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Given the limited research on Organizational Citizenship Behavior in the foodservice 
industry, this study attempts to investigate the effect of organizational self-esteem, 
organizational commitment, and the reception of tipping on organizational citizenship 
behavior. This study provides the necessary context to the relative mindset of the 
selected study participants (working students of Hospitality within restaurant 
organizations). Using the analysis of 45 tested (surveyed) students within a university 
setting; this study successfully drew conclusions about the relative correlation between 
the aforementioned constructs. The findings of the study contribute to the literature by 
helping and guiding foodservice and hospitality practitioners to consider influencing 
the perception of reception of tipping, the development of organizational self-esteem, 
and the positive organizational commitment to ensure that organizational citizen 
behavior is built. This paper can be useful for educators, managers, researchers, and 
students who are attempting to provide context for the contributions towards a positive 
working environment, and the implications of such.  
 

Contribution/Originality: This study addresses theoretical and empirical gap by showing that tipping 

reception, organizational self-esteem and organizational commitment are essential for the construction of 

Organizational Citizen Behavior.  

 

1. INTRODUCTION 

Research shows that employee behavior is important to provide a good service and ensure company‟s task 

performance. However, in stressing the importance of organizational citizen behavior (OCB) research in the 

foodservice industry, researchers have not stressed the primary antecedents. In specific, less is known empirically 

about the role of tipping reception, organizational self-esteem, and commitment on the formation of OCB. In the 

context of the foodservice industry, we know little about the antecedents of OCB. Current research suggests that 

tipped restaurant employees is an important precursor to build a positive citizen behavior among employees. It 

encourages employees to feel that their work is compensated not only by the company but also by customers.  

Similarly, research suggests that self-esteem, the feeling of being able, and the commitment, the connection 

with the organization, are two significant antecedents of OCB. The literature suggests that Organizational 

citizenship behavior (OCB) is a discretionary employee behavior which maintain and enhance the social and 
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psychological context supporting task performance (Organ, 1997). It is considered critical for an organization‟s 

long-term performance (Takeuchi, Bolino, & Lin, 2015).  However, whether employees who receive rewards in a 

form of tips, employees with high self-esteem, and strong organizational commitment are applicable to guarantee 

OCB and how OCB can be built in the food service industry have been rarely been empirically examined. While this 

construct has been studied extensively regarding the antecedents and consequences, it has not been examined in the 

contexts of restaurants relating to tipping practices.  

Integrating commitment, self-esteem and the reception of tip, the current study attempts to investigate the 

antecedents to employee citizenship behaviors in the restaurant setting. The purpose of the present study is to 

address this theoretical and empirical gap by showing that tipping reception, organizational self-esteem and 

organizational commitment are essential for the construction of OCB.  More significantly, this study addresses the 

question of how OCB can be reinforced by the effect of tipping perceptions, organizational commitment and self-

esteem.   The results of this study will be used to evaluate the current perception held by relative (educated and 

practicing) respondents within the industry and will provide a milestone in the timeline surrounding how the 

overall practice of tipping continues to evolve in both practice and perception as a guide for future research.  

 

2. LITERATURE REVIEW 

2.1. Defining Citizenship Behavior 

Citizenship Behavior, which has also been ascribed as “Good Soldier Syndrome” (Bies, 1989) consists of the 

behavior an employee demonstrates towards their job, including voluntary innovative and spontaneous behavior the 

benefits the employer (and / or organization therein] without necessarily benefiting the employee (Bies, 1989).  A 

study conducted by Konovsky and Pugh (1994) made the additional note that Citizenship behavior classifies as a 

social-contract [exchange] in terms of application and is often swayed by outside variables that directly influence 

other factors such as motivation and self-esteem, or behavioral patterns.  As a concept, citizenship behavior has 

seven dimensions, which include helping behavior, sportsmanship, organizational loyalty, organizational 

compliance, individual initiative, civic virtue and self-development (Konovsky & Pugh, 1994). Citizenship behavior 

is seen as a self-motivated concept, being that it is „unrewarded,‟ and discretionary (Konovsky & Pugh, 1994) 

however, it is a defined measurement for organizational success and effectiveness, and has been used as a parameter 

for researchers studying motivational theories since as early as 1964, when it was first classified by Daniel Katz 

(Katz, 1964; Konovsky & Pugh, 1994).  

