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Tipping differs from most economic transactions in that consumers who tip are 
paying a nonobligatory amount for a service that has already been received. Academic 
research on this unique yet pervasive consumer behavior has focused on the de- 
terminants of individuals' tipping decisions. Little attention has been directed at 
macrolevel issues such as cross-country differences in tipping practices and norms. 
This article addresses this deficiency by presenting and testing the theory that cross- 
country differences in the prevalence of tipping reflect cross-country differences in 
values. Results of the study generally support the theory. 

Consumers often give gifts of money (or tips) to 
workers who have performed services for them. 

This consumer behavior differs from most other eco- 
nomic transactions because most economic exchanges 
involve clearly specified obligations that are enforced 
by law. Consumers who want to obtain some good or 
service typically have to pay a price specified by the 
seller. Failure to pay this price means either that the 
good or service is not obtained or, if it is stolen, that 
legal sanctions are likely to follow. In contrast, tipping 
involves poorly specified obligations that are enforced 
by social norms and/or individual conscience. Tippers 
are free to pay whatever they please for services that 
have already been rendered. Failure to tip an amount 
that conforms with social norms results only in social 
disapproval and (perhaps) pangs of guilt. This voluntary 
nature of tipping makes it an unusual and interesting 
topic for study. 

Of course, tipping is more than a curiosity; it is a 
pervasive consumer behavior of substantial economic 
importance. In the United States, consumers tip over 
$9 billion annually (Pearl 1985). This money represents 
income for service providers such as barbers, bartenders, 
beauticians, bellhops, casino croupiers, chambermaids, 
delivery persons, newspaper carriers, porters, taxicab 
drivers, and waiters and waitresses (Star 1988). Thus, 
tipping is a vital economic activity as well as an inter- 
esting form of consumer behavior. 

Tipping is also a marketing phenomenon. Businesses 
that permit and/or encourage tipping allow their cus- 
tomers to set the prices of at least a portion of the service 

offerings of the business. Although common in many 
sectors of the economy, such protipping policies are 
not mandatory. In fact, many businesses discourage 
tipping by prohibiting employees from accepting tips, 
by posting "no tipping" signs, and/or by instituting fixed 
service charges (Frumpkin 1988). 

In this article, we review the social science literature 
on tipping and note the paucity of macrolevel work on 
tipping customs and norms. This deficiency in the lit- 
erature is particularly important because existing re- 
search at the individual level of analysis suggests that 
tipping is largely norm-driven behavior. We then begin 
to address this deficiency by developing and testing a 
group of theoretically derived hypotheses about cross- 
country differences in the prevalence of tipping. Finally, 
we comment on the independence of macro- and mi- 
crolevel analyses of tipping, point out that it is this in- 
dependence that necessitates the study of tipping at 
multiple levels of analysis, and identify several direc- 
tions for future macrolevel research. 

LITERATURE REVIEW 

Tipping has been the subject of theorizing and re- 
search in consumer behavior, economics, sociology, and 
psychology. This theory and research has addressed 
three questions: (1) Why does tipping exist? (2) What 
motives underlie people's tipping behavior? (3) What 
are the predictors of how much people tip? 

Explanations for the Custom of Tipping 

Explanations for the custom of tipping take one of 
two forms-historical or functional. Historical expla- 
nations trace the origins of tipping back to older customs 
from which it supposedly evolved. Functional expla- 
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the custom of tipping. Both 'types of explanations are 
reviewed below. 

Historical Explanations. Historical explanations 
for the custom of tipping are common in popular writ- 
ings, and many have made their way into the academic 
literature (Hemenway 1984; Lynn and Latane 1984; 
Shamir 1984). However, the origins of tipping are not 
entirely clear. Some authors suggest that it originated 
in the Middle Ages, when journeying feudal lords would 
toss handfuls of coins to groups of beggars on the road 
in order to purchase safe passage (Schein, Jablonski, 
and Wohlfahrt 1984). Others claim that tipping grew 
out of the custom of "vails," which required visitors in 
Tudor England to pay their hosts' servants for the extra 
work their visit created (see Shamir 1984). Still others 
claim that tipping is much older than is suggested by 
either of these theories (see Hemenway 1984). Even the 
origin of the word tip itself is in dispute. It has been 
suggested that tip derives from (1) the Latin word stips, 
meaning "gift," (2) the Dutch word tippen, meaning 
"to tap" (as in tapping a coin on a table or glass to 
attract a server's attention), (3) the gypsy phrase "tipper 
me your money," meaning give me your money, and 
(4) the words "To Insure Promptitude" that were placed 
on collection boxes in eighteenth-century English coffee 
shops (May 1978; Schein et al. 1984). Clearly these his- 
torical explanations for the custom of tipping are less 
than satisfactory. 

