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ABSTRACT 
 

Envy has become popular as a marketing tool, and marketers are not only trying to evoke envy 

but also trying to convince consumers to use their products and brands to provoke envy in other 

consumers, so brands are strengthened. However, I demonstrate that malicious envy leads 

consumers to be more likely to choose a competing brand (analysis 2), and while benign envy 

increases consumers’ attitude toward a brand, malicious envy decreases their attitude toward a 

brand (analysis 3). Moreover, analysis 1 demonstrates that the effects of deservingness on 

malicious envy has a moderator factor (type of relationship) that affects how undeservingness 

is perceived, in terms of luck and deceit. The objective is to investigate the influence of 

deservingness and type of relationship (like or dislike a person) on benign and malicious envy, 

and the role of such envy subtypes on brand choice and brand attitude. The findings introduce 

a more nuanced view of the undeservingness effects and type of relationship, and contribute to 

the literature on brands and emotions, showing that each envy subtype brings different 

consequences for brands.  

 

KEYWORDS: benign envy, malicious envy, deservingness, brand attitude, brand choice. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

RESUMO 
 

A inveja tornou-se popular como uma ferramenta de marketing, e os profissionais de marketing 

não somente tentam evocar inveja como também tentam convencer os consumidores a usar seus 

produtos e marcas para provocar inveja em outros consumidores, de modo que as marcas sejam 

fortalecidas. No entanto, eu demonstro que a inveja maligna leva os consumidores a serem mais 

propensos a escolher uma marca concorrente (análise 2), e enquanto a inveja benigna aumenta 

a atitude dos consumidores em relação a uma marca, a inveja maligna diminui a atitude em 

relação a marca (análise 3). Além disso, a análise 1 demonstra que os efeitos do merecimento 

na inveja maligna têm um fator moderador (tipo de relacionamento), que afeta como o 

merecimento é percebido, em termos de sorte e engano. O objetivo é investigar a influência do 

merecimento e do tipo de relacionamento (gostar ou não de uma pessoa) sobre a inveja benigna 

e maligna, e o papel dos subtipos de inveja na escolha de marca e na atitude de marca. Os 

resultados introduzem uma visão mais detalhada dos efeitos do merecimento e tipo de 

relacionamento, e contribuem para a literatura sobre marcas e emoções, mostrando que cada 

subtipo da inveja do consumidor traz diferentes conseqüências para as marcas. 

 
PALAVRAS-CHAVES: inveja benigna, inveja maligna, merecimento, atitude de marca, 

escolha de marca. 
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CHAPTER 1 - INTRODUCTION

 

1.1. Context 
 

Marketing professionals use ads and campaigns to inspire strong emotional reactions from 

consumers, aiming to make their products and brands desirable. Recently, envy has become 

popular, as marketers not only try to evoke this emotion in their campaigns but also try to 

convince consumers to use their products and brands to provoke envy in other consumers. For 

example, international brands as Revlon, BMW and Calvin Klein have used envy as an 

argument in their campaigns (see Figure 1). It seems normal that instigating consumers to 

provoke envy using their products and brands in other consumers may bring an overall positive 

consequence to their brands. But how consumers feeling envy of others’ branded product 

perceive the brand? Does envy subtypes differently affect brand perceptions?  

 

FIGURE 1 
 

Envy Ads 
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Envy is a negative emotion that occurs when an individual notices that someone else has 

something that she values and does not have, a desired possession, achievement or quality 

(Smith & Kim, 2007; Parrott & Smith, 1993). The emotion starts with an upward social 

comparison when an individual recognizes that a similar other is superior in a desired 

advantage, evolves to a sense of inferiority and a sense of ego threat, and results in a painful 

experience brought by the perception of being in disadvantage (Parrott 1991; Smith et al. 1999; 

Van de Ven et al. 2015). Envy is a complex emotion, depending on how it is experienced and 

on contextual factors, an envy episode evolves into two primary subtypes, benign and malicious 

envy (Belk, 2011; Parrott, 1991; Van de Ven et al., 2009, 2011).  

 

Malicious envy is an unpleasant and painful emotion with hostile feelings that may lead to 

hostile actions toward an envied person; on the other hand, benign envy is free of hostile 

feelings or harming behaviors, although it is still a negative emotion with a sense of inferiority 

and frustration (Smith & Kim, 2007). Previous research on envy has suggested that 

deservingness is a key appraisal that distinguish both envy subtypes, such that a perceived 

deservingness of another’s advantage elicits benign envy motivating individuals to improve 

themselves, and a perceived undeservingness of the advantage encourages malicious envy 

driving hostile feelings toward others (Van de Ven et al. 2009, 2012). However, this research 

offers a more nuanced view of undeservingness on envy, suggesting that an envious individual 

may perceive a situation as undeserved because an envied other was lucky or because she 

deceived to obtain the advantage; which may affect differently the intensity of malicious envy 

feelings.  

 

This research also introduces and tests empirically a novel dimension, type of relationship (like 

or dislike a person), to extend our understanding of envy and consumer behavior. I consider 

that type of relationship, whether an envious individual likes or dislikes an envied one will 

affect the relationship between perceived deservingness and envy subtypes. Although Smith 

(2000) suggests that envy may be affected by whether the envied other is liked or not, and Van 

de Ven et al. (2015) describe that dislike may be either an antecedent or a consequence of envy; 

to the best of my knowledge, thus far no research has empirically studied how type of 

relationship relate to envy subtypes. 

 

Previous consumer studies have addressed some aspects of envy: the benign form of envy 

(Ackerman, MacInnis, & Folkes, 2000; Belk, 2008, 2011; Folkes, 2011; Solomon, 2011; 
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Wooten, Harrison, & Mitchell, 2011), the motivations of benign and malicious envy (Van de 

Ven et al., 2009, 2011), and the experience of being envied (Romani, Grappi, & Bagozzi, 2016). 

But research predicting envy influence on brands perceptions has received less attention. 

Sundie, Ward, Beal, Chin and Geiger-Oneto (2009, Study 3) found that schadenfreude (the joy 

over the misfortune of others), and one of the malicious envy consequences (Van de Ven et al., 

2015), predicted brand attitude change. Van de Ven et al. (2011) found that an individual feeling 

benign envy was willing to pay more for a desirable product that an envied one had, but an 

individual feeling malicious envy was not willing to pay more for this product, she preferred an 

alternative product to differentiate herself. Extending these findings, I suggest that benign envy 

increases desire for a brand that is part of an envy experience, while malicious envy decreases 

desire for the brand. And I suggest that deservingness and type of relationship influence the 

intensity of envy subtypes, which, in turn, will produce different consequences for brand 

perceptions. To examine the ambivalent experience of envy in a consumption context, I 

investigate how these emotion subtypes impact consumers’ brand choice and influence 

consumers’ attitude toward brands. 

 

1.2.Objectives 
 

The objective of this research is divided in two parts: i) the first part is to investigate the 

deservingness appraisal that distinguish both envy subtypes (malicious and benign), and to 

test the effect of type of relationship (like or dislike a person) on the relationship between 

deservingness and envy subtypes; ii) the second part is to examine the effects of envy subtypes 

on brands that are part of envy experiences in a consumption context. Specially, to examine 

how these emotion subtypes impact consumers’ brand choice and brand attitude. 

 
1.3. Relevance 
 

This research may provide some contributions to the literature. First, it contributes to our 

understanding of envy by highlighting nuances of undeservingness in malicious envy, showing 

that how a consumer perceives undeservingness, by luck or deceit, affects the intensity of this 

emotion subtype. It also brings to light how a novel dimension, type of relationship, extends 

our understanding of envy subtypes and related perceived deservingness. Second, this research 

offers implications for the literature on brands and the role of emotions in consumption. 

Specifically, it shows that each envy subtype brings different consequences for brands, with 
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malicious envy bringing negative consequences and benign envy bringing positive ones. 

Finally, this research also provides managerial contributions, presenting insights for retailers, 

advertisers and marketers that use envy to motivate consumer purchase, either by evoking the 

emotion or by instigating consumers to provoke envy using their products and brands.  

 

This introduction showed the context, objectives and relevance of this research. Next section 

presents a theoretical background; the subsequent section describes the study used to test the 

hypotheses; and the last section provides a discussion, contributions of the findings, limitations 

and future research. 



15 
 

CHAPTER 2 - THEORY 

2.1. Defining Envy 
 

Envy is a negative emotion that results from goal incongruence and goal relevance; it is an 

intense and painful experience that happens when an individual notices that someone else has 

something that she values and does not possess (Lazarus, 1991; Smith & Kim, 2007). The word 

envy comes from the Latin word invidia, which means “looking upon”, and this emotion has 

been historically portrayed since Ancient Greece. The philosopher Aristotle (350BC/1954) 

defined it as the pain over the good fortune of others. Kant defined it as a propensity to view 

the well-being of others with distress, even though it does not detract from one's own. It is a 

reluctance to see our own well-being overshadowed by another's because the standard we use 

to see how well off we are is not the intrinsic worth of our own well-being but how it compares 

with that of others (Kant, 1785/1996). 