 

2.2. Citizenship Behavior and Tipping  

Current research suggests intrinsic links between the concepts of organizational self-esteem, organizational 

commitment, and overall attitude towards tipping procedures within their relationship to citizenship behavior; 

while not strictly causal in their respect to one another; the constructs demonstrate high levels of correlation to one 

another. 

The link between citizenship behaviors and views on tipping [for employees] has significantly less research 

behind it and is the prime motivation for the inception of this study. Blau‟s theories on collective social exchange 

apply the view on the way citizenship behavior and tipping policies are correlative. According to Blau (1964) a hired 

person of an organization views the benefits [and costs] of his/her working situation as a collective experience 

from individual exchanges that happen over a period of time, eventually transcending into the relationship that the 

employee holds with their working environment (Burrell & Morgan, 2019). Suggesting that the policy of tipping is 

interpreted in multiple ways; in an environment where an employee receives a high number of tips and holds a 

steady organizational, self-esteem, and commitment to their organization. The perception of their situation is likely 

to be more positive, which will increase their overall citizenship behavior – whereas a situation in which the 

employee receives little or no compensation is likely to bear a less-progressive social exchange, with the employee 
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having lowered morale and subsequent citizenship behavior overall. The manner in which employees held a 

common belief of the „contractual change relationship‟ highly affected the overall measureable levels of 

commitment, and therein the organizational citizenship behavior (Chun, Shin, Choi, & Kim, 2013). 

H1: There is a positive relationship between reception of tipping within an organization and OCB. 

 

2.3. Defining Organizational Self-Esteem 

Organizational-Based Self-Esteem is a concept that, since it‟s development within the 1970‟s, has been 

thoroughly examined within relevance to ideals such as employee retention, employee engagement, and citizenship 

behavior (Kim & Beehr, 2018). Rosenberg, Schooler, Schoenbach, and Rosenberg (1995) defined „self-esteem‟ as an 

individual‟s overall evaluation of their competencies. They state that individuals maintain their own gauges for 

measurements of success and suggest that self-esteem is a reflective concept of the image one holds of themselves 

foremost (Rosenberg et al., 1995). A major factor that determines self-esteem is the belief that one possesses the 

ability to influence a situation (Creed, Bloxsome, & Johnston, 2001). In 1989, Pierce et al. developed the concept of 

self-esteem into Organizational-based Self-Esteem (OBSE), recognized as the extent to which an individual 

recognizes his/her ability to work, to contribute, and to provide value to the organization. Individuals with strong 

[high] OBSE derive greater and more sustainable satisfaction more easily where their jobs are concerned and find 

their OBSE is less prone to fluctuations than „global‟ (original) self-esteem, as it develops from an outer 

conceptualization of oneself into an inner level of self-concept (Kim & Beehr, 2018). 

 

2.4. The Impact of Organizational Self-Esteem on Citizenship Behavior 

Gardner and Pierce reported a positive relationship between OBSE and citizenship behavior, indicating that 

individuals who perceived themselves to be valuable assets within their organization engaged in behavior that said 

organization would value, and for which they would demonstrate appreciation (Gardner & Pierce, 2010). Korman 

amended this hypothesis by stating that persons with a high general self-esteem and OBSE will be more engaged in 

activities that permeate an organization‟s good image (Korman, 1970; Korman., 1971). Francis Flynn rounded this 

theory out by adding that employees that engaged in citizenship behavior were likely to experience a greater level 

of social status within their organization, which would increase their self-esteem, and lead to them continuing to 

contribute greater citizenship behavior, correlating a cyclical nature between the concepts of OBSE and citizenship 

behavior (Flynn, 2003).  

Rosenfeld, Giacalone, and Riordan (1995) propose the theory that individuals with high organizational based 

self-esteem avoid engaging in activities that could generate negative feedback, and inherently seek out behaviors 

and attitudes that would allow them to be seen in a positive regard from fellow associates, which would lead to their 

own higher self-regard. Because of the importance of self-determination in developing a [positive or negative] self-

esteem, there is a high likelihood that an individual seeking to enhance or steady their OBSE will engage in 

behaviors that are positive from multiple sides – citizenship behavior, as a whole (Ojo, 2017). 

H2: There is a positive relationship between Organizational Self-Esteem and OCB. 

