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Abstract: Jordan is considered as a peaceful and stable destination in the Middle East
region. Restaurants are considered the backbone of the hospitality business in Jordan.
They contribute to (40 %) of tourism employment in 2018. This article aims to discuss
the factors affecting tipping intentions. A convenient sample of 624 clients was selected
from restaurants in Irbid governorate, which is considered as the second-largest
populated city in Jordan. The questionnaires were distributed and collected from the
respondents in all 35 fine-dining restaurants working in Irbid, in order to explore the
factors affecting the customers’ behaviors towards tipping intentions. According to
the results of this study, about 20% of the variation in the tipping intentions is
attributed to service quality, food quality, restaurant environment, emotional
motivations, and social motivations. Food quality has a larger effect in explaining the
variation in tipping intentions as compared to the rest of the investigated factors.
There was no difference between males and females towards their tipping intentions.
Older frequent clients have more tipping intentions than other groups in the study
community. The study recommended conducting similar surveys on other restaurant
types in different governorates in Jordan as well as in neighboring countries to
understand the tipping behavior of restaurant clients in different contexts.
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INTRODUTION
The restaurants sector is considered as a major sector in the hospitality business, at
least based on its economic contribution and employability. One of the most important
service sectors that their workers depend on this type of common behaviors known by
both the service providers (waiters, hosts, servers) and clients. The nature of the services
in the restaurant industry makes it difficult for the administration to monitor the
performance of the waiters and the quality of services provided to clients in restaurants.
Therefore, customers' feedback is regarded as a vital part of the service monitoring and
enhancement process. Tipping is considered as a major indicator of customer satisfaction
and repeated visits (Lynn & Sturman, 2010). Gratuity, tip, or baksheesh are synonyms of
one term describing one human behavior during some of their daily interactions with
service providers. Clients usually pay some extra money on their bills to service providers
in hotels and restaurants as an appreciation for the service provided (Jessica, 2015;
Saayman, 2014; Azar, 2007b). It is known that human beings always seek to
maximize utility by giving money only when they will get something in return, and they
try to pay as little as possible as rational economic customers (Abraham, 2014).
Tips are usually given after the provision of services. Staff members cannot change
the service quality in response to the amount of tip offered by customers (Jessica, 2015).
Therefore, this behavior is considered bizarre. The culture of tipping is widely spread in
many countries. It has become a global phenomenon and a form of socio- cultural
behavior at the same time (Abraham, 2014), while some cultures such as the Japanese
culture refuses this behavior (Casey, 2001). The great economic impact of the tips on a
large number of workers in different sectors, including the restaurant sector, and the
dependence of many workers with low salaries on tips makes it interesting to explore this
research field. Understanding this culture gives us an indication of the extent to which
clients are satisfied with the provided services. This may be used by restaurant managers
and owners as an indicator on the service quality and client's satisfaction. On the other
hand, restaurant staff could use various strategies and actions to increase their income
through tipping. The economic impact of tips is substantial. Millions of workers around
the world depend on tips as an additional source of income (Saunders & Lynn, 2010). Tips
in the food industry in the US alone count for 47 billion dollars annually (Azar, 2010a).
Since the tipping is a deliberate and voluntary action, its explanation lies only in
human motivation (Lynn, 2015). The most commonly asked questions when it comes to
tips are: why human beings pay amounts of money they are not obliged to pay, especially
after already receiving the service? Why some clients pay tips and others do no’t? And
why some pay relatively big payments while others pay little? No doubt that it is difficult
to know what makes a person pay and makes others abstain from paying and whether the
client’s personality and characteristics are the reasons behind such a decision, or there are
other reasons associated with the service and environment of the restaurant. Although the
phenomenon has been well studied worldwide, Jordan lacks for any research on this
topic. This study attempts to explain the main motives behind the tipping behavior and