 

Most religions condemn envy. Both the Christian and Jewish Bible states that “a tranquil heart 

gives life to the flesh, but envy makes the bones rot” (Prov. 14:30 New American Standard 

Bible). Buddhists believe that a virtuous person should take joy in the good fortune of others, 

termed as mudita, which is the opposite of the term irshya, usually translated as envy, when 

one is unable to bear the others’ success and is driven to obtain it for herself. In Hinduism, the 

Bhagavad Gita 12:13-14 specifies that “One who is not envious but is a kind friend to all living 

entities …who is tolerant, always satisfied, self-controlled …such a devotee is very dear to 

Me.” The conviction that envy is harmful and should be avoided has been prevailing for a long 

time reinforced by religious teachings. Still, this condemned emotion has been tempting us ever 

since; and nowadays, its temptations are becoming greater due to a variety of products available, 

to marketers using this emotion as a marketing tool, and to social comparisons being promoted 

by social networking sites. 

 

Envy starts with an upward social comparison, with the recognition that a similar other is 

superior in a desired advantage (Parrott, 1991; Smith, Parrott, Diener, Hoyle, & Kim, 1999). 

Individuals have a drive to evaluate their opinions and abilities, and self-evaluation processes 

are accomplished by comparisons with others, mainly with those perceived as similar or slightly 

superior (Festinger, 1954). The more similar an individual is to a compared one, the more 

intense will be the comparison and envy feelings (Festinger, 1954; Salovey & Rodin, 1984). 
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For a social comparison and envy to arise, a desired advantage should also be important to the 

self, as individuals envy what they value (Festinger, 1954; Lazarus, 1991; Salovey & Rodin, 

1984; Smith, 2000; Tesser, 1991). For example, a professor may compare herself to another 

professor when both are applying to a senior position and may become envious if the other 

professor gets the position that she wants, as such position is too important for her. 

 

In a self-evaluation process, when a person compares herself to a similar other and recognizes 

that the other is superior in something that she lacks, she may recognize this deficit as self-

caused, with a decrease in self-esteem giving rise to feelings of inferiority and frustration, 

eliciting envy (Festinger, 1954; Parrott & Smith, 1993; Smith et al., 1999). When an individual 

compares herself to another and an unfavorable comparison emerges, the other becomes 

superior in the desired compared aspect, and if a sense of inferiority arises with a decrease in 

self-esteem, she becomes inferior; a sense of ego threat is created with a gap between herself 

and the other. The closer the other person, the greater tends to be the threats to self-evaluation, 

being outperformed by similar results in a greater arousal than by a distant other (Tesser, Millar, 

& Moore, 1988). Following the given example, when a professor loses a new position to another 

professor, and in her comparison process, she realizes that both have similar experience, 

education and age, she may start questioning herself by asking “Why does the other professor 

have it and not I?” and/or “What am I doing wrong?”; and as she may not find any motives to 

justify her perception of the other’s superiority, a sense of inferiority may arise creating a sense 

of ego threat.  

 

Therefore, envy starts with an upward social comparison when one recognizes that a similar 

other is superior in a desired advantage, it evolves to a sense of inferiority and a sense of ego 

threat, and it is a painful experience brought by the perception of being in disadvantage 

(Hoogland, Thielke, & Smith, 2017; Parrott, 1991; Smith et al., 1999; Van de Ven et al., 2015). 

 

2.2. What envy is not 
 

Jealousy. Envy and jealously are often confused with each other in everyday speech; this 

misunderstanding happens because of the semantic ambiguity of the word “jealously”, as it is 

used to express both emotions, and the frequency that both emotions occur together (Parrott & 

Smith, 1993). Both emotions are distinct from each other; envy is related to something a person 

does not have or never had, and jealousy occurs when someone has fears of losing something 
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that was possessed, or thought was possessed (Smith et al., 1999). Parrot and Smith (1993) 

found that envy is characterized by feelings of inferiority with a tendency to produce ill will, 

while jealously by feelings of anxiety, distrust and fear of loss, and tends to produce anger.  

 

Resentment. Resentment is a moral emotion that involves an individual’s moral complaint 

against the undeserved situation (D’arms, 2009; Haidt, 2003). Envy is not a moral emotion, 

even though, an envious person may “find” a moral complaint to try to justify her negative 

feelings toward an envied other. Resentment has a more objective sense of injustice that has a 

“public, sanctioned character”, which allows an individual to express this feeling “without fear 

of social reprisal”, and results in angry feelings (Smith, Parrott, Ozer, & Moniz, 1994, p. 706; 

Smith, 2000). Malicious envy has a more subjective sense of undeservingness and results in a 

painful frustration and hostile feelings toward an envied one (Smith et al, 1994; Smith, 2000). 

 

Admiration. Admiration is a positive emotion and means “to wonder at and try to figure out 

how excellence can be accomplished”, resulting in a pleasant experience contrary to benign 

envy, a negative emotion that elicits frustration (Haidt, 2003; Schindler, Zink, Windrich & 

Menninghaus, 2013, p. 110, Van de Ven, 2015). Both emotions may be outcomes of an upward 

social comparison, and both lead to a motivation to improve oneself, but only admiration leads 

to a motivation to affiliate with a compared other (Van de Ven, 2015).  

 

Desire. Both emotions of envy and desire involve longing for something, but only envy 

involves envious feelings toward others with a desired object. Consumer desire is “an intensely 

passionate positive emotional experience steeped in fantasies and dreams rather than an 

experience involving reasoned judgments” (Belk, Ger, & Askegaard, 1997, p. 24). Individuals 

envy other individuals for having something that they do not have, and desire objects or things 

that may transform them and their lives (Belk, Ger, & Askegaard, 2003). 

 

Covetousness. Covetousness is a wish to have what someone else has, a yearning directed to 

the object; envy is directed toward an envied other, not toward a desired object, “we may envy 

another person when they possess a good that we covet” (Belk, 2011, p. 119). When an 

individual covets something, she may be content when the coveted object is acquired; but, a 

malicious envious individual has negative feelings toward an envied other who owns a coveted 

object and may not be satisfied to just possess the good, as Gore Vidal version of the expression 

states "It is not enough to succeed. Others must fail." 
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2.3. Benign versus Malicious Envy 
 

The generic definition that envy is an unpleasant and frustrating experience, a painful feeling 

of inferiority caused by the perception that someone else has something that an individual wants 

and does not have is a consensus in the literature.  The main debate between scholars is whether 

envy is always conceived as a hostile emotion or whether in some conditions, it may have a 

more benign aspect. Some scholars have discussed that benign envy should not be considered 

as pure envy because it lacks hostile feelings that are essential for the envy proper definition 

(Cohen-Charash, 2009; Foster, 1972; Miceli & Castelfranchi, 2007; Schoeck, 1969; Silver & 

Sabini, 1978; Smith & Kim, 2007; Rawls, 1971) and envy research should only consider the 

emotion as a unitary construct (Cohen-Charash & Larson, 2017a, 2017b; Tai, Narayanan, & 

McAllister, 2012). However, other scholars consider benign envy as a subtype of envy (Belk, 

2011; Hoogland et al., 2017; Lange & Crusius, 2015; Parrott, 1991; Van de Ven et al., 2009, 

2011) and propose that the two subtypes, benign and malicious, may provide a more detailed 

level of the emotion and help better identify motivations and behaviors of envious individuals 

(Ven, 2016). 

 

Cohen-Charash et al. (2017a, 2017b) discuss that some measurements of benign and malicious 

envy may lead to tautology, and suggest that the envy emotion should be defined and measured 

as a unitary construct and not by its action tendencies, which should not be considered as part 

of the emotion. Ven (2016) supports the distinction of the two envy subtypes using as a 

theoretical base: i) a functional approach to emotions, which defines emotions as felt action 

tendencies (Arnold, 1960; Cosmides & Tooby, 2000; Frijda, 1986); ii) appraisal theory, which 

considers emotions with different appraisals as distinct ones (Roseman, Antoniou, & Jose, 

1996). Hoogland et al. (2017, p. 111) discuss that envy should be studied as an evolving 

experience and define that an envy episode “develops in various directions depending on 

individual and contextual factors” and “several paths may be taken, entailing diverse affective 

states, cognitions, and actions”. Thus, to resolve the contradictory issues, the authors (Hoogland 

et al., 2017) propose that envy should be considered as having two subtypes that start from the 

same painful sense of inferiority and evolve according to different conditions. They also suggest 

that to further understand the experiences of envy, it is better to measure envy-related variables 

from the point where the emotion assume a malicious or benign subtype. Cohen-Charash et al. 