 

2.5. Defining Organizational Commitment 

Organizational Commitment Behavior (OCB) has been a process studied greatly within the last fifty years and 

is a primary focus of employers and organizations that are seeking to analyze and develop their employees beyond 

the standard parameters. Definitions for OCB have varied in the time since its inception; widely, it is seen as an 

attitude towards an organization that gives employees their willingness, energy, and loyalty to act in a manner that 

is mutually beneficial for both the organization and themselves (Sheldon, 1971). It is a phenomenon widely 

recognized as a relationship between employees and employers. Overall, OCB is accepted to include a notion of 

membership (Boxall & Winterton, 2018). It is reflective of the current position of an individual (Boxall & 
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Winterton, 2018) and has predictive potential regarding certain aspects of performance, motivation to work, and 

spontaneous outcomes (Boxall & Winterton, 2018).  

 

2.6. How Organizational Commitment Influences Citizenship Behavior 

Lynn Shore and Sandy Wayne examined the correlation between commitment behaviors and impression 

management found that organizational commitment and citizenship behavior were both positively affected by 

similar constructs (related to compliance and altruism on the parts of both the employer and the employee) (Shore 

& Wayne, 1993) Shore and Wayne‟s study filled a significant gap within the research field in being able to 

successfully [definitively] link organizational commitment behavior to citizenship behavior, and was a turning 

point in research conducted within the field thereafter. The theory of collective social exchange postulates that 

employees of an organization will determine their social exchange with an organization as a single entity, despite 

having differing overall experiences (Burrell & Morgan, 2019).  These shared perceptions affect an employee‟s 

individual level of commitment to an organization, which then affects their individual citizenship behavior, which 

wholly affects the collective citizenship behavior of the employees in the organization as a whole (Burrell & 

Morgan, 2019). 

 

 
Figure-1. Organizational citizenship behavior in services.  

 

H3: There is a positive relationship between Organizational Commitment and OCB.  

The proposed relationships are depicted in Figure 1.  

 

3. METHOD OF STUDY 

3.1. Data Collection 

Data collection for this research was employed through the usage of primary research (self-conducted study 

with firsthand information). Twenty to fifty hospitality-educated students with current or prior paid experience 

within the restaurant industry were invited to fill out a survey regarding views on tipping (and the policies and 

practices related therein) and the manners in which it relates to latter concepts. The primary data sources were 

collected from a controlled pool of (61 reduced to 45) survey-takers from a Midwestern school of hospitality, with 

prior consent from all parties involved.  

Participants within the survey were primarily considered for selection within the research if they fit two 

parameters: they had worked a paid position within the hospitality / restaurant industry before (or currently) and 

were current (or recent) students of hospitality.  
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3.2. Measures 

The Outlook of Tipping Practices was used to measure Tipping. Within the section, it was the goal of the author 

to ask a set of seven questions that will examine the attitudes towards tipping that both sets of survey-takers 

(tipped workers and non-tipped workers) hold towards the practice in general application to the restaurant 

industry. The questions asked were entirely opinion-based and were evaluated using a Likert Scale.  

Pierce’s Organizational Self-Esteem Principles was used to measure Organizational Self-Esteem. Pierce‟s scale 

determines the approximation of confidence one holds in their own abilities to perform satisfactorily whilst in a 

workplace by rating answers to each of ten questions that are centered around the „feelings‟ of an employee 

regarding their self-respect and contribution levels to an organization (Gardner & Pierce, 2010; Kim & Beehr, 

2018).  

Each question is answered of its own merit, and given a value using a 7- point Likert Scale; these individual 

rankings are used to average out an employee‟s organizational-based self-esteem (OBSE). The scale was presented 

within its original form. 

 Mowday’s Organizational Commitment Questionnaire was used to measure Organizational Commitment. 

Mowday‟s questionnaire was a measurement tool developed in 1979 to assign a value (and then assess that value) of 

an individual‟s dedication and longevity within an organizational environment by calculating a numerical figure to 

assign with their expected „stay time‟ to said organization (Mowday, Porter, & Steers, 1979).  Each question is 

answered of its own merit, and given a value using a Likert Scale. The same questions were asked with a shortened 

version of Mowday‟s original scale.  

