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Introduction
Givon (1984), described variety seeking as a phenomenon where an individual customer 

switches brands, motivated by the utility derived from the change itself, regardless of the brands 
involved in the switching. McAlister and Pessemier (1982a) envisaged it as a phenomenon where 
consumers “vacillate” among a set of “acceptable alternatives” over a period of time.  They 
described “varied behaviours” as including all processes leading to variety seeking, be it brand 
switching, switching among variants of the same product, or amongst various alternatives or 
activities.  Van Trijp (1995) described it as a “biased behavioural response” by a “decision making 
unit” to a particular product, seen “relative to previous responses” of the consumer “within the 
same behavioural category, or to a set of items consumed simultaneously”. He also added that 
this “biased response” has to arise due to the utility inherent in variation itself, and not from the 
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“instrumental or functional value of the alternatives”. In addition, to qualify as VSB, it has to be a 
“function of psychological processes”.

Variety Seeking Behaviour -Theory and Research 

Origin
The first explanation of this behaviour was provided by the studies of Leuba (1955) as well as 

Hebb (1955), which indicated that variety seeking originates from the internal need for stimulation 
(Raju, 1980). Fishbach, Ratner and Zhang (2011) went on to suggest that people may engage in 
such behaviour to counter satiation, which is caused by the declining utility derived from recent 
consumption of similar items (Inman, 2001). Other researchers (Ratner & Kahn, 2002) found 
individuals engaging in variety seeking to create an impression of being interesting and unique.

Description and Scope 
Variety seeking behaviour can be either structural or temporal (Van Trijp, 1995). Structural 

variation, according to him, relates to a specific consumption occasion, rather than over a period of 
time. Van Trijp (1995) describes temporal variation as one occurring over a period of time, and is 
seen as variety relative to previous consumptions within the same behavioural category. 

Variety seeking can also be categorised by the source of the variety drive, i.e. whether caused 
by intrinsic motivation or extrinsic. In the case of intrinsic motivation, known as direct variety, 
the value derived from switching is intrinsic, and behaviours are valued for their own sake. 
Conversely, where the value derived from switching is extrinsic, also called derived variety 
seeking, satisfaction is not derived from behaviour on its own, but from the achievement of a goal 
or an objective which is external to the behaviour.

Simonson (1990) suggested that consumers also use “variety as a choice heuristic”. According 
to him, this helps consumers to “save time and effort” in decision-making and resolving “decision 
conflict”. Since choice involves cognitive effort, people sometimes find it difficult to make a choice 
if the alternatives too many (Simonson, 1989). Simonson (1990) thus brought in the concept of 
“preference uncertainty”, which is described as involving discomfort and conflict (Abelson & Levi, 
1985 as cited in Simonson, 1990). This leads to adoption of choice heuristics that reduce cognitive 
the effort of the individual, while maintaining reasonable levels of decision accuracy (Beach & 
Mitchel, 1978). 

Choice rules employed by consumers” depend on the characteristics of the problem, such 
as “framing” (Tversky & Kahneman, 1981), and the “task and context factors” (Simonson & 
Tversky, 1992). Interestingly, Drolet (2002) found that people tend to vary their use of the rules 
themselves, and once a particular rule is used, there is decreased likelihood of its being used 
during a subsequent choice event.  He found this tendency to be independent of the characteristics 
of choice problem. Other factors arising out of the decision environment which affect variety 
seeking are: customer goals, cues acting on the customer, accountability, positive or negative 
associations, mood, observability, customers own intrinsic drives and choice strategies applied by 
the individual customer.

