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Abstract

Online food delivery services (OFDSs) have become an integral component of consumers’
daily dining habits, making it important to understand consumers’ continuance tipping
intention toward OFDS couriers. On the basis of stimulus–organism–response theory
and social exchange theory, the present study examined how service quality and psychoso-
cial motivations influence consumers’ continuance tipping intention toward OFDS couriers
in Taiwan. Purposive sampling was adopted, and an online questionnaire survey was
administered to OFDS consumers who had recently tipped delivery couriers. In total,
845 valid questionnaires were collected, and structural equation modeling was employed
to test several proposed hypotheses. The results indicated that past tipping behavior
was significantly and positively associated with continuance tipping intention. Perceived
value partially mediated the relationships between perceived service quality and tipping
behavior, as well as between perceived service quality and continuance tipping intention.
In addition, psychosocial motivations, including gratitude, social obligation, and helping
couriers, were significantly and positively associated with continuance tipping intention.
Finally, the findings highlight the roles of service evaluations and psychosocial motivations
in explaining consumers’ continuance tipping intention toward OFDS couriers.

Keywords: online food delivery services; service quality; psychosocial motivation; tipping
behavior; continuance tipping intention

1. Introduction
Online food delivery services (OFDSs) connect restaurants and consumers through

websites or applications, increasing the convenience of dining [1]. The COVID-19 pandemic
has increased demand for contactless delivery and accelerated the growth of OFDSs,
contributing to the consistent expansion of the global online food delivery market [2]. The
pandemic also reshaped Taiwanese consumers’ dining habits by rendering OFDSs crucial
to daily food consumption [3]. OFDSs enhance convenience, and the development of these
services has increasingly been focused on delivery efficiency, operational management,
and sustainable operations [4]. Nevertheless, OFDSs require the financial support of
patrons to remain sustainable.
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The term tipping refers to additional compensation that is voluntarily provided by
consumers to service providers to express gratitude and reward labor [5]. Tipping behavior
varies across customers and situations [6], and although it is not universal and is often
concentrated in service settings such as restaurants and bars [5,6], it persists because it
provides incentives to service providers to perform well [7]. In Taiwan, OFDS platforms
such as Foodpanda and Uber Eats have introduced online tipping functions, which indicates
that tipping may help support couriers in the region financially and sustain and improve
service quality.

Service quality is a key determinant of tipping behavior [8]. In restaurants, service
quality predicts tipping behavior [9]. However, tipping may not be motivated exclusively
by strategic concerns or by expectations regarding future service; in other words, frequent
patronage is not necessarily associated with greater tipping or an expectation of higher
service quality [10]. Research suggests that tipping also reflects the psychological and social
motives of consumers. Lynn [11] demonstrated that restaurant tipping rates have increased
over the past half-century, suggesting that consumers may tip to avoid negative social
evaluations, obtain benefits, maintain positive interactions, or signal social image.

Consumer motives for tipping are diverse. Service quality influences which OFDS
platform a consumer chooses to use [12], and tipping may motivate employees, fulfill con-
sumers’ desire to adhere to social norms, encourage positive service experiences, and secure
future service [10,13]. Positive motives for tipping include expressing empathy, rewarding
a job well done, maintaining service quality, preventing delivery of inferior service, gaining
social respect, recognizing effort, and fulfilling consumer duty, whereas nontipping may
reflect money-saving concerns, resistance to unequal power relations, or a desire to avoid
appearing privileged [13]. Overall, tipping behavior reflects monetary decisions and evalu-
ations of service as well as broader psychosocial motives such as the desire to adhere to
social norms and to express or avoid value judgments.

Tipping originates in Western social customs and has become a crucial source of income
for service employees in many countries. Because of its association with service quality,
tipping is inextricably linked to financial and service management, although it varies across
service industries and interaction contexts [6,14]. Because behavioral intentions predict
behavior [15] and because continued consumer use of OFDSs provides a stable income to
couriers [16], consumers’ continuance tipping intention toward OFDS couriers may predict
future tipping behavior, enhance the stability of couriers’ income, contribute to sustained
service quality, and promote the social sustainability of platform service ecosystems.

Although tipping behavior and continuance tipping intention have been extensively
examined in restaurants e.g., [5,9,17] research on tipping behavior and continuance tipping
intention in OFDSs remains limited. This gap is particularly notable in Taiwan, where
tipping is not culturally institutionalized [10]. Previous studies have mainly examined
tipping in traditional restaurant settings or have focused on consumers’ adoption and con-
tinued use of OFDS platforms, rather than on their intention to continue tipping individual
couriers. Moreover, limited research has integrated service-evaluation mechanisms with
psychosocial motivations to explain continuance tipping intention among consumers with
actual recent tipping experience. Accordingly, the present study examined how delivery
service quality and consumer psychosocial motives influence continuance tipping intention
toward OFDS couriers in Taiwan. Specifically, this study investigated whether service
quality affects continuance tipping intention through perceived value and examined the
influence of gratitude, social obligation, helping couriers, generosity, and service control on
continuance tipping intention. Because continuance intention presupposes prior behavioral
experience, this study specifically focused on consumers who had recently tipped OFDS
couriers rather than on the initial formation of tipping intention among all OFDS users.
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2. Theoretical Background and Hypotheses
2.1. Theoretical Background

Stimulus–organism–response (SOR) theory posits that environmental stimuli trigger
cognitive and affective responses, which subsequently shape behavior [18]. Studies have
extensively applied SOR theory in digital platform and consumer contexts to explain how
service-related stimuli influence consumers’ perceptions and evaluations, which subse-
quently shape behavioral intentions and behaviors e.g., [19]. Accordingly, the present study
adopted SOR theory as an overarching framework, conceptualizing service quality as the
stimulus, perceived value as the organism, and continuance tipping intention toward OFDS
couriers as the response. This framework explains how consumers develop continuance
tipping intention toward OFDS couriers on the basis of perceptions of service quality
and psychosocial motivations.