Cho’s Organizational Citizenship Behavior Reduction was used to measure Organizational Citizenship Behavior. 

Cho‟s Reduction refers to selective valuation [of the original measurement of citizenship behavior] as developed by 

Seeonghe Cho in 2008; in Cho‟s study, ten of the standard 48 questions to evaluate citizenship behavior to navigate 

the restaurant industry in particular regarding citizenship behavior as behaviors that limit or negate entirely the 

contribution and / or increase of workplace problems within an organizational environment (Cho, 2008).  

Cho‟s method allows the parameters of the five specific categories of discretionary behaviors (altruism, 

conscientiousness, sportsmanship, courtesy, and civic virtue) to be touched upon relevant to the industry in 

question, without creating an entirely separate study. Each question is answered of its own merit, and given a value 

using a Likert Scale. The scale presented was in the renovated form used in Cho‟s research to maintain clarity for the 

purpose of the research. 

 

3.3. Data Analysis 

The technique used was descriptive statistical analysis and multiple regression analysis through SPSS. Data 

collected resulted in 61 started surveys, 45 of which presented usable data in the consideration that they had been 

fully and deliberately completed by the culmination of the survey.  

Of the 16 remaining surveys, 15 did not meet qualifications for completion of the survey and 1 survey had been 

attempted to past the Qualifying Questions but remained incomplete at the time of the survey‟s end. Because of the 

presence of multiple independent variables, multiple-regression was used to examine the effect of each independent 

variable on dependent variable. 

 

4. RESULTS 

4.1. Measurement of Demographics 

Of the initial 61 participants within the survey, 45 presented usable data that was analyzed. The first category 

evaluated was the statistical frequency of demographics within the survey participant pool, as seen in Table 1. 
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Table-1. Table of demographic representation. 

Sex / Gender 

Male 19 42.20% 
Female 25 55.60% 
Unidentified 1 2.20% 
Age 
25 or Younger 34 55.70% 
26 – 35 3 4.90% 
36 – 45 3 4.90% 
46 – 55 4 6.60% 
56 – 65 1 1.60% 
  Marital Status 
Married 3 6.70% 

Widowed 1 2.20% 
Divorced 2 4.40% 
Separated 1 2.20% 
Single 38 84.40% 
  Education  
Some College 18 29.50% 
Associate‟s 17 27.90% 
Bachelor‟s 10 16.40% 
Income Level 
$25,000.00 or less 26 32.60% 
$25,001.00 – $50,000.00 12 19.70% 

$50,001.00 00 $75,000.00 2 3.30% 
$75,001.00 – $100,000.00 1 1.60% 
Unidentified 4 6.60% 
Previous Reception of Tipped Wages 
Yes 32 52.50% 
No 13 21.30% 

Note: ** The presented demographics do not include the results of the revoked 16 participants and will not represent statistics 
out of 100% as a result of the missing data. The missing responses are calculated as “unidentified” and left in for numeric 
evaluation. 

  

Of the 45 considered participants within the survey, approximately 42.2% identified as male, with 56.6% 

identifying as female, and 2.2% choosing not to self-identify. This, along with the trends of 55.7% of participants 

being aged 25 or younger, correlates with earlier predictions that a majority of the survey pool was going to consist 

of females within the Millennial and Generation Z categories, indicative of trends with overall college enrollment. 

More than half of the survey participants report being single, at 84.4%. The educational statistic determined that all 

participants had surpassed secondary education into post-secondary education, as would be standard for University 

students (and was a consideration within one of the two Qualifying Questions from the beginning of the survey).  

While nearly half of all considered income levels qualified within the range of “$25,000.00 or less” earned 

annually, there was enough diversity within the calculated remaining 24.6% of participants to offer a varying 

viewpoint within responses, which was of consideration to the author. The final demographic, regarding the receipt 

of tipped wages (past or present) presented a split of approximately 52.5% of survey-takers having [at some point] 

worked for tipped wages in their career with 21.3% having not, was the highest-considered variable for the author, 

and was used for further data extrapolation 

 

4.2. Measurement of Model 

The measurement of the initial model proposed in Figure 1 was estimated using multiple linear regression 

(MRG), which is further explored Table 2 and Table 3. 
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Table-2. SPSS analysis of theoretical model. 