Sources of Variety Seeking
The sources of variety seeking may be grouped as follows: 

i) Individual factors 
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•	 Satiation/	stimulation
•	 Preference	uncertainty	
•	 Contextual	factors	
•	 Task	factors

ii) Product category factors 

iii) External situation 

•	 Market	factors	
•	 Intrapersonal	factors

Individual Factors

Satiation and need for stimulation
Consumption of any product creates satiation, which is temporal in nature. This diminishes the 

marginal utility of consuming more, thereby inducing consumers to raise their stimulation levels 
by seeking variety. This is done by substitution, by using other products, known as “substitution 
across time”. It may also be done by choosing differentiated versions of the same products, but 
with a different set of attributes, which is described as “substitution across attributes”. Kahn (1995) 
suggested that satiation with a specific brand may also arise when consumers do not find one 
single option that captures all the “attributes of an ideal point” (Huber & Reibstein 1978). It may 
also be caused by consumers’ search for a balance among the attributes to achieve “maximization 
of utility” (Farquhar & Rao, 1976). 

Raju (1980), studied the concept of satiation in reasonable detail, and identified three factors 
that contribute to the level of stimulation. He named them as: “the desire for the unfamiliar, 
the desire for alternation among the familiar, and the desire for information” (Raju, 1980). 
The discrepancy between the “Optimum Stimulation Level” (OSL) and the “Actual level of 
stimulation” (ASL), experienced at the moment when choice is made, motivates exploratory 
behaviours from the consumer (Van Trijp, 1995). The level of stimulation can also be raised by 
switching from “one product variant to another”, even familiar variant (Venkatesan, 1973). 

Products that trigger consumers’ senses, have been found by Inman (2001) to lead to more 
intense variety drive. Known as “sensory-specific satiety”, such products lead to more intense 
VSB.

The internal variety seeking drive of the customer can be altered due to a change in (a) 
contextual factors like the affective state of the customer (e.g. mood, external and internal cues, 
associations), and (b) task factors such as the intensity with which he addresses the choice 
situation (goal valence). Shopping situation factors also affect the need for variety among 
customers in their product choices (Simonson, 1990; Kahn & Isen, 1993). For instance, when the 
shopping situation itself provides a stimulating environment, it may lead to mitigation of the need 
to seek stimulation through variety in terms of choices. 

Preference Uncertainty 
Another motivation for VSB is the consumers’ proclivity to look for an assortment of product 

options to protect himself from future changes in tastes. Kahn (1995) refers to this as “preference 
uncertainty”. In this instance, variety in a choice set is desired because of the uncertainty about 
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what the consumer’s future preferences will be, rather than the utility derived from the diversity 
itself (Kahneman & Snell, 1990; Simonson 1990). Read and Loewenstein (1995) found that 
this “diversification bias” is mostly caused by two mechanisms: time contraction and choice 
bracketing. Time contraction is the tendency of consumers to compress time intervals in their 
mind, and thus visualise long intervals as much shorter ones. On the other hand, the proclivity 
to visualize and process choices that are framed together differently, from those that are framed 
separately, is known as choice bracketing. 

Anticipated over-saturation with favourite choices in future may lead to VSB (Ratner, Kahn & 
Kahneman, 1999). Consumers have been found to prefer a pattern of increasing utility over time 
(Loewenstein & Prelec, 1990). They found that the utility of the current consumption episode 
depended on previous consumption episodes, indicating that consumers often tend to seek variety 
just to make their most preferred option appear better (Kahn 1995). 

Contextual Factors 
Contextual factors also have an impact on variety seeking tendency (Van Trijp et al., 1996).  

Such factors may be direct cues like memory (Lee et al., 2006), hunger and visual cues (Goukens et 
al., 2007), as well as subliminal cues like exposure to variety arrays (Maimaran & Wheeler, 2008). 

Even the mere association of variety (vs. repetitiveness) with positivity vs. negativity has 
similar effects on choice (Fishbach et al., 2011). Other contextual factors which emerged from 
research are the effect of sensory-specific satiety (Inman et al., 2006), and the prevailing economic 
environment (Van Steenburg & Spears, 2011). 

Task Factors 
Choice strategies deployed by the customer (e.g. sequential versus simultaneous choice, 

Simonson 1990), number of selections done (Simonson, 1990; Ratner et al., 1999), the degree of 
focus on the task (Choi et al., 2006) and goal valence i.e. active versus passive goals (Goukens et 
al., 2007), influence the intensity of the variety drive. 