Continuance tipping intention differs from general purchase intentions because tip-
ping involves reciprocity, reward, and helping behaviors. Therefore, this study further
incorporated social exchange theory, which posits that individuals tend to reciprocate when
they perceive services or assistance from others to be valuable [20], to examine tipping
behavior by consumers of OFDSs. Consumers of OFDSs who perceive couriers as pro-
viding reliable and valuable service may feel gratitude, a sense of social obligation, and a
willingness to help couriers financially, which may enhance continuance tipping intention.
Social exchange theory can thus help to explain the reciprocal and reward mechanisms
underlying tipping behavior.

To strengthen the explanatory power of the model employed in the current study, gen-
erosity and service control were also evaluated. Generosity reflects a prosocial willingness
to voluntarily provide resources that exceed requirements [21]. The present study therefore
hypothesized that tipping reflects generosity. By contrast, service control refers to consumer
perceptions of the level of control they hold over service processes or outcomes [21]. In
OFDS contexts, In OFDS contexts, service control reflects consumers’ belief that tipping
may influence courier effort or delivery outcomes, particularly when tips are provided
before service and promote positive evaluations of service, thereby enhancing continuance
tipping intention. Overall, this study integrated SOR theory and social exchange theory to
explain how service quality, perceived value, psychosocial motives, generosity, and service
control influence continuance tipping intention toward OFDS couriers. Specifically, SOR
theory explains how courier service quality, as an external service stimulus, is cognitively
evaluated through perceived value and subsequently associated with tipping behavior
and continuance tipping intention. Social exchange theory, by contrast, explains the recipro-
cal and prosocial motivations underlying tipping, particularly gratitude, social obligation,
and helping couriers. SOR theory alone cannot sufficiently account for relational and nor-
mative motivations that extend beyond consumers’ evaluations of service quality and value.
Conversely, social exchange theory does not specify the cognitive pathway through which
courier service quality is translated into perceived value and behavioral responses. Inte-
grating the two theories therefore provides a more comprehensive explanation of both
evaluation-based and social-relational pathways to continuance tipping intention.

2.2. Tipping in Online Food Delivery Services

Tipping originated in 16th-century England, where it was used to encourage prompt
and attentive service [22]. Tipping has thus long been embedded in service encounters
and linked to consumer evaluations of service. Nevertheless, tipping is a unique economic
phenomenon because it is voluntary and common across service settings. Consumers often
tip to express gratitude and compensate service professionals for their labor [5,6]. Tipping
also reflects consumer responses to service quality, social customs, and cultural expectations.
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Tipping originated in Western societies and varies across cultures, genders, service
industries, and interactions [14]. Notably, it has not become a consistent social norm
in Taiwan, where restaurant bills often include a 10% service charge. In this context,
consumers may distinguish the commonly charged service fee from an optional platform
tip, which may be interpreted as a transaction-specific expression of gratitude or support
rather than a culturally prescribed payment. However, the growth of OFDSs has increased
the prevalence of tipping. Cheng et al. [23] reported that approximately 26% of Taiwan’s
population uses OFDSs, with Uber Eats and Foodpanda being the dominant platforms.
These platforms enable consumers to reward couriers for excellent service by tipping them
and encourage continuation of such service [3].

Tipping of OFDS couriers may occur through platform-based pre-tipping, post-service
credit card tipping, or face-to-face cash tipping. Therefore, even in the absence of a strong
tipping culture, OFDS consumer tipping behavior in Taiwan may be influenced by con-
sumer evaluations of service quality and psychosocial motives.

2.3. Factors Influencing OFDS Consumers’ Continuance Tipping Intention
2.3.1. Tipping Behavior and Continuance Tipping Intention

Behavioral intentions predict behavior; the stronger the intentions are, the more likely
an individual is to perform a behavior [24]. Studies have suggested that tipping behaviors
are often initially guided by conscious decision-making but that with repetition, they may
become internalized as habits, which increases the likelihood that such behaviors will be
normalized [25,26].

Prior behaviors have been reported to predict subsequent intentions across consump-
tion contexts. For example, research has reported that purchasing organic food positively
affects intentions to purchase such food in the future [27], prior purchase experience pre-
dicts continuance intentions [28], and past dietary behavior enhances intentions to adopt
sustainable and healthy diets [29]. Therefore, consumers with prior tipping experience
are more likely to exhibit stronger continuance tipping intention toward OFDS couriers.
Accordingly, this study proposed the following hypothesis:

Hypothesis 1 (H1). OFDS consumers’ tipping behavior positively influences continuance tip-
ping intention.

2.3.2. Service Quality, Perceived Value, Tipping Behavior, and Continued
Tipping Intentions

The term service quality refers to overall consumer evaluations of service performance,
with these evaluations based on a comparison of expectations and actual experiences [30].
In OFDS contexts, service quality is vital to platform performance and consumer rela-
tionships and involves reliability, food quality and hygiene, service assurance, safety,
system efficiency, and traceability [23,31]. Because couriers directly connect consumers
and OFDS platforms, their appearance, politeness, communication, and timeliness may
shape consumers’ service experiences and behavioral responses [23]. Studies have also
linked service quality to tipping behavior, tip amounts [32], and food service reliability [33].
Therefore, positive perceptions of courier service quality may promote tipping behavior
and continuance tipping intention.

Service quality also enhances perceived value, which reflects consumers’ judgment
of a service’s overall worth after considering the benefits obtained relative to the costs
involved [34]. Perceived value reflects the net benefit of service quality or performance
relative to price [35] and predicts both consumer satisfaction with services and intentions
to repeat patronage [36]. In OFDS settings, reliable, high-quality, and convenient services
are likely to generate higher perceived value. Studies have also demonstrated that service
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quality, food quality, and value for money influence OFDS continuance purchase inten-
tion [37], indicating that service quality enhances perceived value and behavioral intentions
in foodservice settings [38]. Recent OFDS research has further shown that performance
expectancy, habit, satisfaction, service quality, and perceived value are associated with
consumers’ continuance usage or purchase intentions in platform-mediated food delivery
contexts [37,39–41]. These findings provide contemporary empirical support for examin-
ing how service evaluations and post-adoption experiences are associated with tipping
behavior and continuance tipping intention.

Perceived value may mediate the relationship between service quality and behavioral
responses such as tipping. Service quality and perceived value positively affect consumer
satisfaction [42], and perceived value mediates the relationship between service quality
and consumer loyalty [43]. This suggests that consumers have behavioral responses to
both service quality and the value they perceive the service experience to provide. In OFDS
tipping contexts, when consumers perceive delivery services as valuable, they may be more
likely to tip and develop continuance tipping intention [6,44].