Model Summary 

Model R R-Square Adjusted 
R-Square 

Std. Error of 
Estimate 

Change Statistics 

R-Square Change F-Change 
1 .855^a .731 .711 .89727 .731 37.063 

Note: a.) Predictors = (constant), TIP_AV, SE_AV, OC_AV. 

 

While conducting analyses of the presented data, there was no apparent violation of the multivariate normality 

assumption in the distribution of residuals, ensuring use of the maximum likelihood theory. Goodness-of-fit 

measures were used to assess overall model fit, which resulted in a figure of R² = .731. Adjusted R² = .711, allowing 

for the possibility of bias within the research conducted, while still averaging a high percentage overall. F Change = 

37.063, demonstrating a high justification for the number of variables (approximately 5 total) within the research. 

Present F Value equated to 37.06, showing a significance in the ratio of dependent and independent variables 

factored into the equation. The results for Significance of F Change (P value) were calculated to be .000, justifying 

that the variables considered within the model significantly affected the skew of results found. All the above fit 

indices for the final model indicated an acceptable structural model fit, for the model as presented in Figure 1.  

 
Table-3. ANOVA analysis of theoretical model. 

ANOVA^3 

Model Sum of Squares DF Mean Square F Sig. 

1. Regression 
Residual 
Total 

89.517 
33.009 

122.526 

3 
41 
44 

29.839 
.805 

37.063 .000^b 

Note:   

a.) Dependent Variable: OCB_AV. 
b.) Predictors = (constant), TIP_AV, SE_AV, OC_AV. 

 

5. DISCUSSIONS  

The posted research hypotheses, as represented collectively by the model presented in Figure 1, were tested 

wholly in Table 2 and Table 3. Results from the current study indicates that Organizational Commitment (OC), 

Organizational Self-Esteem (OSE), and Attitude Towards Tipping Practices explained 73% of the variances of 

Organizational Citizenship Behavior.  However, only the coefficient of Organizational Commitment (OC) is 

significant when we look at the effect of each individual independent variable on Citizenship behavior. Therefore, 

only Hypothesis 3 was supported whereas Hypothesis 1 and 2 were not supported.  

Based on the coefficient of Organizational Self-Esteem it can be concluded that, OSE holds the „lowest‟ impact 

over total OCB. This suggests that individuals, even when not feeling valued within their working environments, 

are still likely to engage within OCB. However, it is possible that in order for an employee to begin to influence 

their work environment in a positive way that will, overall, yield a higher OSE (that, in turn, will yield a higher 

personal-self-esteem) (Flynn, 2003) of which this evidence seems indicative. 

As predicted, a significantly positive relationship between OC and OCB was established, suggesting that, an 

individual who has determined their rate of intention to develop longevity within an organization will be more 

likely to engage in OCB overall, even discounting other independent variables. It is suggested that such 

commitment arises from cost-based calculations and results in a need to stay in the long- term relationship only 

when no other alternatives are available or the costs of switching to other options are too high (Meyer & Allen, 

1991). This evidence also correlates with other studies (Burrell & Morgan, 2019; Eisenberger, Huntington, 

Hutchison, & Sowa, 1986) that suggest that employees who have been with an organization longer are more likely 

to engage in OCB overall. In summary, Organizational Commitment held the highest level of relevance to the 

output of OCB, followed by OSE, and Attitude towards Tipping.  
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5.1. Theoretical Implications 

This study clearly showed the pivotal role of organizational commitment and ranked the impact of 

Organizational Commitment, Organizational Self-esteem, and organizational tipping perceptions into the overall 

affectation over organizational citizenship behavior. This allows further support and structure to be lent to future 

researchers who indicate that the presented theory of certain dependent variables impacting Citizenship Behavior, 

giving credence to future theses around the presented model.   

Within the considerations of contributions that may be made by this study exists the conduct of the study; 

having deliberately used a very precise survey-pool that deliberately included select individuals within the 

hospitality industry (both educated and experienced within restaurant practices), in addition to measuring other 

demographics (from sex, age, race, etc.). This presents a unique view within an existing body of literature, insofar 

that this research measures precisely the output of thoughts and opinions of one subject of the relevant population, 

which has not been done in such a measure prior to this research. This contributes new and relevant information to 

said existing body of literature and provides a basis for the future conduct of studies centered around the same (or 

similar) premises. Additionally, this allows a clean pool of unmitigated data that allows for further analysis on less-

directly-related research (such as the representation of gender division within the industry) to develop. Because of 

this, the continuation of knowledge and development will be encouraged through the offering of contributions in 

the pursuit, therein. This also encourages future researchers to gather more and informative data through their own 

research, in the interest of recognizing patterns wherein they might appear through unbiased research.  