A Functional Explanation. Economists have de- 
veloped a functional explanation for tipping based on 
a transaction-cost perspective of the firm (Bodvarsson 
and Gibson 1988; Jacob and Page 1980). This func- 
tional analysis begins by noting that it is costly to mon- 
itor and price the various inputs to production. Firms 
exist because they can monitor and price these inputs 
more efficiently than can consumers. Their comparative 
advantage in monitoring and pricing the inputs to pro- 
duction allows firms to earn a profit by contracting with 
input owners and selling the outputs of production at 
a price that is attractive to consumers (i.e., that is below 
the cost to consumers of overseeing production them- 
selves). However, the intangible and highly customized 
nature of many services (see Berry 1980) makes service 
employees' inputs difficult and costly for firms to mon- 
itor and price (Shamir 1984; Zeithaml, Berry, and Par- 
asuraman 1988). Customers are in a better position than 
are firms to evaluate and reward employees' efforts to 
serve them; so, in order to optimize service, firms del- 
egate these activities to customers via the institution of 
tipping (Bodvarsson and Gibson 1988; Hemenway 
1984; Jacob and Page 1980; Shamir 1984). In other 
words, economists argue that the custom of tipping ex- 
ists because it is the most efficient way of providing 
service workers with incentives to do a good job. Un- 
fortunately, this explanation of tipping customs has not 
yet been systematically tested. 

Motives Underlying Tipping 
Tipping is voluntary behavior. Although the decision 

about whether or not to leave a tip is largely determined 
by social norms and customs, these norms provide a 
fair amount of latitude regarding how much should be 
tipped. This voluntary aspect of tipping raises a question 
about what motives underlie consumers' decisions 
about how much to tip. This question has been ad- 
dressed either explicitly or implicitly in much of the 
academic writing on tipping. Scholars have suggested 
that tipping is motivated by (1) a desire for'good service 
during future encounters with the server (Bodvarsson 
and Gibson 1988; Lynn and Grassman 1990), (2) a de- 
sire for social approval (Crespi 1947; Holloway 1985; 
Lynn and Grassman 1990), (3) a desire to compensate 
servers equitably for their work (Holloway 1985; Lynn 
and Grassman 1990; Snyder 1976), and (4) a desire for 
status and power (Ledger 1974; May 1978; Scott 1916; 
Shamir 1984). Empirical tests of these hypothesized 
motives are scarce and most of those tests that do exist 
are inconclusive (e.g., Lynn and Grassman 1990). Only 
the idea that consumers tip in order to reward servers 
has received strong support. Consistent with this hy- 
pothesized motive for tipping, research has found that 
consumers leave larger tips the more favorably they 
evaluate the service (Lynn and Grassman 1990) and 
that consumers reward better service with larger tips 
only when they attribute the quality of the service to 
the server's efforts (Seligman et al. 1985). 

Predictors of Tip Size 

Numerous studies have examined the relationships 
between tip size and other variables. Some of the more 
interesting and commonly examined predictors of tip 
size are identified and discussed below. 

Bill Size. Bill size is the largest single predictor of 
dollar tip size in restaurant settings-accounting for 
more than 50 percent of the variance in tip size in most 
studies (Bodvarsson and Gibson 1991; Freeman et al. 
1975; Lynn 1988; Lynn and Grassman 1990; Lynn and 
Latane 1984; Lynn and Mynier 1993). Consistent with 
social norms in the United States that call for tipping 
15 to 20 percent of the bill size, restaurant patrons leave 
larger dollar tip amounts the larger their bills. The 
strength of this relationship suggests that restaurant 
tipping is predominantly norm-driven behavior. 

Server Friendliness. Server friendliness is another 
fairly strong predictor of restaurant patrons' tipping be- 
havior. Studies have typically found correlations of 
about .4 between bill-adjusted tip amounts and servers' 
verbal and nonverbal signals of friendliness. For ex- 
ample, restaurant patrons have been found to tip more 
when their servers (1) introduce themselves by name 
(Garrity and Degelman 1990), (2) give the customers 
large smiles (Tidd and Lockard 1978), (3) touch the 
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customers (Crusco and Wetzel 1984; Hornik 1992; Ste- 
phen and Zweigenhaft 1986), and (4) squat down next 
to the table when interacting with the customers (Lynn 
and Mynier 1993). At least for restaurant servers, 
friendliness appears to pay. 

