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ABSTRACT

Since tips function as an important source of income for a vast number of
service employees and serve as an effective financial incentive for numerous
businesses in the service sector, nudging customers to tip has become increasingly
ubiquitous in the business world. Thanks to the rapid evolution and widespread
adoption of mobile Internet and digital payment collection systems, the practice of
exposing customers to tip recommendations, as one way to increase tips, has
gradually gained traction among companies in the service industry. However, past
research has overly concentrated on number-only tip recommendations and how to
increase the effectiveness of such tip recommendations through manipulating the
numerical attributes of the suggested tip amount. More importantly, the prior literature
has failed to draw a definitive conclusion regarding the most effective design of such
number-only tip recommendations. This thesis thus fills an important void regarding
how to design effective tip recommendations by examining the effectiveness of a
newly emerging yet not widely adopted design of tip recommendations—materially
referenced tip recommendations (i.e., depicting a product that financially equals the
suggested tip amount).

In this thesis, Chapter 1 first provides a brief and concise summary of the
entire research. Chapter 2 begins with a comprehensive review of existing literature
on tipping behavior, the motives behind tipping, the design of tip recommendations,
outcome simulation, and meaningfulness, followed by the establishment of the
theoretical framework and the development of hypotheses regarding the research

question. Moving to Chapter 3, | present the results of nine experiments, which



demonstrate that an easily implemented design of tip recommendations—adding
materially referenced items to tip recommendations—prompts tipping. This effect
persists whether the material references are presented pictorially or verbally, and is
sequentially mediated by the more vivid outcome simulation and higher perceived
meaningfulness of the tipping behavior. More importantly, the effect is mitigated
when customers undergo high cognitive load, when consumers suspect companies of
engaging in tip theft, or when the referenced product is irrelevant to the focal service
context. Furthermore, | empirically rule out various alternative explanations for the
observed effect, including more negative self-attribution, shortened psychological
distance between the customer and the server, higher perceived communality of the
customer—server relationship, higher perceived novelty of tipping experiences, the
discrepancy between the perceived financial value of referenced goods and the
suggested tip amount, higher level of customer engagement, customers’ stronger
affective reactions, and lower level of pain of payment. Finally, Chapter 4 delves into
the important theoretical contributions and the managerial implications of the research,

in addition to summarizing findings and discussing future research avenues.
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CHAPTER 1. INTRODUCTION

From dining in restaurants to getting a haircut, from taking a cab to asking for
room cleaning services, tipping is so ubiquitous that in the US food and dining
industry alone, the total tip amount was estimated to be US$68.4 billion in 2017 (Tang
et al. 2022). Furthermore, leveraging advancements in modern information technology,
a growing number of companies in industries where tipping was once uncommon now
have the opportunity to incorporate tip solicitation features in their service process
(Xie 2014). For example, many gig economy companies (e.g., Uber, Fiverr) have
been incorporating tipping features into their platforms for years (Hawkins 2019). In a
similar vein, thanks to the development of digital transaction tools and systems (e.g.,
Square, PayPal), numerous offline businesses, where tipping was not customary (e.g.,
fast-food chains), are now encouraging consumers to offer voluntary gratuities by
showing them tip recommendations (Xie 2014; Polastre 2016; Morales 2022).

Given the magnitude of tipping, it has emerged as a significant subject of
study in marketing, and marketing researchers have explored its effects at various
levels. From a micro-level perspective, tips constitute a substantial portion of income
for many service employees across various industries, particularly for those who often
face financial vulnerability and hardship (Andrea et al. 2020; Elliott and Bowman
2020). Therefore, adequate tips play a vital role in employees’ psychological well-
being, commitment to the company, and citizenship behavior, and ultimately
contribute to better work motivation and job performance (Azar 2012; Lynn,
Kwortnik, and Sturman 2011; Sehkaran and Sevcikova 2011; Wang, Baker, Kim, and
Ma 2021). On a macro level, considering that jobs relying on tips as a major income

source are often underpaid, tips become essential for enhancing the welfare of the



entire workforce (Azar 2012), “the viability of businesses” (Lee, Noble, and Biswas
2018, 318), and even the sustaining of sufficient consumer demand (Azar 2012; Lynn
2017). Therefore, marketing scholars have proposed various strategies to encourage
customers to tip as well as to tip more. Some of the tactics are based on customer-
server interactions, such as displaying a sincere smiley face (Bujisic et al. 2014),
squatting down when serving the table (Lynn and Mynier 1993), offering small gifts
(Frank 2020), touching customers when returning the change (Crusco and Wetzel
1984), and introducing names at the beginning of interactions (Shih et al. 2019).
Others are more related to service procedures and branding, such as presenting credit
cues (McCall and Belmont 1996), requesting tips before asking for ratings (Chen et al.
2023), and including “thank you” on checks to customers (Rind and Bordia 1995).

In recent years, a novel approach to tip solicitation has gained traction:
providing customers with tip recommendations (i.e., suggesting a specific amount of
money or a fraction of the bill for tipping; Bluvstein and Raghubir 2021). Thanks to
the rapid evolution of mobile Internet and digital payment collection systems, tip
recommendations are now widely adopted by numerous companies (e.g., Buffalo
Wild Wings, Crumbl Cookies, Starbucks), platforms (e.g., Deliveroo, Fiverr, Uber),
and payment services providers (e.g., Square, Stripe, PayPal). Despite its growing
popularity, the effectiveness of this tool remains unclear and appears to be influenced
by various external factors (e.g., Cabano and Attari 2023; Hu 2018; Karniouchina,
Mishra, and Verma 2008). For instance, Strohmetz and Rind (2001) found no impact
of tip recommendations on tipping behavior in the joint consumption context, as
evidenced by data collected from restaurants. This conclusion aligns with a recent
experiment conducted through MTurk by Cabano and Attari (2023). In a similar vein,

a comparison of large-scale field data reveals that tip recommendations work far less



effectively in the ride-sharing context compared to the taxi-service context (Chandar
et al. 2019; Tan and Zhang 2021). Meanwhile, past literature has also failed to draw a
definitive conclusion on which type of tip recommendation design is most effective.
For instance, while some researchers have suggested that round numbers should
outperform non-round numbers in the design of tip recommendations (Lynn, Flynn,
and Helion 2013), the effect of number roundness on tipping behavior was not
replicated in a large-scale field experiment (Alexander, Boone, and Lynn 2021).
Consequently, the academic community is calling for more comprehensive research
into the effective design of tip recommendations.

In this thesis, | examine the effectiveness of an easily actionable yet not widely
used design of tip recommendations—materially referenced tip recommendation,
which refers to the tactic of depicting a product (either material or experiential) that is
financially equal to the suggested tip amount during tip solicitation. For example, Buy
Me A Coffee, a tip-solicitation tool, allows individuals to tip “a cup of coffee” to those
who request tips by giving the solicitors the suggested tip amount (see Figure 1 for
real-world examples of materially referenced tip recommendations). Building on prior
literature on tipping (e.g., Alexander, Boone, and Lynn 2021; Bluvstein and Raghubir
2021; Chen et al. 2023) and material reference (e.g., Friedman, Savary, and Dhar
2018; Savary, Goldsmith, and Dhar 2015), in this thesis, | investigate how and why
materially referenced tip recommendations increase customers’ likelihood to tip and
the size of the tip. Additionally, I explore various moderators that mitigate the
observed effect, including cognitive load, suspicion of tip theft, and relevance of the

material references to the service context.
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The remainder of the thesis is outlined as follows: Chapter 2 provides a
comprehensive review of existing literature on tipping behavior, tip recommendation
design, material reference, outcome simulation, and meaningfulness, based on which |
developed the theoretical framework for the thesis. Specifically, | argue that the effect
should be sequentially driven by vivid simulation of the outcome of tipping and the
higher perceived meaningfulness of the tipping behavior. Moreover, | predict that this
effect should be mitigated under three boundary conditions, namely, when customers
experience high cognitive load, suspect that companies may misappropriate solicited
tips, or when the referenced product is not relevant to the service context.

Chapter 3 presents empirical evidence supporting the proposed effect of
materially referenced tip recommendations on customers’ tipping likelihood and tip
size, and rules out several alternative explanations for the observed effect, including
more negative self-attribution, shortened psychological distance between the customer
and the server, higher perceived communality of the customer—server relationship,

higher perceived novelty of tipping experiences, the discrepancy between the



perceived financial value of referenced goods and the suggested tip amount, higher
level of customer engagement, customers’ stronger affective reactions, and lower
level of pain of payment. Furthermore, this chapter empirically examines the three
aforementioned boundary conditions, which are theoretically and practically relevant:
cognitive load, suspicion of tip theft, and perceived relevance of referenced products
to the service context. By ruling out the alternative explanations and identifying the
boundary conditions, I reaffirm the role of more vivid outcome simulation and higher
perceived meaningfulness of tipping behavior in the underlying process.

Chapter 4 concludes the findings, summarizes the contributions, and outlines
suggestions for future research. This thesis carries substantial theoretical and practical
implications. First, it introduces a novel approach to enhance tipping—utilizing
materially referenced tip recommendations. By doing so, this thesis moves beyond the
traditional emphasis on tip recommendation design, which predominantly focuses on
modifying the numerical attributes of the suggested tip amount (e.g., Alexander,
Boone, and Lynn 2021; Chen et al. 2023; Haggag and Paci 2014). This enriches the
existing literature on tip recommendations and tipping behavior. Meanwhile, the
findings highlight that eliciting vivid outcome simulations of tipping and increasing
the perceived meaningfulness of tipping lead to more customers tipping and larger tip
sizes, contributing to research on tipping motives (Lynn 2015, 2021; Whaley, Douglas,
and O’Neill 2014). Second, | apply the concept of material reference (e.g., Friedman
et al. 2018; Savary et al. 2015) to a new exchange-based context—tipping—and
demonstrate its exemplification nature. By examining the effect of material reference
from an other-focused perspective (i.e., how money can be spent on the tip recipient),
| also connect material references with vivid outcome simulation (e.g., Petit, Javornik,

and Velasco 2022; Ulkimen and Thomas 2013; Zhao, Hoeffler, and Zauberman 2011),



which further adds to the literature on material reference. Additionally, | contribute to
the research on meaningfulness (e.g., Florian, Costas, and K&reman 2019; Yang,
Hsee, and Urminsky 2019) by providing quantitative evidence that vividly imagining
the consequences of specific behaviors leads to greater meaning in performing them.
This thesis also introduces an easily implementable and effective tool—materially
referenced tip recommendations—to boost tipping, which offers broad implications
for service workers, marketers, customers, and society at large. Last but not least, |
also discuss avenues for future research, including changing the presentation format
and value of the suggested tip amount, exploring other potential tipping contexts,
choosing appropriate referenced products, ruling out additional alternative
explanations, testing other boundary conditions related to the proposed mechanism,
and examining the effect of materially referenced tip recommendations on other

critical consequences in the service marketing context.

CHAPTER 2. THEORETICAL FRAMEWORK

2.1. TIPPING AND TIP RECOMMENDATIONS

Defined as sending a voluntary monetary gift to those who serve the customers
(Lynn and Graves 1996; Lynn, Zinkhan, and Harris 1993), tipping is so prevalent in
the US that “it is very hard to avoid paying tips in America” (Shy 2015, 2041). For
instance, in the US food and dining industry alone, the total tip amount was estimated
to be US$68.4 billion in 2017, constituting approximately 0.3% of the annual GDP of
the US (Statista 2024; Tang et al. 2022). The significance of tipping extends beyond

its sheer magnitude to practical importance: a massive number of workers rely on tips



for their livelihood (Baum, Rubio, and Congreve 2023; O’Rourke, Belli, and
Mathmann 2023). As a result, an increasing number of companies utilize tips as
financial incentives to enhance service performance and to attract and retain capable
workers (Shy 2015; Tung 2018). Taking the gig economy as an example—an industry
currently involving 15% of the U.S. labor force—tips are considered a determinant
factor in the service quality of workers (Bodvarsson and Gibson 1999; Bracha and
Burke 2021; Laurinavicius and Balitinaité 2022). Meanwhile, offering the opportunity
to request tips has become a popular strategy to win the “battle for talents” among
various gig platforms due to the limited supply of qualified workers (e.g., Uber; Canal
2022; McGrath 2023). From the societal perspective, adequate tips can contribute to
alleviating economic inequality and reducing systematic oppression against those who
are underprivileged and marginalized. This is especially pertinent as the financially
vulnerable and disadvantaged groups account for a substantial portion of service
employees in occupations where tips are essential to sustain workers’ lives (O’Rourke,
Belli, and Mathmann 2023).

Given the pivotal role of tips in the service setting and in our society,
marketing scholars have explored the motives behind tipping and the contextual
factors that could increase tipping accordingly (e.g., Chen et al. 2023; Lee et al. 2018;
Lynn 2015, 2018, 2021; Strohmetz et al. 2002). Despite tipping being considered
“voluntary,” its psychological underpinnings are complex, which is partially due to
the exchange nature of services and the normative view of tipping in certain service
contexts (Azar 2020; Lynn 2015, 2018). Consequently, marketing scholars have paid
considerable attention to strategies aiming at mitigating patrons’ self-serving motives,
such as a sense of duty, the desire for future high-quality services, and a desire for

esteem (Lynn 2015). For example, prior research has indicated that requesting cash



tips increased the likelihood of tipping by eliciting an impression-management goal,
as cash was more publicly visible (Bluvstein Netter and Raghubir 2021). On the other
hand, only a few empirical studies have explored how to encourage customers to tip
through a purely altruistic lens. For instance, marketing scholars have found that
playing songs with prosocial lyrics as the background music could boost patrons’
tipping behavior by eliciting prosocial thoughts (Jacob, Guéguen, and Boulbry 2010),
while offering additional services could increase the tipping likelihood and tip size by
increasing customers’ desire to reward such value-added services, though they had
paid extra money for such services (Shih, Jai, and Blum 2016).

Recently, one particular way of requesting tips—tip recommendations—has
gained traction in the service sector. Referred to as the tactic of suggesting either a
specific amount of money (i.e., dollar-framing tip recommendations) or a fraction of
the bill amount (i.e., percentage-framing tip recommendations; Alexander, Boone, and
Lynn 2021; Bluvstein and Raghubir 2021) for customers’ references when requesting
tips, tip recommendations have been adopted by various companies across a wide
range of industries (e.g., Amazon, DoorDash, Square, Starbucks, Twitter, Uber;
Bluvstein and Raghubir 2021). For example, Starbucks incorporates dollar-framing
tip recommendations (e.g., US$0.50, US$1, US$2; Xie 2014) into the payment
interface on its mobile app, allowing users to tip baristas when placing orders through
the app.

Because of their popularity, tip recommendations have received considerable
research attention. However, marketing scholars have predominantly focused on tip
recommendation designs featuring only numerical elements; more importantly, past
research has suggested that the effectiveness of such designs remains unclear and is

subject to various external factors (e.g., Karniouchina et al. 2008; Strohmetz and Rind



2001). For example, based on hypothetical experiments conducted through the online
research panel, Cabano and Attari (2023) found that number-only tip
recommendations had no influence on tip size, as such tip recommendations could
threaten customers’ sense of autonomy. In a similar vein, based on data collected from
the field, researchers have also found that the traditional number-only tip
recommendations performed significantly better for taxi services compared to Uber
rides, which was likely due to the absence of established tipping norms in the
emerging ride-sharing service context (Chandar et al. 2019; Duhaime and Woessner
2019; Tan and Zhang 2021).

Setting aside the conflicting results regarding the effectiveness of such
number-only tip recommendations, even though one may argue that there is still
empirical evidence supporting the notion that such recommendations may increase
tipping under certain circumstances (e.g., Fan, Wu, and Liu 2024; Seiter, Brownlee,
and Sanders 2011), researchers have not reached a definitive conclusion on the most
effective design of such number-only tip recommendations (e.g., Haggag and Paci
2014; Hoover 2022). In other words, past literature has failed to reach a consensus on
how to manipulate the numerical attributes of the suggested tip amount to harness
optimal results. For instance, Bluvstein and Raghubir (2021) found that dollar-
framing tip recommendations (e.g., US$1, US$2, US$5) usually outperformed
percentage-framing tip recommendations (e.g., 5%, 10%, 15%) in tip solicitation
process because such dollar-framing tip recommendations resembled dollar-framing
discounts in the promotion context. Since dollar-framing discounts have been found to
create a perception of greater savings compared to percentage-framing discounts,
customers might falsely believe that they tipped less money when they were nudged

with dollar-framing tip recommendations (Darke, Freedman, and Chaiken 1995;



Heath, Chatterjee, and France 1995). However, some other researchers, using a large-
scale field experiment, did not observe the same pattern in most cases (Alexander,
Boone, and Lynn 2021).

Therefore, it is theoretically critical to investigate how marketers can improve
the effectiveness of tip recommendations, given the ambiguity and inconsistency in
the existing findings. This is especially pertinent to understanding if there are
strategies to improve the effectiveness of tip solicitation beyond simply adjusting the
numerical attributes of the suggested tip amount. Adding to this stream of research in
the service marketing domain and moving beyond the scope of tip recommendation
designs solely based on numbers, in the current research, | investigate how and when
a newly emerging tip recommendation design—materially referenced tip

recommendations—can increase customers’ tipping likelihood and tip size.

2.2. MATERIAL REFERENCE LEADS TO VIVID OUTCOME SIMULATION

By definition, material reference is the practice of referencing an equally
priced product (either material or experiential) when thinking about a specific amount
of money (Savary, Goldsmith, and Dhar 2015). Although rarely observed in the
service context, especially tipping-related scenarios, material reference is widely
employed by consumers and marketers in other domains (e.g., Frederick et al. 2009;
Friedman, Savary, and Dhar 2018). For instance, the educational product company
SmartGurlz references the cost of participation as merely “the price of a nice dinner,”
whereas the charity CARE references the cost of donation as “less than the cost of
Sunday newspaper.” Recently, some companies have begun to incorporate material

references into the design of tip recommendations, though such practices have not yet
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been widely adopted, especially in Western markets. For example, those who tip the
service employees through Stripe can buy one or more “cups of coffee” and
spontaneously send the monetary gratuity to the recipient, with the suggested tip
amount customizable by the tip requester. In a similar vein, consumers who have their
parcel delivered by SF Express (a leading courier service provider in China) can send
items like “bottled water” (CN¥2), “fried chicken” (CN¥5), or a “bowl of noodles”
(CN¥8) to the delivery person to express their gratitude or reward their excellent
service.

The pioneering research on material reference has primarily focused on its
function as a signal of alternative ways to spend money on oneself (e.g., Frederick et
al. 2009; Friedman, Savary, and Dhar 2018). For example, prior literature has shown
that when the cost of a focal product references an equally priced alternative
dissimilar (vs. similar) to the focal product, consumers will be less interested in the
focal product, as such out-of-category material references activate a conflicting non-
focal goal (Friedman, Savary, and Dhar 2018). On the other hand, asking individuals
to write down things that a specific amount of money can purchase for themselves
makes them less willing to spend the money later on (e.g., updating the basic option),
as such material references remind consumers of the opportunity cost of spending the
money (Frederick et al. 2009). Adding to the above findings, Savary and colleagues
(2015) found that when donation appeals were accompanied by equally priced
hedonic goods unrelated to the charitable appeal, participants were more likely to
donate compared to when such appeals were accompanied by utilitarian material
references unrelated to the charitable appeal or when such appeals were not
accompanied by material references, because hedonic referenced goods led

participants to believe that spending the money for their personal indulgence was
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immoral when they knew that others were in need. However, the role of material
reference as the exemplar of how a specific amount of money can be spent on others
has largely been overlooked.

