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How social media sharing drives consumption &
intention: the role of social media envy
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Abstract

Background Social media benign envy, an upward comparison-based and painful emotions associated with

the motivation to improve oneself, has attracted increasing attention from researchers due to its ubiquitous and
significant impact on social network users'intentions and behavior. However, the results of previous studies on
whether material or experiential consumption is more likely to cause social media envy (treated as a single construct)
have been inconsistent, and there is a lack of research on what triggers social media users to experience more intense
benign envy and thus inspiring their consumption intentions. The purpose of this study is to investigate how the type
and luxuriousness of shared consumption and viewer's social comparison orientation jointly affect social media users’
consumption intentions through benign envy.

Methods A 2 (type of consumption sharing: experiential vs. material) x 2 (luxuriousness of consumption sharing:
luxury vs. non-luxury) X 2 (social comparison orientation: high vs. low) mixed-design experiment was conducted to
test theoretical model with data from 544 undergraduates in China. SPSS 26.0 and the Process macro were used to
test the model.

Results The results revealed that luxury experiential consumption information shared on social media triggered
more benign envy compared with other types of shared consumption information. When social media users shared
non-luxury consumption, experiential consumption was more likely to inspire benign envy among users with

high social comparison orientation than material consumption. However, when luxury consumption was shared,
benign envy acted as a mediator between purchase type and participants’ purchase intention regardless of whether
participants’social comparison orientation was high or low.

Conclusion This study revealed that whether and how social comparison orientation of social media users who read
the shared content influences the mechanism by which the type of consumption sharing on social media affects
social media users' consumption intentions through benign envy as a mediator is dependent on the luxuriousness of
the shared consumption. The findings not only provide new insights for researchers to better understand social media
envy and the underlying psychological mechanism for social media readers’ consumption intention, but also have
practical implications for practitioners.
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Introduction

Owing to the growth and popularity of the internet,
social media (e.g., Facebook, Weibo, and Instagram) has
become an increasingly indispensable medium of infor-
mation and communication. Surveys have shown that
people spend increasing amounts of time on social net-
works. In 2022, internet users worldwide spent an aver-
age of 147 min a day on social networks, up from 145 min
in 2021 and the highest since 2012 [1]. People use social
media to communicate with friends, express themselves,
share their experiences and opinions, post comments,
and browse information shared by others (such as view-
ing their activities) [2]. Several studies have suggested
that social comparison based on traditional offline sce-
narios also occurs in the social media environment [3].
Social media users can easily and continuously access a
large amount of information about others presenting
their “good selves” and thus have many opportunities for
social comparison [3, 4].

Social media envy, a painful emotion, arises when
social media users engage in unfavorable upward social
comparison due to their desire to possess but lack the
possessions and life experiences shared in the social net-
work by others (e.g., friends, social media influencers) [5,
6]. It has attracted increasing attention from researchers
owing to its prevalent and significant impact on social
media users’ consumption intention and behaviors [7, 8].
Research has shown that social media envy can have both
positive and negative impacts. Whether social media
envy leads to positive or negative consequences depends
on the nature of the envy: malicious or benign [7, 8].
Social media benign and malicious envy are both upward
comparison-based and painful emotions that can invoke
different action tendencies and fulfill different func-
tions [9]. While malicious envy causes hostility intention
towards to the envied person, and decrease IT use inten-
tions [8, 10], benign envy stimulates consumer desire
for the coveted processions of others shared on social
networks [11, 12]. Therefore, while curbing the negative
consequences of social media malicious envy, it is vital to
understand the triggers of benign envy and its construc-
tive impacts on social media, and to apply its potential to
bring about positive outcomes.

Although prior studies have provided preliminary evi-
dence for our understanding of social media benign envy,
a significant gap remains in the literature on what causes
social media users to experience more intense benign
envy (and how), and thus eliciting a range of different
coping strategies. First, most previous studies that have
treated social media envy as a single construct [13] may
not provide an unequivocal answer on how to untangle

the positive and negative effects of social media envy. To
fully leverage the constructive impacts of social media
envy while limiting its detrimental influences, it is crucial
to understand how social media benign envy is elicited
through which processes. Second, while some studies did
not find a significant relationship between material and
experiential consumption and social media envy [10],
other research found that experiential consumption is
more likely to trigger social media envy [14]. However,
there has been little research paying attention to the
moderating factors to resolve these differences. Third,
although most prior social media envy research were
conducted based on social comparison theory [7], little
was known about the significant role of social compari-
son orientation (SCO) in how social media benign envy is
triggered and thus elicit focal consumers’ envy-reducing
responses: consumption intention.