Service Quality. Despite tipping's ostensible role as 
a reward for service, service quality is a weak predictor 
of restaurant tip size. Studies have found consistently 
positive, but small (r . 15), correlations between bill- 
adjusted tip amounts and restaurant patrons' service 
evaluations (43odvarsson and Gibson 199 1; Crusco and 
Wetzel 1984; Lynn 1988, 1992; Lynn and Grassman 
1990, 1992; Lynn and Latane 1984). Consumers may 
want to reward service workers, but this motivation ap- 
pears to be a relatively weak determinant of consumers' 
tipping behavior. 

Server Attractiveness. Tipping, like other forms of 
interpersonal behavior, appears to be affected by the 
server's physical appearance. Several studies have found 
that restaurant servers receive slightly larger tips the 
more attractive they are (Hornik 1992; Lynn 1992; May 
1978). 

Customer Sex. Consistent with stereotypes about 
women tippers (McCarty et al. 1990), several studies 
have found that men leave larger tips than do women 
(Crusco and Wetzel 1984; Karen 1962; Lynn and La- 
tane 1984; Pearl 1985; Pearl and Sudman 1983; Pearl 
and Vidman 1988; Stillman and Hensley 1980; Tidd 
and Lockard 1978). The explanation for this sex dif- 
ference is not clear, but researchers have speculated that 
it may be due to differences between men's and women's 
incomes, familiarities with tipping norms, and/or de- 
sires to impress waitresses. 

Dining-Party Size. Dining-party size is a commonly 
examined, but inconsistent, predictor of restaurant tip- 
ping. Several studies have found an inverse relationship 
between dining-party size and bill-adjusted tip amounts 
(Freeman et al. 1975; Lynn 1992; May 1978; Pearl 1985; 
Pearl and Sudman 1983; Pearl and Vidman 1988). 
However, a number of other studies have failed to rep- 
licate this finding (Crusco and Wetzel 1984; Lynn 1988; 
Lynn and Grassman 1992; Lynn and Lynn 1992; Lynn 
and Mynier 1993). The inverse relationship observed 
in some studies has been attributed to (1) a diffusion of 
the shared responsibility that each group member has 
for the waiter or waitress, (2) an equitable adjustment 
for the smaller per-person service effort required to wait 
on larger tables, (3) a cost-reducing adjustment for the 
larger bill sizes acquired by larger tables, and (4) a sta- 
tistical artifact associated with the use of a ratio variable 
like percent tip (see Lynn and Bond 1992). 

Patronage Frequency. Several studies have found 
that regular patrons leave larger bill-adjusted tips than 
do new or infrequent patrons (Bodvarsson and Gibson 
1991; Lynn and Grassman 1990; Lynn and Lynn 1992). 

This relationship remains significant even after con- 
trolling for customers' ratings of the food and service, 
so regular customers do not tip more merely because 
they perceive the food and service more positively than 
do nonregular customers. One possibility is that regular 
customers tip more than nonregulur customers because 
familiarity and expected future interaction increase the 
value to consumers of the server's social approval (Lynn 
and Grassman 1990). 

Payment Method. The method restaurant custom- 
ers use to pay their bills appears to affect their tipping 
decisions. Several studies have found that charge cus- 
tomers leave larger tips than do cash customers.(Fein- 
berg 1986; Garrity and Degelman 1990; Lynn and La- 
tane 1984; Lynn and Mynier 1993; May 1978; Pearl 
1985; Pearl and Sudman 1983; Pearl and Vidman 
1988). This relationship may be due to the facilitating 
effects of credit card stimuli on spending and to the 
reduced psychological impact of costs that have been 
postponed via the use of credit cards. 

Miscellaneous. The preceding paragraphs sum- 
marize some of the more commonly examined rela- 
tionships in the tipping literature. Other variables pos- 
itively related to tipping in at least one study include 
(1) the dining-party's consumption of alcohol (Lynn 
1988), (2) the amount of sunshine on the day the tip 
was left (Cunningham 1979), (3) the number of trips 
the server made to the table (May 1978), (4) the number 
of courses ordered (Lynn and Grassman 1992), (5) the 
tipper's socioeconomic status (Pearl 1985), and (6) the 
size of the metropolitan area (Pearl 1985). 

Deficiencies in the Tipping Literature. Despite the 
multidisciplinary theory and research on tipping briefly 
reviewed above, there is much we do not know about 
this consumer behavior. The existing literature on tip- 
ping has several deficiencies: (1) there are few tests of 
the motives hypothesized to underlie tipping, (2) there 
are few studies of tipping in nonrestaurant settings, (3) 
there are few studies of tipping outside the United 
States, and (4) there is little theory, and no research, 
on the predictors of tipping customs themselves. All of 
these issues deserve more attention from consumer re- 
searchers. However, research on tipping customs (or 
norms) is particularly deserving of research attention 
because both casual observation and existing research 
suggest that tipping is largely norm-driven behavior. 