Perceived value may strengthen continuance tipping intention through tipping behav-
ior. Consumer satisfaction has been reported to increase tipping intentions [45], and because
past behavior is a key predictor of future behavioral intention [46], tipping behavior may
enhance consumers’ future intentions to continue tipping through higher perceived value.

This study posited that the perceived service quality provided by couriers influ-
ences tipping behavior and continuance tipping intention directly and indirectly through
perceived value. In addition, tipping behavior may mediate the relationship between
perceived value and continuance tipping intention. Accordingly, the following hypotheses
are proposed:

Hypothesis 2a (H2a). Perceived service quality positively influences OFDS consumers’ tip-
ping behavior.

Hypothesis 2b (H2b). Perceived service quality positively influences OFDS consumers’ continu-
ance tipping intention.

Hypothesis 3 (H3). Perceived service quality positively influences OFDS consumers’ per-
ceived value.

Hypothesis 4a (H4a). Perceived value positively influences OFDS consumers’ tipping behavior.

Hypothesis 4b (H4b). Perceived value positively influences OFDS consumers’ continuance
tipping intention.

Hypothesis 5a (H5a). Perceived value mediates the relationship between perceived service quality
and OFDS consumers’ tipping behavior.

Hypothesis 5b (H5b). Perceived value mediates the relationship between perceived service quality
and OFDS consumers’ continuance tipping intention.

Hypothesis 5c (H5c). OFDS consumers’ tipping behavior mediates the relationship between
perceived value and continuance tipping intention.

2.3.3. Psychosocial Motivations and Continuance Tipping Intention

Tipping is a voluntary and altruistic form of reciprocal compensation that reflects
consumer satisfaction and psychosocial motivations [14]. Such motivations may stem
from internal needs, such as desires to express gratitude, convey generosity, and pre-
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serve self-worth; they may also be related to external social factors, such as the desire to
conform to social norms, meet cultural expectations, and maintain social image [10,13].
Lynn [13] proposed a framework that identifies five motives for tipping: acquiring social
esteem, rewarding excellent service, complying with social norms, supporting service
workers, and maintaining future service quality. Drawing on this literature, the present
study selected five motivations that represent conceptually distinct reasons for tipping in
OFDS contexts. Gratitude captures a reciprocal response to service received; social obliga-
tion reflects a perceived normative duty; generosity concerns consumers’ self-perceptions
and the expression of personal values; helping couriers reflects other-oriented concern for
couriers’ welfare; and service control represents an instrumental expectation that tipping
may influence service outcomes. Together, these constructs capture reciprocal, normative,
self-expressive, prosocial, and strategic motivations and were therefore examined sepa-
rately rather than treated as a single psychosocial factor. Recent platform-based delivery
studies also suggest that consumers’ tipping decisions reflect not only evaluations of ser-
vice performance but also concerns regarding courier effort, compensation, and working
conditions [32,47].

In addition to the abovementioned motivations, gratitude can promote reciprocal
behavior [48] such as tipping, and it often results from consumer satisfaction with service
and recognition of worker efforts. Because gratitude promotes reciprocity and prosocial
behavior [49,50], consumers who perceive OFDS couriers to be prompt, reliable, courteous,
or working under demanding conditions may reward them through tipping.

Gratitude may also strengthen continuance tipping intention because tipping is often
regarded as an appropriate response to courier efforts [51]. Studies have linked gratitude to
consumer loyalty [52,53]. Repeated gratitude-based tipping may develop into a consistent
response pattern, increasing consumers’ intentions to continue tipping [54]. Because moti-
vation predicts behavioral intentions [55], this study proposed the following hypothesis:

Hypothesis 6a (H6a). OFDS consumers’ gratitude motivation positively influences continuance
tipping intention.

Social obligation refers to perceptions of having some form of responsibility in the
context of social interactions. Although tipping is an addition to required expenses, some
consumers may provide a tip because of cultural norms and social expectations [56].
Even dissatisfied consumers may tip because of the influences of social pressure, guilt,
and internalized cultural expectations, suggesting that tipping reflects both evaluations of
service and perceptions of obligation [57].

Tipping on third-party delivery platforms is often viewed as a means of supplementing
courier income, rewarding excellent service, and responding to concerns that platforms do
not provide couriers with fair pay [47]. Hence, tipping OFDS couriers may be perceived as a
social obligation. If this obligation is internalized, consumers may be more likely to continue
tipping to fulfill perceived social expectations and role responsibilities. Accordingly, this
study proposed the following hypothesis:

Hypothesis 6b (H6b). OFDS consumers’ social obligation motivation positively influences
continuance tipping intention.

Generosity is closely linked to consumer self-value and self-identity. The psychological
utility of tipping is often reflected in increased satisfaction or happiness [10]; by tipping,
consumers may experience positive emotions and reinforce a self-image of being gener-
ous [58]. Such emotional rewards and psychological satisfaction may be key motivators for
tipping behavior [10,58].
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Consumers may also gain social status and respect through tipping and use this status
to project a generous self-image [13,59]. Hence, tipping reflects both evaluations of service
and consumers’ desires to appear generous. Tipping may also provide an emotional reward
by affirming consumers’ self-concepts as generous and prosocial individuals [21,58]. When
tipping is consistent with consumers’ personal values and produces positive self-evaluation,
they may be more willing to repeat the behavior to maintain consistency between their
self-image and subsequent actions. Therefore, generosity was expected to be positively
associated with continuance tipping intention. Accordingly, this study proposed the
following hypothesis:

Hypothesis 6c (H6c). OFDS consumers’ generosity motivation positively influences continuance
tipping intention.

Delivery workers’ labor conditions may constitute an important basis for consumers’
tipping motivations. In New York City, app-based food couriers often face low and unstable
earnings, delayed payments, and reduced or missing tips [60]. In Taiwan, many delivery
workers rely on platform work as either a supplementary or primary income source,
reflecting similar limited wage stability and job security [61]. These findings suggest that
delivery work is often characterized by economic uncertainty and labor vulnerability.