Product Category Factors 
Product category-level factors responsible for VSB (Van Trijp et al., 1996, Hoyer & Ridgeway, 

1984) are: the degree of involvement with the product or brand, purchase frequency, brand loyalty 
or strength of preference, perceived brand difference or substitutability, hedonistic features, and 
perceived risk of product class. 

Van Trijp, Hoyer, and Inman (1996) found that variety-seeking intensity differs across product 
categories, and that product-category level and behavioural factors (purchase frequency, purchase 
history) are stronger determinants of variety seeking than the need for variety. Consumers have 
been found to be more brand-loyal with frequently purchased and essential product categories 
(Gönül et al., 1996). 

External Situation 
Changes in the external environment have been found to influence VSB. Kahn (1995) suggested 

that this is caused by the customers’ response to the environmental changes, rather than from any 
internal drive. Thus change in usage situations have been found to induce variety seeking (Huber 
& Reibstein, 1978). The changes in external situations impacting VSB can vary from the time of 
the day, presence of others, seasonality, presence or absence of other products, etc. (McAlister 
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& Pessemier 1982a).  Other external factors such as coupon offers or changes in price (Gonul & 
Srinivasan, 1997), consumers’ decisions based on company name or reputation (Chen & Paliwoda, 
2004), affect the variety drive. Similarly, changes in marketing mix and situation-specific changes 
also impact variety seeking (Morgan & Dev, 1994).These factors may be categorised as market 
factors or interpersonal factors. 

Market Factors
Environmental factors related to the market such as promotions, launches, availability, 

marketing mix, shopping situation, company name etc. can be referred to as market factors.

Thus consumers have been found to utilise price promotions to add variety to their purchase 
(Kahn & Louie, 1990). If the retail environment is stimulating in itself, consumers display lower 
variety in their product choices than when the retail environment was less dynamic.  In situations 
where sufficient variety was provided in one product class, lower than usual VSB was exhibited in 
another class of product (Menon & Kahn 1995).

Intrapersonal Factors
McAlister & Pessimier (1982a) suggested that factors emanating from relevant others in society 

also affect behaviour, mainly through norms which relate to the social requirements for group 
affiliation as well as personal identity. 

Uniqueness achieved through the ownership of articles which are scarce or inaccessible to 
others explains VSB stimulated by fashion (McAlister & Pessemier, 1982a). Innovators have a 
desire to see themselves as distinctive from their peer group. They may express this in a socially 
acceptable form through variety seeking (Fromkin, 1976; Robinson, 1961). 

Consumers have a proclivity to expect others to evaluate their decision more favourably if their 
choice reflects variety. This may lead to more variety in decisions made in public, compared to 
decisions made in private (Ratner & Kahn, 2002). Similarly, variety seeking tendency is higher 
while choosing for others due to the feeling of accountability wherein individuals are expected to 
justify their choices to others either explicitly or even implicitly (Tetlock, 1992). This leads buyers 
to exert greater effort in developing and evaluating what Choi et al. (2006) terms as “objectively 
compelling” explanations, that appear to be “socially acceptable” or “normatively correct”.

Trends in VSB Research 
The important trends in VSB research can be divided into a few significant periods: 

i. Personality driven determinants of variety seeking (Fifties to early Seventies) 
Leuba (1955), in his work on learning theories posited the existence of optimum stimulation 

levels, while Hebb (1955) suggested the existence of the variety seeking drive. The concept of 
personality traits possessed by certain individuals, predisposing them to exhibit such behaviour 
was developed during this period and the main focus was on understanding exploratory 
tendencies. Personality traits related to VSB were identified by Hoyer and Ridgeway (1984) and 
hypothesized to be the causal precursors of motivational factors driving variety seeking. 