RESEARCH PROBLEM 
Tipping customs and norms vary from country to 

country. One interesting dimension on which tipping 
customs vary across countries is in the number of service 
professions tipped.' In some countries (such as Argen- 

'Countries also differ in the use of automatic service charges (instead 
of, or in addition to, voluntary tips) and in the customary level (or 
monetary amount) of tips. These cross-country differences are distinct 
from cross-country differences in the prevalence of tipping and are 
likely to have different predictors. Therefore, we have left analyses 
of these other cross-country differences to future research. 
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tina, Greece, and the United States) it is customary to 
tip a large number of service workers while in others 
(such as New Zealand, Japan, and Sweden) it is cus- 
tomary to tip only a very few service workers (Star 
1988). The origins and predictors of these cross-country 
differences in the prevalence of tipping are poorly un- 
derstood. Hemenway (1984), May (1978), and Shamir 
(1984) note that tipping was outlawed in Communist 
countries, where its status implications were politically 
unacceptable. Shamir (1984) also points out that tipping 
is less prevalent in socialist countries. However, that is 
the extent of the attention this issue has received to 
date. In the sections below, we provide a more general 
explanation for cross-country differences in the prev- 
alence of tipping, and we report an empirical test of 
this explanation. 

Theory and Hypotheses 
Much of human behavior is purposive. Individually 

and collectively, people act in order to obtain desired 
outcomes or to avoid unwanted ones. Applying this ba- 
sic principle to cross-country differences in tipping sug- 
gests the simple, straightforward, and testable theory 
that cross-country differences in the prevalence of tip- 
ping reflect differences in the value placed on tipping's 
consequences. 

Tipping has numerous consequences. In addition to 
improving the quality of services, tipping (1) increases 
the status and power differences between customers and 
servers, (2) increases uncertainty for both customers and 
servers, (3) decreases service workers' identification with 
and commitment to their service organizations, and (4) 
decreases the social nature of customer-server interac- 
tions. In the paragraphs that follow, each of these con- 
sequences is described more fully and is used to generate 
a hypothesis about cross-country differences in the 
prevalence of tipping. 

Tipping Increases Power Differences. Service 
workers who receive tips generally occupy menial, low- 
status jobs such as that of bartender, cab driver, porter, 
or waiter (Hemenway 1984). The practice of tipping 
reinforces and makes salient the inferior status of these 
workers. The fact that customers may decide how much 
to tip after services have already been rendered gives 
the customer power over service workers and com- 
municates distrust in the servers' work ethic (Hemen- 
way 1984). These status and power implications of tip- 
ping suggest the following: 

Hi: Tipping will be less prevalent in those coun- 
tries where residents have a low tolerance for 
status and power differences among people. 

Tipping Increases Uncertainty. Tipping increases 
uncertainty for both service workers and their custom- 
ers. Tips represent a large portion of many service 
workers' incomes (Schmidt 1985). However, tip income 
is often variable and is never guaranteed. As Butler and 

Skipper (1980) write, "The dictates of custom cannot 
provide the security of the contract. With no contract 
to specify tips, one's wages are uncertain" (p. 490). 
Thus, tipping increases financial uncertainty for service 
workers. Tipping also increases customer uncertainty. 
The norms governing tipping are many and varied (Star 
1988), so customers are often uncertain about how 
much to tip or even whether they should tip at all (Mills 
and Riehle 1987). These considerations suggest the fol- 
lowing: 

H2: Tipping will be less prevalent in those coun- 
tries where residents have a low tolerance for 
uncertainty. 

Tipping Weakens Organizational Commitment. 
One of the less obvious consequences of tipping is that 
it weakens service workers' ties to the organizations that 
employ them. Service employees often experience role 
conflict stemming from the competing demands of their 
customers and their supervisors (Shamir 1980). To the 
extent that service workers are dependent on customers 
for tips, they are likely to assign greater weight to cus- 
tomers' demands than to demands from their super- 
visors. Furthermore, research suggests that tipping in- 
creases the role conflicts experienced by service workers 
and decreases their job satisfaction (Shamir 1983). To- 
gether, these effects of tipping imply a reduced identi- 
fication with and commitment to the service organi- 
zation. In turn, this implication suggests the following: 

H3: Tipping will be less prevalent in those coun- 
tries where residents value strong, communal 
ties to the organizations for which they work. 

