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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)

 
 
 
 
 
 
 