We argue that the occurrence of social media benign
envy can differ according to the type and luxuriousness
of consumption shared by users on social media and the
readers’ SCO. To fill the gap, this study aims to explore
how the type and luxuriousness of shared consumption
and viewer’s SCO jointly affect social media users’ con-
sumption intentions through benign envy, and investi-
gate the underlying mechanism for social media readers’
consumption intention. Specifically, based on social com-
parison theory, this study proposes and test a theoretical
model to examine how the impact of the type and luxu-
riousness of shared consumption on viewer’s consump-
tion intention through social media benign envy differs
in terms of viewer’s SCO. By doing so, this study provides
valuable new insights into how social media sharing can
drive consumption intention through social media envy.

Theoretical basis and hypotheses

Social comparison in social media

According to social comparison theory, individuals have
an intrinsic motivation to evaluate their abilities, opin-
ions, and status, which leads to a constant comparison
with others consciously or unconsciously [15], even in
the absence of objective external standards for com-
parison [16]. Whenever individuals are confronted with
information about others (e.g., groups, friends, family,
classmates, and media-related entities), they relate this
information to themselves [17, 18]. Social comparison
satisfies the self-evaluation, self-enhancement, and self-
improvement motivational needs of them by engaging in
upward, downward, or parallel comparisons [19, 20]. It is
a fundamental and universal psychological mechanism
that affect individuals’ judgments, emotions, attitudes,
and behaviors [20, 21].
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Social media provides a large amount of easily acces-
sible information that can be used for upward social
comparisons. To create a good public image among their
friends on social networks and gain approval or posi-
tive feedback, social media users often proactively shape
themselves on social media by sharing carefully chosen
and modified pictures, and texts [22—24]. Such positive
self-presentation shared on social media platform can
convey numerous symbolic messages about a sharer’s
identity, status, superiority, wealth, and achievements
[25], and provide other social media users with continu-
ous opportunities for upward social comparison [2, 26].
Through comparisons with others, social media users
can determine whether their identity and status are supe-
rior, equal, or inferior to those of their “friends” and form
evaluations of themselves [3, 27]. The results of such
social comparisons can influence users’ cognitive and
emotional experiences, behavioral intentions, and behav-
iors [7, 26, 28].

Envy-inducing characteristics of shared content on social
media

As a social phenomenon, envy can occur only in environ-
ments where social comparison information is available
[29]. On social network sites, individuals encounter con-
siderable information that portrays other people in a pos-
itive light and showcases a symbolic meaning (e.g., status,
success, and happiness) beyond the content itself. Read-
ing and processing such social information are prerequi-
sites for individual social comparison and social media
envy [7, 11, 29, 30]. When social media users become
aware of their relative disadvantage in terms of achieve-
ments, possessions, or happiness compared to similar
others in relevant domains and dimensions (and desire
to possess them), they experience envy [29, 31, 32]. Some
studies have provided evidence that viewing content with
symbolic meaning in relevant domains can provoke envy.
For example, Krasnova et al. [33] found that frequent
browsing of such social media information could cause
envy among viewers.

Although previous research has shown that, on social
media, travel [34], leisure [33, 35], brands [6], appear-
ance [36], and tangible objects (e.g., clothing, jewelry,
cars, apartments, and mobile phones) [35, 37] with sym-
bolic meaning can all provoke envy among social media
users, we still lack a deep understanding of how differ-
ent types of social media content and the level of mean-
ing it embodies affects social media envy. We argue that
regardless of the specific content shared by social media
users, it can be described in terms of material, experi-
ence, luxury, and non-luxury characteristics.

Social media users often share their travel experi-
ences or new purchase on social media, which are usu-
ally referred to as experiential and material purchase [38].
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Experiential purchases are those made with the primary
intention of acquiring a life experience, consisting of an
event or series of events that one lives through. By con-
trast, material purchases are those made with the primary
intention of acquiring a material good, which is a tangible
object kept in one’s possession [38]. Luxury is regarded
as a subjective, relative, and situational interpretation of
life experiences or activities, and is often associated with
a wide variety of goods and services, including fashion,
clothes, vacations, cars, cruises, hotels, and wines [11,
39-43]. It is a multidimensional cognitive and emotional
construct conveying the significance related to several
physical (e.g., financial values) and psychological values
(e.g., prudential, personal, and social values) that distin-
guish luxury products and services from their non-luxury
counterparts [43].