(2017b) argue that considering envy as an episode does not answer the questioning of envy 
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subtypes, but it does change the focus from studying envy based on outcomes to study the 

emotion as an episode based on its duration. 

 

Some languages have two separate words to denote envy, one word indicates a benign 

connotation of the emotion and the other a more malicious one, which strengthen the view of 

the existence of both subtypes. In Dutch, benijden and afgunst mean benign and malicious envy, 

respectively. There are several studies that measure and manipulate the two subtypes using 

these separate words (Van de Ven et al., 2009, 2011, 2012; Crusius & Lange, 2014; Lange & 

Crusius, 2015b; Van de Ven et al., 2015). In some countries that do not have two words for 

envy (e.g., Russia and Brazil), some individuals divide the emotion in black and white envy. 

For example, in Brazil, it is more socially acceptable to confess that one has “white envy”, and 

in some circumstances, the confessor even reinforces the benign side of the emotion stating that 

the envy type being felt is the “good one”. 

 

Belk (2011, p. 117) suggests that in our contemporary society, “consumption is driven far more 

by benign envy involving a desire to “level up” through consumption emulation rather than 

“level down” by harming others”, with consumers having greater incomes and more access to 

credit to acquire their desired possessions, or some other alternative options (e.g., opuluxe 

goods and counterfeits). Following Belk (2011), Hoogland et al. (2017) and Van de Ven (2016) 

perspectives, I believe that there are essential conditions that elicit an envy experience, which 

depending on contextual factors, evolve into two primary subtypes (benign and malicious envy) 

that may provide a more detailed level of the emotion to better identify the motivations and 

behaviors of envious consumers. The necessary conditions for envy to arise are: i) an upward 

social comparison, when one recognizes that a similar other is superior in a desired advantage; 

ii) a perceived inferiority and a sense of ego threat as a result of the other’s superiority; iii) a 

pain and a frustration brought by this perception of being in disadvantage (Hoogland et al., 

2017; Parrott, 1991; Smith et al., 1999; Van de Ven et al., 2015).  

 

Both malicious and benign envy are frustrating and negative emotions, they elicit a painful 

perception of inferiority caused by not having what another has. Malicious envy has hostile 

feelings that may lead to hostile actions with a malicious ill will toward an envied one (Smith 

& Kim, 2007; Schimmel, 2008). To cope with the emotion, a malicious envy consumer may: i) 

try to pull an envied other down with harming behaviors (Smith et al., 1994; Van de Ven et al., 

2009, 2011); ii) find alternative options to make an envied object less desirable via social 
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differentiation (Van de Ven et al., 2011). Benign envy is free of hostile feelings or harming 

behaviors, it motivates individuals to improve themselves, and to level up through consumption 

of desired objects (Belk, 2011; Hoogland et al., 2017; Parrott, 1991).  

 

2.4. Envy, Deservingness and Type of Relationship 
 

Benign and malicious envy, their motivations and behaviors occur depending on personal and 

contextual factors (Hoogland et al., 2017; Van de Ven et al., 2012). Previous research has found 

that deservingness is a key appraisal that differentiates both envy subtypes (Van de Ven et al., 

2009, 2012). Other factors are likely to be important to determine which subtype of envy is 

elicited, such as perceived control (Van de Ven et al., 2012), self-esteem (Tai et al., 2012), 

dispositional envy (Smith et al., 1999), dispositional benign and malicious envy (Lange & 

Crusius, 2015a), tie strength (Lin & Utz, 2015), type of pride (Lange & Crusius, 2015b) and 

focus of attention in the social comparison (Crusius & Lange, 2014). But, this research focus is 

on the key appraisal of deservingness. 

 

Deservingness refers to judgments related to outcomes that are achieved by another’s action, 

either observed directly or inferred indirectly, and this other individual is perceived to be 

responsible for this action which produces an outcome that is considered deserved or 

undeserved (Feather 1999, 2008). As an example, a professional colleague who worked hard 

and got a promotion is perceived to deserve it, while a professional colleague who did not work 

hard and got a promotion is perceived to be undeserved. Van de Ven et al. (2009, 2012) found 

that a perceived deservingness of another’s advantage elicits benign envy and a perceived 

undeservingness of the advantage encourages malicious envy.  

 

However, this research offers a more nuanced view of undeservingness on malicious envy. I 

suggest that when an envious individual perceives a situation as undeserved, she may think that 

the undeserved advantage was attained because an envied other was lucky or because the envied 

deceived to obtain the desired advantage. Following the example above, the undeservingness 

perception of the professional colleague may be caused by luck, he could be the only one 

available for the new position, or it may be caused by deceit, he could have lied about his 

abilities. Therefore, I propose that a perceived undeservingness by deceit will lead to a stronger 

malicious envy than a perceived undeservingness by luck. But these subtle effects of perceived 
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deservingness depend on the considerations of other moderating factors, such as type of 

relationship (like or dislike a person). 

 

Envy, as a social emotion that originates in social comparisons, relate directly to interpersonal 

relationships (Bagozzi, 2006). In an experience of an individual being envied, Romani et al. 

(2016) found that dislike toward an envious one increased the positive concerns for being 

envied. The degree to which an individual likes or dislikes another may impact not only an 

experience of being envied but also an experience of feeling envy. Although, previous research 

has suggested that envy feelings may be affected by liking or disliking an envied other (Smith, 

2000; Van de Ven et al., 2015); to the best of my knowledge, no research has empirically tested 

how the role of personal relationship relate to envy subtypes. I consider that type of relationship, 

whether an envious individual likes or dislikes an envied one, will affect the relationship 

between perceived deservingness and envy subtypes (see Figure 2). Specifically, individuals 

with envy feelings toward liked others will feel stronger benign envy than individuals with envy 

feelings toward disliked others in a perceived deserved situation. And individuals with envy 

feelings toward disliked others will feel stronger malicious envy than individuals with envy 

feelings toward liked others in a perceived undeserved situation. 

 
In summary, I expect that: 

 

H1: Type of relationship (like or dislike a person) moderates the effect of perceived 

deservingness on benign envy.  

 

H2: Type of relationship (like or dislike a person) moderates the effect of perceived 

deservingness on malicious envy.  

 

H3: Individuals with an undeserved perception caused by a liked (disliked) other’s 

deceit feel stronger malicious envy than individuals with an undeserved perception 

caused by a liked (disliked) other’s luck. 
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FIGURE 2 

Proposed Model 

 

 

 
 
 
2.5. Envy and Brands  
 

Previous studies on envy in consumer behavior has focused on benign envy (Ackerman et al., 

2000; Belk, 2008, 2011; Folkes, 2011; Solomon, 2011; Wooten et al., 2011), the motivations 

of benign and malicious envy (Van de Ven et al., 2009, 2011), and the experience of being 

envied (Romani et al., 2016). The influence of envy on brands perceptions has received less 

attention (see Sundie et al, 2009 for exception regarding schadenfreude effect on brand attitude 

change). Negative emotions not necessary lead to negative brand perceptions, nor positive 

emotions directly lead to positive brand perceptions. Dunn and Hoegg (2014) found that 

consumers experiencing fear in the presence of a brand felt greater emotional brand attachment 

than consumers who experienced other emotions, such as happiness or excitement. Envy as a 

negative emotion may have a positive or negative influence on brand perceptions, but as 

research on this relationship has received less attention, the influence of the emotion and its 

subtypes on brands is still not clear.  

 

Van de Ven et al. (2011) found that benign envy increased the willingness to pay more for a 

desirable product that an envied one had, but malicious envy increased the willingness to pay 

more for an alternative product. I propose that when a consumer is envious of other’s branded 

product, the brand is perceived as part of the desired object and the consumer will associate the 

brand with the envy episode, which will affect her brand perception depending upon the action 
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tendency that will be used to cope with the emotion. If a consumer has benign envy, the brand 

will be perceived as part of the coping strategy, and she will be motivated to improve herself 

with a desire to affiliate with the brand. However, if a consumer has malicious envy, the brand 

will be associated with the hostile feelings of the emotion, and she will try to disconnect herself 

from the envied person, the product and the brand. Therefore, I suggest that benign envy 

increases desire for the brand that is part of an envy experience, while malicious envy decreases 

desire for the brand. And to examine these ambivalent experience of envy, I investigate how 

these emotion subtypes impact consumers’ brand choice and influence consumers’ attitude 

toward brands. 

 

Brand Choice. Consumers mostly choose a brand based on an association between brand image 

and self-image, their choices construct their self-identity and how they present themselves to 

others (Escalas & Bettman, 2003). Malicious envy consumers, contrary to benign envious 

consumers, have hostile feelings toward an envier other, and when making a choice between a 

brand that is part of an envy experience and a competitive brand, these hostile feelings of 

malicious envy will result in consumers more likely choosing a competitive brand. Thus: 

 

H4. Individuals feeling malicious envy (benign envy) are more (less) likely to choose 

a competing brand than the previously desired brand. 

