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ABSTRACT

The aim of this study is toamxtpgeore t he
servers’ prof essipoenraflorsmearevcieciece ef fort and
customemnsi sfacti onpayidng hteiips t o the server
After empirical study via the tour group
findings as followed: the better service
sevice is, the bigger tips the server will
the servers provide, the better tips they wi
used as segmenting factor and found that
attention on servers'’ ser vi cceo nesfufnoerrts, whi | e
more concentrated on the professional servi
of fering some practical managerial i mplicati

further study.
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