Howard and Sheth (1969) and Venkatesan (1973) proposed the existence of Optimum 
Stimulation Level (OSL) based on the theories of Driver and Streufert (1964). 
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ii. Identification of other sources of variety seeking (Mid Seventies till End Eighties) 
The major developments during this period can be categorised as follows:

- Unravelling of other sources of variety seeking 
- Development of explanatory models of variety seeking 
- Integration of the diverse knowledge onto a common platform 

Other sources of Variety Seeking

External Situation

Price was identified as a common reason for brand/product switch and consumers were 
posited to base their decision on price-related factors (Hoyer & Ridgeway, 1984). McAllister 
and Pessemier (1982) suggested that a change in the marketing mix can be conceptualized as 
the addition/deletion of alternatives affecting the choice set of the consumer. Inter-purchase 
frequency, new product introduction (McAllister & Pessemier, 1982) and number of available 
alternatives were posited to affect VSB (Hoyer & Ridgeway 1984). 

Product Category 

Lastovicka and Gardner (1978) suggested that the degree of involvement with brand/product 
affects the variety drive. The perceived difference between brands (ability to substitute), the 
perceived risk of product class, as well as the degree of brand loyalty were identified by Hoyer 
and Ridgeway (1984) as mediators of the variety drive. 

Individual Factors 

Contextual factors such as degree of satiation (McAlister & Pessemier, 1982a) and purchase 
history (Givon, 1984) were identified as individual-related factors affecting VSB.

Models of variety seeking 

Stochastic models of variety seeking were classified by Massy et al (1970) as dealing with: 

(1) “Feedback from past experience” with the product of choice, 

(2) The “influence of exogenous” or external market forces, or 

(3) The impact of factors which are internal to the “household itself”. 

The reward for the consumer associated with variety seeking can be seen to be derived from 
the configuration of the consumers’ total collection of objects or behaviours (Farquhar & Rao, 
1976). Green, Wind, and Jain (1972) developed models of preference for item collections, with the 
underlying assumption that the items or products forming part of the collection (representing 
variety) interact among themselves. This premise was carried forward by McAlister (1979), who 
proposed a model of “attribute satiation” to explain such interactions. The model evaluates the 
selection of a collection at any point in time. 

Jeuland (1978) included “experience” in his model to explain varied behaviour over time. 
McAlister’s (1982) “dynamic attribute satiation model” suggested that inventories of “attributes” 
resulting from behaviours accumulate over time, and dictate the selection of different behaviours 
over time (and not accumulated “experience” with behaviours). 
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Givon’s (1981) stochastic model which focused on the reasons underlying such choice and 
proposed that the sequence of behaviours an individual exhibits is the result of two forces: the 
“utility derived from the behaviour itself” and the” utility inherent in switching”. The product 
itself to which the consumer switches to (or from) has no impact in the model.

Integration of knowledge

Taxonomy of Varied Behaviour (McAlister & Pessemier, 1982): They identified two basic 
schools of thought on VSB, one considering such behaviour to be “inherently inexplicable or, even 
if explicable, to be so complex as to make it operationally inexplicable” (McAlister & Pessemier, 
1982), and focusing on the probabilities with which different behaviours will be enacted. The other 
school of thought attempted to explain the phenomenon in two ways: viewing VSB as the “result 
of some other motivation (Derived)”, or viewing it “as a motivation in itself (Direct)”. 

Inexplicable varied behaviour is represented through stochastic models, while the explicable 
varied behaviour approach uses deterministic models. 

“Direct varied behaviour” is driven by the intrinsic need for variety and is considered by many 
researchers as true variety seeking. McAlister and Pessemier (1982a) envisaged direct VSB to be 
caused by both intrapersonal forces (described by them as “internal forces driven by the desire for 
the unfamiliar, for alternation among the familiar and for information”) and interpersonal forces 
(“external forces related to the needs for group affiliation and personal identity”). 

“Derived varied behaviour” refers to variety seeking from forces unconnected with the internal 
need for change. McAlister and Pessemier (1982a) postulated two such forces, which are: multiple 
needs and changes in the choice problem.  Multiple needs can be further divided into three sub 
categories: multiple users, multiple uses, and multiple situations (Laurent, 1978). Changes in the 
choice problem normally arise from changes in the set of viable options, alterations in tastes, or 
variations in the limitations facing the consumer. 