Consumers’ motivations to help couriers may therefore arise from empathy for their
demanding working conditions. When consumers recognize that couriers frequently
complete deliveries under conditions of adverse weather, traffic congestion, time pressure,
order delays, and consumer complaints, they may develop an appreciation for the effort
and hardship involved [51,54,62,63]. Such an awareness may encourage consumers to
express support for couriers through tipping. Lynn [14] reported that motivation to help
service workers positively influences consumer attitudes toward tipping. Therefore, when
consumers perceive couriers as deserving help or requiring support, they are more likely
to tip and to continue tipping. Accordingly, this study proposed the following hypothesis:

Hypothesis 6d (H6d). OFDS consumers’ helping couriers’ motivation positively influences
continuance tipping intention.

In addition to reciprocal and prosocial motivations, consumers may tip for strategic
reasons when they believe that tipping gives them some influence over the service process.
Service control therefore refers to consumers’ perceived ability to affect courier effort or
delivery outcomes through tipping, rather than to the objective effectiveness of tips in
improving service. This motivation is particularly relevant in pre-tipping contexts, in which
consumers may expect a higher tip to signal priority, encourage additional effort, or reduce
uncertainty regarding delivery performance [21].

Some empirical evidence supports this expectation. Duhaime and Woessner [64]
reported that couriers receiving higher advance tips were more likely to prioritize orders
and complete deliveries more rapidly and consistently. Accordingly, consumers who believe
that pre-tipping can influence courier effort may be more willing to use tipping again in
future transactions. Therefore, service control was expected to be positively associated with
continuance tipping intention. This study proposed the following hypothesis:

Hypothesis 6e (H6e). OFDS consumers’ service control motivation positively influences continu-
ance tipping intention.

The conceptual model developed in this study is depicted in Figure 1.
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Figure 1. Research model.

3. Materials and Methods
3.1. Research Sample and Sampling Design

This study employed a purposive sampling method to survey Taiwanese consumers
who had used OFDSs and had tipped couriers within the past month. The one-month
screening criterion was adopted to ensure that respondents had actual and sufficiently
recent tipping experience on which to base their evaluations. Accordingly, the target
population comprised recent tippers, consistent with the study’s focus on continuance
tipping intention. Data were collected through an online questionnaire. A market research
company was commissioned to design the questionnaire on the SurveyCake Pro version
latform, and the survey link was distributed to OFDS consumers through an official LINE
social media account.

To increase the response rate, respondents who completed the questionnaire received
LINE Points that could be redeemed for cash. A total of 1000 questionnaires were returned.
After questionnaires on which respondents had selected the same response option for all
items or which were incomplete had been removed, 845 valid questionnaires were retained,
yielding an effective response rate of 84.5%.

3.2. Questionnaire Design

This study employed a structured questionnaire to measure nine constructs: (1) per-
ceived service quality and (2) perceived value; consumers’ psychosocial motivations,
namely (3) gratitude, (4) social obligation, (5) generosity, (6) helping couriers, and (7) ser-
vice control; (8) tipping behavior and (9) continuance tipping intention. All items were
rated on a 5-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree).

Perceived service quality was measured using items adapted from Cheng et al. [23].
To measure consumers’ perceptions of courier service quality, 21 items representing four
dimensions—reliability, meal quality and hygiene, assurance, and traceability—were em-
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ployed. Sample items include “The courier’s uniform is clean and tidy,” “The courier
maintains the appearance of meals,” “The courier delivers meals quickly,” and “The courier
proactively informs me of the expected delivery time.” All 21 items were retained in the
analysis. The mean score of the items within each of the four dimensions—reliability,
maintenance of meal quality and hygiene, assurance, and traceability—was calculated.
These four dimension-level composite scores were then used as indicators of the higher-
order perceived service quality construct. The perceived value scale was adapted from
Suhartanto et al. [43] and consisted of three items, including “The OFDS offers a reasonable
price.” Perceived value was operationalized as consumers’ overall evaluation of the specific
OFDS transaction, including price reasonableness, cost–benefit, and convenience. Thus, it
represents transaction-level value rather than value attributable solely to the courier.

In addition, this study adapted measurement items proposed by Chen [65], Becker
et al. [21], Futrell [66], and Saayman and Saayman [67] to assess the dimensions of grati-
tude, social obligation, generosity, helping couriers, and service control as psychosocial
motivational factors underlying tipping behavior. Example items for these dimensions
include “I tip to thank couriers,” “I tip because society expects it,” “Tipping makes me
feel generous,” “Tipping contributes to couriers’ livelihood,” and “I tip to control service
quality.” A total of 14 items were adapted.

Past tipping behavior was operationalized as the overall magnitude of respondents’
recent tipping and was measured using two items adapted from Futrell [66]: “How much
did you tip the courier?” and “What percentage of your total expenditure did you give as
a tip?” The two indicators capture the absolute and relative expressions of recent tipping
magnitude, respectively. They were not combined directly using their original measurement
units because the PLS-SEM algorithm z-standardizes all indicators before model estimation
by setting their means to zero and standard deviations to one [68]. The construct of
continuance tipping intention was adapted from Zhao and Bacao [69] and Zhao et al. [70]
and comprised four items. Sample items include “I intend to continue tipping couriers,”
“I will continue to tip couriers,” “I have a positive attitude toward continuing to tip
couriers,” and “I am willing to continue tipping couriers.” The demographic variables
assessed included gender, age, marital status, education level, occupation, monthly income,
and number of orders through OFDSs in the past month.

Finally, to ensure the content validity of the questionnaire, three hospitality scholars
with expertise in OFDSs or tipping behavior research were invited to review the instrument.
On the basis of their feedback, appropriate revisions were made to content, structure,
and wording before the formal survey was administered.

3.3. Data Analysis

Data were analyzed using SPSS 26.0 and SmartPLS 4.0. Descriptive statistics, reliabil-
ity analysis, Pearson’s correlation analysis, and partial least squares structural equation
modeling (PLS-SEM) were employed to examine the relationships among the variables
and to test the proposed hypotheses. Given the cross-sectional design, the structural paths
were interpreted as statistical associations rather than causal effects.