Prior research has proved that experiential vs. mate-
rial purchases distinctions are valuable for studying social
media envy [37, 44]. However, luxury and non-luxury
characteristics, which have received considerable atten-
tion in other fields (e.g., advertising psychology), received
little attention from social media envy researchers, even
though they are potentially powerful influencing factors
of social media envy. We argue that social media envy is
influenced not only by the material purchases and experi-
ential purchases shared by others, but also by the interac-
tion of material purchases and experiential purchases as
well as the luxuriousness embodied in material purchases
and experiential purchases.

The interaction effect of experiential vs material purchases
and luxuriousness of purchases on social media benign
envy

Previous research has shown that experiential purchases
have many advantages over material purchases in affect-
ing individuals’ emotions, and this “experiential advan-
tage” may be even more pronounced in social media
context [45]. Researchers have identified several psycho-
logical processes that can explain experiential advantage.
First, experiences are more central to one’s identity [38].
Experiential purchases can help individuals understand
their inner and true selves, which are important reflec-
tions of their core selves [44, 46]. Therefore, compared
to material purchases, experiential purchases have a
closer relationship with one’s self-identity and are more
capable of fulfilling identity-related functions [47]. Sec-
ond, experiential purchases can bring more social value.
Experiential purchases are more conducive to promoting
communication and social relationships between indi-
viduals than material purchases because discussing expe-
riences can facilitate self-expression, bring individuals
closer and make them feel pleasant and accepted [44, 45].
Finally, experiential purchases provide individuals with
thoughts and memories along with a sense of belonging
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and social connection; therefore, they are better able to
satisfy individuals’ pursuit of a sense of meaning than
material purchases, which is both a cognitive and emo-
tional assessment of whether one’s life has purpose and
value [48-50].

When social media users read experiential consump-
tion information shared by others, they may realize that
the carefully selected experience consumption shared by
others conveys others’ superiority in relation to identity,
social values, and meaningfulness. Such upward social
comparison in related experiential consumption domain
thus invokes social media envy. Therefore, we have suf-
ficient reasons to believe that, compared to material con-
sumption, the experiential consumption shared by social
media users that conveys their identity, social value and
meaningfulness can explain why it triggers the envy of
information readers more easily. Given that the results
of prior research have shown that most feelings of envy
were essentially benign [10], and that the degree of social
comparison caused by experiential purchase is lower
than that caused by material purchase [51], it is reason-
able to believe that reading about experiential purchases
shared by others inspires more benign envy than reading
about material purchases.

When considering the luxuriousness of material and
experiential consumption, we argue that the experiential
advantage effect is more prominent in arousing benign
envy. As a highly subjective construct, luxury conveys
symbolic meanings that satisfy personal and social needs.
Individuals tend to consume luxury products and ser-
vices to project a successful image and social status, and
to create and reinforce a prestigious self-image and iden-
tity, fulfill intrinsic needs, and signal superiority of them-
selves [43, 52—54]. In line with this reasoning, compared
with non-luxury material and experiential consumption,
luxury ones offer higher quality and prices, higher-end
image, better performance, exquisite design, and crafts-
manship, and appear rarer, more unique and prestigious,
and convey more symbolic and emotional/hedonic values
[55, 56], endowing consumers with a sense of superiority
over their peers, which is a prerequisite for upward social
comparison [57]. Such luxury-associated superiority can
easily stimulate upward social comparison and thereby
inspire envy from others. On the contrary, non-luxury
material and experiential consumption is less capable
of conveying information with symbolic meanings, and
therefore is also less likely to arouse envy from others.
Empirical research also provided preliminary evidence
that luxury experiential consumption, compared with
non-luxury experiential consumption, is more likely to
stimulate upward social comparison and thus trigger
focal consumer’s benign envy [11]. Therefore, it is rea-
sonable to believe that luxury experiential consumption
shared on social media would trigger more benign envy
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from viewers than other types of consumption. Thus, we
propose as follows:

H1: Compared with non-luxury experiential consump-
tion, non-luxury material consumption, and luxury
material consumption shared on social media, luxury
experiential consumption shared by social media users
evokes more benign envy among social media viewers.