Tipping Weakens Social Relationships. The final 
consequence of tipping to be discussed in this article is 
that it weakens the social relationships between cus- 
tomers and servers. Money is a generalized store of value 
that is used as a medium of economic exchange (Furn- 
ham and Lewis 1986). It is generally considered inap- 
propriate to give money as a gift (Hussein 1984; Webley, 
Lea, and Portalska 1983) or as a form of reciprocation 
in close social relationships (Foa 1971). Thus, monetary 
tips weaken the social relationships between customers 
and service workers and reduce their interactions to 
economic exchanges (Shamir 1984). This transforma- 
tion of customer-server interactions from social to eco- 
nomic exchanges suggests that: 

H4: Tipping will be less prevalent in those coun- 
tries where residents place a high value on so- 
cial as compared with economic relationships. 

METHOD 
In order to test the preceding hypotheses, it is nec- 

essary to measure cross-country differences in (1) the 
prevalence of tipping, (2) the tolerance of power and 
status differences between people, (3) the tolerance of 
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uncertainty, (4) the value placed on communal ties to 
employing organizations, and (5) the value placed on 
social as opposed to economic relationships between 
people. These measures were obtained from secondary 
sources as described below. 

Cross-Country Differences in the Prevalence 
of Tipping 

Information about cross-country differences in tip- 
ping were obtained from The International Guide to 
Tipping by Nancy Star ( 1988). This book describes tip- 
ping practices for each of 38 different service professions 
in 34 different countries, making it the most compre- 
hensive guide available. The information in this book 
was obtained primarily from questionnaires sent to ho- 
tels, national railroads, resorts, restaurants, tour groups, 
and so on in each of the 34 countries covered (N. Star, 
personal communication). 

As already mentioned, Star's (1988) book contained 
tipping information about 38 service professions in 34 
countries. However, only information about 33 service 
professions in 30 countries was used in this study.2 Five 
service professions were excluded from analysis because 
those services are not provided in all of the countries 
studied, and four countries were excluded because 
measures of the predictor variables (described below) 
could not be obtained. The information retained for 
analysis was used to calculate a measure of the preva- 
lence of tipping by coding each service profession in 
each country as "tipped" or "not tipped" and then 
adding up the number of tipped professions in each 
country. The criterion for being a tipped profession was 
liberal. If the book recommended any monetary tip, 
regardless of how small the tip or infrequent the cir- 
cumstances, then that occupation was coded as tipped 
for that country.3 The only exceptions were rare in- 
stances in which the book explicitly indicated that na- 
tives do not tip but that tourists are expected to. In 
these cases, the occupation was coded as "nontipped" 
for that country. Each of the 990 coding decisions was 
independently made by two judges who agreed on all 
but one decision. The sole disagreement between these 
judges was readily resolved upon discussion. 

Cross-Country Differences in Values 
Information about cross-country differences in tip- 

ping-related values was obtained from Hofstede (1983). 
Hofstede obtained responses to 116,000 questionnaires 
on work-related values from the employees in 50 dif- 
ferent countries of a large, multinational industrial cor- 
poration and its subsidiaries. This sample is not rep- 
resentative of the various countries' populations. The 
employees studied were from their countries' middle 
class rather than from their upper or lower classes. 
However, we were not interested in countries' absolute 
scores, but in differences between countries' scores. 
Hofstede's sample is good for this purpose because the 
respondents from different countries were well matched 
on variables such as corporate culture, occupation, ed- 
ucation, sex, and age; their only systematic differences 
were in nationality. Moreover, the validity of these data 
is attested by the fact that they are significantly related 
to a variety of other theoretically relevant, country-level 
data (see Hofstede [1980a] for a review). 

Hofstede (1 980a, 1983) identified four major dimen- 
sions underlying cross-country differences in his data 
and labeled these dimensions power distance, uncer- 
tainty avoidance, individualism versus collectivism, and 
masculinity versus femininity. He also developed and 
published index scores of the 50 countries on these four 
dimensions. These index scores were used as the pre- 
dictor variables in this study as described below. 

Power Distance. The power distance index mea- 
sures "the extent to which a society accepts the fact that 
power in institutions and organizations is distributed 
unequally" (Hofstede 1980b, p. 45). Among other 
things, a high score on this index reflects an acceptance 
of hierarchical power structures, a perception of differ- 
ences between superior and subordinate, and a belief 
that power holders are entitled to privileges. A low score 
reflects the opposite attitude toward power. This index 
is used to operationalize the predictor variable in Hy- 
pothesis 1. In operational terms, this hypothesis theo- 
rizes a positive relationship between the number of 
tipped professions in a country and that country's power 
distance index score. 