Material reference, as applied to tip recommendations, represents a specific
product that the solicited tip amount could potentially be used to purchase (Frederick
et al. 2009; Friedman, Savary, and Dhar 2018). In other words, it serves as an
exemplar showcasing how the requested tip amount can be spent on tip recipients,
highlighting tangible benefits that recipients could enjoy if they received gratuities
from the customer. Outcome simulation, according to prior research, is the imitative
and simulative mental representation of the desirable outcomes of one’s actions based
on real-world inferences (i.e., “what can happen in real life if | do this”; Cian,
Longoni, and Krishna 2020; UlkUmen and Thomas 2013). Materially referenced tip
recommendations, by providing a real-world example of the benefits a service
employee can receive through solicited tips, guide customers’ attention to the likely
outcome of tipping in a simulative, imaginative manner. Therefore, materially
referenced tip recommendations should spontaneously help individuals develop vivid
outcome-focused mental simulation regarding tipping behavior. This argument is also
partially supported by the exemplification theory in the communication field,
suggesting that exemplars can lead to more vivid mental imagery of the
communicated content, which consequently influences individuals’ perceptions, such
as the rate of risk and severity of problems (Ahn, Hahm, and Johnsen 2019; Bigshy,

Bigman, and Gonzalez 2019; Green 2006; Yu, Si, and Cho 2015).

2.3. FROM OUTCOME SIMULATION TO TIPPING: THE ROLE OF

MEANINGFULNESS
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| further posit that vividly imagining the outcome of tipping increases the
perceived meaningfulness of tipping behavior and, subsequently, enhances patrons’
actual likelihood of tipping and the tip size. The pursuit of meaning is recognized as
“an essential feature of human nature” (Vignoles et al. 2006, 311). Individuals
spontaneously search for meaningfulness in various activities, such as life events
(Wang, Sun, and Kramer 2021), social interactions (Wheeler, Reis, and Nezlek 1983),
political campaigns (Losier and Koestner 1999), artwork appreciation (Russell and
Milne 1997), and tasks—especially ones related to their jobs (Fletcher and Schofield
2021; Hunton and Price 1997; Vuori, San, and Kira 2012). In a similar vein, past
research has also found that individuals were averse to the loss of possessions with
meaning (Winterich, Reczek, and Irwin 2017). The motivational role of
meaningfulness, combined with the prior findings that the sense of meaning is one of
the primary self-related benefits of altruistic behavior (Donnelly et al. 2017; Olivola
and Shafir 2013; Yang, Hsee, and Urminsky 2019), suggests that when
meaningfulness looms larger, people should be more likely to extend help to others.
Given that the altruistic motive serves as one of the essential motives behind tipping
(Lynn 2015; Rifkin, Du, and Berger 2021), | argue that once customers can derive a
higher sense of meaningfulness from tipping, they will be more likely to tip servers
and will offer higher tips.

In the current research, | predict that the heightened outcome simulation of
tipping behavior will emphasize the perceived benefit and impact of tipping on the
recipient (i.e., the service provider), thereby highlighting the meaningfulness of
offering gratuities. The rationale can be explained as follows: as discussed earlier,

vivid outcome simulation is achieved by emphasizing the potential benefits of tipping
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for tip recipients. According to the literature in the organizational behavior area,
highlighting the benefits of one’s tasks on others can boost the perceived
meaningfulness of such tasks (Anik and Norton 2020; Bastos and Barsade 2020). For
instance, Bastos and Barsade (2020) found that employees whose jobs involved
providing experiential products, as opposed to material products, were inclined to
perceive their jobs as more meaningful; this was because providing experiential
products required a higher level of involvement, subsequently enhancing the
perceived impact of their jobs on customers. In addition, prior research elucidates that
meaningfulness, as a motive for action, can be uplifted through an imaginative lens
(Anik and Norton 2020; Kim et al. 2021). In other words, individuals can view the
activities as more meaningful by merely imagining themselves engaging in such
activities. For instance, Kim and colleagues (2021) found that individuals could
recognize the meaningfulness of tasks embedded with group rituals without actually
engaging in them. Hence, when patrons vividly imagine the possible outcome of their
tipping behavior, as illustrated by material references, they should be able to
recognize the meaningfulness of tipping, even though they have not yet tipped.

Consistent with this assumption, Florian and colleagues (2019), employing a
qualitative research paradigm, found that the general public’s increased willingness to
volunteer at refugee camps was driven by the heightened perceived meaningfulness of
volunteering. Such meaningfulness was largely shaped by the illusory benefits of such
activities as portrayed by the media. That is to say, media campaigns contributed to
enhancing the perceived meaningfulness of volunteering among the audience even
before they decided to become volunteers.

Based on the aforementioned propositions, | predict that materially referenced

tip recommendations will induce more vivid outcome mental simulation—essentially,
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a clear mental image of how the tip can be utilized by the tip recipient. The
heightened outcome simulation, in turn, is expected to make tipping more meaningful
in patrons’ minds, consequently encouraging customers to tip as well as tip more.

Formally, I hypothesize the following:

H1: Materially referenced (vs. not materially referenced) tip recommendations

will increase tipping.

H2: The proposed effect of materially referenced tip recommendations on
tipping will be sequentially mediated by both the more vivid outcome simulation and

the higher perceived meaningfulness of tipping behavior.

2.4. BOUNDARY CONDITIONS

My hypothesis regarding the process underlying the effect of materially
referenced tip recommendations on tipping suggests several theoretically and
practically relevant boundary conditions. First, if the proposed effect of materially
referenced tip recommendations on the perceived meaningfulness of tipping and
subsequent tipping behavior operates through an imaginative lens (i.e., vivid outcome
simulation of tipping behavior), the effect should be attenuated or eliminated once the
vivid outcome simulation is inhibited. Previous research on the vividness of mental
imagery (the construct that covers mental simulation; Elder and Krishna 2012) has
repeatedly demonstrated that, once cognitive resources necessary for developing vivid
mental imagery become unavailable, such as when one is cognitively busy,

individuals’ ability to mentally simulate the behavior will be impaired (e.g., Jia et al.
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2017; Petrova and Cialdini 2005; Sinha and Lu 2019). For example, prior research has
found that, when they did not experience high cognitive load, participants reacted
more positively to progression ads than to before-after ads, because progression ads
could elicit process-focused mental simulation. However, the effect was dampened
when the audience experienced high cognitive load, as individuals were not able to
generate a vivid mental simulation of the process under such conditions (Cian,
Longoni, and Krishna 2020).

Consequently, under conditions of high cognitive demand, customers may face
challenges in developing vivid outcome simulation, even when exposed to materially
referenced tip recommendations. This may attenuate or eliminate the downstream
effect of materially referenced tip recommendations on tipping. Stated formally, |

hypothesize the following:

H3: The proposed effect of materially referenced tip recommendations on

tipping will attenuate or disappear when customers experience high cognitive load.

In addition, given the growing prevalence of tipping in recent times, instances
of tip theft have garnered frequent media attention (Ghaffary 2019). DoorDash, for
example, faces accusations of misappropriating workers’ tips by using the money as a
substitute for wages; some companies have also been criticized for forcing their
employees to share the tips they receive with other workers and supervisors (Heinz
2022; Moyer 2020). As consumers tend to overgeneralize one company’s deviant
behavior to other similar companies after being exposed to scandals specific to the
focal transgressor, there is a risk that they may mistakenly believe that other

companies that request tips will also be likely to misuse the solicited tips after
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knowing the tip theft scandal by other companies. This suspicion could lead
customers to question whether the tipped money will indeed fully reach servers when
they encounter tip solicitation requests from other service providers (Goldstein,
Cialdini, and Griskevicius 2008; Jonsson, Greve, and Fujiwara-Greve 2009). Given
that the perceived meaningfulness of one’s behavior is heavily influenced by the
benefits others can receive from oneself (Grant 2008; Rosso, Dekas, and
Wrzesniewski 2010), when customers suspect that recipients may not retain all of the
solicited tips, they may perceive tipping as less beneficial to recipients. Consequently,
they might find tipping less meaningful and reduce their tipping accordingly.

Following the above argument, | expect that suspicions surrounding whether
the solicited tips will be embezzled will also moderate the proposed effect of
materially referenced tip recommendations. Specifically, | predict that the effect of
materially referenced tip recommendations will be weakened or dismissed entirely
when customers suspect that the solicited tips will not be fully retained by the

recipient. Formally, | hypothesize the following:

H4: The proposed effect of materially referenced tip recommendations on
tipping will attenuate or disappear when customers suspect that companies will

engage in tip theft.

Furthermore, the characteristics of referenced goods shall also influence the
effectiveness of materially referenced tip recommendations. In the current research, |
specifically focus on the relevance of referenced products to service context. Drawing
on previous literature regarding the perceived contribution of goal pursuit to goal

progress and goal attainment (e.g., Koo and Fishbach 2012; Min, Martin, and Jung
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2013; Pergola, Trotta, and Suchan 2013; Zambrano et al. 2022), | define the relevance
of referenced products to the service context as the extent to which the referenced
product can help the service provider (i.e., potential tip recipient) fulfill their job
duties (i.e., delivering services to customers). For instance, a bottle of water can help
delivery platform drivers to drive for longer periods and deliver more meals or
packages, whereas a balloon cannot directly contribute to drivers’ higher efficiency in
completing delivery tasks.

Prior research has suggested that the relevance of the referenced goods to the
service context could impact the perceived meaningfulness of tipping behavior. First
of all, the focal goal for service providers is to provide services for their customers
(Hellstrédm and Revi 2019). Given that the behaviors that can significantly contribute
to the fulfillment of the focal goal will be perceived as more meaningful and that
perceived impact is positively associated with meaningfulness perception (Bastos and
Barsade 2020; TouréTillery and Fishbach 2011; van Tilburg and Igou 2013),
referenced goods that are not very helpful for servers to complete their jobs should be
interpreted by patrons as less meaningful, even though such material references can
still eliciting more vivid outcome simulation and benefit servers to some extent. The
above assumption aligns with the previous literature regarding individuals’ helping
behavior. Specifically, social psychologists have argued that recipients’ heediness can
influence the perceived impact of the helping behavior: when recipients of help do not
urgently need it, help-givers tend to view the helping behavior as less impactful,
leading them to become reluctant to help (Carroll and Kachersky 2019; Zagefka et al.
2012; Zagefka and James 2015). Once again, given the close links between perceived
impact and perceived meaningfulness that | have discussed earlier (e.g., Bastos and

Barsade 2020), it is reasonable to argue that the referenced goods less relevant to the
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focal service context will be viewed as less needed and less necessary, thereby
reducing the perceived meaningfulness of tipping the server.

I hypothesized that the effect of materially referenced tip recommendations on
tipping depends on the perceived meaningfulness of tipping behavior. Following the
arguments outlined above, | expect the perceived relevance of the referenced product
to the focal service context to moderate the proposed effect. Specifically, | predict that
the effect of materially referenced tip recommendations on tipping will be weakened
or dismissed when the referenced product is less relevant to the service context.

Putting it formally, | hypothesize that:

H5: The proposed effect of materially referenced tip recommendations on
tipping will attenuate or disappear when the referenced product is less relevant to the

service context.

2.5. ALTERNATIVE EXPLANATIONS

In the current research, | also empirically examine several theoretically
relevant alternative accounts. First and foremost, since the current research differs
from previous literature on material reference in terms of the research scope and the
consumer of the referenced goods, it is unlikely that the effect can be driven by
negative self-attribution, which has been demonstrated to be a direct consequence of
hedonic material references (Savary, Goldsmith, and Dhar 2015). In other words,
although Savary and colleagues (2015) have explored the effect of materially
referenced donation appeals on potential donors’ willingness to donate, as previously

mentioned, they studied material reference under the scope of recipient-irrelevant
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referenced goods (i.e., how the money can be used on donors) and focused on a
communal scenario (i.e., donation). However, in the current research, | test the effect
of recipient-relevant material references (i.e., how the money can be used on
recipients) and focus on an exchange scenario (i.e., service). Hence, | predict that the
self-signaling function of material reference is unlikely to play a role in the current
research. To completely rule out the self-attribution account, I not only empirically
rule out the effect of self-attribution in one study (i.e., Study 2A), but also test the
proposed effect of materially referenced tip recommendations with both the hedonic
and utilitarian referenced goods—notably, Savary and colleagues (2015) found that
the positive effect of materially referenced donation appeal only worked for hedonic
referenced goods.

Furthermore, since material references offer concrete examples of how the
suggested tip amount can be used, according to construal level theory, such concrete
examples might induce a closer psychological distance between the customer and the
service provider (Duan, Takahashi, and Zwickle 2019; Gu and Chen 2021; Thomas
and Tsai 2012). Given that closer psychological distance can boost individuals’
willingness to help the target (Touré&Tillery and Fishbach 2017; Wang, Wang, and
Jiang 2023), one may suspect that materially referenced tip recommendations increase
patrons’ tipping likelihood and tip size by reducing the psychological distance
between the customer and the tip recipient. However, previous research has shown
that the low construal level is not necessarily associated with closer psychological
distance (Jia et al. 2017; Snefjella and Kuperman 2015). In addition, even if concrete
examples of how the money can be spent did reduce the psychological distance
between the customer and the service provider, marketing scholars have demonstrated

that the identifiability of the money recipient can moderate the positive effect of
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closer psychological distance on the willingness to help (Kogut and Ritov 2011; Small
and Loewenstein 2003). Specifically, when money recipients were identifiable, the
psychological distance between the money givers and the money recipients should
have already been close enough, which eventually attenuates the positive link between
shortened psychological distance and helping intention (Kogut et al. 2018). Since the
identity of service employees is usually salient to the customer, it is also unlikely that
the positive effect of materially referenced tip recommendations on tipping behavior
is due to closer psychological distance, even if material references could indeed
induce a closer psychological distance between customers and servers. This
alternative explanation is empirically ruled out through an experiment (i.e., Study 2A).
In addition, one may argue that materially referenced tip recommendations can

make the customer—server relationship more communal, which has been viewed as an

important antecedent for positive customer reactions (Goodwin 1996; Wooldridge
1999). Past research has indeed found that goods donation was closely associated with
the concept of communality (Gershon and Cryder 2018; Zhao, Chen, and Jin 2023).
Since material references link the suggested tip amount with a specific product, it is
possible that such a design can stimulate the sense that customers are giving the
referenced product to the tip recipient. However, | argue that the referenced products
are merely exemplars rather than something that will actually be given to the tip
recipient. More importantly, due to the monetary nature and exchange essence of
tipping behavior in the service context (Lynn, Zinkhan, and Harris 1993; Shamir
1984), tip solicitation should elicit a more exchange-oriented relationship between the
customer and the service provider. It might be difficult for customers to switch their

perception of the relationship merely by offering them a different tip recommendation
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design. I rule out this alternative account in an empirical study (Study 2A) and also
through pretests regarding the exemplification nature of material references.
Moreover, | also rule out several other possible mechanisms that are related to
the tip recommendation design as well as the stimuli used in studies. Firstly, one
might argue that the design of materially referenced tip recommendations elicits more
positive consumer reactions through perceived novelty, given that such a newly
emerging design is rare in reality, especially in the Western market. Previous research
has found that perceived novelty can positively influence consumers’ responses (Kim
and Lakshmanan 2015; Lee and Kim 2022). Therefore, it is reasonable to posit that
the positive effect of materially referenced tip recommendations on tipping might be
attributed to the novelty effect. Besides, one could argue that the perceived financial
value of the referenced product may not be the same as the suggested tip amount, as
the price of one product can vary across brands and occasions. This variation in
valuation might lead customers to behave differently when they encounter materially
referenced tip recommendations (Kansal, Walia, and Goel 2015; Wertenbroch, Soman,
and Chattopadhyay 2007). Previous literature has indeed shown that the match or
mismatch between the subjective value of a product/service and the price could
influence consumers’ behavior (Grace and O’cass 2005; Souki et al. 2023).
Consequently, it is possible that the discrepancy between the perceived financial value
of referenced goods and the suggested tip amount could play a role in the process.
Other than the above-mentioned alternative explanations, one might believe that
materially referenced tip recommendations, by providing additional information about
the referenced products and subsequently eliciting more vivid outcome simulation,
make customers more engaged in the tip solicitation experience. Given that a higher

level of engagement generally harnesses more positive reactions from the audience
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(Barasch, Zauberman, and Diehl 2018; Vaughn et al. 2010; Zhou et al. 2024), it is
important to examine whether engagement can indeed play a role in the process. In
summary, | empirically rule out the aforementioned alternative explanations in an
experiment (Study 2B). Finally, one might argue that the presentation of material
references can induce more positive emotions among consumers. On the one hand,
prior literature has shown that recalling meaningful events could evoke positive
feelings (Crego et al. 2020; Schutte et al. 2012; Tavares 2018). The positive affect, in
turn, could increase individuals’ perception of being treated kindly as well as their
intention to engage in prosocial behavior, which could be generalized to the tipping
domain (Aknin, Van de Vondervoort, and Hamlin 2018; Hammond and Drummond
2019; Kelley and Hoffman 1997). In addition, one could argue that adding cute,
animated icons (see Figure 1 for examples) makes the tipping solicitation process
more enjoyable, which can also elicit more positive emotions. However, the
meaningfulness that consumers experience in the current tip solicitation scenario is
through an imaginative lens. According to prior research, consumers’ emotional
reactions to hypothetical, imagined scenarios would differ significantly from those in
real, experienced scenarios (Ben-Ze’ev 1996; Woodzicka and LaFrance 2002).
Therefore, these findings regarding the link between meaningfulness and positive
affect may not be directly applicable to the current research context. Therefore, |
argue that customers should feel the same level of positive affect regardless of
whether they are nudged with tip solicitation pages with material references or with
those without material references. | empirically rule this alternative account out by
conducting two experiments respectively (i.e., Studies 1C and 2B). Specifically, in
Study 1C, | examine whether the effect of materially referenced tip recommendations

persists even when no icons are present on the tip solicitation page, which aims to rule
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out the potential impact of pictorial elements, whereas in Study 2B, | directly capture
participants’ affective state.

Last but not least, | also test the possibility that the proposed effect of
materially referenced tip recommendations on tipping is driven by customers’ reduced
level of pain of payment. In the tipping domain, past research has found that the pain
of payment could significantly decrease patrons’ tipping likelihood and tip size (Chen
et al. 2023; Lynn 2015, 2021). As discussed earlier, materially referenced tip
recommendations might direct customers’ attention to the recipients’ lives by inducing
more vivid outcome simulation. Consequently, when tip recommendations are
embedded with material references, patrons’ other-focused attention should be
boosted. Therefore, one may speculate that, given the limited attention resources of
individuals, the increased attention to the life of tip recipients might help diminish
customers’ attention to other information, including the financial cost of tipping
(Folkes and Matta 2004; Perowne and Mansell 2002; Wilcox and Prokopec 2019).
Such inattention to the financial cost of tipping, in turn, can make customers less
likely to feel the pain of payment when making tipping-related decisions, as attention
to cost is closely related to the painful feelings during the payment process (Chatterjee
and Rose 2012; Reshadi 2020; Yeung 2014). However, | argue that, since marketing
scholars have demonstrated that material references could serve as an opportunity cost
reminder (Frederick et al. 2009), incorporating material references into tip
recommendations might highlight the cost of giving the suggested tip amount as well.
Therefore, the positive effect of materially referenced tip recommendations is unlikely
driven by a reduced level of pain of payment. I rule this pain of payment account out
by conducting an empirical study (i.e., Study 2C) that adopts the paradigm from

previous tipping literature (i.e., Chen et al. 2023).
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CHAPTER 3. EMPIRICAL INVESTIGATION

3.1. OVERVIEW

Nine experiments explore the impact of employing material reference in tip
recommendations. Firstly, Study 1 provides initial support for the first hypothesis by
demonstrating that materially referenced tip recommendations (i.e., depicting a
product that financially equals the suggested tip amount) increase customers’
likelihood to tip delivery persons (Studies 1A, 1C) and the tip size (Study 1B) in the
US (Study 1A) and China (Study 1B). Additionally, this effect persists when
customers are nudged to tip before the service is completed (Studies 1A, 1C). More
importantly, Study 1 also explores the effect of materially referenced tip
recommendations with text-only material reference (Study 1C), revealing that the
effect is not limited to providing pictorial icons regarding referenced goods.