The role of social comparison orientation

SCO, as a personality trait, reflects the extent to which
individuals compare themselves with others [58]. It cap-
tures individuals’ propensity to compare themselves
with others in accomplishments, status, and experiences
[59], and is normally distributed among all individuals.
Compared with those who are low SCO, people with
high SCO experience more uncertainty and instability in
their self-concept and are more sensitive and interested
in others’ thoughts, behaviors, status, and performance
[58, 60]. High SCO individuals are more susceptible to
social comparison information and are more likely to
evaluate themselves frequently based on such informa-
tion [61, 62]. Social networks provide abundant social
comparison information and opportunities. Compared to
low SCO individuals, high SCO individuals invest more
time in social networks and engage in frequent social
comparison [63—65]. Moreover, such social comparison
often results in negative effects. Park and Baek’s research
showed that individuals with a higher ability-based SCO
deliberately chose to compare themselves with those bet-
ter than themselves to promote self-improvement, which
in turn stimulated their envy and reduced their happiness
[66]. Park and Jang’s research on tourism suggests that
participants with high SCO experience more envy than
their counterparts [67].

As one of the most important personality traits, SCO
can influence the social comparison process and indi-
viduals’ responses to social comparison information [61].
Comparisons based on sharing information on social
media have different consequences for individuals with
high and low SCO. For instance, Yang [68] investigated
how Instagram activities influence users’ psychologi-
cal well-being and found that Instagram interaction can
significantly reduce the loneliness of individuals with
low SCO. Vogel et al’s [65] research suggested that par-
ticipants with a high SCO reported lower self-esteem
and more negative affect after viewing Facebook profiles
of acquaintances. Overall, findings of previous research
indicate that, compared to those with low SCO, individu-
als with high SCO are more inclined to make social com-
parisons and suffer more.

Based on the above analysis, we argue that SCO may
have impact on social media benign envy jointly with
the type and luxuriousness of shared consumption.
Luxury products and services convey more superiority
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and symbolic meaning than non-luxury products and
services, therefore the impact of SCO on the individu-
als’ envy might be attenuated by the effect of luxury
consumption information. By contrast, the role of SCO
in inspiring individuals’ envy is more prominent when
social media users browse non-luxury materials and
experiential consumption information. Specifically, when
social media users browse luxury consumption informa-
tion, both material and experiential consumption infor-
mation affect their benign envy, regardless of whether
their SCO is high or low. On the contrary, when social
media users browse non-luxury consumption informa-
tion, experiential consumption information triggers more
benign envy among individuals with a high SCO, who are
more involved in the social comparison process of mate-
rial and experiential consumption information. In this
process, owing to the experiential advantage effect, non-
luxury experiential consumption can evoke more benign
envy among individuals with a high SCO. Therefore, we
propose the following hypothesis:

H2: When consumption shared on social media is
non-luxury, viewers who are high SCO experience more
benign envy when they view experiential (vs. material)
consumption.

The mediating role of social media benign envy

As a painful emotion result from upward social compari-
son, envy is an important factor influencing individual
behavioral intentions and behaviors [69]. Research based
on offline scenarios shows that individuals can reduce
envy by narrowing the gap between themselves and the
target of comparison. They can choose “self-enhance-
ment” behavior by striving to achieve or surpass the level
of envy target, or “destructive” behavior by bringing the
envied person down to their own level or making them
lose the envied object. The stronger the desire to reduce

Luxuriousness

(luxury vs. non-luxury)
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envy, the more likely they were to engage in these types
of behaviors [69]. Which behavior individuals choose
depends on the nature of the envy [70, 71].

Similar to envy triggered in offline context, research has
found that social media envy inspired by consumption of
social network information also leads to envy-reducing
behavioral intentions and behaviors [10, 11]. However,
unlike envy in offline context, most of the envious emo-
tions are actually benign in the social media context,
which motives enviers to reduces gap with comparison
targets by enhancing themselves or trying to obtain the
products or services they desire [10, 11]. Therefore, it is
plausible to argue that benign envy plays an important
mediating role between shared information consump-
tion and coping strategies [11, 72]. Based on the afore-
mentioned reasoning on how the type and luxuriousness
of consumption shared on social media and SCO jointly
elicit envy, we hypothesized the following:

H3: The joint impact of type and luxuriousness of con-
sumption on purchase intention is conditionally medi-
ated by benign envy. In other words, when non-luxury
consumption information is shared, benign envy medi-
ates the impact of experiential consumption on the pur-
chase intention of social media viewers with a high SCO.