Exploratory Purchase Behaviour Model (Hoyer & Ridgeway, 1984)
According to them, the occurrence of purchase exploration is determined by two important 

factors, which they described as: (a) “individual-difference characteristics” and (b) “product-level 
characteristics” (Hoyer & Ridgeway, 1984). They suggested the existence of an “overall need for 
variety drive in humans” which is variable in nature. Individuals select the product category to 
express this drive based on certain features of the product. 

Individual-Difference Characteristics: They identified two categories of such characteristics 
as personality traits and motivational factors. The personality traits responsible for the variety 
drive identified by Hoyer and Ridgeway (1984) are “dogmatism, extroversion, authoritarianism, 
liberalness, creativity and ability to deal with complex stimuli”. They postulated a “general variety 
drive”, which they visualised as consisting of certain definite but interrelated motives. They 
described the variety drive as a “general drive” consisting of “several interrelated underlying 
motives”. These motives are generated from multiple “personality characteristics”.
iii. Preference uncertainty, context, framing and interpersonal factors (1990 to 2005) 

Preference Uncertainty 

It is caused by the dearth of information regarding future preferences, or a conviction that 
future preferences of a consumer may change, leading to an enhancement in variety seeking 
behaviour (Simonson, 1990). 
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Improved understanding of product category factors 

Product category factors responsible for variety drive were studied thoroughly by Van Trijp 
et al. (1996) who isolated six such  elements, which are  “purchase frequency, purchase history, 
perceived brand difference, involvement, strength of preference, and hedonic feature.

Task and Contextual Factors 

Simonson (1990) and Kahn, along with their co-researchers (Kahn & Isen, 1993, Ratner et al., 
1999) found that factors such as simultaneous vs. sequential choice and number of selections done 
(task factors) as well influence of affective states (contextual factor) affect the variety drive. 

Framing of Choice Problem 

Tversky and Kahneman (1981) showed that outcomes vary substantially, based on how 
the choice problem is framed. Research into factors such as accountability (Tetlock, 1992) and 
observability (Ratner & Kahn, 2002) were also conducted. 

Intrapersonal Factors 

The extent of variety seeking was also found to be influenced by relevant others, through 
cultural factors, caused by differences in consumer values, behaviour, and attitude (Kim et al., 
2002). 

Integrative reviews 

Kahn’s Taxonomy (1995)

Kahn (1995) categorised the variety motive into three major groups: “preference uncertainty, 
satiation/stimulation, and external situation”. She also categorised the models of variety seeking 
along the same lines and discussed in detail the measurement issues as well as the marketing 
implications of variety seeking behaviour. 

Van Trijp and Hoyer’s (1991) Taxonomy 

They conducted a study for identifying consumers’ motives (self-stated) for brand switching 
(Van Trijp & Hoyer, 1991) and classified them into four choice mechanisms.  The processes 
identified by them are: habit-controlled mechanisms, situational or normative controlled 
mechanisms, problem-solving controlled mechanisms and mechanisms controlled by variety-
seeking tendency. Situational or normative motives referred to external factors influencing 
consumer choice behaviour. The situational factors relate to changes in the personal choice 
settings, which impact the composition of the feasible set of product alternatives. It also influences 
the limitations and boundaries foisted by the supply side of the market. Normative factors relate 
to the social context of consumption, such as the desire for group affiliation and social anxiety. 
This guides choice behaviour to track the shifting behaviour of peers. The problem-solving 
approaches reflect the situations where VSB is a well-considered option exercised by the consumer 
from a problem-solving viewpoint.  It includes straight forward price-based choice strategies like 
“buy the cheapest” or “buy on coupon” (Hoyer, 1984 as cited by Van Trijp, 1995).