the relationship between tipping on one hand, and factors such as service and food
quality, restaurant environment, emotional motives, and social motives on the other hand
in Jordanian restaurants. Therefore, this study attempts to answer the following
questions: what are the main motives influencing client's intention to pay tips? Is there a
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statistically significant relationship between clients' motives and buying intention? And
does tipping behavior vary according to the demographic variable of the study sample?
TIPPING CONCEPT
Researchers argued about the origin of the word “Tip”, some say it’s a Latin word
derived from the word “stips” which means “gift”, and some say that it was derived from
the Dutch word “Tippen” which means “Tap” “as "tapping the table with a coin to get the
attention of the service provider", while others think that it was derived from the gypsy
statement "Tipper me your money" (Lynn et al., 1993). Lynn et al., (1993) define tipping
as an additional amount of money that is provided by clients to employees in order to
compensate for services rendered, a form of social behavior that is influenced by values
and customs. Casey (2001) proposes that money exchanged between a customer and a
service provider is not subject to a particular law. Lynn (2015) points out that tipping is a
deliberate voluntary act of clients directed at employees as gifts in exchange for the
services provided to them. It can be said that many of the researchers that have studied
this subject have indicated and agreed on a set of points: The voluntary and deliberate
nature of tipping behavior, tipping as a small amounts of money paid after receiving the
service; usually (10-15%) of bill amount, there is no law governing the size or form of this
behavior, and the complexity of this economic and social phenomenon.
ORIGINS OF TIPPING BEHAVIOR
There is no confirmation by researchers in this domain on the origins of tipping, but
they suggest that this behavior originated in the Middle Ages when feudalists threw coins to
groups of beggars to buy safe passage for them on the road. Adding to that, those feudalists
used to pay some extra money to their servants as a kind of appreciation for them (Azar,
2004). In Tudor England, private home visitors were tipping the servants who served them
during their visit to these houses, known as “vails”. The Americans, who visited Europe at
that time, transferred the habit to US to prove their wealth and to prove their knowledge of
the traditions of other countries. By the end of the 18th century, tipping had become an
established fact in American society (Abraham, 2014). According to Azar (2004) and
Brenner (2001), the origins of the tipping date back to the sixteenth century when some
copper jars were placed in cafes and bars with this statement "To Ensure Promptitude"
written on them, to ensure speed of service. So, it is believed that the origin of the word “tip”
goes back to the initials of the previous sentence “To Ensure Promptitude” (Tip). In the
Arab region, the Turks shaped part of the culture of the region, and the word “Baksheesh”,
according to some writers, came from the Turkish culture and it means what is provided to
those who perform a simple service. Tipping culture has become widespread in most Arab
countries and many workers in the food industry and other sectors rely heavily on tipping
to support their low wages (Abdel Moneim, 2007; Marzouki, 2018; Badran et al., 2013).
REASONS AND MOTIVATIONS OF TIPPING
Lynn (2017) and Lynn & Brewster (2018) argued that people like the policy of
tipping voluntarily and do not prefer it to be in a form of fees included in the bill. Many
researchers agree that tipping behavior is an avoidable expenditure form. Many ask why
consumers leave money to strangers when they are not legally obliged to do so, and do not
gain any tangible benefit out of it (Lynn et al., 1993). Others pointed out that one of the
main reasons for tipping workers is that it has become a social norm, and the provision of
tips conform to social norms and customs, and this commitment of tipping gives them
social acceptance and make them feel generous (Azar, 2007a). On the other hand,
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disobeying this norm causes them embarrassment in front of others (Bodvarsson &
Gibson, 1999; Aronson et al., 1999). This is consistent with the theory of Social Exchange.
Azar (2003) asserts that some provide tips as a kind of sympathy for low-income workers
or as a means of expressing their own kindness and generosity, while some feel strong
and superior when practicing this behavior. The other reason according to Conlin et al.
(2003) is the desire to have better future services. This applies to clients who want to
return to the same restaurant and expect to be served by the same people .
The idea is that, through tipping, employees are motivated to provide better
services in return, and sometimes customers fear that not paying tips may lead to bad