4. Results
In terms of gender, 498 respondents (58.9%) were women and 347 (41.1%) were men.

In terms of marital status, 426 respondents (50.4%) were unmarried, and 419 (49.6%) were
married. Regarding age, the majority of the respondents were aged 36–45 years (n = 352,
41.7%), followed by those aged 26–35 years (n = 251, 29.7%), 46–55 years (n = 119, 14.1%),
18–25 years (n = 96, 11.4%), and ≥56 years (n = 27, 3.2%). Regarding educational attainment,
the majority of the respondents held a bachelor’s degree (n = 525, 62.1%), followed by
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those with a junior college degree (n = 113, 13.4%), senior high school or vocational school
diploma (n = 112, 13.3%), a master’s degree or higher (n = 86, 10.2%), and junior high
school or lower education (n = 9, 1.1%). Regarding occupation, the largest group was
employed in the commercial or service sector (n = 301, 35.6%), followed by those employed
in the industrial or manufacturing sector (n = 240, 28.4%); self-employed individuals
(n = 82, 9.7%); students (n = 56, 6.6%); individuals working in the military, civil servants,
and teachers (n = 54, 6.4%); homemakers, retirees, or unemployed individuals (n = 47,
5.6%); professionals (n = 45, 5.3%); and others (n = 20, 2.4%). Regarding average monthly
income, the majority of the respondents earned <NT$40,000 (n = 458, 54.2%), followed
by those earning NT$40,001–$NT60,000 (n = 250, 29.6%), NT$60,001–NT$80,000 (n = 87,
10.3%), and >NT$80,001 (n = 40, 5.9%). Regarding the timing of tipping, most respondents
reported tipping in person (n = 363, 43.0%) upon delivery, followed by tipping through
the service platform after the service had been provided (n = 275, 32.5%) and pre-tipping
(n = 207, 24.5%).

4.1. Structural Model Analysis and Hypothesis Testing
4.1.1. Measurement Model Assessment

Because SmartPLS is particularly suitable for analyzing complex models with multiple
constructs [71], this study employed SmartPLS 4.0 to analyze the data. The measurement
model was evaluated by examining standardized factor loadings, composite reliability,
and average variance extracted (AVE). As indicated in Table 1, the standardized factor
loadings ranged from 0.724 to 0.929, all exceeding the recommended threshold of 0.50,
indicating satisfactory indicator reliability. The composite reliability values ranged from
0.795 to 0.922, exceeding the threshold of 0.70, which indicates adequate internal consis-
tency among the constructs. Furthermore, the AVE values ranged from 0.631 to 0.784, all
exceeding the recommended threshold of 0.50, confirming good convergent validity [72]. To
assess discriminant validity, this study adopted the criterion proposed by Fornell and Lar-
cker [73], comparing the square root of the AVE values with the values of the interconstruct
correlations. The results indicated that the square root of the AVE values for each construct
ranged from 0.794 to 0.885, exceeding the corresponding interconstruct correlation coeffi-
cients (r = 0.073 to 0.605; Table 2). In addition, the heterotrait–monotrait ratio values for
all constructs ranged from 0.162 to 0.830, which are below the recommended threshold
of 0.90 [74], confirming satisfactory discriminant validity among the constructs (Table 3).
Specifically, the HTMT values among gratitude, helping couriers, and continuance tipping
intention were below 0.90, supporting their empirical distinctiveness despite some simi-
larity in item wording. Overall, these results demonstrate that the measurement model
exhibited adequate reliability and validity, indicating its suitability for use in structural
model analysis. Although tip amount and tip percentage represent absolute and relative
expressions of tipping, respectively, both indicators exhibited satisfactory standardized
loadings of 0.929 and 0.803. The tipping behavior construct also demonstrated satisfactory
composite reliability (CR = 0.859) and convergent validity (AVE = 0.754), supporting the
interpretation that the two indicators jointly represent the overall magnitude of recent
tipping behavior.

https://doi.org/10.3390/jtaer21070235

https://doi.org/10.3390/jtaer21070235


J. Theor. Appl. Electron. Commer. Res. 2026, 21, 235 11 of 20

Table 1. Results of the Measurement Model Analysis.

Variable/Indicator Item Standardized Factor Loadings Composite Reliability Average Variance Extracted

Perceived Service Quality

0.922 0.748
Reliability (dimension mean score) 0.891
Maintenance of Meal Quality and Hygiene:

Maintains the appearance of meals (dimension
mean score)

0.866

Assurance: Delivers meals quickly (dimension
mean score) 0.879

Traceability: Informs customers of the expected
delivery time (dimension mean score) 0.823

Perceived Value

0.837 0.633PV1: Reasonable price 0.802
PV2: Favorable cost–benefit ratio 0.855
PV3: Overall convenience of the OFDS 0.724

Tipping Behavior
0.859 0.754TB1: Tip amount. 0.929

TB2 Tip percentage. 0.803

Continuance Tipping Intention

0.906 0.708
CTI1: Intend to continue tipping couriers 0.837
CTI2: Will continue tipping couriers 0.858
CTI3: Positive attitude toward continued tipping 0.820
CTI4: Willing to continue tipping couriers 0.850

Gratitude

0.837 0.631GR1: Tip to thank the couriers 0.792
GR2: Tip in return for the service received 0.814
GR3: Tip more for better service 0.776

Social Obligation

0.862 0.676SO1: Tip because it is proper 0.843
SO2: Tip because society expects it 0.781
SO3: Feel obligated to tip 0.841

Generosity

0.916 0.784GE1: Feel generous when tipping 0.865
GE2: Generosity reflects my values 0.915
GE3: Feel good about myself when tipping 0.875

Helping Couriers
0.795 0.659HC1: Tip because couriers lack fixed salaries 0.793

HC2: Tipping supports couriers’ income 0.831

Service Control

0.867 0.685CS1: High tips encourage special effort 0.828
CS2: Tip to control service quality 0.864
CS3: Higher tips lead to better service 0.790

Note: The four perceived service quality indicators represent the mean scores of their respective dimensions
calculated from the original 21 items.

Table 2. Discriminant Validity Analysis Results.