 

 

Brand Attitude. Brand Attitude serves as value judgments to evaluate products and brands, its 

strength lies in how a consumer judges the goodness or badness of a brand, and a consumer 

may have a positive or negative attitude toward an object without having a prior experience 

with it (Dunn & Hoegg, 2014; Schmitt, 2012; Thomson, MacInnis, & Whan Park, 2005; Whan 

Park, Eisingerich, & Park, 2013). Sundie et al. (2009, study 3) found that participants who felt 

greater schadenfreude were more likely to have a negative affect toward a brand and change 

their attitudes about the brand compared to a preliminary assessment, suggesting that emotional 

responses may influence subsequent brand evaluations. I suggest that consumers feeling benign 

envy with a motivation to improve themselves will have desire to affiliate with the brand part 

of an envy experience, and will increase their attitude toward the brand. I also suggest that 

consumers feeling malicious envy of other’s branded product will perceive the desired object 

and the brand as part of the envy experience and will associate their hostile feelings with the 
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object and brand as a consequence. Given that, malicious envy will cause consumers to reduce 

negatively their attitude toward brands. In summary:  

 

H5: Individuals feeling malicious envy (benign envy) decrease (increase) their 

attitude toward a brand. 

 

The next section describes the empirical procedures to test the above-mentioned hypotheses. 
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CHAPTER 3 - EMPIRICAL STUDY 

 

OVERVIEW  

I test my predictions in one experimental study with three analysis1. In analysis 1, I examine 

the effects of perceived deservingness and type of relationships on benign and malicious envy 

(H1, H2 and H3). In analysis 2, I show that when consumers feel malicious envy, they are more 

likely to choose a competing brand than the previously desired brand, and that when consumers 

feel benign envy, they are less likely to make this choice (H4). Finally, analysis 3 provides 

evidence that the extent of an envy subtype affects differently consumers’ attitude toward 

brands (H5). Table 1 summarizes the hypothesis. 

 

TABLE 1 

Summary of Hypothesis 

Hypothesis Description Analyses 

H1 
Type of relationship (like or dislike a person) moderates the effect of 
perceived deservingness on benign envy.  

1 

H2 
Type of relationship (like or dislike a person) moderates the effect of 
perceived deservingness on malicious envy.  

1 

H3 
Individuals with an undeserved perception caused by a liked (disliked) 
other’s deceit will feel stronger malicious envy than individuals with an 
undeserved perception caused by a liked (disliked) other’s luck. 

1 

H4 
Individuals feeling malicious envy (benign envy) will be more (less) 
likely to choose a competing brand than the previously desired brand. 

2 

H5 
Individuals feeling malicious envy (benign envy) decrease (increase) 
their attitude toward a brand. 

3 

 

 

 

 

 

________________________ 
1An approval to conduct this research was received from CEPH/FGV (Ethical Compliance Committee on Research Involving 
Human Beings). 
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The data were collected in seven classrooms of first semester’s undergraduate course of 

Business, Public Administration and Economics in the city of São Paulo. I used the same 

participants in the three analyses. First, participants signed a consent document, and after that, 

they were primed and answered envy questions (Analysis 1); next, they read a story related to 

the priming and responded to brand perception and demographic questions (Analysis 2 and 3).     

 

The product chosen was an international exchange program. Some Brazilian universities offer 

their undergraduate students the opportunity to take one academic semester/year in an 

international partner university. The brand was a renowned international university selected by 

the students among five options for the exchange program. The international exchange program 

is competitive at this university, as students with the highest grades have the advantage of 

choosing which international partner university they would like to attend.  

 
 
3.1.  ANALYSIS 1  
The goal of analysis 1 was to better understand the elicitation of benign and malicious envy, in 

particular, the effects of perceived deservingness and type of relationships (like or dislike a 

person). Van de Ven et al. (2012) found that perceived deservingness is one of the core factors 

that distinguish both subtypes of envy and considered two states of deservingness: a perceived 

deserved situation in which the envied individual deserved the desired advantage, and an 

underserved one in which the envied other did not deserve it. However, I suggest that when 

someone perceives a situation as not deserved, she may think that the undeserved advantage 

was attained because the envied other was lucky or because the envied one deceived to gain the 

advantage; which will affect differently the intensity of envy feelings. I propose that the type 

of relationship, whether an envious one like or not an envied other, will affect the relationship 

between deservingness and envy subtypes.        

 

I expect that the type of relationship will moderate the effect of perceived deservingness on 

benign envy (H1) and on malicious envy (H2). Specifically, participants with envy feelings 

toward liked others will feel stronger benign envy than participants with envy feelings toward 

disliked others in a perceived deserved situation. And, participants with envy feelings toward 

disliked others will feel stronger malicious envy than participants with envy feelings toward 

liked others in a perceived undeserved situation. I also expect that participants with an 

undeserved perception caused by a liked (disliked) other’s deceit will feel stronger malicious 
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envy than participants with an undeserved perception caused by a liked (disliked) other’s luck 

(H3). 

 

3.1.1 Method 

Pilot Study and Pre-Tests. Instead of using recall tasks to simulate envy, I employed a procedure 

to elicit envy in the moment of the questionnaire. To come up with a stimulus that would involve 

realism and a more naturalistic setting that individuals encounter in real life (Morales, Amir, 

and Lee, 2017), I conducted a pilot study with a series of interviews with undergraduate 

students, professors, employees from the Career Center and the International Relations Office 

of FGV, and with employees of companies that were recruiting students while participating in 

a Career Fair in the same university. My goal was to understand the events in the undergraduate 

student life in which students would try to achieve something considered important and would 

be in competition against each other, to get a more realistic priming. I identified two major 

events that most undergraduate students engage in: an exchange program at an international 

university (as of the third semester of their academic studies) and a mandatory internship (as of 

the fifth semester). In the exchange program, each student chooses a preferred international 

university to attend from a list disclosed by the local university; the selection process is 

according to the students’ grades, the student with the highest grade get selected first in her 

chosen university. This event was chosen instead of the mandatory internship event, because 

there is a larger number of students in competition from the same university than in the 

internship process. 

 

Although students start the application process for the exchange program in the third semester, 

I decided to conduct my study with students of the first semester. According to interview results, 

students of third semester already know their class ranks, and which students have the best 

grades and higher chances to be selected to the most valued international universities in the 

exchange program process; which is different from students of the first semester who do not 

know their class ranks yet. The interviews also revealed that students of the first semester 

consider the exchange program an important event; one of interviewees mentioned that the 

reason she chose this university was because of its partnership with international universities. 

Therefore, to simulate an environment where all students have the same chances of being 

accepted in a desired university (where they do not know their class ranks) and entail a more 

naturalistic setting regarding something the participants consider, my study was conducted with 

students of the first semester. After defining the scenario for the priming stimuli, I administered 
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a series of pre-test with undergraduate students to check the stimuli and the understanding of 

the questions. 

 

Participants and Design. A total of 222 undergraduate students (64% male, Mage = 18.75) took 

part in this experiment and received chocolate bars as reward. Five of the participants were 

excluded from the analysis; four did not answer all the questions, and one answered about envy 

to the suspicion probe at the end of the questionnaire. This analysis employed a 3 

(deservingness: deserved vs. undeserved by luck vs. undeserved by deceit) x 2 (type of 

relationship: liked vs. disliked person) between-subjects design. The dependent variables were 

benign and malicious envy.  

 

Procedure. The study was conducted in a classroom during a regular class. First, participants 

read a cover story about recent studies’ findings suggesting that the final grades that students 

have in their first semester will affect their careers, and that students with best grades will be 

better positioned than students with lower grades. Next, participants were asked to think about 

a classmate that they liked very much (liked condition) or they did not like very much (disliked 

condition) (see Appendix A). In the deserved condition, the classmate got the best grades 

because she studied hard. In the undeserved luck condition, the classmate got the best grades 

because she was lucky enough that the exams only had content she had studied; and in the 

undeserved deceit condition, the classmate got the best grades because she used illicit methods 

in the exams. To reinforce the priming, a cartoon of a person studying and thinking of studying 

hard (or luck or illicit methods) was displayed, and participants were told that the cartoon played 

the role of the liked (or disliked) classmate. The participants were randomly assigned to one of 

the six conditions. 