Uncertainty Avoidance. The uncertainty avoidance 
index measures "the extent to which a society feels 
threatened by uncertain and ambiguous situations and 
tries to avoid these situations" (Hofstede 1980b, p. 45). 
A high score on this index is associated with a high level 
of anxiety and stress and a concern with security and 
rule following. A low score is associated with a low level 
of anxiety and stress, a tolerance of deviance and dis- 
sent, and a willingness to take risks. This index is used 
to operationalize the predictor variable in Hypothesis 
2. In operational terms, this hypothesis theorizes a neg- 
ative relationship between the number of tipped profes- 
sions in a country and that country's uncertainty 
avoidance index score. 

2The 33 services and professions coded in this study were facial 
beauticians, fishing boat crews, gas station attendants, golf caddies, 
tour guides, hair stylists, horseback riding wranglers, hotel bar/tea 
service personnel, bellmen, chambermaids, concierges, doormen, 
parking valets, hotel room service personnel, hotel switchboard op- 
erators, hotel transportation pickup service drivers, hotel laundry 
valets, sports instructors, limo drivers, locker room attendants, man- 
icurists, masseuses/masseurs, pool attendants, plane/train porters, 
captains/head waiters, chefs, maitre d's, restaurant musicians, waiters/ 
waitresses, washroom attendants, bootblacks, taxi drivers, and ushers. 

3Under this coding scheme, the rounding up of bill amounts was 
counted as tipping because it represents a voluntary payment of money 
to service providers. However, this custom of rounding up is rare 
and involved only a few of our 33 service professions. 
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Individualism. The individualism index measures 
"non-dependence on the organization" for which a 
person works (Hofstede 1983, p. 54). High scores on 
this index reflect an "I" mentality, an emotional in- 
dependence of individuals from organizations, and an 
emphasis on individual initiative and achievement. Low 
scores reflects a "we" mentality, an emotional depen- 
dence of individuals on organizations, and an emphasis 
on belonging and loyalty. This index is used to opera- 
tionalize the predictor variable in Hypothesis 3. In op- 
erational terms, this hypothesis theorizes a positive re- 
lationship between the number of tipped professions in 
a country and the country's individualism index score. 

Masculinity. The masculinity index measures "the 
extent to which the dominant values in society are 
'masculine'-that is, assertiveness, the acquisition of 
money and things, and not caring for others, the quality 
of life, or people" (Hofstede 1980b, p. 46). High scores 
on this index are associated with clearly differentiated 
sex roles, male dominance, and an emphasis on 
achievement, independence, and money. Low scores 
are associated with fluid sex roles, equality between the 
sexes, and an emphasis on service, interdependence, 
and people. This index is used to operationalize the 
predictor variable in Hypothesis 4. In operational terms, 
this hypothesis theorizes a positive relationship between 
the number of tipped professions in a country and the 
country's masculinity index score. 

Interdependence of Hypotheses and Operationaliza- 
tions. The fact that Hofstede's (1980a, 1983) four 
value dimensions mapped so well onto our four hy- 
potheses is obviously not just a coincidence. We began 
with Hofstede's value dimensions and looked for rea- 
sonable hypotheses about their relationships to the 
prevalence of tipping. However, our search for hy- 
potheses was not difficult; the previous tipping literature 
identified four consequences of tipping that were clearly 
relevant to Hofstede's four value dimensions. The ready 
fit between the previously identified consequences of 
tipping and Hofstede's value dimensions is probably 
due to the fact that Hofstede's questionnaire concerned 
work-related values. Since tipping is a form of work 
compensation, it makes sense that its consequences 
would map onto the major dimensions underlying 
work-related values. 

RESULTS 

Power Distance Index and Tipping 

The relationship between the countries' power dis- 
tance index scores and number of tipped professions is 
graphed in Figure 1. Across all 30 countries, this index 
correlated at .40 (p < .03) with the prevalence of tipping. 
However, Japan appeared to be an outlier as its stu- 
dentized residual was 2.59 SDs from the mean, so an 
additional analysis was performed omitting Japan from 
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the data set. In this analysis, the power distance index 
correlated at .46 (p < .02) with the prevalence of tipping. 
Thus, Hypothesis 1 was supported. Tipping does appear 
to be more prevalent in countries with a high tolerance 
of status and power differences between people than in 
countries whose tolerance of such differences is lower. 

