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A duty-motivated persuasive message placed on the pre-payment screen ultimately results in the 

highest tipped amount, despite consumers stating that reward motives drive them.

INTRODUCTION:

Food delivery app drivers are reliant on 

tips, but no studies have investigated 

tipping in this setting where drivers have 

little influence on the tipped amount as tips 

are generally decided at the time of 

ordering

RESEARCH QUESTION:

How can apps influence consumers to tip 

more than the average amount (The 

average tipped amount in the United 

States is 15% based on social norms 

(Azar, 2007))?

METHOD:

• 2 (Persuasive Message Motive: 

Reward, Duty) x 3 (Screen Placement: 

Pre-screen, On-screen, Post-screen) 

between-subjects Mturk experiment

• Participants told to imagine being in a 

common food-delivery situation and 

then indicate what they would do in it

• They were brought to a screen where a

restaurant had been chosen and the 

food items had already been added to 

the cart then the stimuli (shown above) 

were shown depending on the 

treatment condition

RESULTS:

• In the reward-motivated persuasive message 

condition, the only group with an average tip 

greater than the social norm amount of 15% were 

those in the post-payment screen condition (MPre = 

12.5% vs. MOn = 14.4% vs. MPost = 15.5%; F(2, 

226) = 4.61, p = .01) 

• In the duty motivated persuasive message 

condition, the only group with an average tip 

greater than the social norm amount of 15% were 

those in the pre-payment screen condition (MPre = 

16.8% vs. MOn = 14.7% vs. Mpost = 15.1%; F(2, 226) 

= 4.61, p = .01)

CONTRIBUTION:

• Expands the tipping literature to include how tips 

can be influenced in this modern digital age

• Provides a contrary finding on reward vs. duty 

motivation in tipping, as although people think 

they tip out of reward-motivation, they are 

persuaded to tip more by a duty-motivated 

message

• Adds to the price partitioning literature by 

confirming that having the tip screen separate 

from the other charges increases the tipped 

amount
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