services at the next visit. Thus, some people would take the initiative to pay tips. This is
what (Hiler, 2015) calls the “Influence motive" which is based on the fact that the
consumer wants to control current and future services. The customers give the tip
because they realize that the quality of service provided by the waiter is not included in
the bill and feel that the only way, they can reward employees is by tipping (Lynn, 2001).
Liraz (2012) discusses that the relationship between service quality and tipping intention
depends on the food quality. Wang (2010) points out that that tipping began as a sign of
gratitude and appreciation and then as an expression of social status and an incentive,
and finally became a custom and a socially accepted fact. In addition, Saayman (2014)
conducted an exploratory survey in restaurants during the Ardklop Festival in South
Africa to find out the drives that make people pay tips or abstain from paying .
The results of the study showed that the reasons for tipping are due to financial
reasons, the result of good service and to gain social acceptance. Also, it showed that
the behavioral variables are more influential than social and demographic variables in
influencing the decision to pay the tip. Lynn (2015) revealed a motivational frame that
offers reasonable interpretations for the motives of paying or not paying the tips. The
so-called TMF (Tipping Motives Framework) presumed that tipping is motivated by
the desire of customers to welfare the servers and build fair relations with staff,
getting privileged services in the future visits and finally conforming to the social
commitment or gain social acceptance. Lee and Dewald (2016) conducted a study on
the tipping behavior of Chinese tourists in American restaurants. Although the culture
of tipping is not widespread in China, the Chinese tourists were paying tips in
different rates under the influence of the prevailing social custom in the USA,
depending on the level of service provided. The main influencing factors of their
tipping intentions were food prices, companions in the visit, and food. Moreover, Azar
(2010b) proposed that people do not consider strategic motives represented in future
service, but they consider social and psychological motives while tipping.
METHODOLOGY
The researchers used the descriptive-analytical approach. A survey was
conducted among a purposive sample visiting all 35 fine-dining restaurants working in
Irbid city; northern Jordan during May 2018-Jan 2019. In designing the questionnaire,
the researchers reviewed some of the previous studies regarding tipping Behavior (Mok
& Hansen, 1999; Artuger & Çetinsöz, 2013; Jessica, 2015; Al Najdawi et al., 2017;
Shatnawi, 2019). A questionnaire consisting of five dimensions influencing the tipping
behavior of clients (Service Quality, Restaurant Environment, Emotional motives,
Social motives, and Food Quality), was distributed among a purposive sample of 690
clients dining in these restaurants and 624 questionnaires were returned a nd analyzed
to comprehend clients' opinion on the main dimensions of tipping and determine the
statistical correlations between the main variables of the study.
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DATA ANALAYSIS AND RESULTS
The demographic distribution of the study sample reveals that 73.7% were male
clients, 36.1% were between 41-50 years old, 32.4% were less than 30years old, and the
rest were evenly distributed between those between 31-40 and more than 50 years old.
The majority (34,1%) visited restaurants once every two weeks, followed by those who
visited restaurants once a week (26%) and least were clients who visited restaurants on a
daily basis (9%). Table 1 shows the Means and standard deviations of responses related to
the motives which affect the intention of the customers to pay tips. Service quality and
food quality were the main variables influencing the intention of clients to pay tips,
whereas emotional motives were the least. Agrees with (Liraz, 2012), who confirmed a
strong correlation between quality of service and the tip value. The detailed analysis of the
variables influencing client intention to pay tips revealed that staff training, service style,
cleanliness, price, quantity, taste, and price of food, importance of personal hygiene and
the cleanliness of the restaurant are the most important variables that affect the client's
intention to pay tips for workers in the restaurant. A standard multiple regression test
was conducted to identify the impact of the group of variables (service quality, the
restaurant environment, food quality, emotional motives, and social motives) and the
dependent variable (Tipping Intention), the results as shown in Table 2.
Table 1. Overall mean and Standard Deviations of the study main dimensions
Dimension
N
Mean
Std. Deviation
Service Quality
624
4.1294
.64226
Restaurant Environment
624
3.3437
.74269
Emotional motives
624
2.6597
1.04583
Social motives
624
2.8085
.93315
Food Quality
624
4.1218
.52155