iv. Salience of experimental studies (2006 till date)
This period is characterised by research on the individual factors responsible for variety 

seeking, especially the contextual factors which employed mainly experimental methods. 
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The effect of various cues (external: Lee et al., 2006; Goukens et al., 2007; subliminal: Maimaran 
& Wheeler, 2008) on variety seeking were explored. Fishbach et al. (2011) studied the effect of 
positive/negative associations and showed that associating variety with either positivity or 
negativity impacts choice in exactly the same manner. Other contextual factors which emerged 
from research are the effect of sensory-specific satiety (Inman et al., 2006) and the prevailing 
economic environment (Van Steenburg & Spears, 2011). The effect of task factors such as goal 
valence (Goukens et al., 2007) and focalism (Choi et al., 2006) were researched. Regulatory focus 
refers to mainly two kinds of attitude adopted by individuals, promotion-focus (directed towards 
achieving positive outcomes), or prevention focus (objective to minimize negative outcomes). 
Research carried out by Wu (2008), found regulatory focus to act as a personality trait in 
determining the variety drive. Novak and Mather (2007) found that demographic factors such as 
age affected variety seeking, possibly through differences in regulatory focus.

Thematic Analysis of VSB in Marketing 
The various trends in VSB research over the years in the marketing domain are shown in the table. 

Table I: Thematic Analysis of VSB research in Marketing

Period Personality Traits Other sources of VSB Modelling Marketing 
Implications of VSB

1960-1970 Motives - Fromkin 
(1968) Optimum 
Stimulation Level 
(OSL): Howard and 
Sheth ( 1969)

1971-1980 Personality Trait: 
Mehrabian and Russell 
(1974)

Product category factor- 
Lastovicka and Gardner 
(1978)

1980-1985 Product category factor-
McAlister & Pessemier 
(1982)
Contextual Factors : 
McAlister (1982)
Market Factors- McAllister 
and Pessemier (1982)

Product category factor : 
Hoyer and Ridgeway (1984)
Market Factor- Hoyer and 
Ridgeway (1984)
Contextual Factors-Givon 
(1984)

1986-1990 Preference Uncertainty, 
Task Factors: Simonson 
(1990)

1991-1995 Contextual factor, Framing 
of Choice Problem- Kahn  
& Isen (1993)
Market Factors-Menon & 
Kahn (1995)

Market Factor : Hoyer and 
Ridgeway (1984)

1996-2000 Product category factor-Van 
Trijp, Hoyer & Inman (1996)
Asymmetric Modelling of 
VSB: D. Richards, Allaway, 
Berkowitz & D’Souza (1996)
Dynamic Model of VSB: 
Gonul & Srinivasan (1997)
VSB-Based Segmentation to 
Study Promotional Response-
Trivedi (1999)

Implications of VSB; 
Kahn (1995)

Continued...
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2001-2005 Market Factors:  
Stremersch & Tellis , 
Interpersonal Factors: Kim 
et al (2002), Ratner & Kahn 
(2002)
Contextual Factor: Chen & 
Paliwoda (2004), Ratner & 
Kahn (2005)

Impact of VSB: 
Desmeules (2002)

2006-2010 Personality Trait-
Regulatory Focus: Pei-
Hsun Wu (2008)

Contextual Factor- Lee, 
Kahn & Varghese (2006), 
Inman, Vickers & Maier 
(2006), Maimaran & 
Wheeler ( 2008)
Task Factor : Choi et al 
(2006), Goukens et al 
(2007)

Positioning and Pricing in 
a Variety Seeking Market: 
Sajeesh & Raju (2007)
Effect of VS on price 
competition: Seetharaman & 
Che (2009)

Effect of bundling: 
Bockstedt, Curley & 
Adomavicius (2009)
Role of VSB in Brand 
Switching: Michaelidou 
& Dibb (2009)
Effect of Retail space 
on VSB: Levav & Zhu 
(2009)

2011-2012 Contextual Factor- Ratner, 
Zhang, Fishbach (2011), 
Van Steenburg & Spears 
(2011)

Study of Demand Model 
incorporating VSB: Ribeiro 
(2011)
Quantitative Analysis of VSB: 
Knoll & Meixner (2012)

Effect of VSB on Brand 
Loyalty: Shirin & Puth 
(2011)
Effect of VSB in 
shopping situations: 
Irani & Hanzaee (2011)
Effect of VSB on 
sustainable products: 
Meixner & Knoll (2012)
VSB in Low 
involvement products: 
Jayanti & Rajendran 
(2012)

Gaps Identified 
The foregoing analysis points to a few gaps which need to be addressed. 