 

After being primed, participants reported whether they thought it was deserved that the 

classmate had the best grades (1, not at all; 4, very much; Van de Ven et al., 2011), and for the 

undeserved condition, they further responded the reason of undeservingness (“S/he was very 

lucky”, “S/he used illicit methods”, or “Another reason:” _______). Participants also indicated 

how much they liked the other (1, not at all; 4, very much). To measure general envy feelings 

(adapted scale from Van de Ven et al., 2014; Ven, 2016; α = . 69), participants responded how 

much they agreed with the following statement (1, completely disagree; 4, completely agree): 

“I would feel frustrated this student was better off than me”; and indicated how much envy and 

jealousy they would fell toward the other (1, none; 2, just a little bit; 3, a little; 4, feelings of). 
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According to one of the pre-tests, a neutral response for the manipulation check was affecting 

the results with participants getting confused; therefore, I decided to use a 4-point semantic 

differential scale without a neutral response, enabling participants to select options that would 

indicate whether they were primed or not.  

 

Next, the dependent variables, benign and malicious envy, were measured with a 5-point two-

item scales (adapted from Van de Ven et al, 2009, 2012). Benign envy was assessed by asking 

participants to report the extent to which the scenario made them they feel about their studies: 

“would feel inspired to study” (1, not; 5, very much) and “would try harder to get these grades” 

(1, much less; 5, much more). Malicious envy was assessed by asking about their classmate: 

“would wish that s/he would get these grades” (1, not very much; 5, very much) and “would 

speak (ill/well) of her/him to others” (1, very ill; 5, very well). 

 

Finally, participants completed a measure of perceived control using a 5-point two-item scale 

(1, very low, 5, very high; Schifter & Ajzen, 1985), indicating “the likelihood that if they tried 

they would manage to get the best grades in this semester” and “based on their capacity, what 

would be their success estimate of getting the best grades in this semester”; and a measure of 

importance of getting good grades (1, not at all, 5, extremely; Van de Ven et al., 2011) (see 

Appendix A).  

 

3.1.2 Results 

Manipulation checks. To ensure that the prime was successful, an independent samples t-test 

using type of relationship prime as the predictor variable and like measurement as the dependent 

variable revealed that participants who received the like prime indicated that they liked the other 

significantly more (M = 3.49, SD = 0.52) than those who received the dislike prime (M = 2.15, 

SD = 0.66); t(215) = 16.40, p < .001). Similarly, an independent samples t-test using 

deservingness prime as the predictor variable and deservingness measurement as the dependent 

variable indicated that participants who received the deserved prime indicated that they thought 

that the situation was deserved significantly more (M = 3.47, SD = 0.55) than those who 

received the undeserved prime (M = 2.01, SD = 0.74); t(215) = 14.80, p < .001). In addition, a 

chi-square difference test was used to compare type of undeservingness prime (luck or deceit) 

with reported type of undeservingness reason. There was a significant association between the 

type of undeservingness prime and the reported type (χ2(1) = 72.94, p < .001); this seems to 

represent the fact that, based on the odds ratio, the odds of participants perceiving 
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undeservingness by luck were 322.33 times higher if they were primed with undeservingness 

by luck than if primed with undeservingness by deceit. Answers of participants that wrote the 

reason of undeservingness in the “Another reason” option were analyzed and excluded because 

their answers could not be related to either “luck” or “deceit” for this manipulation check (n=9). 

 

General Envy. The three-item of the general envy scale (frustration, jealousy and envy) were 

averaged to create an envy index. Participants with the lowest envy scores (M = 1 and M = 1.33) 

were considered without envy feelings and categorized as a neutral prime condition (n = 31). 

And participants (M ≥ 1.67) that reported either frustration, jealousy or envy, were considered 

with envy feelings. Importantly, only participants with envy feelings were analyzed in analysis 

1 (n = 186).  

 

Importance. A two-way independent ANOVA using deservingness and like prime as predictors 

variables, and importance as the dependent variable revealed that participants found getting 

good grades as very important to them (M = 4.04, SD = 0.75). As expected, importance did not 

significantly differ across conditions (Mdes-like = 4.03, Mdes-dislike = 3.93, Mundes_luck-like = 4.13, 

Mundes_luck-dislike = 4.13, Mundes_deceit_like = 4.19, Mundes_deceit-dislike = 3.90; p = ns). 

 

Perceived Control. The two-item of the perceived control scale were averaged, and a two-way 

independent ANOVA using deservingness prime and like prime as predictors variables, and 

perceived control as the dependent variable revealed that perceived control did not significantly 

differ across conditions (Mdes-like = 3.61, Mdes-dislike = 3.69, Mundes_luck-like = 3.62, Mundes_luck-dislike 

= 3.57, Mundes_deceit_like = 3.47, Mundes_deceit-dislike = 3.72; p = ns). This result shows that participants 

considered their chances of getting the best grades equally, as expected; they were in their first 

semester of their academic studies and not aware of class ranks, they had the perception that all 

students had the same odds of getting the best grades.   

 

Malicious Envy. The malicious envy items were reverse-coded, higher numbers indicate a 

higher level of malicious envy; and the two-item of the scale were averaged. A two-way 

independent ANOVA was run on malicious envy, with deservingness and type of relationship 

as predictors. A main effect of deservingness emerged (F(2, 180) = 52.57, p < .001), such that 

participants in the undeserved by deceit condition reported higher malicious envy (M = 3.52, 

SD = 0.67) compared to participants in the undeserved by luck condition (M = 2.83, SD = 0.70) 

and participants in the deserved condition (M = 2.40, SD = 0.85). Contrasts revealed that the 



31 
 

difference between undeserved by luck and undeserved by deceit was significant (p < .001), as 

well as the difference between deserved and undeserved by luck (p < .001). A main effect of 

type of relationship also emerged (F(1, 180) = 75.87, p < .001), such that participants in the 

disliked condition (M = 3.27, SD = 0.66) presented higher malicious envy than in the liked 

condition (M = 2.47, SD = 0.91). The predicted two-way interaction between deservingness and 

type of relationship was significant (F(2, 180) = 4.71, p = .01), shown in figure 2. Thus, 

hypothesis H2 and H3 were supported. Controlling for importance and perceived control as 

covariates did not change these results. (For more details about ANOVA’s assumptions and 

Descriptive Statistics by Experimental Condition, see Appendix B and C).  

 

FIGURE 3 
 

MALICIOUS ENVY AS A FUNCTION OF DESERVINGNESS  
AND TYPE OF RELATIONSHIP

 
 
 
 

Benign Envy. A two-way independent ANOVA was run on benign envy, with deservingness 

and type of relationship as predictors. The two-item of the benign envy scale were averaged. A 

main effect of deservingness emerged (F(2, 180) = 16.36, p < .001), such that participants in 

the deserved condition reported higher benign envy (M = 3.93, SD = 0.76) compared to 

participants in the undeserved by luck condition (M = 3.31, SD = 0.90) and participants in the 

undeserved by deceit condition (M = 3.12, SD = 0.84). A main effect of type of relationship 

was not significant (Mliked = 3.41 vs. Mdisliked = 3.48; F(1, 180) = .46, p = .50). The two-way 

interaction between deservingness and type of relationship was also not significant (F(2, 180) 
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= 1.02, p = .36). Controlling for importance and perceived control as covariates did not change 

these results. (For more details about ANOVA’s assumptions and Descriptive Statistics by 

Experimental Condition, see Appendix B and C).  

 

3.1.3 Discussion 

The results of Analysis 1 provided experimental evidence that type of relationship (liked or 

dislike a person) influences the relationship between deservingness and malicious envy. When 

envious individuals perceived the other’s advantage as undeserved, they felt stronger malicious 

envy for a disliked other than a liked one. Additionally, when distinguishing the type of 

undeservingness perceived, individuals felt stronger malicious envy with an undeserved 

perception caused by other’s deceit than with an undeserved perception caused by other’s luck. 

In addition, this analysis did not provide evidence that type of relationship influences the 

relationship between deservingness and benign envy. 

 

 

3.2 ANALYSIS 2  
Analysis 2 aimed to better understand the ambivalent experience of envy in a consumption 

context, by investigating how envy subtypes impact consumers’ choice of branded products. I 

propose that consumers feeling malicious envy will be more likely to choose a product from a 

competing brand than the previously desired brand, and consumers feeling benign envy will be 

less likely to choose a product from a competing brand (H4). 

 

3.2.1 Method 

Participants and Design. Participants were the same as those who participated in analysis 1 (n 

= 186). The predictor variables of this analysis were benign and malicious envy, the 

measurement results of benign and malicious envy from Analysis 1 were used for these 

predictors. The dependent variable was brand choice.  

 

Procedure. After participants were primed and responded to questions of analysis 1, they  

selected which university they would like to go for an international exchange program; they 

chose among 4 choices (for Business and Public Administration majors’ students: 1 - New York 

University, USA; 2 - London Business School, UK; 3 – HEC, France; 4 – Esade, Spain; for 

Economics major’s students: 5 – Yale, USA; 6 - London School of Economics, UK; 7 - Sciences 

Po, France; 8 - Universitat Autònoma de Barcelona, Spain) and a written option 
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(“Other”:_____). The order of the answers among questionnaires were changed. I included the 

country of origin with each university to simplify identification for participants (see Appendix 

A). 

