendations’(q6), ‘I will choose a different hotel because 

with my last hotel’ (q5), resulted in a two factor solution. To further improve the factor 
structure, two more items were removed as they didn’t share the same characteristics 
as the other items in the factor. Therefore, ‘I will choose a different hotel because there 
is a range of other hotels (q4)’ and ‘I will choose a different hotel because I want better 

of two factors. They were categorised as intrinsic factors and extrinsic factors. In order 
to improve the reliability of the extrinsic factors, the item ‘I will choose a different hotel 
because the previous hotel was full or unavailable (q7)’ was removed. This improved 

adequacy for the analysis, where KMO = .744 (Field, 2009), and Bartlett’s test of sphericity 

in combination, explained 53.45% of the variance. The Cronbach’s alpha reliability for 
intrinsic factors was greater than 0.7. However, Cronbach’s alpha reliability for extrinsic 
factors was marginal (.697), which is, however, considered acceptable (Hair et al. 2006). 

As presented in Table 4, the EFA produced a two component model for VSB. Based on the 
literature, these components were named intrinsic and extrinsic factors. The intrinsic 

whereas the extrinsic factors were measured by two indicator variables which were 
mainly related to multiple uses, multiple users, and contexts (McAlister & Pessemier, 
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1982). According to Blunch (2013), this is appropriate, as the factor containing the two 
indicator variables was part of a two-factor solution. Moreover, based on theoretical 
grounds, the factors correlated with each other, and it was, therefore, apparent that 
since consumers make rational decisions despite their inclination for variety, these 
travellers may also consider some extrinsic factors such as value for money, safety, and 
evaluations of previous visitors, before they select a different hotel. Thus, although true 
variety seekers are intrinsically motivated and seek variety in their accommodation 

intrinsic and extrinsic factors are not mutually exclusive. 

Table 4: EFA-two factor solution for variety-seeking behaviour

Item 
coding 
for EFA

Item 
coding 
for CFA

Item Factor Loadings

Intrinsic 
factors

Extrinsic
Factors

17_1 VS_1 I will choose a different hotel because I am curious 
about other hotels

.898

17_2 VS_2 I will choose a different hotel because I like to 
experience a range of hotels

.880

17_3 VS_3 I will choose a different hotel because I want a new 
experience

.723

17_4 VS_4 I will choose a different hotel because I don’t want 
to visit the same

.563

17_8 VS_8 I will choose a different hotel because I am 
travelling with different people (e.g. friends, family, 
alone)

.753

17_11 VS_11 I will choose a different hotel because I am 
travelling for a different purpose (e.g. relaxation, 
adventure)

.612

Eigen values 3.027 1.597

% of variance explained 37.876 15.579

Cronbach’s alpha reliability .844 .697
    

During the CFA, solutions were derived by treating intrinsic and extrinsic factors as a 

factors affecting VSB compared to the second order factor model (Table 5). Even though 
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want to visit the same’), and no items were deleted at this stage. This resulted in an 
2) = 7.448, P =.384, x2/ df=1.064, Goodness 

of Fit (GFI)=.998, Comparative Fit Index(CFI)=.999, Tucker Lewis Index (TLI)=.998, 
Root Mean-Square Error of  Approximation (RMSEA)=.018) as shown in Table 5.  The 

Criterion CMIN DF P CMIN/DF GFI CFI TLI RMSEA

First order factor model

23.323 8 .003 2.915 .964 .971 .945 .096

7.448 7 .384 1.064 .988 .999 .998 .018

Second order factor model

115.697 9 .000 12.855 .863 .797 .471 .239

Figure 1: Two factor CFA model for variety-seeking-behaviour

Item reliability was established through squared multiple correlations, within the 
acceptable range of above 0.3 (Holmes-Smith, 2012). Convergent validity (Table 6) was 
determined through standardised factor loadings.  Factor loadings were within the 
acceptable range for all items, which is 0.5 or above (Hair et al., 2006). As shown in Table 
6, since the Average Variance Extracted (AVE) (0.56) is greater than the square of the 
correlation between constructs (0.156), discriminant validity holds, and intrinsic and 
extrinsic factors can be treated as two different constructs. Based on the above process, 
four items that represent intrinsic factors and two items that represent extrinsic factors 
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extrinsic factors ‘I am travelling with different people (q8) (e.g. friends, family, alone)’ 
and ‘I am travelling for different purposes (q11) (e.g. relaxation and adventure)’ are 
new items that were generated and validated through this study. 