Study 2 confirms the underlying mechanism by revealing the sequential
mediating role of vivid mental simulation toward the potential outcomes of tipping
(i.e., how the solicited tips can be used) and the perceived meaningfulness of tipping,
while speaking against several alternative explanations. Specifically, in Study 2A, |
rule out the alternative accounts including self-attribution, psychological distance, and
perceived communality of the customer—customer relationships. In Study 2B, |
address the possibility that the observed effect of materially referenced tip
recommendations on tipping is driven by the perceived novelty of the tipping
experiences, the discrepancy between the perceived financial value of referenced

goods and the suggested tip amount, level of engagement, and positive affect. Study
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2C, based on the research paradigm from Chen and colleagues (2023), rules out the
possible role of pain of payment in the process.

The next three studies further examine the proposed mechanism by testing
three theoretically and managerially relevant boundary conditions of the observed
effect. Specifically, the effect is dismissed when customers are under high cognitive
load (Study 3), when they suspect that the company will engage in tip theft (Study 4),
and when the relevance of referenced products to service context is low (Study 5). A
summary of all studies is provided in Table 1 in Appendix B.

To strengthen the generalizability of the findings, | test the aforementioned
hypotheses across a variety of tipping contexts, including food delivery (Study 1),
ride-sharing (Studies 2A, 2C), freelance copyediting (Studies 2B, 3), and parcel
delivery (Studies 4, 5). For all studies, target sample sizes were determined in advance
of data collection based on participant availability, study design, and collection
method (Simmons, Nelson, and Simonsohn 2011). In all studies, I include all
collected data in the final analyses and do not exclude any participant, and | report all
manipulations and measures. Basic demographic measurements (such as gender and
age) did not have a systematic impact on the results, so I do not further discuss them
in the thesis. Additional details about manipulations and pretests can be found in the

Appendices.

3.2. STUDY 1: ESTABLISHING THE BASIC EFFECT ACROSS VARIOUS

CONTEXTS AND SETTING-UPS

3.2.1. Overview
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Study 1 aims to provide initial evidence for the hypothesis that material
references added to tip recommendations increase customers’ tipping likelihood and
tip size. To enhance the generalizability of these findings, | test the hypothesis in two
distinct cultural contexts: the US (with established tipping norms in certain service
scenarios; Studies 1A, 1C; Lynn et al. 1993) and China (without tipping norms in
general; Study 1B; Chen et al. 2023). Meanwhile, | apply the design to a service
scenario ubiquitous in both countries—food delivery. More importantly, while Studies
1A and 1B employ materially referenced tip recommendations with pictorial elements,
Study 1C only provides participants with textual information regarding the material
reference. This design aims to rule out the possibility that the observed effect is solely
induced by providing vivid pictures, thereby strengthening the robustness of my

findings.

3.2.2. Study 1A

Two hundred and one US consumers (Mage = 41.49, 55.2% female)
participated in this study via Amazon Mechanical Turk (MTurk) for a nominal
payment. Participants were randomly assigned to one of the two (material reference
vs. control) between-subjects conditions.

Participants were asked to imagine that they were ordering a US$20 set meal
as dinner using a new food delivery app. They then viewed an app page where they
could check out and add tips for the driver who would be responsible for delivering
the food (see Appendix C1 for the stimuli). The ordering process and page design
were similar to the ordering page of DoorDash, a leading food ordering and delivery

platform in the US. In the control condition, participants saw the option of adding the
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suggested US$4 tip, which was consistent with the practice of DoorDash. In the
material-reference condition, alongside the suggested tip amount (i.e., US$4), a gas
tank icon was presented together with a sentence: “$4 can buy 1 gallon of gas that the
driver can use.” A separate pretest (N = 50) confirmed that the majority (92.0%) of
participants agreed that a gallon of gas was merely an example of how the tip could be
used rather than what the driver might actually purchase (see Appendix C2 for details).
After viewing the tip solicitation page of the app, participants indicated the likelihood
of tipping the driver who delivers the food to them with the suggested US$4 gratuity
on a single-item, nine-point scale (1 = “not at all likely,” 9 = “very likely”), after
which they were instructed to report their demographics including gender and age.
Consistent with my expectation, participants in the material-reference
condition expressed a higher intention to tip the driver (M = 7.64, SD = 1.56)
compared to those in the control condition (M = 6.64, SD = 2.25; F(1, 199) = 13.30, p

<.001).

3.2.3. Study 1B

One hundred and ninety-eight Chinese consumers (Mage = 24.07, 51.0%
female) participated in this study via an online research panel in China for a nominal
payment. They were randomly assigned to one of the two (material reference vs.
control) between-subjects conditions.

Participants imagined that they had ordered food through a leading Chinese
food delivery platform on their mobile phones (see Appendix D1 for the stimuli).
After receiving the food, they were satisfied with the delivery service and were

redirected to an app page where they could tip the delivery person (see Appendix D2
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for the stimuli). Specifically, in the control condition, the page displayed three pre-set
tip buttons with different suggested tip amounts: CN¥2, CN¥5, and CN*.0 (approx.
US$0.3, US$0.7, and US$1.5, respectively), along with an “other amount” button that
allowed them to customize the tip amount that they would like to give. In the
material-reference condition, however, the pre-set tipping buttons featured three
material references, respectively: bottled water for CN¥2, fried chicken for CN5,
hamburger for CN¥10, and a red envelope for the “other amount” button (for visual
consistency across buttons). A separate pretest (N = 50) confirmed that, on average,
the majority (98.7%) of participants agreed that the referenced products (i.e., bottled
water, fried chicken, hamburger) were merely examples of how the tip could be used
rather than what the delivery person might actually purchase (see Appendix D3 for
details). After viewing the tip solicitation page, participants indicated their intention to
tip the delivery person by selecting from the five options—the four buttons shown on
the tip solicitation page (i.e., ¥2, ¥5, ¥10, “other amount”) plus a “no tip” button. It is
noteworthy that the “no tip” option was used to simulate the real-world tipping
scenario; participants could simply choose this option and proceed to the next page if
they did not want to tip at all. If participants chose “other amount,” they then must
enter a valid number (i.e., a non-zero number) to proceed. Finally, they were asked to
report their gender and age.

| first recoded participants’ choices into two categories (1 = tip, 0 = no tip) to
form an index for tipping likelihood. A Chi-square analysis revealed a significant
effect of materially referenced tip recommendations on tipping likelihood. As
expected, participants showed a higher likelihood to tip when the suggested tip
amount was materially referenced (90.7%) than when it was not (71.3%; x%(1) = 12.05,

p =.001). The impact of materially referenced tip recommendations on the intended
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tip amount was also examined (coded as “0” if the participant chose not to tip). A one-
way ANOVA showed that participants in the material-reference condition were
willing to give larger tips (M= CN¥.57, SD = 3.64) than those in the control

condition (M= CN¥2.44, SD = 2.52; F(1, 196) = 23.13, p < .001).

3.2.4. Study 1C

Two hundred US consumers (Mage = 39.18, 50.5% female) participated in this
study via Amazon Mechanical Turk (MTurk) for a nominal payment. Participants
were randomly assigned to one of the two (material reference vs. control) between-
subjects conditions.

Participants first imagined that they were ordering a US$20 set meal for dinner
on a new food delivery app. They then viewed an app page where they could check
out and add tips for the driver who would be responsible for delivering the food (see
Appendix E1 for the stimuli). The ordering process and page design were similar to
the ordering page of DoorDash, a leading food ordering and delivery platform in the
US. In the control condition, similar to the design of Study 1A, participants viewed
the option of adding a US$4 suggested tip. In the material-reference condition, in
addition to the suggested tip amount (i.e., US$4), a sentence was shown as follows:
“$4 is the price of a pack of toast bread.” A separate pretest (N = 50) confirmed that
the majority (90.0%) of participants viewed the referenced goods (i.e., a pack of toast
bread) as merely the example of how the tip could be used but not what the driver
might actually purchase (see Appendix E2 for details). After viewing the tip
solicitation page of the app, participants indicated their likelihood to tip the driver

who would deliver the food to them with the suggested US$4 gratuity on a single-item,
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nine-point scale (1 = “not at all likely,” 9 = “very likely”), followed by reporting their
age and gender.

Consistent with my expectations, a one-way ANOVA showed that participants
indicated a higher intention to tip when the recommended tip amount was materially
referenced (M = 7.03, SD = 2.11) than when it was not (M = 6.23, SD = 2.66; F(1,

198) = 5.06, p = .019).

3.2.5. Discussion

Consistent with the basic hypothesis (i.e., H1), Study 1 revealed that
customers were more inclined to tip when the tip recommendation was materially
referenced (i.e., depicting a product that financially equals the suggested tip amount)
than when it was not. The effect persisted no matter whether participants were nudged
to tip before the service was completed (Studies 1A and 1C) or after its completion
(Study 1B). Moreover, Study 1 also showed an increase in tip size when the tip
recommendation was materially referenced (Study 1B).

In addition, because past literature indicates that adding pictures of the
referenced goods can lead to higher imagery vividness (Argyriou 2012), to rule out
the possibility that the observed effect of materially referenced tip recommendations
on tipping is solely due to adding pictorial elements, Study 1 replicated the observed
effect with text-only material references (Study 1C). Specifically, the cover story,
procedure, suggested tip amount, and measure remained the same as those in Study
1A, with the only two changes being the referenced product (from gas to toast bread)
and the presentation format of material reference (from picture-and-text to text-only).

The successful replication of the previous findings in Study 1C suggests that the
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impact of materially referenced tip recommendations is not limited to pictorial
material references. Meanwhile, Study 1C also indirectly addresses the alternative
explanation that participants are more likely to tip and tip more when nudged with
materially referenced tip recommendations simply because the graphic nature of
material reference makes the tipping experience more engaging and fun, as only
verbal information was included in the manipulation of materially referenced tip
recommendations in Study 1C.

More importantly, despite the substantial differences in the existence versus
non-existence of established tipping norms between the two countries where Studies
1A and 1B were conducted, respectively (i.e., the US vs. China), the convergent
findings across studies indicate that the hypothesized effect is likely to persist across
different tipping cultures. Given that Study 1 has established the basic effect of
materially referenced tip recommendations on tipping, the following study explores

the underlying mechanism of the observed effect.

3.3. STUDY 2: EXPLORING THE UNDERLYING MECHANISM AND

FURTHER RULING OUT ALTERNATIVE EXPLANATIONS

3.3.1. Overview

Study 2 aims to examine the underlying mechanism of the observed effect of
materially referenced tip recommendations on tipping and to rule out several
alternative accounts related to the construct itself as well as the study design. Drawing
on previous literature on tipping, material reference, outcome simulation, and

meaningfulness (Florian et al. 2019; Lynn 2018; Savary et al. 2015; Zhao, Hoeffler,
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and Zauberman 2011), I predict that materially referenced tip recommendations will
help customers vividly imagine the possible outcomes of their tipping behavior (i.e.,
how the gratuities can be used on service employees), which, in turn, increases the
perceived meaningfulness of tipping the server, and eventually encourages customers
to become more inclined to tip as well as to leave larger tips.

Specifically, Study 2A aims to capture the serial mediation role of vivid
outcome simulation and the perceived meaningfulness of tipping behavior, while
empirically ruling out the effect of self-attribution, psychological distance, and
perceived communality of the patron—recipient relationship. Studies 2B and 2C, on
the other hand, solely focus on ruling out the alternative accounts, which offers
indirect support for the proposed mechanism that the effect is sequentially driven by
vivid outcome simulation and perceived meaningfulness of tipping. Specifically,
Study 2B provides empirical evidence to speak against the alternative explanations
including the perceived novelty of tipping experiences, the discrepancy between the
perceived financial value of referenced goods and the suggested tip amount, the level
of engagement during the tip solicitation experience, and consumers’ affective
reactions. Meanwhile, Study 2C aims to rule out the possibility that the effect is
driven by the pain of payment in the tipping process by adopting the research

paradigm of Chen and colleagues (2023).

3.3.2. Study 2A

Two hundred and two US consumers (Mage = 40.15, 42.6% female)
participated in this study via Amazon Mechanical Turk (MTurk) for a nominal

payment. Participants were randomly assigned to one of the two (material reference
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vs. control) between-subjects conditions.

Participants were asked to imagine that they had used a new ride-sharing app
and were satisfied with the driver’s services. After the ride, they were redirected to the
app page where they could tip the driver (see Appendix F1 for the stimuli). The page
was similar to the setup of the tip solicitation page of Uber, a leading ride-sharing
platform in the US. In the control condition, the option of adding a US$1 suggested
gratuity was presented together with the sentence “To thank the driver’s service with
$1,” which was based on the practice of Uber. In the material-reference condition, in
addition to the same suggested tip amount (i.e., US$1), a bottled-water icon was
added, accompanied by the sentence, “To thank the driver’s service with $1. $1 is
roughly the price of a bottle of water that the driver can enjoy.” A separate pretest (N
= 52) confirmed that all (100.0%) participants agreed that the bottled water was
merely an example of how the tip could be used rather than what the driver might
actually purchase, which once again confirmed the exemplification nature of material
references in the current research context (see Appendix F2 for details).

After viewing the tip solicitation page, participants indicated their likelihood
to tip the driver with the suggested US$1 on the same single-item, nine-point scale as
in previous studies (1 = “very unlikely,” 9 = “very likely”). To further rule out the
alternative explanations, they also reported on the vividness of outcome simulation
(“How vividly could you imagine how the solicited tip could be used?”’; 1 = “not at
all,” 9 = “very much;” adapted from De Visser-Amundson, Peloza, and Kleijnen 2021)
and the perceived meaningfulness of their tipping behavior (“I felt that I would be
doing something meaningful if I chose to tip the driver”; 1 = “strongly disagree,” 9 =
“strongly agree;” adapted from Reed et al. 2016). Finally, to rule out the alternative

explanations, participants indicated their level of self-attribution (e.g., “I am a good
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person;” 1 = “strongly disagree,” 9 = “strongly agree;” a = .962; adapted from Savary
et al. 2015; see Appendix F3 for the full scale), their psychological distance to the tip
recipient (1 = “very distant,” 9 = “very close;” adapted from Ward and Broniarczyk
2011), and the perceived communality of their relationship with the driver (e.g., “To
what extent do you think the driver is like a close friend;” 1 = “not at all,” 9 = “very
much;” a = .962; adapted from Leung, Kim, and Tse 2020; see Appendix F3 for the
full scale). Finally, they indicated their demographic information, including gender
and age.

Replicating the results of previous studies, | found that participants indicated a
higher intention to tip the driver when the suggested tip amount was materially
referenced (M = 8.09, SD = 1.17) than when it was not (M = 7.17, SD = 2.51; F(1,
200) = 11.20, p = .001). As expected, participants in the material-reference condition
reported more vivid outcome simulation (M = 6.35, SD = 1.42) than those in the
control condition (M = 5.69, SD = 2.78; F(1, 200) = 4.58, p = .034). Participants in
the material-reference condition also believed that their tipping behavior would be
more meaningful (M =7.20, SD = 1.54) compared to those in the control condition
(M =6.39, SD = 2.34; F(1, 200) = 8.41, p = .004). Mediation analyses with
PROCESS model 6 (Hayes 2017; with 5,000 bootstrapped samples) confirmed the
proposed sequential mediation model (i.e., “material reference = vividness of
outcome simulation = perceived meaningfulness - tipping likelihood;” indirect
effect = .19, SE = .11, Clgs = [.01, .42]).

As for the alternative explanations, a series of one-way ANOVAs found that
materially referenced tip recommendations had no significant effect on self-attribution
(Mmaterial-reference = 6.69, SD = 2.01 Vs. Mcontrol = 6.49, SD = 2.02; F < 1, p = .478),

psychological distance (Mmaterial-reference = 4.73, SD = 2.59 vs. Mcontrol = 4.30, SD =
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2.48; F(1, 200) = 1.42, p = .234), and the perceived communality of the customer—
server relationship (Mmaterial-reference = 4.07, SD = 2.68 VS. Mcontrol = 3.51, SD = 2.45;
F(1, 200) = 2.38, p =.125). In addition, the effect of materially referenced tip
recommendations on tipping likelihood remained significant (p = .001) when self-
attribution, psychological distance, and perceived communality were included as

covariates in the analysis.

3.3.3. Study 2B

Two hundred and one US consumers (Mage = 43.03, 54.7% female)
participated in this experiment via Amazon Mechanical Turk (MTurk) for a nominal
payment. As in previous studies, participants were randomly assigned to the
conditions of a 2-cell (material reference vs. control) between-subjects design.

Participants were presented with a language editor’s personal page on a
freelancing website (see Appendix G1 for the stimuli). They were instructed to
imagine that they were seeking a new job and had chosen to hire this freelancer to
assist in polishing their resumé&for US$50, and they were very satisfied with the
delivered work. Participants were then shown a webpage where they could tip the
freelancer (see Appendix G2 for the stimuli), the design of which resembled the setup
of the tip solicitation page of Fiverr, a leading freelancing services platform based in
Israel. In the control condition, the webpage showed the option of giving the US$5
suggested tip. In the material-reference condition, in addition to the suggested tip
amount (i.e., US$5), the icon of a cup of coffee was included on the webpage. In
addition, a separate pretest (N = 52) confirmed that the majority (96.2%) of

participants agreed that the cup of coffee was merely an example of how the tip could
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be used rather than what the freelancer might actually purchase (see Appendix G3 for
details).

After viewing the webpage, participants indicated their likelihood to tip the
editor with the suggested US$5 gratuity on the same single-item, nine-point scale as
in previous studies (1 = “not at all likely,” 9 = “very likely”). To rule out the
aforementioned alternative accounts, they were also asked to indicate the perceived
novelty of the tipping experiences (e.g., “It satisfies my sense of curiosity;” 1 = “not
agree at all,” 9 = “fully agree;” a. = .976; adapted from Bergner, Hildebrand, and
Héaubl 2023; see Appendix G4 for the full scale), the perceived value for money of a
cup of coffee sold at the price of US$5 (e.g., “To what extent do you think that a cup
of coffee sold at the price of $5 is reasonably priced;” 1 = “not at all,” 9 = “very
much;” a = .971; adapted from Sweeney and Soutar 2001; see Appendix G4 for the
full scale), the level of engagement during the tip solicitation experience (e.g., “The
tip solicitation experience was engaging;” 1 = “not at all,” 9 = “very much so;” a
= .925; adapted from Bhattacharjee, Berger, and Menon 2014; see Appendix G4 for
the full scale), and Positive and Negative Affect Schedule scale (i.e., PANAS; 1 =
“very slightly,” 9 = “extremely;” for positive affects, a = .916; for negative affects, a
= .911; adapted from Watson, Clark, and Tellegen 1988; see Appendix G4 for the full
scale). The first three scales are all four-item, nine-point scales, whereas the PANAS
scale is a twenty-item, nine-point scale. After that, they reported their gender and age.

A one-way ANOVA revealed that, as expected, participants in the material-
reference condition reported a significantly higher level of tipping likelihood (M =
5.40, SD = 3.13) than those in the control condition (M = 4.22, SD = 2.78; F(1, 199) =
7.92, p = .005). More importantly, | found that material reference had no significant

effect on the perceived novelty of the tipping experiences (Mmaterial-reference = 3.48, SD
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= 2.52 VS. Mcontrol = 3.30, SD = 2.65; F < 1, p =.632), the perceived value for money
of one cup of coffee sold at US$5 (Mmaterial-reference = 4.72, SD = 2.66 VS. Mcontrol = 4.49,
SD =2.50; F <1, p=.537), and the level of engagement when facing tip request
(Mmaterial-reference = 3.92, SD = 2.40 Vs. Mcontrol = 3.63, SD = 2.43; F < 1, p = .399).
Regarding consumers’ emotional reactions, the analysis indicated that materially
referenced tip recommendations neither significantly reduced customers’ negative
affect (Mmaterial-reference = 2.42, SD = 1.39 vS. Mcontrol = 2.74, SD = 1.56; F(1, 199) =
2.46, p = .118) nor significantly increased the felt positive affect (Mmaterial-reference =
4.86, SD = 1.90 vs. Mcontrol = 4.90, SD = 1.96; F < 1, p = .902). In addition, the effect
of materially referenced tip recommendations on tipping likelihood held (p = .007)
when perceived novelty, perceived value for money, level of engagement, and affects

were included as covariates in the analysis.