 

Next, participants read a story that they and their classmate (chosen from analysis 1) were 

participating in a selection process of an international exchange program with a scholarship in 

the university that they just selected. In the scenario description, their classmate was described 

as liked (or disliked) who got the best grades studying hard (or by luck or using illicit methods), 

according to the prime each participant received in analysis 1. The same cartoon of a person 

from analysis 1 was displayed again for each participant in this story, to reinforce that the 

classmate from this analysis was the same of the analysis 1. After that, participants were told 

that the criteria used for selection was grades, and that their classmate was accepted and 

received a scholarship to spend six months in the selected University (see Appendix A). A 

scholarship was included to control for effects of money constraints that could affect their 

perception of the story. The aim of the story was to maintain the priming of analysis 1 while 

introducing a desired branded product, to use benign and malicious envy’s measurement from 

analysis 1 as predictors for this analysis. 

 

After reading the story, participants were told to choose which T-shirt they would buy (0, “T-

shirt from this University”, 1, “T-shirt from a competing university”) for the same price. 

Participants also responded to other brand perception questions (Analysis 3), demographic 

questions (gender and age), suspicion probe and were debriefed for the Analysis 1 priming (see 

Appendix A). 

 

 

3.2.2 Results 

Benign and Malicious Envy. Benign and malicious envy’s measurement from analysis 1 were 

used as predictors for this analysis. Similar to analysis 1, each two-item of the scales were 

averaged, and the malicious envy items were reverse-coded with higher numbers indicating a 

higher level of malicious envy.  

 
Brand choice. A binary logistic regression showed that benign envy had a significant negative 

effect on choice of the T-shirt from a competing university (β = -.395, SE = .195, Wald = 4.09, 

p = .04) and that malicious envy had a significant positive effect on choice of the T-shirt from 
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a competing university (β = .498, SE = .218, Wald = 5.19, p = .02). Thus, supporting hypothesis 

H3. Gender had non-significant effects and was excluded from the analysis. 

 

3.2.3 Discussion 

This analysis showed that participants feeling malicious envy of another’s exchange program 

in a desired university would likely buy a T-shirt from a competitive university, and participants 

feeling benign envy would not likely buy it. As proposed, this analysis suggests that malicious 

envy has an impact on how consumers perceive a brand involved in an envy situation, which 

could lead to consumers buying products from a competitive brand, contrary to benign envy.  

 

 

3.3. ANALYSIS 3  
The purpose of analysis 3 was to explore how envy subtypes affect consumers’ attitude toward 

brands. I expect that participants feeling benign envy will increase their attitude toward the 

brand and participants feeling malicious envy will decrease their attitude toward the brand (H5). 

 

3.4.1 Method 

Participants and Design. Participants were the same as those who participated in analysis 1 and 

2, and eight of the participants were excluded for not answering all the questions (n = 178). The 

predictor variables of this analysis were benign and malicious envy, the measurement results of 

benign and malicious envy from analysis 1 were used for these predictors. The dependent 

variable was brand attitude.  

 

Procedure. The procedure of this analysis was similar to analysis 2. Additionally, participants 

responded to brand attitude measures (adapted scale from Sundie et al., 2009; Crites et al., 1994; 

Fabrigar & Petty, 1999); answering how they would consider the brand image of the desired 

University: (1, very bad, 5, very good; 1, very unfavorable, 5, very favorable, 1, very negative, 

5, very positive; 1, very undesirable, 5, very desirable; α = .91)  

 

3.4.2 Results  

Brand Attitude. The four-item of the brand attitude scale were averaged in a mean score. Brand 

attitude was submitted to a multiple regression with benign envy and malicious envy as 

independent variables. As expected, benign envy had a significant positive effect on brand 
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attitude (β = .153, t(175) = 2.02, p = .04), and malicious envy had a significant negative effect 

on brand attitude (β = -.134, t(175) = -1.77, p = .08*). Thus, supporting hypothesis H5. 

 

3.4.3 Discussion 

The results of Study 4 provided empirical evidence that envy subtypes influence differently 

consumers’ attitude towards brands. Participants feeling benign envy increased their attitude 

toward a desired University, while participants feeling malicious envy decreased their attitude 

toward a desired University.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

________________________ 
*Considered as significant at the 0.1 level. 
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CHAPTER 4 - FINAL REMARKS 

 
4.1. General Discussion and Contributions 
 
The current results of analysis 1 confirm my prediction that the role of personal relationship is 

important in the shaping of an envy emotional experience, specifically for malicious envy. I 

show that type of relationship moderates the effect of perceived undeservingness on malicious 

envy, such as that disliking an envied other results in stronger malicious envy than liking. 

Interestingly, contrary to my predictions, this analysis does not provide significant evidence 

that type of relationship moderates the relationship between deservingness and benign envy. 

Envy is a complex emotion and its experience has a dual focus of attention that shifts back and 

forth between a focus on the self (one’s own disadvantage) and a focus on the other (other’s 

advantage) (Smith, 2000). A focus on the other’s advantage brings a sense of undeservingness 

(Smith et al. 1994) and the degree to which an individual likes or dislikes the other affects envy, 

while in the focus on the self, liking or disliking the other may have little effect on one’s feeling 

(Smith, 2000). This reasoning strengthens the malicious envy results of this analysis and may 

explain why type of relationship does not affect deservingness and benign envy. Yet, additional 

studies should be conducted. In analysis 1, I also show that a more nuanced view of 

undeservingness on envy, by luck or by deceit, affect differently the intensity of malicious envy 

feelings.      

 

Analysis 2 and 3 demonstrate that experiencing malicious envy may result in negative 

consequences for brand choice and brand attitude, while experiencing benign envy may result 

in positive consequences, and answer to the initial questions of how consumers feeling envy of 

others’ branded product perceive the brand and if envy subtypes differently affect brand 

perceptions. Analysis 2 shows that relative to consumers feeling benign envy, consumers 

feeling malicious envy are more likely to choose a competing brand than a brand that is part of 

an envy experience. This result suggests that malicious envy has a higher impact on brand 

choice than benign envy. Analysis 3 provides additional support that envy subtypes affect 

differently consumers’ attitude towards brands, demonstrating that benign envy increases brand 

attitude while malicious envy decreases consumers’ attitude toward brands.  

 

This research makes contributions to the literature in several streams. First, it contributes to the 

envy literature. Prior research suggests that a perceived deservingness of another’s advantage 
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elicits benign envy and a perceived undeservingness of the advantage encourages malicious 

envy (Van de Ven et al. 2009, 2012). This research extends the understanding of envy by 

identifying two nuances of undeservingness (by luck and by deceit) and demonstrating how 

they differently affect the intensity of malicious envy. In addition, it introduces a novel 

dimension, type of relationship, and shows the influence of liking or disliking an envied other 

on the relationship between undeservingness and malicious envy. Further research is necessary 

to fully understand the role of personal relationship on an envy experience. 

 

Second, this research also contributes to the literature on brands and the role of emotions in 

consumption. I show that malicious envy brings negative consequences for brand choices and 

brand attitude, while benign envy brings positive consequences. Finally, this research also 

brings managerial contributions providing insights for retailers, advertisers and marketers. 

Using envy as a marketing tool to motivate consumer purchase and brand desirability, either 

evoking the emotion or instigating consumers to provoke envy, may backfire as malicious envy 

weakens the bond between a consumer and a desired branded product. Resulting not only in 

consumers not buying their products but purchasing from a competitor and reducing attitudes 

toward their brands. Thus, marketers may use envy as a means of motivating consumer purchase 

and increasing brand desirability when they can anticipate that their target consumers will feel 

benign envy. 

 

4.2. Limitations and Future Research  
 

This current research has limitations that may instigate future studies. First, I used a scenario 

for the experimental manipulation. I tried to increase the realism of the experimental design by 

prior understanding what students considered important and conducting the experiment in the 

same setting as the actual experience (a classroom during a regular class). Trying to measure 

envy in a real environment, I administered a pre-test with students participating in internships 

recruitment processes, but I needed a very large sample to be able to identify envious 

participants and decided not to use this option. Future research could provide further support 

measuring an envy experience in a real setting.  

 

Second, it is challenging to measure and track envy in experimental settings because this 

emotion has a tendency to transmute itself, developing into other emotions over time (Smith & 
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Kim, 2007). For example, one likely transmutation of envy may be into shame that happens 

when an envious individual start to blame herself for her sense of inferiority.  Future research 

could consider measuring the transmutational nature of envy into other emotions (e.g., 

admiration, resentment, anger) and also the co-occurrence of envy and other emotions in a 

social comparison process. Third, an aspect of envy that I did not examine was an individual 

disposition to feel envy. I had a suspicion that participants would not likely admit it and that 

they could rationalize for the responses, even being measured at the end as paper questionnaires 

were given to participants. Future work could examine how dispositional envy (Smith et al., 

1999) and/or dispositional benign and malicious envy (Lange & Crusius, 2015a) are involved 

in the experience of deservingness and envy subtypes. 