Table 6: Discriminant and convergent validity of variety-seeking behaviour

Factor Items Std. factor 
loadings (I)

I2 Error 
Variance

Variance 
Extracted 

(EV)

Intrinsic VS 3 .94 .89 .093

VS 4 .82 .67 .287

VS 1 .68 .46 .460

VS 2 .57 .33 .702

SUM 2.35 2.379 .497

Extrinsic VS8 .66 .44 .727

VS11 .97 .93 .082

SUM 1.37 .809 .628

Note: The average variance extracted of the VSB construct (0.497 + 0.628)/2 =.5625
The correlation between the factors = 0.395
Correlation squared = 0.156

differences in perceptions of VSB. One way multivariate analysis of variance (MANOVA) 
was conducted to test whether there would be differences in the intrinsic and extrinsic 

Lambda = .982, F 2)=.018). In addition, a 
separate ANOVA was conducted for intrinsic and extrinsic factors where each ANOVA 

males and females based on intrinsic factors (F(1,338) = 4.937, p = .027, partial 
2 

based on extrinsic factors (F 2 =.010). While a 
similar analysis was carried out to determine the differences based on educational 
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Lambda=.958,  F 2)=.021). However after conducting 

2 = .037), 

factors (F 2=.007). When it comes to income, there 

respect to intrinsic and extrinsic factors taken together (Wilkins Lambda = .964,  F(10, 
2)=.018 as well as separately with respec to intrinsic (F(5, 

2=.014) and extrinsic factors (F(5,338)=1.805, p =.111 
2 =.026) (Table 7).The results of a combination of demographic dimensions 

Table 7: MANOVA results

Variable Value F df p Partial Eta 
Squared

Gender

VSB .982 3.40 2 .045* .018

Intrinsic 4.937 1 .27** .014

Extrinsic 3.264 1 .072** .010

VSB .958 2.445 6 .024* .021

Intrinsic .824 3 .481** .007

Extrinsic 4.314 3 .005** .037

Income

VSB .964 1.238 10 .263* .018

Intrinsic .978 5 .431** .014

Extrinsic 1.805 5 .111** .026

*P< .05, **P< .025

Discussion

Extending the concept of VSB to the accommodation context, this study developed and 
validated a scale for VSB using the subscales of intrinsic and extrinsic factors unique 
to the hotel sector. The results revealed that leisure travellers’ desires for true variety 
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experiencing a range of hotels, wanting a new experience, and a lack of interest in 

were travelling with different people and travelling for different purposes. This result 

have measured VSB in tourism related contexts, particularly in restaurants, only scant 
attention has been paid to investigating VSB in the hotel domain. Lehto et al. (2015) 
operationalized variety seeking intention in the hotel context through the measures—
liking to stay with a hotel that they usually go to and curiosity in trying out new hotels. 
However, these researchers’ study has not looked exclusively at VSB, and has not 
separated intrinsic and extrinsic factors, which processes are essential to identify the 
true VSB of travellers. Similarly, Basala & Klenosky (2001), Cohen (1972), and Legohérel 
et al. (2012) have extended the understanding of VSB in hotel selection. However, due to 
their perspective on novelty rather than variety, such discussions have primarily taken 
the perspective of risk taking behaviour, by observing the characteristics of the hotels 
selected rather than observing VSB from the perspective of a change in consumption 
choices. For example, novelty-seeking behaviour has been operationalised through 
the characteristics of hotels based on the following: locally owned facilities with few 
amenities or comforts, locally owned facilities with many amenities and comforts, 
international chain hotels and all-inclusive resort complexes (Basala & Klenosky, 2001; 
Cohen, 1972; Legohérel et al., 2012). Distinguishing novelty-seeking behaviour (NSB) 
from VSB, this study focused exclusively on changes in consumption choices rather than 

the lack of differences when considering intrinsic and extrinsic factors separately. It 
will be important to investigate further as to why there is so much difference between 
genders, since hotel strategies in addressing these two groups is different. Similarly, 

differences were noted for extrinsic factors rather than for intrinsic factors. These 

on VSB in hotels, an area that seems to have been neglected by scholars to date. The 

acceptable, both empirically and conceptually, than a second order model. For example, 
extrinsic factors are more related to factors that cause switching in general and do not 
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factors should be understood separately to obtain a clearer understanding of VSB. 

service encounter failures, poor employee response to service failures, competitive 
issues, ethical problems and involuntary factors inhibit loyalty. On the one hand, even 
though these factors have been widely discussed in the literature, VSB as a factor 

although repeat visitation seems to be the most desired outcome for any organisation 
in the services industry, some customers prefer switching. Tanford et al. (2013) noted 

impact loyalty and switching, this study indirectly contributes to the body of knowledge 
on loyalty, switching and VSB. 

This study involved a sample of leisure travellers who could broadly be referred to as 
familiarity seekers due to repeat visits to the same destination (Assaker et al., 2010; 
Gitelson & Crompton, 1984), which was facilitated through strict sample criteria. 
Through clustering travellers who have been to the same destination repeatedly, this 
study extended the body of knowledge regarding travellers who are generally referred 
to as familiarity seekers (Assaker et al., 2010). Importantly, this study revealed that 
repeat visits to a travel destination do not necessarily guarantee repeat visitations to a 
particular hotel, mainly due to VSB.