3.3.4. Study 2C

Two hundred and one US consumers (Mage = 39.87, 52.2% female)
participated in this study via Amazon Mechanical Turk (MTurk) for a nominal
payment. Participants were randomly assigned to one of the two (material reference
vs. control) between-subjects conditions.

The majority of the process and stimuli resembled those used in Study 2A.
Specifically, participants once again were instructed to imagine that they had used the
aforementioned ride-sharing app and were satisfied with the experience of the ride.
After they had arrived at the destination, they were redirected to the tip solicitation
page on the app (see Appendix F1 for the stimuli), which was consistent with the

setup of the tip solicitation page | used in Study 2A. However, unlike Study 2A, in
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this study, participants were asked to imagine that the fare of the ride would be
covered by their employer since it was a business trip. The research paradigm was
adapted from previous literature investigating the role of the pain of payment in
tipping behavior (i.e., Chen et al. 2023). For the manipulation of tip recommendation
design, similar to the manipulation in Study 2A, in the control condition, | displayed
the option to add a US$1 suggested gratuity with the sentence “To thank the driver’s
service with $1.” In the material-reference condition, I used the same stimuli as in
Study 2A, with one sentence added below the suggested tip amount (i.e., US$1),
accompanied by the icon of bottled water: “To thank the driver’s service with $1. $1
is roughly the price of a bottle of water that the driver can enjoy.” After viewing the
tip solicitation page, participants indicated their likelihood to tip the driver with the
suggested US$1 on the same single-item, nine-point scale as in previous studies (1 =
“very unlikely,” 9 = “very likely”) and reported their demographic information
including gender and age.

Replicating the results of Study 2A, a one-way ANOVA revealed that
participants indicated a higher tipping likelihood when the tip recommendation was
materially referenced (M = 7.87, SD = 2.02) compared to when it was not (M = 7.12,

SD = 2.87; F(1, 199) = 4.60, p = .033).

3.3.5. Discussion

Study 2 provides direct evidence for the proposed underlying mechanism of
the observed effect. Specifically, consistent with the predictions, materially referenced
tip recommendations helped customers vividly simulate the possible outcomes of

tipping (i.e., what recipients could get if they received a gratuity). The heightened
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outcome simulation, in turn, increased the perceived meaningfulness of their tipping
behavior, thereby leading to a higher likelihood of tipping.

The results of Study 2 also addressed several alternative explanations. First,
the insignificant effect of materially referenced tip recommendations on self-
attribution provided empirical evidence for the argument that the current research
differs significantly from that of Savary et al. (2015) in terms of the underlying
mechanism. Although Savary and colleagues (2015) explored the effect of material
reference in the prosocial domain, they focused exclusively on referenced goods
irrelevant to the donation appeals; in other words, material references in the above-
mentioned research informed how the money could be spent on donors themselves
rather than on the help recipients. Hence, it is reasonable to expect that material
references could serve as a signal of potential donors’ self-image. On the contrary, the
current research investigates the effect of material reference from the perspective of
referenced goods relevant to tip recipients and demonstrates the benefit of tipping to
tip recipients, which renders the self-signaling function less central to potential
patrons nudged with materially referenced tip recommendations.

Second, I found in Study 2A that adopting materially referenced tip
recommendations did not shorten the customers’ psychological distance toward
service employees. This spoke against the possibility that materially referenced tip
recommendations could lead to a closer psychological distance between the customer
and the service employee, since past research suggested that material reference, as an
exemplar, contains more concrete information (Bigsby, Bigman, and Gonzalez 2019;
Frederick et al. 2009).

Third, Study 2A showed that adding the referenced goods did not result in

differences in the communality perception of the patron—server relationship, which
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means that materially referenced tip recommendations differ from the sense of in-kind
donation conceptually. This echoes the results of the pretests regarding the
exemplification nature of material references, which seek to ensure that participants
do consider material references as mere exemplars of how the solicited tips can be
used. Specifically, on average, 96.6% of participants successfully recognized the
exemplification nature of material references adopted across the 9 studies (see
Appendix for details).

In addition, Study 2B empirically examined whether customers’ perceptions of
novelty in the tipping experiences could drive the observed effect. Surprisingly,
though materially referenced tip recommendations are very rare in US consumers’
daily lives, I did not find a significant difference in the perceived novelty of the
tipping experiences. The insignificant results could possibly be attributed to the fact
that only a few MTurkers had ever used a freelancing website, which makes tipping
the freelancer itself a unique experience and creates a ceiling effect. While this will
not affect the conclusion that the observed effect of materially referenced tip
recommendations is not driven by novelty perception toward the tipping experiences,
| measured participants’ patronage frequency of freelancing websites in Study 3. It
also employed the scenario of tipping a freelancer, allowing me to explore my
speculation and control for this potential covariate that might influence customers’
tipping behavior (Lynn 2021; Sanchez 2002).

Furthermore, the result of Study 2B also spoke against the possibility that the
discrepancy between the perceived financial value of referenced goods and the
suggested tip amount could explain the observed effect of materially referenced tip
recommendations on tipping, since there was no significant effect of materially

referenced tip recommendations on the perceived value for money of a cup of coffee
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priced at US$5. Interestingly, although the analysis revealed that consumers in the
control condition did believe that one cup of coffee sold at US$5 was not very
economical (one sample t-test against midpoint: t(99) = -2.03, p = .045), exposure to
materially referenced tip recommendations successfully attenuated this tendency (one
sample t-test against midpoint: t(100) = -1.07, p = .290), which suggested that
exposure to materially referenced tip recommendations might influence consumers’
subjective valuation.

Moreover, Study 2 confirmed that neither the level of engagement nor affect
could account for the observed effect of materially referenced tip recommendations on
tipping. The results of Study 2B indicated that adding material references to the tip
recommendations did not significantly increase participants’ level of engagement or
significantly influence the valence of affects they felt. Since text format is unlikely to
substantially increase customers’ level of engagement or evoke emotional reactions
(Adelaar et al. 2003; Ulbig 2010), the results of Study 1C that the effect of materially
referenced tip recommendations persisted under verbal material references indirectly
countered these two alternative accounts.

Last but not least, Study 2 ruled out the effect of pain of payment in the
underlying process, as Study 2C, by adopting the paradigm from previous research
(i.e., Chen et al. 2023), revealed that the significant effect of materially referenced tip
recommendations on tipping likelihood persisted even when individuals did not need
to pay for the ride by themselves. The results of Study 2C echoed the conclusion from
previous literature that the positive effect of tipping motives can sometimes override
the negative effect of the pain of payment (Kakkar and Li 2022; Lynn 2015).
Considering the evidence as a whole, | believe that it is less likely the observed effect

is driven by one or all of these alternative mechanisms, which also offers further
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support for the proposed process.

3.4. STUDY 3: EXPLORING MODERATING ROLE OF COGNITIVE LOAD

3.4.1. Overview

In Study 3, | aim to test a potential moderator of the observed effect from the
perspective of the underlying mechanism: cognitive load. Numerous studies have
demonstrated that high cognitive load impairs the ability to develop vivid mental
imagery (e.g., Cian, Longoni, and Krishna 2020; Sinha and Lu 2019). Since | argue
that the influence of materially referenced tip recommendations on tipping depends on
the vividness of patrons’ mental simulation regarding the possible outcome of tipping
the service employee, | predict that the observed effect will be attenuated or
eliminated when customers are cognitively busy. Study 3 explores this possibility. In
addition, I aim to control for another covariate that might influence customers’ tipping
(Alexander, Boone, and Lynn 2021): the frequency of using the services in their daily
lives. This can also help investigate the speculation documented in Study 2 regarding
the insignificant effect of material reference on the perceived novelty of the tipping

experiences.

3.4.2. Method

Four hundred US consumers (Mage = 40.55, 52.0% female) participated in this
experiment via Amazon Mechanical Turk (MTurk) for a nominal payment. They were

randomly assigned to conditions of a 2 (material reference vs. control) %<2 (high
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cognitive load vs. low cognitive load) between-subjects design.

First, to manipulate cognitive load, participants were instructed to engage in a
memory task in which they were tasked with memorizing either a shorter, two-digit
number (the low-cognitive-load condition) or a longer, ten-digit number (the high-
cognitive-load condition) throughout the research session without writing it down.
They were also informed that they would be required to provide the number at the end
of the session, though their payment would not be influenced by the correctness of the
answer. This method has been widely adopted by consumer researchers (e.g.,
Rottenstreich, Sood, and Brenner 2007; Sinha and Lu 2019) as a manipulation of
cognitive load.

Next, as a purportedly separate task, participants underwent the same
procedure as in Study 2B, and the stimuli used in this experiment also remained
consistent with Study 2B. To elaborate, participants were shown a language editor’s
personal page on a freelancing website (see Appendix G1 for the stimuli). They
received the same instruction as in Study 2B, to imagine that they recruited this
freelancer to refine their résumeéand were very satisfied with the final work. They
were then redirected to the same tipping page as in Study 2B. Specifically, in the
control condition, they were shown the US$5 suggested tip. In the material-reference
condition, the suggested tip amount (i.e., US$5) was accompanied by the icon of a
cup of coffee.

After viewing the tip solicitation page, participants indicated their likelihood
to tip the freelancer with the suggested US$5 gratuity on the same single-item, nine-
point scale adopted in previous experiments (1 = “not at all likely,” 9 = “very likely”).
Then, participants completed the manipulation check of cognitive load (i.e., “Please

indicate the extent of mental effort you exerted to keep the number in memory during

44



the previous few minutes/How busy was your mind when trying to keep the number
in memory during the previous few minutes;” 1 = “did not exert mental effort at
all/my mind was not busy at all,” 9 = “exerted a lot of mental effort/my mind was
extremely busy;” r = .85, p <.01; Monga and Houston 2006) and their usage
frequency of freelancing platforms (i.e., “How frequently do you use freelancing
platforms such as Fiverr, PeoplePerHour, Freelancer.com, and Upwork?”; 1 = “very
infrequently,” 9 = “very frequently”), respectively, before reporting their gender and

age.

3.4.3. Results and Discussion

As expected, participants in the high-cognitive-load condition reported
significantly higher levels of mental effort and busyness (M = 7.29, SD = 1.67)
compared to those in the low-cognitive-load condition (M = 3.15, SD = 2.15; F(1, 396)
= 464.37, p < .001).

More importantly, a 2 (material reference vs. control) <2 (high cognitive load
vs. low cognitive load) between-subjects ANOVA yielded a significant main effect of
cognitive load (F(1, 396) = 9.03, p =.003) and a marginally significant effect of
material reference (F(1, 396) = 2.92, p = .088), characterized by a significant
interaction (F(1, 396) = 4.32, p = .038). Specifically, I replicated the previous pattern
in the low-cognitive-load condition. In other words, participants indicated a higher
intention to tip when the suggested tip was materially referenced (M = 6.51, SD =
2.61) than when it was not (M = 5.41, SD = 3.17; F(1, 396) = 7.06, p = .008). In the
high-cognitive-load condition, however, the effect of material reference on customers’

tipping likelihood was dismissed (Mmaterial-reference = 5.03, SD = 2.90 VvS. Mcontrol = 5.14,
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SD = 2.91; F < 1). The significant two-way interaction persisted when usage
frequency was included as the covariate (p = .040; see Appendix H1 for detailed
analysis).

I hypothesize that materially referenced tip recommendations help customers
vividly simulate the outcome of tipping the service employee, thereby increasing the
perceived meaningfulness of tipping and, consequently, customers’ likelihood to tip.
Consistent with this proposed mechanism, the results of Study 3 revealed that the
effect of materially referenced tip recommendations on tipping was dismissed when
participants underwent high cognitive load. Given that high cognitive load impedes
the development of vivid mental imagery (e.g., Petrova and Cialdini 2005; Sinha and
Lu 2019), the results of Study 3 strongly supported the proposed outcome simulation
account. In addition, | found that the observed effect persisted when controlling for
customers’ usage frequency of the services, and they indeed did not use the
freelancing website frequently (M = 2.14, SD = 2.06; one sample t-test against
midpoint: t(399) = -27.71; p <.001; d = 1.39), which could help explain the
insignificant effect of materially referenced tip recommendations on the perceived

novelty of the tipping experiences in Study 2B.

3.5. STUDY 4: EXPLORING MODERATING ROLE OF SUSPICION OF TIP

THEFT

3.5.1. Overview

In Study 4, | intend to test another boundary condition of the proposed effect,

inspired by the recent scandals regarding the misuse of solicited tips (e.g., Ghaffary
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2019; Moyer 2020). Since customers tend to overgeneralize the deviant behavior of
one specific company to other similar companies (Goldstein et al. 2008; Jonsson et al.
2009), learning about instances in which some companies misappropriate solicited
tips may lead customers to infer that the tips they give will also not fully go to the
servers (i.e., misused by the company). Such suspicions might cause them to view the
tipping behavior as less meaningful, as prior research in the organizational behavior
domain has found that the meaningfulness of helping behavior will decrease when the
recipient does not fully receive the benefits of the help (Grant 2007). As a result, |
predict that the observed effect will be attenuated or eliminated when customers
suspect that the tips will not fully go to the recipients (i.e., companies engaging in tip

theft). Study 4 tests this possibility.

3.5.2. Method

Three hundred and ninety-eight US consumers (Mage = 41.06, 54.3% female)
participated in this experiment via Amazon Mechanical Turk (MTurk) for a nominal
payment. They were randomly assigned to one of the four conditions of a 2 (material
reference vs. control) <2 (suspicion of tip theft vs. control) between-subjects design.

| first manipulated customers’ suspicion regarding tip theft under the cover of
the reading comprehension task (see Appendix 11 for the stimuli). Participants in the
suspicion-of-tip-theft condition read an article about tipping-related misconduct (i.e.,
tip theft), whereas those in the control condition read an article about shoplifting. The
topic of these two articles was kept indirections identical to avoid the difference in
emotional valence between them. A separate pretest (N = 102) confirmed that the

news report in the suspicion-of-tip-theft condition led the readers to suspect that, for
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other companies, not all tips would go to the recipient (p < .001; see Appendix I3 for
details). After reading the article, to boost the credibility of the cover story,
participants indicated to what extent they thought the article was difficult to
comprehend on a single-item, nine-point scale (1 = “not difficult at all,” 9 = “very
difficult”).

Then, as an ostensibly unrelated task, participants were asked to imagine that
their parcel was delivered by a new courier company, and they were satisfied with the
service provided. Next, they were directed to an app page where they could tip the
individual courier (see Appendix 12 for the stimuli), adapted from the tip solicitation
page of Amazon Prime Now. In the control condition, they were shown the option of
giving a US$5 gratuity. In addition to the suggested tip amount, in the material-
reference condition, there was also an icon of a sandwich (as the referenced product)
on the page. A separate pretest (N = 46) confirmed that the majority (91.3%) of
participants agreed that the sandwich was merely an example of how the tip could be
used rather than what the courier might actually purchase (see Appendix 14 for
details). After viewing the webpage, participants indicated their likelihood to tip the
courier with the suggested US$5 tip on the same single-item, nine-point scale

employed in previous studies (1 = “not at all likely,” 9 = “very likely”).

3.5.3. Results and Discussion

First of all, there was no significant effect of material reference and news
report topic on the perceived difficulty in comprehension (ps > .08). In addition, a
two-way ANOVA on tipping likelihood revealed an insignificant main effect of news

report topic (F(1, 394) = 2.29, p = .131) but a significant main effect of material
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reference (F(1, 394) = 3.98, p = .047), characterized by a significant two-way
interaction (F(1, 394) = 5.05, p =.025). Specifically, when the news report was about
shoplifting (i.e., irrelevant to tip theft), participants in the material-reference
condition indicated a higher tipping likelihood (M = 6.51, SD = 2.40) than those in the
control condition (M =5.34, SD = 2.82; F(1, 394) = 8.87, p = .003). However,
participants’ tipping likelihood did not differ significantly when they read the news
report regarding the tip theft (Mmaterial-reference = 5.48, SD = 2.76 VS. Mcontrol = 5.54, SD
=2.91; F <1, p=.857), no matter whether they were nudged with number-only tip
recommendations or materially referenced tip recommendations. The effect persisted
when the perceived difficulty of comprehension was included as a covariate (p = .022;
see Appendix I5 for details).

Study 4 lends further support to the proposed mechanism that the perceived
meaningfulness of tipping underscores the observed effect. The results of this study
revealed that the positive effect of materially referenced tip recommendations on
tipping disappeared when customers suspected that the tips might not fully go to the
servers (i.e., the company engaging in tip theft), presumably because the
misappropriation of solicited tips lowered the perceived benefit of tipping, which

eventually reduced the meaningfulness derived from tipping the service worker.

3.6. STUDY 5: EXPLORING MODERATING ROLE OF RELEVANCE OF

REFERENCED PRODUCTS TO THE SERVICE CONTEXT

3.6.1. Overview

In Study 5, | aim to test another boundary condition of the proposed effect. I
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predict that the observed effect will hold only when the referenced product is relevant
to the focal service context or, more specifically, to the fulfillment of the server’s job
duties (e.g., gas for drivers, bottled water for the delivery person). Prior research has
shown that perceived meaningfulness is positively related to the goal pursuit effort
relevant to the focal goal (TouréTillery and Fishbach 2011; van Tilburg and Igou
2013). Therefore, if the perceived relevance of the referenced product to the focal
service context is low (e.g., balloon to the delivery person), the referenced product
may not increase the perceived meaningfulness of tipping behavior, as they are not
directly related to the focal goal of service providers (i.e., delivering the services;
Hellstrém and Revi 2019). Consequently, patrons’ tipping behavior should not be

influenced. Study 5 tests this possibility.

3.6.2. Method

Three hundred Chinese consumers (Mage = 29.23, 63.7% female) participated
in this experiment via Credamo, a Chinese online research panel
(https://www.credamo.com), for a nominal payment. They were randomly assigned to
one of three (high-relevance-reference vs. low-relevance-reference vs. control)
between-subjects conditions.

Participants imagined that they received a parcel delivered by the courier and
were satisfied with the delivery service. They were then directed to an app page where
they could tip the delivery person (see Appendix J1 for the stimuli). The page was
similar to the tip solicitation page of Cainiao, a leading parcel delivery service
provider in China. In the control condition, the app page featured a CN38 (approx.

US$0.4) gratuity guideline, together with an icon of the bill. In addition to tip
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recommendations, in the high-relevance-reference condition, an icon of a fried
chicken was added on the app page, whereas in the low-relevance-reference condition,
the fried-chicken icon was replaced by the icon of a balloon. After viewing the picture,
participants indicated their likelihood to tip the delivery person with the suggested
CN38 tip, on the same single-item nine-point scale as in previous studies (1 = “very

unlikely,” 9 = “very likely”). Finally, they reported their age and gender.

3.6.3. Results and Discussion

As expected, a one-way ANOVA revealed a significant effect of material
reference (F(2, 297) = 19.07, p < .001). Participants in the high-relevance-reference
condition showed a higher tipping intention (M = 6.35, SD = 2.10) than those in the
low-relevance-reference condition (M = 4.55, SD = 2.32; t(198) = 5.76, p <.001) and
those in the control condition (M =4.90, SD = 2.13; t(198) = 4.85, p < .001). However,
tipping likelihood did not differ significantly between the latter two conditions (t(198)
=1.11, p = .268).

Study 5 supports the proposed mechanism that vivid outcome simulation and
perceived meaningfulness of tipping underscore the observed effect. The results
revealed that the effect of materially referenced tip recommendations on tipping
disappeared when the perceived relevance of the referenced product to the focal
service context was low (e.g., balloon for the delivery person), presumably because
such unimportant material references could not increase the perceived meaningfulness
derived from tipping the service employees. In addition, the results reaffirmed that the
effect of material reference was not due to adding the pictorial element, which made

the materially referenced tip recommendations more unique, engaging, or enjoyable,
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as the control condition included an icon of the paper money.