Dimension Mean Standard Deviation AVE F1 F2 F3 F4 F5 F6 F7 F8 F9

F1 4.014 0.420 0.683 0.827
F2 3.730 0.576 0.633 0.583 0.796
F3 2.771 1.182 0.754 0.172 0.167 0.868
F4 3.864 0.566 0.708 0.537 0.538 0.232 0.841
F5 4.111 0.526 0.631 0.352 0.401 0.186 0.605 0.794
F6 3.400 0.723 0.676 0.291 0.391 0.166 0.462 0.312 0.822
F7 3.284 0.864 0.784 0.197 0.281 0.073 0.293 0.197 0.572 0.885
F8 3.789 0.640 0.659 0.436 0.381 0.139 0.537 0.518 0.348 0.307 0.812
F9 3.570 0.732 0.685 0.346 0.364 0.121 0.425 0.352 0.519 0.547 0.430 0.828

Note: (1) The bold diagonal values are the square roots of the average variance extracted (AVE). Note:
(2) F1: = Perceived Service Quality; F2 = Perceived Value; F3 = Tipping Behavior; F4 = Continuance Tipping
Intention; F5 = Gratitude; F6 = Social Obligation; F7 = Generosity; F8 = Helping Couriers; F9 = Service Control.

4.1.2. Hypothesis Testing

The measurement model assessments presented in Tables 1–3 indicate that all con-
structs exhibited satisfactory reliability and validity. Accordingly, this study employed
SmartPLS to estimate the structural model and test the proposed hypotheses. Following
the recommendations of Hair et al. [68], the structural model was evaluated using model
fit (SRMR), collinearity (VIF), coefficients of determination (R2), effect sizes (f2), and the
significance of the structural paths based on bootstrapping. As shown in Table 4, the
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estimated model demonstrated acceptable fit (SRMR = 0.079), which was below the recom-
mended threshold of 0.08. The inner VIF values ranged from 1.000 to 1.849, all below the
recommended threshold of 5.0, indicating that multicollinearity was not a concern. The
model accounted for 31.6% of the variance in perceived value (R2 = 0.316), 3.6% of the
variance in tipping behavior (R2 = 0.036), and 55.1% of the variance in continuance tipping
intention (R2 = 0.551). In addition, the f2 values indicated that the effects of perceived
service quality and perceived value on tipping behavior, as well as the effect of tipping be-
havior on continuance tipping intention, were negligible, whereas the remaining structural
relationships ranged from small to large effect sizes (Table 4). The direct, indirect, and total
effects are presented in Table 5.

Table 3. Intercorrelations of the HTMT variables.

F1 F2 F3 F4 F5 F6 F7 F8 F9

F1
F2 0.707
F3 0.203 0.236
F4 0.616 0.688 0.287
F5 0.704 0.564 0.243 0.766
F6 0.334 0.532 0.229 0.559 0.407
F7 0.200 0.360 0.104 0.335 0.249 0.711
F8 0.652 0.652 0.232 0.830 0.877 0.584 0.481
F9 0.380 0.481 0.162 0.508 0.450 0.682 0.682 0.677

Note: F1: = Perceived Service Quality; F2 = Perceived Value; F3 = Tipping Behavior; F4 = Continuance Tipping
Intention; F5 = Gratitude; F6 = Social Obligation; F7 = Generosity; F8 = Helping Couriers; F9 = Service Control.

Table 4. Path Analysis and Test.

Hypothesis Path β t R2 f2 VIF 95% CI LL 95% CI UL Results

H1 TB → CTI 0.067 ** 2.726 0.551 0.009 1.059 0.019 0.115 Supported
H2a PSQ → TB 0.110 * 2.585 0.036 0.009 1.462 0.028 0.192 Supported
H2b PSQ → CTI 0.120 ** 2.988 0.551 0.017 1.849 0.041 0.200 Supported
H3 PSQ → PV 0.562 *** 21.007 0.316 0.462 1.000 0.509 0.614 Supported
H4a PV → TB 0.106 * 2.563 0.036 0.008 1.462 0.022 0.184 Supported
H4b PV → CTI 0.197 *** 5.401 0.551 0.053 1.642 0.127 0.269 Supported
H6a GR → CTI 0.286 *** 9.407 0.551 0.106 1.723 0.226 0.347 Supported
H6b SO → CTI 0.179 *** 5.670 0.551 0.040 1.764 0.117 0.240 Supported
H6c GE → CTI −0.030 0.952 0.551 0.001 1.729 −0.093 0.035 Not Supported
H6d HC → CTI 0.177 *** 5.868 0.551 0.044 1.583 0.118 0.237 Supported
H6e SC → CTI 0.052 1.435 0.551 0.003 1.757 −0.018 0.124 Not Supported

Note: * p < 0.05; ** p < 0.01; *** p < 0.001; PSQ: Perceived Service Quality; PV: Perceived Value; TB: Tipping
Behavior; CTI: Continuance Tipping Intention; GR: Gratitude; SO: Social Obligation; GE: Generosity; HC: Helping
Couriers; SC: Service Control.

Table 5. Direct, Indirect, and Total Effects of the Structural Model.

Hypothesis IV Mediating Variable DV
Path Coefficients

Results
Direct Effect Indirect

Effect
95%

CI LL
95%

CI UL Total Effect

H5a PSQ PV TB 0.110 **
(2.612)

0.059 *
(2.560) 0.013 0.104 0.169 Supported

H5b PSQ PV CTI 0.120 **
(2.995)

0.111 ***
(5.527) 0.072 0.151 0.231 Supported

H5c PV TB CTI 0.197 ***
(5.447)

0.007
(1.803) 0.001 0.016 0.204 Not Supported

Note: * p < 0.05; ** p < 0.01; *** p < 0.001; PSQ: Perceived Service Quality; PV: Perceived Value; TB: Tipping
Behavior; CTI: Continuance Tipping Intention.

As indicated in Figure 2 and Table 4, the structural model results showed that tipping
behavior was significantly and positively associated with continuance tipping intention
(β = 0.067, p < 0.01), thereby supporting H1. Perceived service quality was significantly
and positively associated with both tipping behavior (β = 0.110, p < 0.05) and continuance
tipping intention (β = 0.120, p < 0.01), thereby supporting H2a and H2b, respectively.
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Figure 2. Structural Model Path Coefficients. Note: * p < 0.05; ** p < 0.01; *** p < 0.001.

Perceived service quality was also significantly and positively associated with per-
ceived value (β = 0.562, p < 0.001), supporting H3. Perceived value was significantly
and positively associated with tipping behavior (β = 0.106, p < 0.05), supporting H4a.
Similarly, perceived value was significantly and positively associated with continuance
tipping intention (β = 0.197, p < 0.001), supporting H4b.