 

5.2. Managerial Implications 

As the evidence provided by this research presents based on individual hypotheses, persons within a managerial 

role in hospitality organizations, specifically restaurants, would find significant applicable use within consideration 

of each construct (Organizational Self-Esteem, Reception of Tips, and Organizational Commitment) in determining 

the ideal candidates for employment.  

The data indicated can be implemented from the beginning to the end of the employment-process. At the stage 

of the interview, managers would be able to justify questions that indicate Organizational Self-Esteem (“What 

makes you feel valued within a team?” “Describe your best kind of work environment.”), and Organizational 

Commitment (“How do you feel about training up?” “Would you be interested in taking on additional duties besides 

your job as indicated in the spec?” “What are your five-year plans?”), as all these qualities demonstrate a positive 

correlation with overall OCB (which has been determined to be on-par with desirable, valuable employees). 

Throughout the employment process, managers would be able to measure the relative success of their employees 

through identifying their needs (relevant to the indicated constructs), and use the notes taken during the interview 

process to boost each of these applications as able to, as deemed necessary, and as beneficial to the organization as a 

whole (which will, ideally, present growth and contribution within the company, as an employee moves through the 

ranks of employment, handles more duties, remains longer, and wholly contributes to the overall mission of the 

company, up to and including tipping policies and beyond). Even at the culmination of an employee‟s term within an 

organization, exit-interviews can take into consideration the successful implementation of each construct, and allow 

parameters to be set into practice that will further develop the growth of OCB. 

Most importantly, managers will do well to observe their respective employees hired and attend to their needs 

for Organizational Commitment to incur a more positive Citizenship behavior. Ensuring that their employees 

benefit from a workplace that promotes their self-esteem inside the workplace (which will, in turn, increase their 

self-esteem outside of the workplace (Flynn, 2003) giving them more valid reasons to commit to their organization 

for the long-term, and allowing them to understand the concept of tipping (how and why it is applied, wherein it is 

upheld within an organization, and all the related benefits and losses to taking part in such a practice [on the behalf 

of the employee, and not solely the employer] will all contribute significantly to having employees who are more 
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engaged, and more engaged in citizenship behavior, allowing for longer, more productive, and ultimately more 

beneficial relationships between the employee and employer.  

 

5.3. Overall Limitations 

Though this study has demonstrated an adequate contribution to the current related literature, there are 

limitations within the research conducted and data provided that do restrict the overall applicability of these 

presented findings.  Organizational citizenship behavior is a dynamic construct that exists [made and measured by] 

of many factors; this study attempts to categorize this construct into but three contributory facets, and one 

resulting construct, which will fence the data that is collected.  

Additionally, the primary focus of this study is to be specifically hospitality students with paid restaurant 

experience who have worked for or around tips; as a result, the findings of this study will not be „generalized‟ to all 

persons with insight on tipping – educated, experienced, or otherwise – because of the sample selected. Too, the 

sample will include a higher concentration of Millennial and Generation Z than any other subset within the 

participating survey-takers, due to the location of the survey at a Midwestern University, which will limit possible 

data. This also contributed to a very limited sample size (with only 61 total participants, and only 45 of those 

participants eligible for consideration within the survey as a whole) and would be recompense as altered within 

future study for a larger number of participants, to entertain, examine, and prove the validity of the trends 

emerging and indicated within this study. 

 

5.4. Future Research 

As an improvement, it would be advisable for future studies to be more open to inclusive data, and not be 

restricted to one location within one section of one country. More thorough data could be gathered by surveying a 

wider array of experience [hospitality and / or culinary] students in multiple universities across the United States; 

this study could also be further developed by allocating research globally, to indicate trends in perceptions of 

tipping from country to country, comparative to their normal tipping procedures. This construct could further be 

developed with the inclusion of a wider pool of survey-takes and applicants, generating more diverse trends in 

resulting data that could indicate further correlation and / or causation within the exercise premise of this study. 
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