CHAPTER 4. GENERAL DISCUSSION

4.1. SUMMARY OF FINDINGS

Based on a series of nine experiments, this thesis identified the effect of
incorporating material reference (i.e., referencing a product that financially equals the
suggested tip amount) in tip recommendations on consumers’ tipping behavior across
various service contexts. Specifically, Studies 1A and 1B revealed that both American
(Studies 1A, 1C) and Chinese (Study 1B) consumers were more likely to tip the
delivery person when materially referenced tip recommendations were incorporated
into the design of tip solicitation pages. More importantly, Study 1C generalized the
observed effect by showing that text-only material references could still significantly
increase customers’ tipping likelihood. Notably, Studies 1A and 1C, by requesting
customers to tip while placing the order, also ruled out one confounding factor—
customers’ level of satisfaction with the services.

Study 2 tapped into the underlying process. On the one hand, Study 2A
directly demonstrated the serial mediation role of vivid outcome simulation and the
perceived meaningfulness of tipping in the observed effect, while speaking against the
alternative accounts including self-attribution, psychological distance, and perceived
communality of the customer—server relationship. On the other hand, Studies 2B and
2C focused on addressing alternative explanations, including the perceived novelty of
the tipping experiences (Study 2B), the discrepancy between the perceived financial

value of referenced goods and the suggested tip amount (Study 2B), level of
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engagement (Study 2B), affect (Study 2B), and pain of payment (Study 2C). Studies 3,
4, and 5 revealed three theoretically and managerially relevant boundary conditions.
Specifically, the observed effect diminished when customers were under high
cognitive load (Study 3), when they suspected that tips might not fully go to the
servers (i.e., companies engaging in tip theft; Study 4), and when the referenced
product was not relevant to the focal service context (Study 5). In addition, I also
found that customers’ patronage frequency of services had no significant effect on the

observed effect (Study 3).

4.2. THEORETICAL CONTRIBUTIONS

The thesis makes significant contributions to the extant literature across
various topics. Firstly, the current research adds to the growing body of literature on
tipping behavior (e.g., Azar 2020; Bluvstein and Raghubir 2021; Chen et al. 2023,
Lynn 2017; Rifkin, Du, and Berger 2021) by revealing a novel contextual factor to
increase tipping—materially referenced tip recommendations. Unlike previous
research on tip recommendations, which primarily focused on number-only tip
recommendations and how to increase the effectiveness of such tip recommendations
by manipulating the numerical attributes of the suggested tip amount (e.g., Alexander
et al. 2021; Bluvstein and Raghubir 2021; Haggag and Paci 2014), in the current work,
| propose a practically feasible yet not widely adopted method to design effective tip
recommendations—providing material references for suggested tip amount—and
hence move beyond the traditional research scope for tip recommendation design. In

addition, this thesis also broadens our understanding of how to encourage customers
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to tip through the prosocial lens (e.g., Frank 2020), as | identify a new motivator for
tipping: the perceived meaningfulness of tipping.

The current research also extends the emerging literature on material reference.
Although material reference is gaining popularity in the business world, only a
handful of research works have examined its influence on consumer behavior (e.g.,
Frederick et al. 2009; Friedman, Savary, and Dhar 2018; Savary, Goldsmith, and Dhar
2015). The current work not only extends the research on material reference to a new
exchange-based research context, tipping, but also explores a new consequence of
material reference from an other-focused perspective by connecting it with vivid
mental simulation (e.g., Ulkimen and Thomas 2013; Zhao, Hoeffler, and Zauberman
2011) and perceived meaningfulness (e.g., Donnelly et al. 2017; Reed et al. 2016;
Yang, Hsee, and Urminsky 2019). In addition, for the first time, the current work
empirically examines the exemplification nature of material reference and
demonstrates that it is conceptually distinct from providing information about how the
money will be used (Gu and Chen 2021) or priming the concept of in-kind donation
(Gershon and Cryder 2018). Finally, this thesis differs from the research of Savary
and colleagues (2015) in several respects, including the nature of referenced goods
(i.e., hedonic, relevant to self vs. both hedonic and utilitarian, relevant to money
recipients), the underlying mechanism (i.e., self-signaling vs. outcome simulation and
meaningfulness), and the research context (i.e., communality-based donation vs.
exchange-based tipping). These distinctions contribute to a nuanced understanding of
the role of material reference in various marketing-related scenarios.

Moreover, the current work also contributes to the literature on perceived
meaningfulness (e.g., Olivola and Shafir 2013; Reed et al. 2016; Yang, Hsee, and

Urminsky 2019; Zhao, Hoeffler, and Zauberman 2011). While existing studies suggest
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that perceived meaningfulness, as a motive for behavior, may stem from a
hypothetical and imaginative perspective (Florian et al. 2019), they lacked
guantitative evidence and a clear causal inference. Bridging this gap in the literature,
the current work provides causal, quantitative evidence, demonstrating that vividly
imagining the consequences of one’s actions facilitates the development of
meaningfulness, which, in turn, leads to a greater willingness to engage in such
actions. Therefore, the current research offers valuable insights into the antecedents of

heightened perceived meaningfulness.

4.3. MANAGERIAL IMPLICATIONS

Although number-only tip recommendations have gained traction in the
service sector, their effectiveness remains unclear and appears to be subject to various
factors. For instance, even when nudged with such tip recommendations, customers
tend to skip tipping under various service scenarios (Chandar et al. 2019; Strohmetz
and Rind 2001). By providing a feasible and innovative way to design tip
recommendations, the current research yields critical implications for individual tip
recipients, platforms and companies in the service sector or with tip-solicitation
functions, customers, as well as society as a whole.

For service employees whose livelihoods depend on tips and who would like
to solicit additional gratuities, incorporating material references when requesting tips
can be an effective way to achieve their goals. For example, a barber might add a
sentence such as “Leave $3 and buy me a sandwich!” on a card and place it in a
highly noticeable place to solicit more tips. According to the current research, these

simple moves can have a substantial impact on customers’ tipping behavior, especially
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in industries or geographical regions in which tipping as a social norm is absent
(which means that the servers usually receive few tips before using materially
referenced tip recommendations).

For companies, the thesis shows that adding materially referenced tip
recommendations to the tip solicitation page, as opposed to the more common
practice of using traditional number-only tip recommendations, can enhance the
competitiveness of the company by increasing the tips that servers can receive. Since
tipping will influence employee turnover rates (Lavoie et al. 2021; Lynn and Sturman
2010; Lynn, Kwortnik, and Sturman 2011), material references can aid platforms and
companies in recruiting and retaining competent servers and proficient freelancers,
thereby increasing the overall service quality. Previous research has emphasized the
importance of these factors in delivering stable, excellent services and maintaining
high profitability (Fitzsimmons and Maurer 1991; Lynn 2018; Wang, Baker, Kim, and
Ma 2021). However, companies and platforms should also give careful consideration
to the potential monetary cost and the possibility of customer dissatisfaction when
planning the introduction of tip recommendations, as the prevalence of tip
recommendations in service scenarios in which customers used to not tip at all has
come under assault in recent years (Bluvstein and Raghubir 2021; Morales 2022; Xie
2014).

From the societal perspective, materially referenced tip recommendations can
significantly improve the economic well-being of individuals pursuing a job in the
service industry and motivate them to work more efficiently, which can in turn boost
economic productivity and narrow the income gap caused by the soaring level of
economic polarization (Hsieh and Wu 2007; Romei 2020). After all, the workers who

heavily rely on tips as a primary income source are often among the most
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disadvantaged (Ferdman 2016). For example, according to the Federal Reserve’s
report, nearly 60% of full-time gig workers faced difficulties covering a US$400
emergency bill (Campbell 2019). This issue is particularly critical given the
magnitude and rapid growth rate of service-related industries in which tipping is less
frequent, such as the gig economy (Bracha and Burke 2021; Chandar et al. 2019;
Duhaime and Woessner 2019; Lynn 2018). However, it is essential to recognize that
an increase in tip size generally comes at the expense of customers. Recently, there
have been intensified debates surrounding the appropriateness of nudging customers
to tip and the amount to tip, especially in the food and dining industry. Meanwhile, a
growing number of customers have expressed frustration over companies’ or service
staff’s tip requests in situations where tipping was not customary in the past (Lynn
2017; Morales 2022). Therefore, consumers should also be more cautious about
companies or individual servers who are soliciting tips with materially referenced tip
recommendations and think twice before tipping, as materially referenced tip
recommendations might cause customers to tip when it is unnecessary (Xie 2014).
Lastly, the current research also highlights several aspects to which managers
should pay attention, even though adding material references to tip recommendations
is generally effective in boosting tipping. For instance, it is important to avoid
elements and design that could impair cognitive resources, such as including too
much redundant information on the tip solicitation page (Malhotra 1984). In a similar
vein, managers also need to be cautious about nudging customers with materially
referenced tip recommendations under circumstances in which people tend to be
cognitively busy, such as during times when consumers are talking with their friends
and are not very attentive to the payment interface in the offline context. Furthermore,

companies must have transparent policies regarding how the solicited tips will be
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allocated and should actively communicate with the public that the solicited tips will
be appropriately transferred to servers. The reason is that the current findings suggest
that any distrust in this regard could significantly reduce the effectiveness of
materially referenced tip recommendations, particularly when other companies’
tipping-related transgressions have been publicized in the media. In addition,
marketers should also avoid using referenced products that are less relevant to the
focal service context, like referencing flowers or toys, in designing tip
recommendations for the delivery person, as the effectiveness of such materially

referenced tip recommendations will be impaired.

4.4. LIMITATIONS AND FUTURE RESEARCH DIRECTIONS

While this research has provided valuable insights, it comes with several
limitations that open avenues for future study. First, the focus of this work is
exclusively on dollar-framing tip recommendations. Since the thesis aims to
investigate whether materially referenced tip recommendations can outperform
number-only tip recommendations, | focused on dollar-framing tip recommendations
rather than percentage-framing ones. This decision was based on findings that dollar-
framing is at least as effective as, if not more than, percentage-framing in certain
contexts (e.g., Alexander, Boone, and Lynn 2021; Barkan and Israeli 2004; Bluvstein
and Raghubir 2021). More importantly, given that the actual suggested tip amount of
percentage-framing tip recommendations depends on the bill size, from a practical
perspective, it might be unrealistic for businesses to pre-determine the material
references for the suggested tip amount. Nevertheless, future research can still explore

whether the observed effect of materially referenced tip recommendations will be
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extended to the context of percentage-framing tip recommendations. In addition, the
suggested tip amounts in the current study were moderately low in terms of their
monetary value. Although previous research has either suggested or empirically
demonstrated that when the recommended tip amount is exceptionally high,
customers generally tend to opt out of tipping, whereas when the suggested tip
amount is exceptionally low, customers tend to always tip (e.g., Alexander, Boone,
and Lynn 2021), testing the observed effect with extremely high or low suggested tip
amounts (e.g., US$0.1 vs. US$100) can still provide valuable insights.

Moreover, in this thesis, | only focused on the online tipping scenarios, in
which customers had limited contact and interaction with the service employee.
Therefore, one may argue that the frequency of tipping under these scenarios is
generally low (e.g., Chandar et al. 2019; Lynn 2018). However, a recent survey has
highlighted that the frequency of tipping food delivery persons (including both
groceries and meal delivery services) ranks as the second most common tipping
scenario among US customers, just behind tipping in sit-down restaurants (Ermey
2023). Given that I conducted three experiments (Study 1) that centered around
customers’ tipping behavior in food delivery scenarios, this thesis has already
demonstrated that materially referenced tip recommendations can produce a positive
effect even when patrons’ tipping frequency is relatively high. Still, future research
can examine whether the effect persists in the offline service context, such as in sit-
down restaurants, coffeehouses, and barbershops.

Furthermore, while the current findings demonstrated that both hedonic and
utilitarian material references work well in the tipping context, | hope that the current
research will stimulate greater effort toward the establishment of a comprehensive

framework for understanding different types of material references and their distinct
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influences on customers’ tipping behavior. For instance, Lynn (2015) found that some
customers were motivated to tip because they wanted to reward high-quality services.
In that case, future research could categorize referenced products into “rewards”
versus “non-rewards” and better identify the divergent effect of these two types of
referenced goods. Besides, in the current work, | exclusively used material products
as stimuli. However, according to the definition of material reference, the referenced
product can also be experiential, as long as it is relevant to the service context. Hence,
future research can also examine the observed effect using experiential products.
Finally, the studies in the current work focused on the complete referenced goods that
financially equal the suggested tip amount. In some situations, the material reference
can be “partial,” such that the referred product is costly and the suggested tip amount
can only buy part of the product (e.g., recommending US$7.5 for half a serving of
BBQ ribs). Thus, future research can test whether the observed effect holds when the
materially referenced tip recommendations Involve these “partial” material references.
Additionally, future research can dig deeper into the observed mechanism by
further ruling out alternative explanations and identifying other theoretically relevant
boundary conditions. For instance, one may argue that referenced products can justify
the use of a particular suggested tip amount (e.g., why suggesting $4 in Study 1A
rather than $2 or $5). As for other possible moderators, it has been demonstrated that
factors such as chronic vividness of imagery (Pham, Meyvis, and Zhou 2001) and
temporal distance from events (Yan, Sengupta, and Hong 2016) can exert an influence
on the vividness of mental imagery, whereas the feeling of autonomy (Meng et al.
2020) and required effort (Olivola and Shafir 2013) have been proven to impact the
perceived meaningfulness of specific behavior. Since the observed effect in the

current research is sequentially driven by vivid outcome simulation and the perceived
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meaningfulness of tipping, it is likely that the aforementioned variables could also
moderate the observed effect. Considering the fact that the current research focuses on
conditions either in which customers have not received services yet (Studies 1A, 1C),
or in which customers were satisfied with the services received (Studies 1B, 2A, 2B,
2C, 3, 4, 5), another avenue for future research is to explore the impact of customers’
level of satisfaction toward the services they received on the observed effect.
Specifically, when customers experience a service failure, it is possible that they will
develop resentment toward the service employee, which can eventually lead to
retaliation behavior (Gré&yoire, Tripp, and Legoux 2009; Yadav and Chakrabarti 2022;
Zhang, Zhang, and Sakulsinlapakorn 2020). Given that revenge-related behavior often
involves avoiding helping the target and letting the target suffer (Bocian and
Myslinska Szarek 2021; Lichtenberg 2001; Orth, Montada, and Maercker 2006; Vaish,
Carpenter, and Tomasello 2010), | propose that materially referenced (vs. non
materially referenced) tip recommendations might significantly decrease customers’
tipping intention and tip size once they feel unsatisfied with the services, as customers
might want to avoid benefiting the servers who made them frustrated.

Last but not least, future research can also explore the impact of materially
referenced tip recommendations on other customer-related consequences in the
service settings, such as how materially referenced tip recommendations influence
customers’ satisfaction rate, their re-purchase intention, and their future spending.
Since previous literature in the tipping domain has explored the effect of number-only
tip recommendations on these variables (Alexander, Boone, and Lynn 2021), it would
be helpful to further understand whether incorporating material references in tip
recommendations can lead to more positive consumer reactions in terms of customer

satisfaction, re-patronage likelihood, and future spending.

61



REFERENCES

Adelaar, Thomas, Susan Chang, Karen M. Lancendorfer, Byoungkwan Lee, and
Mariko Morimoto (2003), “Effects of Media Formats on Emotions and
Impulse Buying Intent,” Journal of Information Technology, 18 (4), 247-66.

Ahn, Sun Joo, Jung Min Hahm, and Kyle Johnsen (2019), “Feeling the Weight of
Calories: Using Haptic Feedback as Virtual Exemplars to Promote Risk
Perception among Young Females on Unhealthy Snack Choices,” Media
Psychology, 22 (4), 626-52.

Aknin, Lara B., Julia W. Van de Vondervoort, and J. Kiley Hamlin, (2018), “Positive
Feelings Reward and Promote Prosocial Behavior,” Current Opinion in
Psychology, 20, 55-9.

Alexander, Damon, Christopher Boone, and Michael Lynn (2021), “The Effects of Tip
Recommendations on Customer Tipping, Satisfaction, Repatronage, and
Spending,” Management Science, 67 (1), 146-65.

Andrea, Sarah B., Lynne C. Messer, Miguel Marino, Julia M. Goodman, and Janne
Boone-Heinonen (2020), “The Tipping Point: Could Increasing the
Subminimum Wage Reduce Poverty-Related Antenatal Stressors in US
Women?”, Annals of Epidemiology, 45, 47-53.

Anik, Lalin, and Michael 1. Norton (2020), “On Being the Tipping Point: Social
Threshold Incentives Motivate Behavior,” Journal of the Association for
Consumer Research, 5 (1), 19-33.

Argyriou, Evmorfia (2012), “Consumer Intentions to Revisit Online Retailers: A
Mental Imagery Account,” Psychology & Marketing, 29 (1), 25-35.

Azar, Ofer H. (2012), “The Effect of the Minimum Wage for Tipped Workers on Firm

Strategy, Employees and Social Welfare,” Labour Economics, 19 (5), 748-55.

62



Azar, Ofer H. (2020), “The Economics of Tipping,” Journal of Economic
Perspectives, 34 (2), 215-36.

Barasch, Alixandra, Gal Zauberman, and Kristin Diehl (2018), “How the Intention to
Share Can Undermine Enjoyment: Photo-Taking Goals and Evaluation of
Experiences,” Journal of Consumer Research, 44 (6), 1220-37.

Barkan, Rachel, and Aviad Israeli (2004), “Testing Servers’ Roles as Experts and
Managers of Tipping Behaviour,” The Service Industries Journal, 24 (6), 91-
108.

Bastos, Wilson, and Sigal G. Barsade (2020), “A New Look at Employee Happiness:
How Employees’ Perceptions of a Job as Offering Experiences Versus Objects
to Customers Influence Job-Related Happiness,” Organizational Behavior and
Human Decision Processes, 161, 176-87.

Baum, Tom, Jeisson Cardenas Rubio, and Emma Congreve (2023), “ReWAGE
Evidence Paper: Work, Wages and Employment in the UK’s Hospitality
Sector.” Published June 30. https://eprints.whiterose.ac.uk/204337/.

Ben-Ze’ev, Aaron (1996), “Emaotional Intensity,” Theory & Psychology, 6 (3), 509-32.

Bergner, Anouk S., Christian Hildebrand, and Gerald H&ubl (2023), “Machine Talk:
How Verbal Embodiment in Conversational Al Shapes Consumer—Brand
Relationships,” Journal of Consumer Research, 50 (4), 742-64.

Bhattacharjee, Amit, Jonah Berger, and Geeta Menon (2014), “When Identity
Marketing Backfires: Consumer Agency in Identity Expression,” Journal of
Consumer Research, 41 (2), 294-3009.

Bigsby, Elisabeth, Cabral A. Bigman, and Andrea Martinez Gonzalez (2019),
“Exemplification Theory: A Review and Meta-Analysis of Exemplar

Messages,” Annals of the International Communication Association, 43 (4),

63



273-96.

Bluvstein, Shirley, and Priya Raghubir (2021), “Absolutely Higher Tips; Framing
Choice Alternatives in the New Age of Voluntary Payments Economy,”
preprint, September 10, https://doi.org/10.2139/ssrn.3919206.

Bluvstein Netter, Shirley, and Priya Raghubir (2021), “Tip to Show off: Impression
Management Motivations Increase Consumers’ Generosity,” Journal of the
Association for Consumer Research, 6 (1), 120-9.

Bocian, Konrad, and Katarzyna Myslinska Szarek (2021), “Children’s Sociomoral
Judgements of Antisocial but Not Prosocial Others Depend on Recipients’ Past
Moral Behaviour,” Social Development, 30 (2), 396-409.

Bodvarsson, Orn B., and William A. Gibson (1999), “An Economic Approach to Tips
and Service Quality: Results of A Survey,” The Social Science Journal, 36 (1),
137-47.

Bracha, Anat, and Mary Burke (2021), “How Big Is the Gig? The Extensive Margin,
the Intensive Margin, and the Hidden Margin,” Labour Economics, 69, 101974.

Bujisic, Milos, Luorong Wu, Anna Mattila, and Anil Bilgihan (2014), “Not All Smiles
Are Created Equal,” International Journal of Contemporary Hospitality
Management, 26 (2), 293-306.