Model
1

R
.450a

Table 2. Standard Multiple Regression tests
Model Summary
R Square
Adjusted R Square
Std. Error of the Estimate
.203
.196
.97516

a. Predictors: (Constant), Food Quality, Service Quality, Social motives, Emotional motives, Restaurant Environment

ANOVA
Sum of Squares
df
Mean Square
F
Sig.
149.326
5
29.865
31.406
.000b
1
587.673
618
.951
737.000
623
Coefficients
Unstandardized Coefficients Standardized Coefficients
Model
T
Sig.
B
Std. Error
Beta
Service Quality
.351
.063
.207
5.605 .000
Restaurant Environment
.174
.058
.119
3.007 .003
Emotional motives
.011
.081
.005
.130 .897
Social motives
.135
.043
.115
3.132 .002
Food Quality
.348
.038
.335
9.207 .000
Model
Regression
Residual
Total

According to the findings in Table 2 the value of the correlation coefficient between
the dependent variable (Tipping Intentions) and the independent variables (service
quality, the restaurant environment, food quality, emotional motives, and social motives)
counted for 0.450 (R=.450) and the independent variables explain about 20% (R
Square=.203) of the variance in the intention to pay Tips. It is clear that the regression is
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significant (Sig. = 0.00) and the value of the variance F=31.406. This simple
interpretative value of the influence of the group of the independent variables that had
been studied certifies to us that there are many variables that might have a larger
influence on the intention to pay tips, but they were not studied in this research. In order
to explain the value of each independent variable (service quality, the restaurant
environment, food quality, emotional motives and social motives) in the intention to pay
the tips, it is clear to us that the variable of emotional motives was not statistically
significant (Sig = .897) which is greater than the standard level of significance (0.05) ,and
therefore did not have an effect in the regression equation, while the other independent
variables were statistically significant and thus have an effect on the interpretation of
variation in the tipping intention, where the value of the coefficient (Beta = .335) of the
food quality variable and the calculated value of (T) (9.207), followed by the Service
Quality Variable (Beta = .207 / T = 5.605). This result is completely different from what
Azar, 2010a had said, who emphasized that people pay tips for social and psychological
reasons only, not for strategic reasons and for future service considerations. It is in line
with Speer, 1997; Rønhovde, 2012; Artuger & Çetinsöz, 2013; Cho, 2014, who confirmed
that quality of service is the most important factor in leaving tips. Further analysis was
conducted to comprehend the significant differences between the responses of the
members of the study sample towards the variable of tipping intention according to the
different demographic factors. It is clear that the value of the statistical significance of the
T test for two independent samples were (0.110) which is greater than the level of
significance (a<=0.05). Thus, we conclude that there are no statistically significant differences
between the means of study sample estimates towards the tipping intention attributed to
sex factor. This finding agreed with Jewell, 2008. To find out the statistical relationship
between the study sample responses towards the tipping intention according to the number
of visits to restaurants, one-way ANOVA analysis was conducted as shown in Table 3.
Table 3. One -Way ANOVA Test for a number of visits to restaurants variable
ANOVA
Std.
Descriptive
N
Mean
Deviation
Sum of Squares df
F
Sig
Between
Rarely
100 3.0000 1.08886
29.426
4
Groups
Within
Once a month
93
3.6371
.94158
707.574
619 6.436 .000
Groups
Once every two
213 3.6045
1.00556
Total
737.000
623
weeks
Once a week
162
3.5417
1.15333
Daily
56
3.4241
1.20691
Total
624 3.4800
1.08765

The results shown in Table 3 show that the level of the sign (sig) corresponding to
the value of the F test is (0.000) and is less than the significance of (a = 0.05). As a result,
there are statistically significant differences in the estimates of the study sample towards
the intention to pay tips attributed to the variable of a number of restaurant visits. To find
out the significance of the differences between the samples, the Tukey test was conducted.
And it showed what is clarified in Table 4, that there were significant differences between
rarely category and once per month category in favor of once per month category which
had the highest mean value 3.6371. There were also differences between rarely and once
every two weeks categories in favor of the group once every two weeks with the highest
mean value of 3.6045. There were also differences between rarely and once per week
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category in favor of once a week category which had the highest mean (3.5417). This
means that the sample member who visits restaurants weekly or monthly has a tendency
to pay tips more than the survey sample members who rarely visit restaurants.
This interpretation may be associated with the idea of seeking future services as
they will repeat the visit in the future, which is consistent with Conlin et al., (2003). For
age group, One-Way ANOVA test was conducted. The results show that the level of a
significance corresponds to the value of F test (0.002), which is less than the significance
level of p<0. 05. Accordingly, there are statistically significant differences in the study
sample estimates towards the tipping attributed to the age variable. To detect the
significance of the differences between the samples, Tukey test was conducted for
differences between the samples, and it revealed significant differences between the age
group (less than 30 years) and (41-50) category in favor of the age group (41-50) ) which
had the highest mean of (3.6544) and the statistical significance of (0.002). This means
that the older age groups are the ones who have the highest intention to pay the tips in the
Jordanian restaurants. This is consistent with Lynn (2006) and disagrees with (Jewell,
2008) study, which indicated that young people have more tendency to pay tips.
Table 4. Post Hoc Test for a number of visits to restaurants variable
Multiple Comparisons
(I) Visit restaurants
(J) Visit restaurants
Mean
Std. Error
every month
every month
Difference (I-J)
*
Once a month
Rarely
.63710
.15402
Once every two weeks
Rarely
.60446*
.12961
Once a week
Rarely
.54167*
.13597

Sig.
.000
.000
.001

CONCLUSION
This exploratory study can be considered as a real addition to the literature related to
the behavior of tipping in Jordan and the Middle East. One of the main findings of the study
is that the variable food quality and service quality are the most important reasons creating
tipping intention, so it must be taken into consideration by employees and managers in
restaurants. The study also found that older age groups and the groups who have more
frequent visits to restaurants had greater intentions to pay tips. Unlike other dimensions
of the study, social motive did not have an effect on the interpretation of the tipping
intention. There was no difference in the tipping intention according to clients' gender,
while it is found that old people have more intention to tip than young clients. Clients who
visits restaurants on weekly or monthly basis have a tendency to pay tips more than those
who rarely visited restaurants. The study recommended conducting similar surveys on
other restaurant types in different governorates in Jordan as well as in neighboring
countries to understand the tipping behavior of restaurant clients in different contexts.
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