As shown in Table 5, the indirect effect of perceived service quality on tipping behavior
through perceived value was significant (β = 0.059, t = 2.560, p = 0.010), and the 95% boot-
strap confidence interval excluded zero. Because the corresponding direct effect remained
significant, perceived value partially mediated the relationship between perceived service
quality and tipping behavior, supporting H5a. Similarly, the indirect effect of perceived
service quality on continuance tipping intention through perceived value was significant
(β = 0.111, t = 5.527, p < 0.001), and the 95% bootstrap confidence interval also excluded
zero. Because the corresponding direct effect remained significant, perceived value par-
tially mediated the relationship between perceived service quality and continuance tipping
intention, supporting H5b.

By contrast, the indirect effect of perceived value on continuance tipping intention
through tipping behavior was very small (β = 0.007, t = 1.823, p = 0.068). Although the
95% bootstrap confidence interval excluded zero, the corresponding two-tailed p value did
not reach the conventional significance level. Because the two inferential statistics yielded
inconsistent conclusions, the mediation effect was interpreted conservatively, and H5c was
not considered supported.

With regard to psychosocial motivations, gratitude was significantly and positively
associated with continuance tipping intention (β = 0.286, p < 0.001), supporting H6a.
Social obligation was also significantly and positively associated with continuance tipping
intention (β = 0.179, p < 0.001), supporting H6b. However, generosity was not significantly
associated with continuance tipping intention (β = −0.030, p > 0.05); therefore, H6c was not
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supported. By contrast, helping couriers was significantly and positively associated with
continuance tipping intention (β = 0.177, p < 0.001), supporting H6d. Finally, service control
was not significantly associated with continuance tipping intention (β = 0.052, p > 0.05);
therefore, H6e was not supported.

5. Discussion and Implications
5.1. Discussion

Tipping warrants scholarly attention because it affects low-wage service workers’
livelihoods and can help firms monitor service performance [6]. In OFDS contexts, con-
sumers’ continuance tipping intention reflects their recognition of service performance and
may further shape couriers’ income incentives and service interactions [17]. However, in
contrast to tipping research on full-service restaurants, tipping for OFDSs remains underex-
plored, particularly in Taiwan, where explicit tipping norms have yet to be established.

The present study examined the relationships between couriers’ service quality, con-
sumers’ psychosocial motivations, and continuance tipping intention toward OFDS couriers.
The present findings indicate that prior tipping behavior was positively associated with
continuance tipping intention. In addition, positive evaluations of courier service quality
were indirectly associated with tipping behavior and continuance tipping intention through
perceived value. Gratitude, social obligation, and helping couriers were also positively
associated with continuance tipping intention.

A prior study indicated that performance expectancy, habit, online reviews, and satis-
faction influence consumers’ intentions to continue using OFDSs [39]. Fernandez et al. [17]
additionally reported that repeat consumers of full-service restaurants were more likely
than first-time consumers to tip and leave generous tips. Consistent with these findings, the
present study found that prior tipping behavior was positively associated with continuance
tipping intention toward OFDS couriers. This finding is consistent with the view that prior
behavioral experience is associated with stronger subsequent behavioral intentions.

With respect to service quality, studies on restaurants have generally reported a weak
to moderate association between service employee effort and tipping amounts [6,75–78].
Wung et al. [32] reported that service quality strongly predicted whether consumers tipped
and the amount tipped. In a study of OFDS consumers, Nguyen and Nguyen [40] demon-
strated that service quality positively affected intentions to repeat patronage, and Zaheer
et al. [41] reported that perceived value positively predicted purchase intentions and me-
diated the relationships between various service-related factors and purchase intentions.
Extending these findings, the present study found that perceived value served as a statisti-
cally significant but partial mediator linking perceived service quality with both tipping
behavior and continuance tipping intention. These findings suggest that consumers’ value
perceptions represent one pathway linking perceived service quality to tipping-related
responses rather than the sole explanatory mechanism.

Nevertheless, the statistically significant effects on tipping behavior should be in-
terpreted cautiously because their effect sizes were negligible. Perceived service quality
and perceived value jointly explained only 3.6% of the variance in tipping behavior, indi-
cating limited explanatory value for consumers’ actual tip amounts and percentages. This
finding also suggests that important determinants of tipping behavior may not have been
captured by the proposed model. Previous research suggests that tipping behavior may
also be shaped by economic and situational factors, including consumer income, bill size,
and payment method [17], as well as by digital tipping prompts and interface design [79].
Prior behavioral experience may also contribute to the persistence of tipping behavior
over time [28]. Thus, perceived service quality and perceived value should be regarded as
statistically reliable but weak contributing factors rather than strong determinants of actual
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tipping behavior. By contrast, the model explained 55.1% of the variance in continuance
tipping intention, suggesting that its explanatory relevance is substantially greater for
consumers’ future tipping intentions than for their current tipping behavior.

From a psychosocial perspective, Azar [80] reported that consumers in the United
States and Israel primarily tip because of social norms, gratitude, recognition of workers’
dependence on tips, and a desire to avoid guilt or embarrassment, whereas strategic mo-
tives linked to future service are less influential. Azar [6] argued that consumers frequently
continue tipping when traveling, even when they do not expect future interactions with
service providers, which suggests that tipping is often motivated more by emotional and so-
cial motives than by expectations of future service benefits. Consistent with this argument,
gratitude, social obligation, and helping couriers were significantly and positively associ-
ated with continuance tipping intention, whereas generosity and service control were not
significantly associated with continuance tipping intention. The nonsignificant effect of
generosity suggests that feeling generous, affirming personal values, or experiencing posi-
tive self-evaluation through tipping may not be sufficient to sustain future tipping intention
in the OFDS context. This finding may also be partly attributable to the characteristics
of platform-mediated tipping, where opportunities to reinforce positive self-perceptions
through tipping may be less salient than in face-to-face service encounters [59,79]. The
nonsignificant effect of service control may also reflect the inclusion of post-service tippers,
for whom tipping could not influence the already completed delivery process. Moreover,
because OFDS delivery is largely coordinated through platform algorithms, consumers
may perceive limited ability to influence service performance through tipping [16]. Taken
together, these findings suggest that continuance tipping intention in the Taiwanese OFDS
context may be driven more strongly by reciprocal and prosocial motivations than by
self-oriented generosity or strategic attempts to control service outcomes. These findings
further suggest that not all motivations identified in conventional restaurant tipping con-
texts are equally applicable to digitally mediated OFDS environments, highlighting the
importance of considering contextual differences when explaining tipping behavior. Over-
all, continuance tipping intention toward OFDS couriers appears to be motivated primarily
by emotional and social considerations. In Taiwan, the significant roles of gratitude, social
obligation, and helping couriers may reflect emerging platform-specific norms rather than
a long-established general tipping convention.