Cabano, Frank G., and Amin Attari (2023), “Don’t Tell Me How Much to Tip: The
Influence of Gratuity Guidelines on Consumers’ Favorability of the Brand,”
Journal of Business Research, 159, 113754.

Campbell, Alexia Fernandez (2019), “The Recession Hasn’t Ended for Gig Economy
Workers,” Vox, published May 28, https://www.vox.com/policy-and-
politics/2019/5/28/18638480/gig-economy-workers-wellbeing-survey.

Canal, Emily (2022), “Uber, Lyft, DoorDash Are Betting That Bigger Bonuses and

64



Better Perks Will Entice Workers. But Will It Keep Them Happy?”. Last
accessed October 31, 2022. https://www.inc.com/emily-canal/uber-lyft-better-
perks-to-fight-gig-economy-turnover.html.

Carroll, Ryall, and Luke Kachersky (2019), “Service Fundraising and the Role of
Perceived Donation Efficacy in Individual Charitable Giving,” Journal of
Business Research, 99, 254-63.

Chandar, Bharat, Uri Gneezy, John A. List, and lan Muir (2019), “The Drivers of
Social Preferences: Evidence from a Nationwide Tipping Field Experiment,”
Working Paper No. 26380, National Bureau of Economic Research,
Cambridge, MA 02138.

Chatterjee, Promothesh, and Randall L. Rose (2012), “Do Payment Mechanisms
Change the Way Consumers Perceive Products?”, Journal of Consumer
Research, 38 (6), 1129-39.

Chen, Jinjie, Alison Jing Xu, Maria A. Rodas, and Xuefeng Liu (2023), “Order
Matters: Rating Service Professionals First Reduces Tipping Amount,”
Journal of Marketing, 87 (1), 81-96.

Cian, Luca, Chiara Longoni, and Aradhna Krishna (2020), “Advertising a Desired
Change: When Process Simulation Fosters (vs. Hinders) Credibility and
Persuasion,” Journal of Marketing Research, 57 (3), 489-508.

Crego, Antonio, Jos€Raman Yela, Mar & Angeles GAnez-Mart fiez, and Ahmed A.
Karim (2020), “The Contribution of Meaningfulness and Mindfulness to
Psychological Well-Being and Mental Health: A Structural Equation Model,”
Journal of Happiness Studies, 21, 2827-50.

Crusco, April H., and Christopher G. Wetzel (1984), “The Midas Touch: The Effects

of Interpersonal Touch on Restaurant Tipping,” Personality and Social

65



Psychology Bulletin, 10 (4), 512-7.

Darke, Peter R., Jonathan L. Freedman, and Shelly Chaiken (1995), “Percentage
Discounts, Initial Price, and Bargain Hunting: A Heuristic-Systematic
Approach to Price Search Behavior,” Journal of Applied Psychology, 80 (5),
580-6.

De Visser-Amundson, Anna, John Peloza, and Mirella Kleijnen (2021), “How
Association with Physical Waste Attenuates Consumer Preferences for
Rescue-Based Food,” Journal of Marketing Research, 58 (5), 870-87.

Donnelly, Grant E., Cait Lamberton, Rebecca Walker Reczek, and Michael 1. Norton
(2017), “Social Recycling Transforms Unwanted Goods into Happiness,”
Journal of the Association for Consumer Research, 2 (1), 48-63.

Duan, Ran, Bruno Takahashi, and Adam Zwickle (2019), “Abstract or Concrete? The
Effect of Climate Change Images on People’s Estimation of Egocentric
Psychological Distance,” Public Understanding of Science, 28 (7), 828-44.

Duhaime, Erik P., and Zachary W. Woessner (2019), “Explaining the Decline of
Tipping Norms in the Gig Economy,” Journal of Managerial Psychology, 34
(4), 233-45.

Elder, Ryan S., and Aradhna Krishna (2012), “The ‘Visual Depiction Effect’ in
Advertising: Facilitating Embodied Mental Simulation through Product
Orientation,” Journal of Consumer Research, 38 (6), 988-1003.

Elliott, Debbie, and Emma Bowman (2020), “Tipped Service Workers Are More
Vulnerable Amid Pandemic Harassment Spike: Study,” NPR, published
December 6, https://www.npr.org/sections/coronavirus-live-
updates/2020/12/06/943559848/tipped-service-workers-are-more-vulnerable-

amid-pandemic-harassment-spike-study.

66



Ermey, Ryan (2023), “Just 65% of Americans Always Tip at Restaurants—Etiquette
Experts on What We Get Wrong About Tipping,” CNBC, published July 14,
https://www.cnbc.com/2023/07/14/where-americans-should-tip-vs-where-
they-actually-do.html.

Fan, Alei, Laurie Wu, and Yiran Liu (2024), “To Display Tip Suggestion or Not?
Examining Tip Suggestion’s Impact in Technology-Facilitated Preservice
Tipping Encounters,” Journal of Hospitality & Tourism Research, 48 (1), 32-
57.

Ferdman, Roberto A. (2016), “I Dare You to Read This and Still Feel Good About
Tipping,” The Washington Post, published February 18,
https://www.washingtonpost.com/news/wonk/wp/2016/02/18/i-dare-you-to-
read-this-and-still-feel-ok-about-tipping-in-the-united-states/.

Fitzsimmons, James A., and Gavin B. Maurer (1991), “A Walk-Through Audit to
Improve Restaurant Performance,” The Cornell Hotel and Restaurant
Administration Quarterly, 31 (4), 94-9.

Fletcher, Luke, and Keith Schofield (2021), “Facilitating Meaningfulness in the
Workplace: A Field Intervention Study,” The International Journal of Human
Resource Management, 32 (14), 2975-3003.

Florian, Mona, Jana Costas, and Dan Karreman (2019), “Struggling with
Meaningfulness When Context Shifts: Volunteer Work in a German Refugee
Shelter,” Journal of Management Studies, 56 (3), 589-616.

Folkes, Valerie, and Shashi Matta (2004), “The Effect of Package Shape on
Consumers’ Judgments of Product Volume: Attention as a Mental
Contaminant,” Journal of Consumer Research, 31 (2), 390-401.

Frank, David G. (2020), “To Gift or Not to Gift: How Providing a Memento Affects a

67



Restaurant Magician’s Tips,” International Journal of Hospitality
Management, 86, 102368.

Frederick, Shane, Nathan Novemsky, Jing Wang, Ravi Dhar, and Stephen Nowlis
(2009), “Opportunity Cost Neglect,” Journal of Consumer Research, 36 (4),
553-61.

Friedman, Elizabeth, Jennifer Savary, and Ravi Dhar (2018), “Apples, Oranges, and
Erasers: The Effect of Considering Similar Versus Dissimilar Alternatives on
Purchase Decisions,” Journal of Consumer Research, 45 (4), 725-42.

Gershon, Rachel, and Cynthia Cryder (2018), “Goods Donations Increase Charitable
Credit for Low-Warmth Donors,” Journal of Consumer Research, 45 (2), 451-
69.

Ghaffary, Shirin (2019), “Gig Economy Tech Companies Like Instacart Have Been
Accused of Tip Theft. But The Problem is Bigger Than That,” Vox, published
February 6, https://www.vox.com/2019/2/6/18213872/gig-economy-instacart-
tip-theft-contract-workers.

Goldstein, Noah J., Robert B. Cialdini, and Vladas Griskevicius (2008), “A Room
with a Viewpoint: Using Social Norms to Motivate Environmental
Conservation in Hotels,” Journal of Consumer Research, 35 (3), 472-82.

Goodwin, Cathy (1996), “Communality as a Dimension of Service
Relationships,” Journal of Consumer Psychology, 5 (4), 387-415.

Grace, Debra, and Aron O’cass (2005), “An Examination of the Antecedents of
Repatronage Intentions Across Different Retail Store Formats,” Journal of
Retailing and Consumer Services, 12 (4), 227-43.

Grant, Adam M. (2008), “Designing Jobs to Do Good: Dimensions and Psychological

Consequences of Prosocial Job Characteristics,” The Journal of Positive

68



Psychology, 3 (1), 19-39.

Green, Melanie C (2006), “Narratives and Cancer Communication,” Journal of
Communication, 56, S163-83.

Greyoire, Yany, Thomas M. Tripp, and Renaud Legoux (2009), “When Customer
Love Turns into Lasting Hate: The Effects of Relationship Strength and Time
on Customer Revenge and Avoidance,” Journal of Marketing, 73 (6), 18-32.

Gu, Yu, and Rong Chen (2021), “How Does Money Phrasing Influence Intention to
Donate: The Role of Construal Level and Fit,” Psychology & Marketing, 38
(11), 1911-27.

Haggag, Kareem, and Giovanni Paci (2014), “Default Tips,” American Economic
Journal: Applied Economics, 6 (3), 1-19.

Hammond, Stuart I, and Jesse K Drummond (2019), “Rethinking Emotions in the
Context of Infants’ Prosocial Behavior: The Role of Interest and Positive
Emotions,” Developmental Psychology, 55 (9), 1882-8.

Hawkins, Andrew J. (2019), “Nearly Two-Thirds of Uber Customers Don’t Tip Their

Drivers, Study Says,” The Verge, published October 22,

https://www.theverge.com/2019/10/21/20925109/uber-tipping-riders-drivers-
percentage-gender-nber-study.

Hayes, Andrew F. (2017), Introduction to Mediation, Moderation, and Conditional
Process Analysis: A Regression-Based Approach. New York: Guilford Press.

Heath, Timothy B., Subimal Chatterjee, and Karen Russo France (1995), “Mental
Accounting and Changes in Price: The Frame Dependence of Reference
Dependence,” Journal of Consumer Research, 22 (1), 90-7.

Heinz, Frank (2022), “Hard Eight BBQ Says Tips Were Given to the Wrong People,

Pays $868k to Employees,” NBC 5 Dallas-Fort Worth, published April 22,

69



https://www.nbcdfw.com/news/business/hard-eight-bbg-says-tips-were-given-
to-the-wrong-people-pays-868k-to-employees/2947810/.

Hellstrdn, Amanda, and Aparna Revi (2019), “The Blurred Line Through Technology:
A Study on the Influence of Technology in Relation to Brand-Centred Control,”
unpublished degree project, School of Economics and Management, Lund
University, Sweeden.

Hoover, Hanna (2022), “Nudges as Norms: Evidence from the NYC Taxi Cab
Industry,” Journal of Economic Psychology, 92, 102535.

Hsieh, An-Tien, and Der-Huang Wu (2007), “The Relationship Between Timing of
Tipping and Service Effort,” The Service Industries Journal, 27 (1), 1-14.

Hu, Cherie (2018), “Tencent Music Uses ‘Tipping’ to Rack Up Revenues. Why Aren’t
Western Music Streaming Platforms Doing the Same?”. Published October 3.
https://www.musicbusinessworldwide.com/tencent-music-uses-tipping-to-
rack-up-revenues-why-arent-western-music-streaming-platforms-doing-the-
same/.

Hunton, James E., and Kenneth H. Price (1997), “Effects of the User Participation
Process and Task Meaningfulness on Key Information System Outcomes,”
Management Science, 43 (6), 797-812.

Jacob, Cédine, Nicolas Guéyuen, and Gaé&le Boulbry (2010), “Effects of Songs with
Prosocial Lyrics on Tipping Behavior in a Restaurant,” International Journal
of Hospitality Management, 29 (4), 761-3.

Jia, Yanli, Yunhui Huang, Robert S. Wyer, and Hao Shen (2017), “Physical Proximity
Increases Persuasive Effectiveness Through Visual Imagery,” Journal of
Consumer Psychology, 27 (4), 435-47.

Jonsson, Stefan, Henrich R. Greve, and Takako Fujiwara-Greve (2009), “Undeserved

70



Loss: The Spread of Legitimacy Loss to Innocent Organizations in Response
to Reported Corporate Deviance,” Administrative Science Quarterly, 54 (2),
195-228.

Kakkar, Vikas, and King King Li (2022), “Cash or Card? Impression Management
and Restaurant Tipping Behavior,” Journal of Behavioral and Experimental
Economics, 101837.

Kansal, Purva, Sandeep Walia, and Suriti Goel (2015), “Factors Affecting Perception
of Value for Money and Customer Satisfaction for Foreign Tourists in
Goa,” International Journal of Hospitality and Tourism Administration, 8 (2),
93-102.

Karniouchina, Ekaterina, Himanshu Mishra, and Rohit Verma (2008), “Exploring
Consumer Reactions to Tipping Guidelines: Implications for Service Quality,”
Cornell Hospitality Report, 8 (8), 4-20.

Kelley, Scott W., and K. Douglas Hoffman (1997), “An Investigation of Positive
Affect, Prosocial Behaviors and Service Quality,” Journal of Retailing, 73 (3),
407-27.

Kim, Junghan, and Arun Lakshmanan (2015), “How Kinetic Property Shapes Novelty
Perceptions,” Journal of Marketing, 79 (6), 94-111.

Kim, Tami, Ovul Sezer, Juliana Schroeder, Jane Risen, Francesca Gino, and Michael I.
Norton (2021), “Work Group Rituals Enhance the Meaning of Work,”
Organizational Behavior and Human Decision Processes, 165, 197-212.

Kogut, Tehila, and llana Ritov (2011), “The Identifiable Victim Effect: Causes and
Boundary Conditions,” in The Science of Giving: Experimental Approaches to
the Study of Charity, ed. Daniel M. Oppenheimer, Christopher Y. Olivola,

Psychology Press, 133-45.

71



Kogut, Tehila, llana Ritov, Enrico Rubaltelli, and Nira Liberman (2018), “How Far is
the Suffering? The Role of Psychological Distance and Victims’ Identifiability
in Donation Decisions,” Judgment and Decision Making, 13 (5), 458-66.

Koo, Minjung, and Ayelet Fishbach (2012), “The Small-Area Hypothesis: Effects of
Progress Monitoring on Goal Adherence,” Journal of Consumer Research, 39
(3), 493-509.

Laurinavicius, Rokas, and Ilona Balitinaité (2022), “DoorDash Driver Reveals How
Tipping Affects Delivery Time, Shows McDonald’s Order That Has Been
Sitting for an Hour Before Being Picked Up.” Last accessed October 31, 2022.
https://www.boredpanda.com/doordash-driver-not-tipping-late-mcdonalds-
food-
delivery/?utm_source=google&utm_medium=organic&utm_campaign=organi
c.

Lavoie, Raymond, Kelley Main, JoAndrea Hoegg, and Wenxia Guo (2021),
“Employee Reactions to Preservice Tips and Compliments,” Journal of
Service Research, 24 (3), 421-34.

Lee, Jihyeon, and Hanku Kim (2022), “How to Survive in Advertisement Flooding:
The Effects of Schema—Product Congruity and Attribute Relevance on
Advertisement Attitude,” Journal of Consumer Behaviour, 21 (2), 214-30.

Lee, Na Young, Stephanie M. Noble, and Dipayan Biswas (2018), “Hey Big Spender!
A Golden (Color) Atmospheric Effect on Tipping Behavior,” Journal of the
Academy of Marketing Science, 46 (2), 317-37.

Leung, Fine F., Sara Kim, and Caleb H. Tse (2020), “Highlighting Effort Versus
Talent in Service Employee Performance: Customer Attributions and

Responses,” Journal of Marketing, 84 (3), 106-21.

72



Lichtenberg, Judith (2001), “The Ethics of Retaliation,” Philosophy and Public Policy
Quarterly, 21 (4), 4-8.

Losier, Gaéan F., and Richard Koestner (1999), “Intrinsic Versus Identified
Regulation in Distinct Political Campaigns: The Consequences of Following
Politics for Pleasure Versus Personal Meaningfulness,” Personality and Social
Psychology Bulletin, 25 (3), 287-98.

Lynn, Michael (2015), “Service Gratuities and Tipping: A Motivational Framework,”
Journal of Economic Psychology, 46, 74-88.

Lynn, Michael (2017), “Should U.S. Restaurants Abandon Tipping? A Review of the
Issues and Evidence,” Psychosociological Issues in Human Resource
Management, 5 (1), 120-59.

Lynn, Michael (2018), “How Motivations for Tipping Vary with Occupational
Differences in Descriptive Tipping Norms,” Journal of Behavioral and
Experimental Economics, 77, 1-10.

Lynn, Michael (2021), “The Effects of Occupational Characteristics on the Motives
Underlying Tipping of Different Occupations,” Journal of Behavioral and
Experimental Economics, 95, 101783.

Lynn, Michael, and Jeffrey Graves (1996), “Tipping: An Incentive/Reward for
Service?,” Hospitality Research Journal, 20 (1), 1-14.

Lynn, Michael, and Michael Sturman (2010), “Tipping and Service Quality: A Within-
Subjects Analysis,” Journal of Hospitality & Tourism Research, 34 (2), 269-75.

Lynn, Michael, Sean Masaki Flynn, and Chelsea Helion (2013), “Do Consumers
Prefer Round Prices? Evidence from Pay-What-You-Want Decisions and Self-
Pumped Gasoline Purchases,” Journal of Economic Psychology, 36, 96-102.

Lynn, Michael, Robert J. Kwortnik, and Michael C. Sturman (2011), “Voluntary

73



Tipping and the Selective Attraction and Retention of Service Workers in the
USA: An Application of the ASA Model,” The International Journal of
Human Resource Management, 22 (9), 1887-901.

Lynn, Michael, and Kirby Mynier (1993), “Effect of Server Posture on Restaurant
Tipping,” Journal of Applied Social Psychology, 23 (8) 678-85.

Lynn, Michael, George M. Zinkhan, and Judy Harris (1993), “Consumer Tipping: A
Cross-Country Study,” Journal of Consumer Research, 20 (3), 478-88.

Malhotra, Naresh K. (1984), “Information and Sensory Overload. Information and
Sensory Overload in Psychology and Marketing,” Psychology & Marketing, 1
(3-4), 9-21.

McCall, Michael, and Heather J. Belmont (1996), “Credit Card Insignia and
Restaurant Tipping: Evidence for an Associative Link,” Journal of Applied
Psychology, 81 (5) 609-13.

McGrath, Rita (2023), “Taking It to the Streets — Uber CEO Finds out What It’s
Really Like to Be an Uber Driver.” Published April 27.
https://rgmcgrath.medium.com/taking-it-to-the-streets-uber-ceo-finds-out-
what-its-really-like-to-be-an-uber-driver-47ee7325c8al.

Meng, Fanxing, Yi Wang, Wenying Xu, Junhui Ye, Lin Peng, and Peng Gao (2020),
“The Diminishing Effect of Transformational Leadership on the Relationship
Between Task Characteristics, Perceived Meaningfulness, and Work
Engagement,” Frontiers in Psychology, 11, 585031.

Min, Kyeong Sam, Drew Martin, and Jae Min Jung (2013), “Designing Advertising
Campaigns for Destinations with Mixed Images: Using Visitor Campaign Goal
Messages to Motivate Visitors,” Journal of Business Research, 66 (6), 759-64.

Monga, Ashwani, and Michael J. Houston (2006), “Fading Optimism in Products:

74



Temporal Changes in Expectations about Performance,” Journal of Marketing
Research, 43 (4), 654-63.

Morales, Christina (2022), “To Tip, or Not to Tip?”, The New York Times, published
April 19, https://www.nytimes.com/2022/04/19/dining/tipping-gratuity-
restaurants.html.

Moyer, Justin Wm. (2020), “DoorDash Settles D.C. Lawsuit for $2.5 Million after
Being Accused of Pocketing Workers’ Tips,” The Washington Post, published
November 24, https://www.washingtonpost.com/local/public-safety/doordash-
settles-dc-lawsuit-for-25-million-after-allegedly-pocketing-workers-
tips/2020/11/24/b36e3f00-2€92-11eb-9¢71-ccf2c0b8d571_story.html.

Olivola, Christopher Y. and Eldar Shafir (2013), “The Martyrdom Effect: When Pain
and Effort Increase Prosocial Contributions,” Journal of Behavioral Decision
Making, 26 (1), 91-105.