Firstly, the last major model for this behaviour was proposed in 1995 (Van Trijp). Subsequent 
research was primarily directed at understanding factors affecting the behaviour. Most models 
of VSB have so far focused on the personality trait and product characteristics driven factors and 
there is a case for including other dimensions discussed earlier in this paper such as: 

1. Sources of VSB 
a. Preference Uncertainty 
b. Context and task factors 

2. Effect of framing 
The proposed model incorporates these neglected areas and is thus a more comprehensive 

representation of the phenomenon. 
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A Proposed Conceptual Model of Variety Seeking 

Figure 1: Proposed conceptual model of consumer variety seeking behavior

Future Research Opportunities and Marketing Implications 
The model was developed through literature study and needs to be tested using empirical 

data. After its reliability is established, the model should help managers draw more realistic 
conclusions.

Developing measures of many of the new constructs, including scale development is a major 
area of further work especially for contextual (e.g. associations, cues) and intrapersonal factors 
(e.g. accountability, observability). Reliable measures for these constructs will help in further 
development of quantitative models to improve the predictability of outcomes for models which 
incorporate variety seeking. 

With simultaneous purchase situations increasing in real life (e.g. weekly visits to the 
supermarket), the mechanism through which preference uncertainty and diversification bias 
work needs to be understood much better. This will allow marketers to manipulate this to suit 
their respective strategic goals. Established brands may wish to suppress such behaviour while 
smaller competitors may wish to explore this avenue to expand their sales. Bundling strategies can 
be better formulated to take advantage of this phenomenon and both manufacturers and retailers 
will find useful applications for this knowledge. Diversification bias is common for industries such 
as the financial sector and the leisure business, and improved understanding of its mechanisms 
will help managers formulate better strategies. 

Study of the inter-relationships between the various constructs especially between the need 
for variety, context, task and product category factors which ultimately lead to the internal 
variety motive is a challenging area of research. Past studies have not expressly incorporated the 
interaction effects of all these factors, especially the task and context factors. 
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In terms of marketing implications, a proper understanding of the role of task and context 
factors provide the opportunity to develop suitable shopping environments, plan merchandising 
and promotional offers in ways that variety seeking can be minimized or maximized as the 
situation demands. Manufacturers will also gain from such an understanding and can create 
programs for their retail partners. 

The role of interpersonal factors is yet another promising area of future research. There is 
a substantial amount of knowledge created identifying differences in attitudes, values and 
behaviours across cultures or ethnicities. Certain values regarded as important to consumers in 
one country or cultural group may not be seen as important by other cultures. Thus differences 
in culture and socio-economic conditions, impact the variety drive and provide yet another 
interesting area of study. On the other hand, Kayak and Kara (2002), found resemblances in the 
consumer decision-making processes across countries. Thus local implementation of global 
strategies can become a mine field and marketers need to adopt such strategies only after a careful 
study of the consumers in non-Western markets.

Future Research in the Indian Scenario 
Few areas are suggested where further research in VSB may be undertaken in the Indian 

context. 

Accountability is an intrapersonal factor which also affects the choice framing (Tetlock 1992). 
Given the collectivist culture prevailing in India, it is likely the role of accountability may be 
higher than in the West. This begs the question that if the role of accountability is indeed more 
salient in the Indian context, then what is its effect on variety seeking? Does it increase VSB as 
found in some studies? This would mean that Indians by and large could display a higher variety 
seeking tendency when examined from this perspective. However, this may manifest itself in 
different ways depending on whether the product or service chosen is for self-consumption or 
otherwise. Thus, it will be interesting to explore how the situation plays out in various conditions 
such as:

- -choice for self
- -choice for others
- -choice for others under specified accountability

For marketers, a better understanding of the phenomenon will help them increase or decrease 
VSB by manipulating accountability, for example, through Point-of-Purchase messages.