Uncertainty Avoidance Index and Tipping 

The relationship between the countries' uncertainty 
avoidance index scores and number of tipped profes- 
sions is graphed in Figure 2. Across all 30 countries, 
this index correlated at .42 (p < .02) with the prevalence 
of tipping. However, Japan was a significant outlier in 
this analysis too; its studentized residual was 3.36 SDs 
from the mean. When this outlier was omitted from 
the analysis, the uncertainty avoidance index correlated 
at .55 (p < .002) with the number of tipped professions. 
Contrary to expectations, tipping was more (not less) 
prevalent the less tolerant countries were of uncertainty. 
Thus, Hypothesis 2 was not supported. One potential 
explanation for this unexpected result is that tipping 
reduces experienced uncertainty by giving consumers 
a sense of control over service delivery. 
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FIGURE 2 
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Individualism Index and Tipping 

The relationship between the countries' individual- 
ism index scores and number of tipped professions is 
graphed in Figure 3. Across all 30 countries, this index 
correlated at -.33 (p < .08) with the number of tipped 
professions. Again, Japan was an outlier with a studen- 
tized residual 2.56 SDs from the mean. Omitting Japan 
from the analysis resulted in a correlation of -.39 (p 
< .04) between the individualism index and the number 
of tipped professions. Contrary to expectations, tipping 
was more (not less) prevalent in communalistic coun- 
tries than in individualistic ones. Thus, Hypothesis 3 
also failed to receive support. This unexpected result is 
difficult to explain. However, it may be attributable to 
the confounding of the individualism index with the 
power distance index and the uncertainty avoidance 
index (see Table 1). 

Masculinity Index and Tipping 

The relationship between the countries' masculinity 
index scores and number of tipped professions is 
graphed in Figure 4. Across all 30 countries, this index 
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correlated at .26 (p < . 17) with the prevalence of tipping. 
However, Japan was an outlier once again with a stu- 
dentized residual that was 3.60 SDs from the mean. 
When Japan was omitted from the analysis, the mas- 
culinity index correlated at .47 (p < .02) with the num- 
ber of tipped professions. Thus, Hypothesis 4 was sup- 
ported. Tipping does appear to be less prevalent in 
countries with feminine values that emphasize social 
relationships compared with countries with masculine 
values that emphasize achievement and economic re- 
lationships. 

Multivariate Analysis 

The 30 countries' scores on the power distance index, 
the uncertainty avoidance index, the individualism in- 
dex, and the masculinity index were moderately cor- 
related with one another (see Table 1). This multicol- 
linearity raises questions about whether or not the scores 
explain unique variance in the number of tipped 
professions. To answer this question, a simultaneous 
multiple regression was performed predicting the num- 
ber of tipped professions from all four value indices. 
Japan was omitted as an outlier in this analysis because 
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TABLE 1 

INTERCORRELATIONS AMONG COUNTRIES' VALUE INDICES AND NUMBER OF TIPPED PROFESSIONS 

Power distance Uncertainty Individualism Masculinity Number of tipped 
index avoidance index index index professions 
(PDI) (UAI) (IDV) (MAS) (TIP) 

PDI ..45* -.64* .21 .40* 

UAI .45* .49* .26 .42* 
IDV -.64* -.49* -.1 9 -.33 

MAS .20 .20 -.17 .26 
TIP .46* .55* -.39* .47* 

NOTE.-Correlations above the diagonal include Japan; those below the diagonal do not. 
*n < -.5. 

its studentized residual was 4.77 SDs from the mean. 
Given the small sample size and resulting lack of power, 
it was the size of the partial correlations rather than 
their statistical significance that was of interest. This 
analysis produced nonzero partial correlation coeffi- 
cients for the power distance index (partial r = .21, one- 
tailed p < . 15), the uncertainty avoidance index (partial 
r = .41, one-tailed p < .02), and the masculinity index 
(partial r = .43, one-tailed p < .02), but not for the 
individualism index (partial r = .00, p = .95). Thus, 
those values whose relationships to the prevalence of 
tipping were psychologically interpretable (power dis- 
tance, uncertainty avoidance, and masculinity) did ac- 
count for modest, but nontrivial, amounts of unique 
variance in the prevalence of tipping across countries. 
The one value whose zero-order correlation with .the 
number of tipped professions was not psychologically 
interpretable (individualism) accounted for no unique 
variance in the prevalence of tipping. 

Analysis of Outliers 
In each of the analyses reported above, Japan was a 

significant outlier whose residuals were larger than those 
of any other country. The consistency of this finding 
suggests that it is not simply a result of measurement 
or sampling error; some unmodeled factor unique to 
Japan must be responsible for the low prevalence of 
tipping in that country. One candidate for this unmo- 
deled factor is the extreme emphasis the Japanese place 
on repaying debts and obligations. This emphasis is re- 
flected in the Japanese concept of on. In The Chrysan- 
themum and the Sword, Ruth Benedict (1946, p. 104) 
wrote the following about on: 

People do not like to shoulder casually the debt of grat- 
itude which on implies. They are always talking of "mak- 
ing a person wear an on" and often the nearest translation 
is "imposing on another"-though in the United States 
"imposing" means demanding something of another and 
in Japan the phrase means giving him something or doing 
him a kindness. Casual favors from relative strangers are 
the ones most resented, for with neighbors and in old- 
established hierarchal relationships a man knows and has 

accepted the complications of on. But with mere ac- 
quaintances and near equals men chafe. They would pre- 
fer to avoid getting entangled in the consequences of on. 