O’Rourke, Anne-Maree, Alex Belli, and Frank Mathmann (2023), “Mitigating
Implicit Racial Bias in Tipping: When Direct and Indirect Experience
Matters,” Journal of Consumer Marketing, 40 (5), 609-21.

Orth, Ulrich, Leo Montada, and Andreas Maercker (2006), “Feelings of Revenge,
Retaliation Motive, and Posttraumatic Stress Reactions in Crime
Victims,” Journal of Interpersonal Violence, 21 (2), 229-43.

Pergola, Giulio, Michele Trotta, and Boris Suchan (2013), “Asymmetric Hemispheric
Contribution to ERPs in Associative Memory Indexes Goal Relevance and
Quantity of Information,” Behavioural Brain Research, 241, 7-16.

Perowne, Stuart, and Warren Mansell (2002), “Social Anxiety, Self-Focused Attention,
and the Discrimination of Negative, Neutral and Positive Audience Members

by Their Non-Verbal Behaviours,” Behavioural and Cognitive Psychotherapy,

75



30 (1), 11-23.

Petit, Olivia, Ana Javornik, and Carlos Velasco (2022), “We Eat First with Our
(Digital) Eyes: Enhancing Mental Simulation of Eating Experiences via
Visual-Enabling Technologies,” Journal of Retailing, 98 (2), 277-93.

Petrova, Petia, and Robert Cialdini (2005), “Fluency of Consumption Imagery and the
Backfire Effects of Imagery Appeals,” Journal of Consumer Research, 32 (3),
442-52.

Pham, Michel Tuan, Tom Meyvis, and Rongrong Zhou (2001), “Beyond the Obvious:
Chronic Vividness of Imagery and the Use of Information in Decision Making,”
Organizational Behavior and Human Decision Processes, 84 (2), 226-53.

Polastre, Joe (2016), “Why | Refuse to Tip Using Square.” Published December 8.
https://medium.com/nothing-to-declare/why-i-refuse-to-tip-using-square-
2e713b8126a7.

Reed, Americus, Adam Austen Kay, Stephanie Finnel, Karl F. Aquino, and Eric P.
Levy (2016), “I Don’t Want the Money, | Just Want Your Time: How Moral
Identity Overcomes the Aversion to Giving Time to Prosocial Causes,”
Journal of Personality and Social Psychology, 110 (3), 435-57.

Reshadi, Farnoush (2020), “Three Essays on the Effect of Pain-of-Payment on
Consumers’ Financial Decisions,” unpublished dissertation, John Chambers
College of Business and Economics, West Virginia University, WV 26505.

Rifkin, Jacqueline R., Katherine M. Du, and Jonah Berger (2021), “Penny for Your
Preferences: Leveraging Self-Expression to Encourage Small Prosocial Gifts,”
Journal of Marketing, 85 (3), 204-19.

Rind, Bruce, and Prashant Bordia (1995), “Effect of Server’s ‘Thank You’ and

Personalization on Restaurant Tipping,” Journal of Applied Social Psychology,

76



25 (9), 745-51.

Romei, Valentina (2020), “How the Pandemic Is Worsening Inequality,” Financial
Times, published December 31, https://www.ft.com/content/cd075d91-fafa-
47¢8-a295-85bbd7a36b50.

Rosso, Brent D., Kathryn H. Dekas, and Amy Wrzesniewski (2010), “On the Meaning
of Work: A Theoretical Integration and Review,” Research in Organizational
Behavior, 30, 91-127.

Rottenstreich, Yuval, Sanjay Sood, and Lyle Brenner (2007), “Feeling and Thinking in
Memory-Based Versus Stimulus-Based Choices,” Journal of Consumer
Research, 33 (4), 461-9.

Russell, Phil A., and S. Milne (1997), “Meaningfulness and Hedonic Value of
Paintings: Effects of Titles,” Empirical Studies of the Arts, 15 (1), 61-73.

S&chez, Alfonso (2002), “The Effect of Alcohol Consumption and Patronage
Frequency on Restaurant Tipping,” Journal of Foodservice Business Research,
5 (3), 19-36.

Savary, Jennifer, Kelly Goldsmith, and Ravi Dhar (2015), “Giving Against the Odds:
When Tempting Alternatives Increase Willingness to Donate,” Journal of
Marketing Research, 52 (1), 27-38.

Schutte, Nicola S., Trudy Searle, Stephen Meade, and Neill A. Dark (2012), “The
Effect of Meaningfulness and Integrative Processing in Expressive Writing on
Positive and Negative Affect and Life Satisfaction,” Cognition & Emotion, 26
(1), 144-52,

Sehkaran, Shobana Nair, and Daniela Sevcikova (2011), “*All Aboard’: Motivating
Service Employees on Cruise Ships,” Journal of Hospitality and Tourism

Management, 18 (1), 70-8.

77



Seiter, John S., Garett M. Brownlee, and Matthew Sanders (2011), “Persuasion by
Way of Example: Does Including Gratuity Guidelines on Customers’ Checks
Affect Restaurant Tipping Behavior?”, Journal of Applied Social Psychology,
41 (1), 150-9.

Shamir, Boas (1984), “Between Gratitude and Gratuity: An Analysis of Tipping,”
Annals of Tourism Research, 11 (1), 59-78.

Shih, I-Hsuan, Tun-Min Catherine Jai, and Shane C. Blum (2016), “Tipping: The
Case of Hotel Turndown Service,” International Journal of Hospitality
Management, 55, 129-31.

Shih, I-Hsuan, Tun-Min Catherine Jai, Hsiangting Shatina Chen, and Shane Blum
(2019), “Greetings from Emily! The Effects of Personalized Greeting Cards on
Tipping of Hotel Room Attendants,” International Journal of Contemporary
Hospitality Management, 31 (8), 3058-76.

Shy, Oz (2015), “Do Tips Increase Workers’ Income?”’, Management Science, 61 (9),
2041-51.

Simmons, Joseph P., Leif D. Nelson, and Uri Simonsohn (2011), “False-Positive
Psychology: Undisclosed Flexibility in Data Collection and Analysis Allows
Presenting Anything as Significant,” Psychological Science, 22 (11), 1359-66.

Sinha, Jayati, and Fang-Chi Lu (2019), “Ignored or Rejected: Retail Exclusion Effects
on Construal Levels and Consumer Responses to Compensation,” Journal of
Consumer Research, 46 (4), 791-807.

Small, Deborah A., and George Loewenstein (2003), “Helping a Victim or Helping
the Victim: Altruism and Identifiability,” Journal of Risk and Uncertainty, 26,
5-16.

Snefjella, Bryor, and Victor Kuperman (2015), “Concreteness and Psychological

78



Distance in Natural Language Use,” Psychological Science, 26 (9), 1449-60.

Souki, Gustavo Quiroga, Alessandro Silva de Oliveira, Marco Tdio Correa Barcelos,
Maria Manuela Martins Guerreiro, JUio da Costa Mendes, and Luiz Rodrigo
Cunha Moura (2023), “Does Guests-Perceived Value for Money Affect WOM
and eWOM? The Impact of Consumer Engagement on SNS on eWOM,” The
TOM Journal.

Statista (2024), “Quarterly Real Gross Domestic Product of the United States from the
Fourth Quarter of 2013 to the Fourth Quarter of 2023.” Published February 22.
https://www.statista.com/statistics/248154/quarterly-us-real-gross-domestic-
product-gdp/.

Strohmetz, David B., and Bruce Rind (2001), “The Impact of Tipping
Recommendations on Tip Levels,” Cornell Hotel and Restaurant
Administration Quarterly, 42 (3), 71-73.

Strohmetz, David B., Bruce Rind, Reed Fisher, and Michael Lynn (2002),
“Sweetening the Till: The Use of Candy to Increase Restaurant
Tipping,” Journal of Applied Social Psychology, 32 (2), 300-9.

Sweeney, Jillian C., and Geoffrey N. Soutar (2001), “Consumer Perceived Value: The
Development of a Multiple Item Scale,” Journal of Retailing, 77 (2), 203-20.

Tan, Weigiang, and Jian Zhang (2021), “Good Days, Bad Days: Stock Market
Fluctuation and Taxi Tipping Decisions,” Management Science, 67 (6), 3965-
84.

Tang, Jason, Carola Raab, Dina Marie V. Zemke, and Choongbeom Choi (2022), “The
Effect of the Minimum Server Wage on Restaurant Guest Tipping Behavior,”
Journal of Foodservice Business Research, 25 (1), 1-32.

Tavares, Susana M. (2018), “How Does Creativity at Work Influence Employee’s

79



Positive Affect at Work?”, in Creativity and Innovation in Organizations, eds.
JoséRamos, Neil Anderson, JoséM. Peir@ and Fred Zijlstra, Routledge, 49-63.

Thomas, Manoj, and Claire I. Tsai (2012), “Psychological Distance and Subjective
Experience: How Distancing Reduces the Feeling of Difficulty,” Journal of
Consumer Research, 39 (2), 324-40.

TouréTillery, Maferima, and Ayelet Fishbach (2011), “The Course of
Motivation,” Journal of Consumer Psychology, 21 (4), 414-23.

TouréTillery, Maferima, and Ayelet Fishbach (2017), “Too Far to Help: The Effect of
Perceived Distance on the Expected Impact and Likelihood of Charitable
Action,” Journal of Personality and Social Psychology, 112 (6), 860-76.

Tung, Irene (2018), “Wait Staff and Bartenders Depend on Tips for More Than Half
of Their Earnings.” Published January 11.
https://www.nelp.org/publication/wait-staff-and-bartenders-depend-on-tips-
for-more-than-half-of-their-earnings/.

Ulbig, Stacy G. (2010), “A Picture is Worth What? Using Visual Images to Enhance
Classroom Engagement,” International Journal of Instructional Media, 37 (2),
185-201.

Ulkimen, Giden, and Manoj Thomas (2013), “Personal Relevance and Mental
Simulation Amplify the Duration Framing Effect,” Journal of Marketing
Research, 50 (2), 194-206.

Vaish, Amrisha, Malinda Carpenter, and Michael Tomasello (2010), “Young Children
Selectively Avoid Helping People with Harmful Intentions,” Child
Development, 81 (6), 1661-9.

Van Tilburg, Wijnand AP, and Eric R. Igou (2013), “On the Meaningfulness of

Behavior: An Expectancy X Value Approach,” Motivation and Emotion, 37,

80



373-88.

Vaughn, Leigh Ann, Kathryn E. Childs, Claire Maschinski, N. Paul Nifp, and Rachael
Ellsworth (2010), “Regulatory Fit, Processing Fluency, and Narrative
Persuasion,” Social and Personality Psychology Compass, 4 (12), 1181-92.

Vignoles, Vivian L., Camillo Regalia, Claudia Manzi, Jen Golledge, and Eugenia
Scabini (2006), “Beyond Self-Esteem: Influence of Multiple Motives on
Identity Construction,” Journal of Personality and Social Psychology, 90 (2),
308-33.

Vuori, Timo, Elina San, and Mari Kira (2012), “Meaningfulness-Making at
Work,” Qualitative Research in Organizations and Management: An
International Journal, 7 (2), 231-48.

Wang, Danni, Melissa A. Baker, Youngsun Sean Kim, and Emily Ma (2021), “From
Angels to Demons: Uncovering the Relationships Between Tipping, Social
Dignity, OCB and Incivility Intentions,” International Journal of Hospitality
Management, 98, 103043.

Wang, Phyllis Xue, Yijie Wang, and Yuwei Jiang (2023), “Gift or Donation? Increase
the Effectiveness of Charitable Solicitation Through Framing Charitable
Giving as a Gift,” Journal of Marketing, 87 (1), 133-47.

Wang, Xuehua, Yixia Sun, and Thomas Kramer (2021), “Ritualistic Consumption
Decreases Loneliness by Increasing Meaning,” Journal of Marketing Research,
58 (2), 282-98.

Ward, Morgan K., and Susan M. Broniarczyk (2011), “It’s Not Me, It’s You: How Gift
Giving Creates Giver Identity Threat as a Function of Social Closeness,”
Journal of Consumer Research, 38 (1), 164-81.

Watson, David, Lee Anna Clark, and Auke Tellegen (1988), “Development and

81



Validation of Brief Measures of Positive and Negative Affect: The PANAS
Scales,” Journal of Personality and Social Psychology, 54 (6), 1063-70.

Wertenbroch, Klaus, Dilip Soman, and Amitava Chattopadhyay (2007), “On the
Perceived Value of Money: The Reference Dependence of Currency
Numerosity Effects,” Journal of Consumer Research, 34 (1), 1-10.

Whaley, Jeremy E., Alecia C. Douglas, and Martin A. O’Neill (2014), “What’s in a
Tip? The Creation and Refinement of a Restaurant-Tipping Motivations Scale:
A Consumer Perspective,” International Journal of Hospitality Management,
37, 121-30.

Wheeler, Ladd, Harry Reis, and John B. Nezlek (1983), “Loneliness, Social
Interaction, and Sex Roles,” Journal of Personality and Social Psychology, 45
(4), 943-53.

Wilcox, Keith, and Sonja Prokopec (2019), “Restraint that Blinds: Attention
Narrowing and Consumers’ Response to Numerosity in Self-Control
Decisions,” Journal of Consumer Research, 46 (2), 371-87.

Winterich, Karen Page, Rebecca Walker Reczek, and Julie R. Irwin (2017), “Keeping
the Memory but Not the Possession: Memory Preservation Mitigates Identity
Loss from Product Disposition,” Journal of Marketing, 81 (5), 104-20.

Woodzicka, Julie A., and Marianne LaFrance (2001), “Real Versus Imagined Gender
Harassment,” Journal of Social Issues, 57 (1), 15-30.

Wooldridge, Barbara Ross (1999), “The Impact of Communal Behaviors on the
Judgement of Service Quality,” unpublished dissertation, the Graduate Faculty,
Louisiana State University and Agricultural & Mechanical College, Louisiana,
LA 70803.

Xie, Jenny (2014), “The Digital Tip Trap.” Published March 26.

82



https://www.bloomberg.com/ news/articles/2014-03-26/the-digital-tip-trap.

Yadav, Abhishek, and Somnath Chakrabarti (2022), “Brand Hate: A Systematic
Literature Review and Future Research Agenda,” International Journal of
Consumer Studies, 46 (5), 1992-2019.

Yan, Dengfeng, Jaideep Sengupta, and Jiewen Hong (2016), “Why Does
Psychological Distance Influence Construal Level? The Role of Processing
Mode,” Journal of Consumer Research, 43 (4), 598-613.

Yang, Adelle, Christopher Hsee, and Oleg Urminsky (2019), “Eager to Help Yet
Reluctant to Give: How Pro-Social Effort and Pro-Social Choices Diverge,”
preprint, September 16, https://doi.org/10.2139/ssrn.3448153.

Yeung, Kam Leung (2014), “Exploring the Origin of Pain of Payment in Cash and Its
Relevance to Computer Payment Interface,” unpublished dissertation, the
Graduate Faculty, lowa State University, lowa, |A 50011.

Yu, Hongsik, Jingren Si, and Jaehee Cho (2015), “Effects of Emotional Exemplars in
Responsibility Attribution-Framed News Reports on Perception and
Evaluations of Social Issues,” Asian Journal of Communication, 25 (5), 525-
45.

Zagefka, Hanna, and Trevor James (2015), “The Psychology of Charitable Donations
to Disaster Victims and Beyond,” Social Issues and Policy Review, 9 (1), 155-
92.

Zagefka, Hanna, Masi Noor, Rupert Brown, Tim Hopthrow, and Georgina Randsley
de Moura (2012), “Eliciting Donations to Disaster Victims: Psychological
Considerations,” Asian Journal of Social Psychology, 15 (4), 221-30.

Zambrano, Elizabeth, Theresa Pauly, Denis Gerstorf, Maureen C Ashe, Kenneth M

Madden, and Christiane A Hoppmann (2022), “Partner Contributions to Goal

83



Pursuit: Findings from Repeated Daily Life Assessments with Older Couples,”
The Journals of Gerontology: Series B, 77 (1), 29-38.

Zhang, Ya, Jing Zhang, and Kongkidakarn Sakulsinlapakorn (2020), “Love Becomes
Hate? Or Love Is Blind? Moderating Effects of Brand Love upon Consumers’
Retaliation Towards Brand Failure,” Journal of Product & Brand Management,
30 (3), 415-32.

Zhao, Min, Steve Hoeffler, and Gal Zauberman (2011), “Mental Simulation and
Product Evaluation: The Affective and Cognitive Dimensions of Process
Versus Outcome Simulation,” Journal of Marketing Research, 48 (5), 827-309.

Zhao, Xiaohong, Binglin Chen, and Pei Jin (2023), “Inspired to Donate: How Donors’
Social Class Impacts Charitable Donations,” Journal of Consumer Behaviour,
22 (1), 3-13.

Zhou, Fei, Na Zhang, Jian Mou, and Qin Zhang (2024), “Fueling User Engagement in
Virtual CSR Co-Creation with Mental Simulation: A Cognitive Appraisal

Perspective,” Journal of Business Research, 172, 114438.

84



APPENDIX
APPENDIX A:

FIGURES AND STIMULI IN CHINESE AND TRANSLATION

Al. FIGURE 1

Al.1l. Amap Ride-Hailing

<. I <. I
. . You have missed the chance to add tips.
EEIFTREY, TRP R Come earlier next time.

not charge any fees for tips

Other
amounts

The tips will 100% go to drivers. The platform does

Original page in Chinese Translated version




Al.2. SF EXPRESS

P pepar o5
-

HRERER

-

N

v5

Tade® 16 f13L48 >

¢ Fo
\' N '
v8

2 S.F. Deliveryman 4.95 % 4

Tip the DeIiveryman The delivery person received 16 gifts >

100% of tips go to the rider

aet

p é _——\" -
\ S u
y 2 v5 v 8 Other

amounts

Original page in Chinese

Translated version

A2. STIMULI FOR STUDY 1B

A2.1. Introduction Page

iTRESRM >
23t I a . B,

BUDZERRE B iE

& TATRIMNERK (1/1)

1 0 TINENEMEH
-fzumﬁgmgm,xmﬂ I

e O vaEn (4. vies ¥ 108,98
¢S

-

PRk ¥0
BULeE (TERMRIR) ¥0
[-F ai

B IMNEREILLR

D R

Bt vos o2 &it ¥101.98

Order completed >

Thanks for frusting [brand name] and we look forward to
your re-patronage.
Reminder: please do not waste food
o
|2

Make a claim on the “Safe Eat” insurance

« The number of orders placed this month: (1/1)

Unconditional coupen for
1 0 Y ordering food delivery

By linking your credit/debit card to the account
- Art cake ¢ Ice cream cake - >
= Xylitol cake

== @[brand name] Ice Cream Cake (4..<155 ¥ 108.98
i gh: 6-inch cream cheese ice cream + Strawberry

- = +Theme A

x1
Delivery fee ¥0
“Safe Eat” Insurance (gift from the merchant) ¥0

& [Platform name] coupon
) New customer discounts

) Gifts for orders beyond birthday hats, candles,
specific amounts and 5 dishes

Saved ¥96.02 Need to pay ¥101.98

Original page in Chinese

Translated version
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A2.2. Tip Recommendation Page of Material-Reference Condition

10:374 ol T8

< BEEN nR B

= P

~ mmoe

WESET, MNTRE

LEZ S
RERA 16 FRINW GRS W USEM s
EY ) U " AR 20 RN

10:37 9 all T %

4 Rider homepage  Block | Report

- ,

. heoe

34836 km 98.61% 7% 22 min
Total miles defivered  Punctuality rate ~ Safisfaction rate  Average delivery timeforder

The rider works hard to deliver the food. Tip the rider
100% of tips go fo the rider.
The platform will not

charge any fees.

0~
¥2 5 v10 Other
amounts

- 20 people tipped >

Labels for the rider

Polite and friendly 196 ~ Wearing the uniform 190

Not have a hair out of place 189 Accept orders under bad weather 185
Fastand punctual 213 Goods not damaged 200

Did ot provide door-to-door delivery 1

Original page in Chinese

Translated version

A2.3. Tip Recommendation Page of Control Condition

10:37 4 Wil T %

< WFENR nR  RBE

BESET, RIITRE

R 196 WELIM 190 GANS 189 RUBEM 188

10:37 9 wll T 4

< Rider homepage  Block | Report

- ,

. Reee

34836 km 98.61% 97% 22 min

Total miles delivered  Punctuality rate  Satisfactionrate  Average delivery fimesorder

The rider works hard to deliver the food. Tip the rider
100% of tips go to the rider.
The platform will not charge any fees.