 

A future research question could involve a fully understanding of the role of personal 

relationship on an envy experience. This research demonstrated the influence of liking or 

disliking an envied other on the relationship between undeservingness and malicious envy. 

However, as mentioned above, further research is necessary. Another future research question 

could involve a more detailed description of the two nuances of undeservingness, by luck and 

by deceit; for example, considering how other moderators affect and distinguish these 

perceptions.   

 

This research focused on brand choice and brand attitude; but future investigation could 

examine how envy subtypes influence others brand constructs, such as emotional attachment to 

a brand. Consumers with stronger emotional attachment have stronger feelings of affection, 

passion, love and connection for a brand (Thomson et al., 2005), and understanding how each 

stage of envy influence this attachment could provide advancement in the consumer behavior 

area.   
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APPENDIX 

A. Questionnaire  
 
Cover Story 
 

Esta pesquisa busca entender a visão dos alunos de graduação sobre os programas 
internacionais. Não existem respostas certas ou erradas. Suas respostas são confidenciais. 
 

Pesquisas recentes de grandes universidades mostram que as notas dos alunos dos semestres 
iniciais dos cursos de Administração têm impacto na carreira e sucesso destes alunos. Os alunos 
com maiores notas no início do curso tendem a: i) ficar melhor posicionados com uma base 
mais sólida de conhecimento, e ii) ter preferência no processo de seleção para intercâmbios 
internacionais. 
 

Role Play Scenario 
 

- Like and Deserved Scenario: 
  
Pense agora em um(a) colega de sala (usaremos o nome COLEGA para designa-lo(a)), que 
você tem muita afinidade e gosta muito (não pense em alguém que você tenha uma relação 
romântica).  

 
Agora imagine que este(a) COLEGA conseguiu as melhores notas do 1º Semestre (e você não 
conseguiu). COLEGA é inteligente, estudou muito para as provas, esforçou-se bastante com 
muita dedicação e motivação. 

 
 

 
Este(a) é seu COLEGA que você tem muita afinidade. 

 
 

- Dislike and Deserved Scenario: 
 

Pense agora em um(a) colega de sala (usaremos o nome COLEGA para designa-lo(a)), que 
você tem pouca afinidade e não gosta muito (não pense em alguém que você tenha uma relação 
romântica).  
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Agora imagine que este(a) COLEGA conseguiu as melhores notas do 1º Semestre (e você não 
conseguiu). COLEGA é inteligente, estudou muito para as provas, esforçou-se bastante com 
muita dedicação e motivação. 
 
 

 
Este(a) é seu COLEGA que você tem pouca afinidade. 

 
 

- Like and Undeserved by Luck Scenario: 
 

Pense agora em um(a) colega de sala (usaremos o nome COLEGA para designa-lo(a)), que 
você tem muita afinidade e gosta muito (não pense em alguém que você tenha uma relação 
romântica).  
 
Agora imagine que este(a) COLEGA conseguiu as melhores notas do 1º Semestre (e você não 
conseguiu). COLEGA é inteligente, mas estudou bem pouco para as provas, teve muita sorte 
pois só caiu nas provas o pouco conteúdo que havia estudado. 
 

  
Este(a) é seu COLEGA que você tem muita afinidade. 

 
 

- Dislike and Undeserved by luck Scenario: 
 

Pense agora em um(a) colega de sala (usaremos o nome COLEGA para designa-lo(a)), que 
você tem pouca afinidade e não gosta muito (não pense em alguém que você tenha uma relação 
romântica).  
 



45 
 

Agora imagine que este(a) COLEGA conseguiu as melhores notas do 1º Semestre (e você não 
conseguiu). COLEGA é inteligente, mas estudou bem pouco para as provas, teve muita sorte 
pois só caiu nas provas o pouco conteúdo que havia estudado. 
 

 
Este(a) é seu COLEGA que você tem pouca afinidade. 

 
 

- Like and Undeserved by Deceit Scenario: 
 

Pense agora em um(a) colega de sala (usaremos o nome COLEGA para designa-lo(a)), que 
você tem muita afinidade e gosta muito (não pense em alguém que você tenha uma relação 
romântica).  
 
Agora imagine que este(a) COLEGA conseguiu as melhores notas do 1º Semestre (e você não 
conseguiu). COLEGA é inteligente, mas estudou pouco para as provas, utilizou métodos 
corruptos, como colas. 

 
Este(a) é seu COLEGA que você tem muita afinidade. 

 
 

- Dislike and Undeserved by Deceit Scenario: 
 

Pense agora em um(a) colega de sala (usaremos o nome COLEGA para designa-lo(a)), que 
você tem pouca afinidade e não gosta muito (não pense em alguém que você tenha uma relação 
romântica).  
 
Agora imagine que este(a) COLEGA conseguiu as melhores notas do 1º Semestre (e você não 
conseguiu). COLEGA é inteligente, mas estudou pouco para as provas, utilizou métodos 
corruptos, como colas. 
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Este(a) é seu COLEGA que você tem pouca afinidade. 

 
 
Envy Questions 
 
Responda as seguintes perguntas considerando que a história acima tenha ocorrido. Marque a 
sua opção com um X.  
1. Se isto ocorresse, você acharia que seu COLEGA mereceria ter as melhores notas? 
 

Não merecia 
de jeito nenhum  

Não merecia Merecia 
Merecia  
muito  

        

 
Se tiver selecionado que “Não merecia” ou “Não merecia de jeito nenhum”, responda a 
pergunta abaixo: 
1a. Por que você acha que ele não mereceu? 
(  ) Ele foi muito sortudo 
(  ) Ele usou métodos corruptos 
(  ) Outra razão: _______________ 
 
2. Indique o quanto você gosta deste seu COLEGA.  

Não gosto nem 
um pouco  

Não  
gosto  

Gosto 
 

Gosto 
 muito  

        

 
3. Responda as questões abaixo: 

 
Discordo 

Totalmente  
Discordo  Concordo 

Concordo 
totalmente  

Eu me sentiria frustrado se meu COLEGA 
estivesse melhor do que eu. 

        

 

 
Nenhum 

ciúme 

“Só um 
pouquinho” 

de ciúme 

Um pouco de 
ciúme 

Um 
sentimento de 

ciúme 

Eu sentiria por este(a) COLEGA         
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Nenhuma 

inveja 

“Só um 
pouquinho” 

de inveja 

Um pouco de 
inveja 

Um 
sentimento de 

inveja 

Eu sentiria por este(a) COLEGA         

 
4. Se esta história ocorresse, como você se sentiria em relação aos seus estudos: 
 

Não me sentiria 
inspirado para 

estudar  

 Me sentiria 
pouco inspirado 

para estudar  

 Não alteraria 
minha inspiração 

para estudar 

Me sentiria 
inspirado para 

estudar 

Me sentiria muito 
inspirado para 

estudar 

          
 

 
5. Após esta história, como você se sentiria em relação ao seu COLEGA: 
 

 

Falaria muito mal 
dele para outros 

colegas  

Falaria um pouco 
mal dele para 
outros colegas 

Não falaria nem  
mal nem bem 

dele para outros 
colegas 

Falaria um pouco 
bem dele para 
outros colegas  

Falaria muito 
bem dele para 
outros colegas 

          

 
6.  Pela sua capacidade, qual a sua estimativa de sucesso de obter as melhores notas neste 
semestre? 
 

Muito baixa  Baixa  
Nem baixa  
nem alta  

Alta  Muito alta   

          

 
7. Se você se esforçar, a probabilidade de você obter as melhores notas neste semestre será:  
 

Muito baixa  Baixa  
Nem baixa  
nem alta  

Alta  Muito alta   

          

 
 

Teria me 
esforçado muito 

menos para 
conseguir estas 

notas  

 Teria me 
esforçado menos 
para conseguir 

estas notas  

 Não alteraria 
meu esforço para 
conseguir estas 

notas 

Teria me 
esforçado mais 
para conseguir 

estas notas 

Teria me 
esforçado muito 

mais para 
conseguir estas 

notas 

          

Desejaria muito 
que ele(a) não 
tivesse tirado 

estas notas  

Desejaria que 
ele(a) não tivesse 
tirado estas notas  

Não desejaria 
nem que não 

tivesse nem que 
tivesse tirado 

estas notas  

Desejaria que 
ele(a) tivesse 

tirado estas notas 

Desejaria muito 
que ele(a) tivesse 
tirado estas notas  
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8. Indique o quanto é importante para você tirar boas notas: 
 

Não é nada 
importante 

Pouco 
importante  

Nem pouco nem 
muito importante 

Muito 
importante  

Extremamente 
importante 

          

 
9. Dentre as opções abaixo, escolha onde gostaria de fazer um intercâmbio internacional? 
 
(  ) New York University – Estados Unidos 
(  ) London Business School – Inglaterra 
(  ) HEC – França 
(  ) ESADE – Espanha 
(  ) Outro: _________________ 
 
Nas perguntas a seguir, chamaremos esta universidade que escolheu de UNIVERSIDADE. 
 