This study extends research on tipping from traditional full-service restaurant settings
to OFDSs, addressing the lack of studies on continuance tipping intention in platform-
based services. By applying SOR theory, the present findings suggest that perceived service
quality was associated with tipping behavior and continuance tipping intention through
perceived value, supporting the usefulness of SOR theory for understanding tipping deci-
sions in OFDS contexts. In addition, the findings highlight the explanatory importance of
psychosocial motivations, particularly gratitude, social obligation, and helping couriers,
suggesting that continuance tipping intention is associated with both evaluations of service
value and emotional and social exchanges. The theoretical contribution therefore lies not
merely in applying these theories to a new service context but in demonstrating their com-
plementary explanatory roles. The nonsignificant associations of generosity and service
control further suggest that some conventional tipping motivations may have more limited
explanatory relevance in platform-mediated contexts where tipping norms are weak. To-
gether, these findings suggest that the motivational mechanisms underlying continuance
tipping intention vary according to service context and platform characteristics, thereby
extending the applicability of tipping theory to digitally mediated service environments.
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5.2. Managerial Implications

This study has distinct managerial implications for platform operators, delivery compa-
nies, and policymakers. First, for platform operators, prior tipping behavior was positively
associated with continuance tipping intention. This finding is consistent with the argument
that repeated tipping experiences and the repeated expression of protipping attitudes
may contribute to greater behavioral consistency over time [81]. Accordingly, platforms
may provide an optional and transparent tipping function while avoiding incentives or
messages that could create consumer pressure.

Second, service quality, price, delivery time, and meal condition are important con-
siderations in OFDS use [12]. Although courier service quality and perceived value were
significantly associated with tipping behavior, their effect sizes and explanatory contri-
bution were limited. Therefore, improvements in courier reliability, food handling, com-
munication, and delivery traceability may modestly encourage tipping, but platforms
should not expect such improvements alone to produce substantial changes in tip amounts
or percentages. These practices nevertheless remain important because they were as-
sociated with higher perceived value and continuance tipping intention, for which the
proposed model demonstrated substantially greater explanatory power. Accordingly,
service-quality improvements should be regarded as one component of a broader strat-
egy rather than a standalone approach to encouraging tipping. Platforms may therefore
combine service-quality improvements with other approaches, such as transparent tipping
options, convenient payment mechanisms, and context-sensitive prompts.

Third, gratitude, social obligation, and helping couriers were positively associated
with continuance tipping intention. These findings suggest that consumers may regard
tipping as a voluntary expression of appreciation and social recognition rather than merely
a financial transaction. Accordingly, platforms may emphasize appreciation for couriers’
efforts through neutral, informative messages while ensuring that any tipping prompt
remains transparent, voluntary, and noncoercive.

Finally, for policymakers, tipping should be regarded only as a voluntary supplementary
payment and should not substitute for platforms’ responsibility to provide fair compensation
and labor protection. OFDS platforms should also adopt transparent and noncoercive tipping
systems and clearly disclose whether tips are fully transferred to couriers. Such transparency
may alleviate consumer concerns regarding compensation fairness, strengthen consumer trust,
and foster more supportive relationships among consumers, couriers, and platforms, thereby
contributing to a more socially sustainable platform ecosystem.

5.3. Limitations and Directions for Future Research

This study has several limitations. Because of constraints in time and resources, this
study focused on service quality and psychosocial motivations as key factors associated
with Taiwanese OFDS consumers’ continuance tipping intention. However, previous
studies have suggested that service providers’ personality traits [8] and physical attrac-
tiveness [78] may also be associated with tipping behavior. Accordingly, future research
should incorporate couriers’ personality traits and physical attractiveness as additional
predictors to provide a more comprehensive explanation of continuance tipping intention.

Furthermore, Hall [82] noted that tip amounts are highly discretionary and may
vary according to consumer characteristics, service settings, industry type, and cultural
background. Future studies should therefore conduct cross-cultural or cross-national
comparisons to examine the determinants of continuance tipping intention across different
cultural and institutional contexts. Because the present study was conducted exclusively
in Taiwan, where tipping is not an institutionalized social norm and restaurant service
charges are common, the findings may not be directly generalizable to countries with more
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established tipping cultures or different service-payment practices. In addition, perceived
service quality primarily assessed courier performance, whereas perceived value reflected
consumers’ evaluations of the overall OFDS transaction. Future studies should therefore
employ measures with more closely aligned evaluation targets or separately model courier-,
platform-, and transaction-level evaluations.

The findings may also have limited generalizability beyond consumers with recent
tipping experience. Future research should compare recent tippers, infrequent tippers,
and non-tippers and examine tip amount and tip percentage as separate behavioral out-
comes because these measures may have different determinants. Researchers should
also distinguish among pre-tipping, platform-based post-service tipping, and face-to-face
cash tipping, as these payment modes involve different temporal sequences and decision
processes. In particular, because post-service tipping occurs after delivery and cannot
influence an already completed service encounter, future studies should examine whether
the meaning and relevance of service control differ between pre-tipping and post-service
tipping contexts.

Finally, because all variables were measured simultaneously through a cross-sectional
survey, temporal ordering could not be established, and reverse, or reciprocal relationships
among the constructs cannot be ruled out. For example, consumers with stronger con-
tinuance tipping intention may subsequently report higher perceived value or stronger
gratitude and helping-courier motivations. Future studies should employ longitudinal
designs to establish temporal precedence and experimental designs to provide stronger
evidence regarding the direction and causal nature of the proposed relationships.
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