Other
¥10 amounts

v2 ¥5

- Ao pecpieipeed

Labels for the rider

Polite and friendly 196~ Wearing the uniform 190
Not have a hair out of place 189  Accept orders under bad weather 185

Fast and punctual 213 Goods not damaged 200
Did not provide door-to-door delivery 1

Original page in Chinese

Translated version




A3. STIMULI FOR STUDY 5

A3.1. High-Relevance-Reference Condition

R A E W

=
137530s  709150sa  17.7w
mife

Delivery person homepage

I =3

137530 709150 17.7

Thank him

f-

Original page in Chinese

Translated version

A3.2. Low-Relevance-Reference Condition

137530u 7091502 17.7m

Bt

Delivery person homepage

I o

137530 709150 17.7

Thank him

Original page in Chinese

Translated version
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A3.3. Control Condition

< Rl 5 =T
-
137530a  709150a8  17.7s

Biifth

Delivery person homepage

- =3

137530 709150 17.7

Thank him

Original page in Chinese

Translated version
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APPENDIX B:

SUMMARY OF FINDINGS

B1. SUMMARY TABLE

TABLE 1

SUMMARY OF FINDINGS

Study Main Purposes Context Findings
Participants were more
Study 1A likely to tip when the tip
(MTurk) | Showing the basic recommendation was
effect that incorporating | Food materially referenced.
Study 1B | material references into | delivery Participants were more
(Chinese | tip recommendations services likely to tip and gave more
online increases tipping tips when the tip
research recommendation was
panel) materially referenced.
Generalizing the basic Participants were more
Study 1C | effect to the context likely to tip even when the
(MTurk) | with verbally presented material reference was
material references resented in text format.
p
Examining the serial
mediation _role Of The positive effect of
outcome simulation ) .
o . . materially referenced tip
vividness and perceived | Ride- . g
. . : recommendations on tipping
meaningfulness while sharing : .
. . . was sequentially mediated
ruling out alternative services .
Study 2A . . by more vivid outcome
accounts including self- ; : ;
(MTurk) o simulation and higher
attribution, . .
; : perceived meaningfulness of
psychological distance, L )
4 tipping, and was not driven
and perceived .
X by the aforementioned
communality of :
alternative accounts.
customer—server
relationship
Ruling out the
glternqtlve acco.unts The positive effect of
including perceived ) .
! materially referenced tip
novelty, discrepancy : . T
Study 2B . Freelancing | recommendations on tipping
between the perceived . .
(MTurk) | .. ; services was not driven by the
financial value of . i
aforementioned alternative
referenced goods and
. accounts.
the suggested tip
amount, level of
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engagement, and felt
affect

The positive effect of
materially referenced tip
recommendations on tipping

Study 2C Ruling out the Ride- persisted even when
alternative account—the | sharing .
(MTurk) . . customers did not need to
level of pain of payment | services . :
pay for the fare (i.e., having
a low level of pain of
payment).
The positive effect of
- materially referenced tip
Examining the , . T
Study 3 . Freelancing | recommendations on tipping
moderating role of .
(MTurk) . services attenuated when customers
cognitive load . .
were experiencing a high
level of cognitive load.
The positive effect of
- materially referenced tip
Examining the . T
Study 4 . recommendations on tipping
moderating role of
(MTurk) suspicion of tip theft attenuated when customers
P P suspected that tips might not
. fully go to the servers.
Courier —
Services The positive effect of
Examining the materially referenced tip
moderating role of the recommendations on tipping
Study 5
relevance of the attenuated when the
(Credamo)

referenced product to
the service context

referenced product was less
relevant to the service
context.
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APPENDIX C:

SUPPLEMENTARY MATERIAL FOR STUDY 1A

C1. STUDY STIMULI

Delivery Details

Address Largest house on block
Drop-off Leave !‘tlatv m/y‘dg‘o{r >
Send as a gift % New )

Estimated Delivery Time

1 Hour (8:45 PM)

Payment

\_7/
[
/ \

$4

Thank the driver with $4
$4 can buy 1 gallon of gas that the driver can use

Delivery Details

Address Largest house on block
Drop-off LeaVEft‘al‘m..y‘.d?vc‘)‘r >
Send as a gift % New )

Estimated Delivery Time

1 Hour (8:45 PM)

Payment

Thank the driver with $4

Material-reference condition

Control condition

C2. PRETEST FOR EXEMPLIFICATION NATURE OF REFERENCED

GOODS

This pretest seeks to ensure that participants can recognize the exemplification

nature of material references. In other words, the study aims to confirm that

participants do perceive the referenced products as exemplars of how the tip can be
used rather than how the tip will actually be used.

I recruited 50 participants from Amazon Mechanical Turk (MTurk) for a

nominal payment, using the same subject pool as in Study 1A. Participants underwent
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the same procedure and viewed the same stimuli as those in the material-reference
condition of Study 1A. Next, they were asked to indicate the nature of the material
reference on a binary-choice question (“Do you think the one gallon gas in the above
picture is an example to show what the $4 tip can buy?”; 1 = “yes, it is an example to
show what the $4 tip can buy,” 0 = “no”).

Consistent with expectations, 46 (92.0%) participants successfully recognized

the exemplification nature of the referenced product.
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APPENDIX D:

SUPPLEMENTARY MATERIAL FOR STUDY 1B

D1. INTRODUCTION PAGE STIMULI (IN ENGLISH)

Order completed >

Thanks for trusting [brand name] and we look forward to
your re-patronage.
Reminder: please do not waste food.

Q

Make a claim on the “Safe Eat” insurance

« The number of orders placed this month: (1/1)

Unconditional coupon for
1 0 ¥ ordering food delivery

By linking your credit/idebit card to the account

- Art cake « Ice cream cake - >

« Xylitol cake
#.'® @[brand name] Ice Cream Cake (4.. 5 ¥ 108.98
s G.inch cream cheese ice cream + Strawberry

- i +ThemeA
x1
Delivery fee Y0
“Safe Eat” Insurance (gift from the merchant) ¥0
[Platform name] coupon
) New customer discounts

[ Gifts for orders beyond birthday hats, candles,
specific amounts and 5 dishes

Saved ¥96.02 Need to pay ¥101.98




D2. STIMULI FOR MANIPULATING MATERIALLY REFERENCED TIP

RECOMMENDATIONS (IN ENGLISH)

< Rider homepage Block | Report < Rider homepage  Block | Report
= - ; el ;
. 90 ~ &eoe
Soe1km Q6% 2% 23min 34836 km 98 61% 97% 22 min

Totsl miles deliversd  Punctuslity rate  Satisfactionrate  Average delivery tme/order
Total miles defivered ~ Punctuality rate  Satisfaction rate Average delivery time/order

The rider works hard to deliver the food. Tip the rider The rider works hard to deliver the food. Tip the rider
10 he rider 100% of fips go 1o the rider.
vercentage of tips The platform will not charge any fees
.
— L] Other
v2 ¥5 v10
amounts
¥2 5 v10 Other
amounts

20 people tipped >

Labels for the:rider Labels for the rider

Polite and friendly 43 ~ Wearing the uniform 39
Polite and friendly 196 Wearing the uniform 190

NoLhstSTalhiak;outiot place36 Not have a hair out of place 189 Accept orders under bad weather 185
Accept orders under bad weather 41 Fast and punctual 54 Fastand punctual 213 Goods not damaged 200

Goods not damaged 46 Did not provide door-to-door delivery 1
Material-reference condition Control condition

D3. PRETEST FOR EXEMPLIFICATION NATURE OF REFERENCED

GOODS

This pretest serves the same purpose as the pretest of Study 1A (see Appendix
C2).

I recruited 50 participants from a Chinese online research panel for a nominal
payment, using the same subject pool as in Study 1B. Participants underwent the same
procedure and viewed the same stimuli as those in the material-reference condition of
Study 1B. Next, they were asked to indicate the nature of the material references on
three binary-choice questions (“Do you think the bottled water/fried

chicken/hamburger in the above picture is an example to show what the 32/3/¥4.0 tip
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can buy?”’; 1 = “yes, it is an example to show what the ¥2/¥5/¥10 tip can buy,” 0 =
“no”).

As expected, for the question regarding bottled water and fried chicken, all 50
(100.0%) participants successfully recognized the exemplification nature of the
referenced products. For the questions regarding the hamburger, 49 (98.0%)
participants successfully recognized the exemplification nature of the referenced

product. Therefore, on average, 98.7% of participants could successfully recognize

the exemplification nature of the referenced products.
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APPENDIX E:

SUPPLEMENTARY MATERIAL FOR STUDY 1C

E1l. STUDY STIMULI

Delivery Details
Delivery Details

Address Largest house on block
Address Largest house on block

Drop-off Leave !!.at mY dc.>'or >
Drop-off Leaveitla‘t mly c.h?_a‘or >

Send as a gift % New )
Send as a gift % Now

Estimated Delivery Time
Estimated Delivery Time

1 Hour (8:45 PM) 1, Hour (8:45.°M)

Payment Payment
Thank the driver with $4, the price Thank the driver with $4.
of a pack of toast bread.
Material-reference condition Control condition

E2. PRETEST FOR EXEMPLIFICATION NATURE OF REFERENCED

GOODS

This pretest serves the same purpose as the pretest of Study 1A (see Appendix
C2).

I recruited 50 participants from Amazon Mechanical Turk (MTurk) for a
nominal payment, using the same subject pool as in Study 1C. Participants underwent
the same procedure and viewed the same stimuli as those in the material-reference
condition of Study 1C. Next, they were asked to indicate the nature of the material

reference on a binary-choice question (“Do you think the price of a pack of toast
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bread in the above picture is an example to show what the $4 tip can buy?”; 1 = “yes,
it is an example to show what the $4 tip can buy,” 0 = “no”).
As expected, 45 (90.0%) participants successfully recognized the

exemplification nature of the referenced products.
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APPENDIX F:

SUPPLEMENTARY MATERIAL FOR STUDY 2A

F1. STUDY STIMULI

S1
| To thanks the driver’s service with $1, To thank the driver's service
$1 is roughly the price of a bottle of with $1
water that the driver can enjoy
Material-reference condition Control condition

F2. PRETEST FOR EXEMPLIFICATION NATURE OF REFERENCED

GOODS

This pretest serves the same purpose as the pretest of Study 1A (see Appendix
C2).

| recruited 52 participants from Amazon Mechanical Turk (MTurk) for a
nominal payment, using the same subject pool as in Study 2A. Participants underwent
the same procedure and viewed the same stimuli as those in the material-reference

condition of Study 2A. Next, they were asked to indicate the nature of the material
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reference on a binary-choice question (“Do you think the bottled water in the above
picture is an example to show what the $1 tip can buy?” 1 = “yes, it is an example to
show what the $1 tip can buy,” 0 = “no”).

Consistent with expectations, all 52 (100.0%) participants successfully

recognized the exemplification nature of the referenced product.

F3. FULL SCALES FOR SELF-ATTRIBUTION AND PERCEIVED

COMMUNALITY OF CUSTOMER-SERVER RELATIONSHIP

F3.1. Scale of Self-Attribution

If you choose to not tip the driver, to what extent do you agree with the following
statements?

| am a good person.

| am compassionate.

| am sympathetic.

| am helpful.

(1 = Strongly disagree, 9 = Strongly agree)

F3.2. Scale of Perceived Communality

To what extent do you think the driver is like...
a close friend?
a family member?

a person with whom | would have a personal relationship with outside of business?
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a person with whom | would want to interact with outside of business?
a person whom | would genuinely care about?

(1 = Not at all, 9 = Very much)
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APPENDIX G:

SUPPLEMENTARY MATERIAL FOR STUDY 2B

G1. INTRODUCTION PAGE STIMULI

| will revise or create your professional resume and
cover letter

1 File Review $50
® 3 Days Delivery &

v

v

Contact Seller

G2. STIMULI FOR MANIPULATING MATERIALLY REFERENCED TIP

RECOMMENDATIONS

Show your appreciation by leaving a tip

5
L

Show your appreciation by leaving a tip

$5

Material-reference condition

Control condition

G3. PRETEST FOR EXEMPLIFICATION NATURE OF REFERENCED

GOODS
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This pretest serves the same purpose as the pretest of Study 1A (see Appendix
C2).

| recruited 52 participants from Amazon Mechanical Turk (MTurk) for a
nominal payment, using the same subject pool as in Study 2B. Participants underwent
the same procedure and viewed the same stimuli as those in the material-reference
condition of Study 2B. Next, they were asked to indicate the nature of the material
reference on a binary-choice question (“Do you think the cup of coffee in the above
picture is an example to show what the $5 tip can buy?”; 1 = “yes, it is an example to
show what the $5 tip can buy,” 0 = “no”).

As expected, 50 (96.2%) participants successfully recognized the

exemplification nature of the referenced product.

G4. FULL SCALES FOR PERCEIVED NOVELTY, PERCEIVED VALUE FOR
MONEY, LEVEL OF ENGAGEMENT, AND POSITIVE AND NEGATIVE

AFFECT SCHEDULE

G4.1. Scale of Perceived Novelty

How do you feel about tipping through this tip solicitation page?
It satisfies my sense of curiosity.

I feel like I’'m exploring new worlds.

It offers novel experiences.

It satisfies my sense of curiosity.

(1 = Not agree at all, 9 = Fully agree)
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G4.2. Scale of Perceived Value for Money

To what extent do you think that a cup of coffee sold at the price of $5......
is reasonably priced.

is a good product for the price.

would be economical.

offers value for money.

(1 = Not at all, 9 = Very much)

G4.3. Scale of Level of Engagement

The tip solicitation experience was engaging.

The tip solicitation experience was fun.

The tip solicitation experience left me in a positive mood.
The tip solicitation experience was effortful.

(1 = Not at all, 9 = Very much so)

G4.4. Scale of Positive and Negative Affect Schedule

Please indicate to what extent the following words can capture your current affective
state.
Interested/irritable/distressed/alter/excited/ashamed/upset/inspired/strong/nervous/guil
ty/determined/scared/attentive/hostile/jittery/enthusiastic/active/proud/afraid

(1 = Very slightly, 9 = Extremely)
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APPENDIX H:

SUPPLEMENTARY MATERIAL FOR STUDY 3

H1. ANALYSIS WITH USAGE FREQUENCY AS COVARIATE

When usage frequency was included as the covariate, a two-way ANOVA
yielded a significant main effect of cognitive load (F(1, 395) = 9.23, p =.003).
However, the main effect of material reference was not significant (p = .101). In
addition, the significant interaction between these two variables persisted (F(1, 395) =

4.24, p = .040).
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APPENDIX I:

SUPPLEMENTARY MATERIAL FOR STUDY 4

11. STIMULI FOR MANIPULATING SUSPICION OF TIP THEFT

[USNSWS| News » s  BestCounwies BestStates Healthiest Communities Opinion Elections The Racial Divide Photos U.S. News Live The Report

Homepage | News | Heslth News

Your Tips Might Not 100% Go to Servers

By Cecelia Smith Schoenwalder | Dec. 23,2022, at 120p.m

swe | () (w) (@

Although tipping is becoming more and more prevalent, do you know that some companies
are “stealing” your tips from service providers?

According to a recent survey by the America National Labor Organization (ANLO),
approximately 20% of service providers who have received tips have encountered “tip stealing™ at
least once. The two most common types of “tip stealing™ are (1) “tip pooling,” which means that
companies force their employees to share the tips they received with their supervisors, and (2)
“direct stealing,” which stands for the practice of forcing employees to give part of their tips to the
company and use the collected tips to cover base pay and operational costs.

A spokesman from the ANLO said: “This is unacceptable. Companies must ensure that the
service providers are given all the tips they received. We urge companies to take actions to ensure
that employees are fairly compensated. We will also help those exploited employees fight against
those greedy companies.”

Suspicion of tip theft condition

Healthiest Communities  Opinion Elections  The Racial Divide Photos  U.S. News Live The Report

Hormepage [ Mews | Health News.

Store Owner Speaks Out on Rising Shoplifting Incidents

Shoplifting has become a growing concern for businesses recently. Small business owners have
been hit hard by the increase in thefts, leading to lost revenue and increased security costs.

One store owner, who wishes to remain anonymous, spoke out about the issue and called for
action to be taken. The store owner reported that their store has experienced a significant increase in
shoplifting incidents in the past few months, possibly due to the economic impacts of the COVID-19
pandemic. They estimate that they have lost several thousand dollars in merchandise, with the most
commonly stolen items being cosmetics, clothing. and small electronics. Store owners also noted that
the thefts have become brazen; some of them even attempting to steal entire racks of merchandise.

The store owners are calling on authorities to take action to address the issue. They suggest
increased police patrols, improved security measures, and harsher penalties for those caught stealing.
They also urge fellow business owners to be vigilant and take steps to protect their stores and
merchandise.

Control condition
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12. STIMULI FOR MANIPULATING MATERIALLY REFERENCED TIP

RECOMMENDATIONS

DELIVERY NOW DELIVERY NOW

Do you want to tip the Do you want to tip the
courier? courier?

Tip Tip

Material-reference condition Control condition

13. PRETEST FOR SUSPICION OF TIP THEFT

This pretest aims to validate the effectiveness of manipulating suspicion of tip
theft. Specifically, | posit that after having read a news report regarding the tip theft
misconduct by one company, consumers will suspect that other companies might also
not distribute all solicited tips to the intended recipient. This is due to consumers’
tendency to overgeneralize deviant behavior across similar companies (Goldstein,
Cialdini, and Griskevicius 2008; Jonsson, Greve, and Fujiwara-Greve 2009).

I recruited 102 participants from MTurk for a nominal payment, using the
same subject pool as in Study 4. Participants were randomly assigned to conditions of
a two-cell (suspicions of tip theft vs. control) between-subjects design experiment.
They read the same news reports as in Study 4. Next, they were asked to indicate to

what extent they suspect that other companies would misappropriate the solicited tips
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on a single-item, nine-point scale (1 = “not at all,” 9 = “very much”).

An independent samples t-test revealed that participants exposed to the news
report about tip theft indicated a higher level of suspicion (M =5.90, SD = 2.07)
compared to those who read the shoplifting news report (M = 3.94, SD = 2.65; t(100)

= 4.16, p < .001).

14. PRETEST FOR EXEMPLIFICATION NATURE OF REFERENCED

GOODS

This pretest serves the same purpose as the pretest of Study 1A (see Appendix
C2).

| recruited 46 participants from Amazon Mechanical Turk (MTurk) for a
nominal payment, using the same subject pool as in Study 4. Participants underwent
the same procedure as the second task in Study 4 (i.e., without the manipulation of
suspicion of tip theft) and viewed the same stimuli as those in the material-reference
condition of Study 4. Next, they were asked to indicate the nature of the material
reference on a binary-choice question (“Do you think the sandwich in the above
picture is an example to show what the $5 tip can buy?”; 1 = “yes, it is an example to
show what the $5 tip can buy,” 0 = “no”).

As expected, 42 (91.3%) participants successfully recognized the

exemplification nature of the referenced product.

15. ANALYSIS WITH DIFFICULTY OF COMPREHENSION AS COVARIATE

When perceived difficulty of comprehension was included as the covariate, a
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two-way ANOVA yielded a significant main effect of material reference (F(1, 393) =
3.94, p = .048). However, the main effect of the news report topic was not significant
(p = .213). In addition, the significant interaction between these two variables

persisted (F(1, 393) = 5.26, p = .022).
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APPENDIX J:

SUPPLEMENTARY MATERIAL FOR STUDY 5

J1. STIMULI

Delivery person homepage

-
1375300 709150 17.7
Thank him

137530 709150 17.7

Thank him

=

137530 709150 17.7

Thank him

High-relevance-reference
condition

Low-relevance-reference
condition

Control condition
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