Studies reveal that VSB is less likely to occur in high involvement products (due to the 
higher risk involved), and those purchased infrequently (Van Trijp et al., 1996).  Hotel 
accommodation can be considered an infrequently purchased, high involvement product 

only 21% of travellers prefer to be loyal to one hotel while the remaining 79 % seek 
variety in their hotel selections, even when they visit the same destination. This result 

hotels on the Gold Coast.   Their study concluded that most respondents preferred to 
stick to the same property rather than trying out unknown alternatives for the sake of 



- 85 -

Nevertheless, as previously stated, VSB should not be considered as a complete threat 
to organisations. For example, Van Trijp (1995) highlights the opportunities open 
to organisations to attract customers who switch from other brands to seek variety.  
Woratschek & Horbel, (2006) found that variety-seeking customers are not necessarily 
bad customers due to their contribution to word-of-mouth advertising. This contribution 
to word-of-mouth advertising becomes particularly important with the growth of social 
media, where consumers control information by posting information based on the 
experience (Rosman & Stuhura, 2013). Given this context, as highlighted by Woratschek 
and Horbel (2006), depending on service quality, variety-seeking customers will deliver 
justice to the organisation by spreading WOM, instead of by repeat visitation. 

Consequently, researchers do not advocate completely giving up on variety seekers. 
They contend that variety-seekers can be attracted to the same organisation by 
introducing variety in the purchase options and innovative advertising (Faison, 1977; 
Kahn, 1998; Menon & Kahn, 1995; Van Trijp, 1995).  Advocating marketing strategies 
that work more strategically to suit different groups, Givon (1984) suggests the launch 
of short-term promotional activities such as coupons and deals for variety seekers and 
the launch of key marketing strategies for familiarity seekers. Givon (1984) further 
suggests that introducing new brands could be easier for product classes that attract 
variety seekers. Price discounts have also been found as an effective way to attract 
variety-seeking customers (Kahn 1998).

Theoretical implications

domain, including the validation of a scale to measure VSB.  Even though VSB has been 

on an organisation’s efforts in generating loyalty (Jung & Yoon, 2011; Sánchez-García et 

validation process resulted in a two-factor solution: intrinsic and extrinsic factors that 
are unique to the hotel sector.  This scale developed with the inclusion of extrinsic factors 
broadens VSB in general and the hotel context in particular. Thus far, while studies on 
VSB have treated intrinsic and extrinsic factors rather dichotomously in relation to the 
Optimum Stimulation Theory, this two-factor scale indicates that although true variety 
seekers are intrinsically motivated and seek variety, their accommodation choices can 
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Managerial implications

Customer switching has been a key concern in the hotel industry. Therefore, numerous 
studies have investigated the reasons for customer switching. According to Raju 
(1980), switching could be caused by instrumental and exploratory reasons. The hotel 

to instrumental reasons such as price and quality. Thus, switching caused by VSB 

travellers do seek variety in their hotel selection, may provide an answer to scholarly 

broad understanding of the causes of customer switching will offer a comprehensive 
foundation on which to craft appropriate marketing strategies that target numerous 
leisure traveller groups. 

While it was evident that leisure travellers do seek variety in the hotel context, adding 
variety to the hotel offer is of utmost importance in order to make particular hotel offers 
distinct from others, and as an effective strategy to mitigate switching due to VSB. Also, 
introducing hotel rooms with different themes may also attract variety seekers to the 

travellers, it will also serve as a useful dimension for segmenting travellers.

Limitations and directions for further research 

Overall, this study involved a complex axiom—the VSB of leisure travellers. The 
complexity of holiday consumption poses numerous challenges. For example, while 
leisure travellers in the sample had visited numerous countries two or more times, 
they were asked to select one country to answer the questions. This was because 

using demographic and traveller characteristics. Further studies are recommended 
using samples of leisure travellers in numerous other countries, to quantify the impact 
of variety-seeking behaviour in the hotel context, particularly related to attempts to 
generate loyalty and the implications of these attempts. While there are many types of 
hotels, VSB of travellers may vary depending on the type of hotels they chose and may 
even depend on the destination of the visit. Thus, future studies could determine the 
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type of hotel. Further research on VSB using demographic and traveller characteristics 

Conclusion

Customer switching has been extensively researched in the hotel domain. Despite the 
plethora of research on loyalty and customer switching, there has been a pervasive and 

with the increase in travel, many hotel options may cause travellers to select different 
hotels even if they visit the same destination repeatedly. Though VSB may cause 
such behaviour, research in this area is conspicuously sparse. After validating a new 

both intrinsic and extrinsic factors in measuring VSB in the hotel domain. While this 

VSB, the scale validation process revealed four intrinsic factors that demonstrate 
true VSB and two extrinsic factors that are also important (Annexe 01). These results 
obtained in the hotel context shed light on customer switching behaviour in general, 
and on VSB.
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Annexe 01

Scale Developed for VSB of Leisure Travellers

Item Code Question

VS 3 I will choose a different hotel because I am curious about other hotels

VS 4 I will choose a different hotel because I like to experience a range of hotels

VS 1 I will choose a different hotel because I want a new experience

VS 2 I will choose a different hotel because I don’t want to visit the same

VS8 I will choose a different hotel because I am travelling with different people (e.g. 
friends, family, alone)

VS11 I will choose a different hotel because I am travelling for a different purpose (e.g. 
relaxation, adventure)
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