Another interesting problem for research in the Indian context is the comparison of 
simultaneous vs. sequential choice. A task related factor, normally simultaneous choice has been 
found to exhibit higher VSB (Simonson, 1990; Kahn & Isen, 1993; Ratner et al., 1999). However, 
given the fact that Indians are more value-for-money oriented, the effects observed may be 
different in the Indian context. A well designed study will reveal whether this anticipated 
difference indeed affects the degree of variety seeking. Based on the understanding developed 
from this study, marketing practitioners may design bundles to vary VSB e.g. use strategically 
priced bundles of same item to reduce variety seeking for simultaneous purchase, while meeting 
the value-for-money expectations of consumers, or use bundles consisting of variants of the same 
product to satisfy VS tendency with reduced chances of brand switch.

Use of multiple mobile service operators by Indians across the various economic strata is a 
common occurrence in India. A dipstick approach using informal discussions among users from 
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the lower economic strata where such phenomena would normally assumed to be less common, 
revealed that deal prone-ness could be a major motive. Thus, by using different SIMs from time 
to time to speak within close groups with heavy usage, such as friends and family, one could 
take advantage of various offers from telecom operators, and change these SIMs depending 
on the offers. They may use another SIM for the work group where the usage is less, but better 
accessibility assumes greater importance. For this purpose, they would normally use the same 
SIM for a prolonged period and not keep changing it to take advantage of deals from various 
operators. The research question in this case would be to identify whether such behaviour is true 
variety seeking or caused by some other factors. If it is found to be VSB, then is it derived or direct 
VSB? What are the drivers and implications of this phenomenon? The answers to such question 
would have major implications for telecom operators. VSB of this nature would impact operators’ 
design of promotions, as well as communication and distribution strategies.

The details of the respective suggestions are mentioned in Table II.

Table II: Future research directions

No Topic Hypothesis Research 
Questions

Methodol-
ogy

Measure 
of Variety 
Seeking

Type of 
Sample

Product 
used for 

study

Marketing  
Implica-

tions

1 Role of 
Accountabil-
ity in  Indian 
Context

Given the 
collectiv-
ist culture 
prevailing in 
India, it may 
be higher

Does it 
increase VS? 
-choice for self 
-choice for 
others -choice 
for others un-
der specified 
accountability

Experimental 
Study

No. of item 
types chosen

Housewives, 
Students

Snacks Increase VSB 
by manipu-
lating Ac-
countability 
e.g. through 
Point-of-
Purchase 
messages

2 Simultaneous 
vs. Sequen-
tial choice in 
the Indian 
Context

May be 
different in 
the Indian 
context since 
Indians are 
more value-
for-money 
oriented

Does it affect 
the degree of 
VS?

Experimental 
Study

No. of items 
chosen

Housewives, 
Students

7-8 items 
from list of 
Monthly 
provi-
sions (low 
involvement 
products 
such as: 
Bread, 
Milk, Juice/
soft drink, 
snacks, bis-
cuits, tea/
coffee

Design 
bundles to 
vary VS-To 
reduce VS: 
Bundles of 
same item, 
To Increase 
VS-Bundles 
of variants

3 Use of mul-
tiple  Mobile 
service 
operators

Major mo-
tives could 
be external 
(deal prone-
ness?) since 
it is common 
amongst even 
the lowest 
economic 
strata

Is it VS? If so 
Derived or Di-
rect? What are 
the drivers? 
Implications?

Survey data 
tested on a 
simplified 
model of VS

No. of opera-
tors in use

Random 
sampling 
within 
identified 
localities

Mobile con-
nections

Designing 
of promo-
tions, com-
munication 
strategies, 
distribution 
strategies 
etc.
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