Story Scenario 
 
- Like and Deserved Scenario: 
  
Agora imagine que você e este seu COLEGA (que você gosta muito e que conseguiu as 
melhores notas pois esforçou-se com dedicação) estão participando de um processo de seleção 
de intercâmbio nesta universidade. Esta UNIVERSIDADE só tem 1 vaga e oferece uma bolsa 
de estudos com todas as despesas pagas ao estudante de intercâmbio. 
 

 Este(a) é seu COLEGA que você tem muita afinidade. 
 

O critério para a seleção inicial do processo foi notas. Como seu(sua) COLEGA possuía as 
melhores notas, ele(a) passou na seleção, e ganhou a bolsa de estudos para passar seis meses 
nesta UNIVERSIDADE, e você não passou. 

 
 
- Dislike and Deserved Scenario: 

 
Agora imagine que você e este seu COLEGA (que você não gosta muito e que conseguiu as 
melhores notas pois esforçou-se com dedicação) estão participando de um processo de seleção 
de intercâmbio nesta universidade. Esta UNIVERSIDADE só tem 1 vaga e oferece uma bolsa 
de estudos com todas as despesas pagas ao estudante de intercâmbio. 
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 Este(a) é seu COLEGA que você tem pouca afinidade. 
 

O critério para a seleção inicial do processo foi notas. Como seu(sua) COLEGA possuía as 
melhores notas, ele(a) passou na seleção, e ganhou a bolsa de estudos para passar seis meses 
nesta UNIVERSIDADE, e você não passou. 

 
 
- Like and Undeserved by luck Scenario: 

 
Agora imagine que você e este seu COLEGA (que você gosta muito e que conseguiu as 
melhores notas pois teve sorte) estão participando de um processo de seleção de intercâmbio 
nesta universidade. Esta UNIVERSIDADE só tem 1 vaga e oferece uma bolsa de estudos com 
todas as despesas pagas ao estudante de intercâmbio. 
 

 Este(a) é seu COLEGA que você tem muita afinidade. 
 

O critério para a seleção inicial do processo foi notas. Como seu(sua) COLEGA possuía as 
melhores notas, ele(a) passou na seleção, e ganhou a bolsa de estudos para passar seis meses 
nesta UNIVERSIDADE, e você não passou. 

 
 
- Dislike and Undeserved by luck Scenario: 

 
Agora imagine que você e este seu COLEGA (que você não gosta muito e que conseguiu as 
melhores notas pois teve sorte) estão participando de um processo de seleção de intercâmbio 
nesta universidade. Esta UNIVERSIDADE só tem 1 vaga e oferece uma bolsa de estudos com 
todas as despesas pagas ao estudante de intercâmbio. 
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 Este(a) é seu COLEGA que você tem pouca afinidade. 
 

O critério para a seleção inicial do processo foi notas. Como seu(sua) COLEGA possuía as 
melhores notas, ele(a) passou na seleção, e ganhou a bolsa de estudos para passar seis meses 
nesta UNIVERSIDADE, e você não passou. 

 
 
- Like and Undeserved by deceit Scenario: 

 
Agora imagine que você e este seu COLEGA (que você gosta muito e que conseguiu as 
melhores notas pois utilizou métodos corruptos) estão participando de um processo de seleção 
de intercâmbio nesta universidade. Esta UNIVERSIDADE só tem 1 vaga e oferece uma bolsa 
de estudos com todas as despesas pagas ao estudante de intercâmbio. 
 

 Este(a) é seu COLEGA que você tem muita afinidade. 
 

O critério para a seleção inicial do processo foi notas. Como seu(sua) COLEGA possuía as 
melhores notas, ele(a) passou na seleção, e ganhou a bolsa de estudos para passar seis meses 
nesta UNIVERSIDADE, e você não passou. 

 
 
- Dislike and Undeserved by deceit Scenario: 

 
Agora imagine que você e este seu COLEGA (que você não gosta muito e que conseguiu as 
melhores notas pois utilizou métodos corruptos) estão participando de um processo de seleção 
de intercâmbio nesta universidade. Esta UNIVERSIDADE só tem 1 vaga e oferece uma bolsa 
de estudos com todas as despesas pagas ao estudante de intercâmbio. 
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 Este(a) é seu COLEGA que você tem pouca afinidade. 
 

O critério para a seleção inicial do processo foi notas. Como seu(sua) COLEGA possuía as 
melhores notas, ele(a) passou na seleção, e ganhou a bolsa de estudos para passar seis meses 
nesta UNIVERSIDADE, e você não passou. 

 
Responda as seguintes perguntas considerando que esta história tivesse ocorrido: 
 
10. Se esta história ocorresse, selecione abaixo como você passaria a considerar a imagem da 
marca desta UNIVERSIDADE: 
 

Muito Ruim  Ruim   Nem ruim nem 
boa 

Boa Muito boa 

          

     

Muito 
Desfavorável  

 
Desfavorável  

 Nem 
desfavorável nem 

favorável 
Favorável  

Muito 
favorável  

          

     

Muito 
Negativa  

Negativa 
 Nem negativa 
nem positiva 

Positiva Muito Positiva 

          

     

Muito 
Indesejável  

 Indesejável 
 Nem indesejável 

nem desejável  
Desejável 

Muito 
Desejável 

          
 
11. Imagine que você fosse comprar uma camiseta, e que houvesse somente as 2 opções 
abaixo pelo mesmo preço. Marque qual opção você escolheria: 
 
(  ) Camiseta da UNIVERSIDADE  
(  ) Camiseta do concorrente  
 
12. Qual é o seu sexo? 
(   ) Feminino  
(   )  Masculino  
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13. Qual a sua idade? _________ 
 
14. Sobre o que você acha que é esta pesquisa?  
___________________________________________________________________________ 
 
 
Debriefing: Na realidade, as pesquisas mostram que notas são importantes para o sucesso 
profissional dos alunos, mas outras características são tão importantes quanto; como por 
exemplo, possuir habilidades interpessoais e auto-controle (Tangney, Baumeister, & Boone, 
2004).  
 
 

 

B. Testing ANOVA’s Assumptions  
 

The assumption of normally distributed data was not met in analysis 1. ANOVA is considered 

a robust test against the normality assumption (Glass, Peckham, and Sanders, 1972; Field, 

2009). In large sample sizes, the central limit theorem shows that the sampling distribution will 

be normal regardless (Games, 1984; Field, 2009). Therefore, ANOVA could be used to test the 

results for these studies. 

 

In analysis 1, the Levene’s test was significant for Benign Envy (F(5, 180) = 4.17, p < 0.01) 

and Malicious Envy (F(5, 180) = 3.54, p < 0.01), so the assumption of homogeneity of variance 

was not met. Small differences in group variances may produce a Levene’s test that is 

significant in large sample sizes (Field, 2009). I used the variance ratio, Hartley’s Fmax (Pearson 

& Hartley, 1954), to check the ratio of the variances between the group with the biggest variance 

and the group with the smallest variance (Fmax-mal_envy = 2.44; Fmax-ben_envy = 3.17). These 

calculated ratios were compared to critical values in a Hartley’s table as a test of homogeneity 

of variance, as a general rule, for samples of 30–60 the ratio should be below about 2 or 3 (Field, 

2009). These results show homogeneity of variance for malicious envy.  
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C. Descriptive Statistics 
 
Experimental Condition – Analysis 1  
 

 

 

 

 

 
 
 
 
 
 
 

Outcome
(1-5 scale)

Type of 
Relationship Deservedness n M SD s

2

Liked X Deserved 27 1.74 0.71 0.51
Liked X Undeserved Luck 27 2.46 0.78 0.61
Liked X Undeserved Deceit 27 3.20 0.58 0.33

Disliked X Deserved 33 2.94 0.51 0.26
Disliked X Undeserved Luck 37 3.09 0.50 0.25
Disliked X Undeserved Deceit 35 3.77 0.65 0.42
Liked X Deserved 27 4.00 0.54 0.29
Liked X Undeserved Luck 27 3.28 0.85 0.72
Liked X Undeserved Deceit 27 2.94 0.64 0.41

Disliked X Deserved 33 3.88 0.90 0.81
Disliked X Undeserved Luck 37 3.34 0.94 0.89
Disliked X Undeserved Deceit 35 3.26 0.96 0.92

Malicious Envy

Benign Envy