Tipping is enmeshed in implications about gratitude, 
indebtedness, and obligation between service workers 
and their customers. To tip a service worker is either 
to express gratitude to the worker and to reciprocate 
him or her for services received or to obligate the worker 
for receiving something undeserved. In either case, tip- 
ping involves precisely those complications of on be- 
tween near strangers that the Japanese try to avoid. This 
may explain why tipping is so rare in Japan despite 
values on the power distance index, the uncertainty 
avoidance index, the individualism index, and the mas- 
culinity index that are associated with higher levels of 
tipping prevalence in other countries.4 

There were other outliers in our analyses-most no- 
tably New Zealand and the United States. However, 
these other countries were not as large and consistent 
outliers as was Japan. Furthermore, no convincing ex- 
planations for their outlying residuals could be found. 
Therefore, all these other countries were retained in the 
tests of our hypotheses. 

CONCLUSIONS 

Summary 
Tipping is a complex phenomenon that can be stud- 

ied at multiple levels of analysis-namely, at the level 
of individual tipping decisions, at the level of tipping 
norms within countries, and at the level of cross-country 
differences in tipping customs. Previous research has 
examined individual tipping decisions but has ignored 
the macrolevel aspects of tipping. In an attempt to ad- 
dress this deficiency and to broaden the tipping litera- 
ture, we presented and tested the theory that cross- 
country differences in the prevalence of tipping reflect 

4Japan has also emerged as a unique arid anomalous culture in 
other studies (e.g., Bass et al. 1979; Hofstede 1980a). Thus, Japan's 
status as an outlier in this study may be due to more general factors 
than is suggested by our domain-specific explanation. 
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FIGURE 4 
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differences in the value placed on tipping's conse- 
quences. This study found some support for our theory. 

As hypothesized, tipping was less prevalent in coun- 
tries with a low tolerance for status and power differ- 
ences between people and in countries with feminine 
values that emphasize social over economic relation- 
ships. Unfortunately, other results were less consistent 
with our theory-based hypotheses. Tipping was more 
(not less) prevalent in countries with a low tolerance 
for uncertainty and in communalistic countries that 
valued close employee ties to work organizations. 
However, plausible explanations can be generated to 
reconcile these two unexpected results with the general 
theory. The first of these results may reflect the fact that 
uncertainty-aversive consumers value the sense of con- 
trol over service encounters that tipping provides. The 
second of these results may reflect the fact that cross- 
country differences in individualism and communalism 
are confounded with differences in the acceptance of 
uncertainty and of power differences between people. 
Thus, the two failures to support our hypotheses do not 
necessarily disconfirm our theory about cross-country 
differences in the prevalence of tipping, but they do 

point out deficiencies in our original application of the 
theory to these value domains. 

Independence of Different Levels of Analysis 
Although tipping can be studied at multiple levels of 

analysis, it is important to note that relationships ob- 
served at one level of analysis cannot be directly gen- 
eralized to another. For example, individual-level data 
indicated that men leave larger tips than do women, 
but this finding does not necessarily mean that people 
in countries with masculine values leave larger tips than 
do people in countries with feminine values. Similarly, 
cross-country data indicated that people in countries 
with high tolerances for power differences tip a greater 
number of professions than do people in countries with 
low tolerances for power differences, but this finding 
does not necessarily mean that individuals with a greater 
desire for power tip more professions than do individ- 
uals with a weaker desire for power. It is precisely this 
inability to generalize from one level of analysis to an- 
other that necessitates the study of tipping at multiple 
levels of analysis. 

Future Research 
Very little research has examined macrolevel aspects 

of tipping. The present study's focus on cross-country 
differences in the prevalence of tipping is an exception 
to this general neglect. However, this study is necessarily 
limited in scope. In the future, consumer researchers 
should examine other macrolevel aspects of tipping such 
as (1) the characteristics that differentiate tipped from 
nontipped service professions, (2) cross-country differ- 
ences in the customary level or sizes of tips,5 and (3) 
the relationship between tipping and automatic service 
charges across countries. (In many countries service 
charges have replaced tipping while in other countries 
tips are expected on top of service charges.) We en- 
courage consumer researchers to address these various 
issues and to make progress toward understanding this 
fascinating consumer behavior. 

[Received August 1992. Revised February 1993.] 
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