The theoretical model of the current study is shown in
Fig. 1. As depicted, we propose a joint effect among the
type of shared consumption, the luxuriousness it embod-
ies, and SCO of the focal consumer on his or her con-
sumption intention through social media benign envy.
Specifically, the effect of the type of shared consumption
on focal consumers’ benign envy depends not only on the
luxuriousness it embodies (depicted in Hypothesis 1),
but also on focal consumer’ SCO (depicted in Hypothesis
2). Furthermore, the joint effect of the type and luxuri-
ousness of shared consumption on the focal consumers’

Benign envy

Social comparison

a=—047
»=0.03

orlentation

Purchase type

Purchase intention

(Material vs. Experiential)

c=0.25
p=0.01

A 4

Fig. 1 The proposed theoretical research model and path effects for the “users with high SCO”and “non-luxury consumption” condition
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consumption intention is conditionally mediated by
benign envy (depicted in Hypothesis 3).

Method

Design and stimuli

A 2 (type of consumption sharing: experiential vs. mate-
rial) X 2 (luxuriousness of consumption sharing: luxury
vs. non-luxury) x 2 (SCO: high vs. low) mixed-design
experiment was conducted to test the hypotheses. While
the trait SCO was measured within participants, the
type and luxuriousness of consumption shared on social
media were manipulated between participants using four
experimental scenarios: luxurious experiential (a trip
to Tokyo, Japan), non-luxurious experiential (a trip to
Changlong, China), luxurious material (Gucci shoes), and
non-luxurious material (Adidas shoes) consumption.

To manipulate the luxuriousness of material consump-
tion, we chose Gucci (luxury) and Adidas shoes (non-lux-
ury) as material comparison objects. The annual report
on the most valuable and strongest apparel brands for
2022 showed that Gucci was the third most valuable
luxury brand globally, with high brand value and con-
sumer recognition and an opulent image that symbolized
luxury. Conversely, Adidas had a lower brand value than
Gucci. While it emphasized innovation and sustainability
that aligned with contemporary values, with its relatively
affordable prices, it was accepted by many people and
forms a favorable brand image. Therefore, we used Adi-
das to represent non-luxury consumption [73]".

Drawing on a method used in research [11, 37], we
used social media posts including three components
(destination, picture, and text) to manipulate the type and
luxuriousness of consumption shared on social media. To
manipulate the luxuriousness of experiential consump-
tion, we chose scenic spots in Japan with solitary views
(luxury condition) and Changlong Amusement Park in
China with high tourist density (non-luxury condition) as
the destinations for the stimulus materials. Furthermore,
we used textual descriptions that matched the destination
pictures to reinforce the difference between luxury and
non-luxury experiential consumption. In the luxury con-
dition, we used words such as “fantasy,” “taste;,” and “lux-
urious,” whereas in the non-luxury condition, we used
words such as “nice,” “irritating,” and “delicious” Shoes of
similar styles and types were selected to manipulate the
luxury nature of material consumption. We chose more
luxurious Gucci shoes and less expensive Adidas shoes to

L A pilot test with 54 participants was conducted to ensure the comparabil-
ity of the type and luxury of consumption. The results indicated that Adidas
shoes were perceived as more affordable than Gucci shoes (M g5 = 5.11,
Mgyeei = 5.76, =241, p=0.02), and that Guangzhou Changlong was con-
sidered more affordable than Japan (Mcpangiong = 4-87, Miqpan = 5.52, £=2.42,
p=0.02). Both were measured on a 7-point Likert-type scale, ranging from
one to seven (1=very inexpensive and 7 =very expensive).
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represent luxury and non-luxury material consumption,
respectively. In order to highlight the features of luxury
and non-luxury material consumption, we used shoe pic-
tures that displayed their brand logo, design language,
and text descriptions that matched the pictures to further
enhance their differences. In the luxury condition, we
used words such as “delicate,” “luxurious,” and “upscale;
whereas in the non-luxury condition we used words such
as “nice;,” “comfortable,” and “soft” (see Appendix for the
stimuli).

Participants and procedure

We recruited the participants from two universities
located in Guangxi and Guangdong Provinces who
were active users of social media. First, after being
informed of the purpose of the experiment and con-
firming their consent, participants were asked to fill in
demographic information (including gender, age, educa-
tion), specify frequency of browsing Weibo, and fill out
SCO Scale questionnaire. Subsequently, they were ran-
domly assigned to one of four hypothetical scenarios
with instructions to immerse themselves in the material
context: browsing Weibo during their leisure time after
a busy day, where they encountered a post from one of
their Weibo friends. Upon completion of reading the
materials, they were requested to answer two experimen-
tal manipulation check questions and scales measuring
our focused variables. After completing the experiment,
each participant received a monetary reward of 5 RMB
(approximately USD 0.80).

Data were obtained from 611 participants. After
checking their responses, we excluded nine participants
who did not use Weibo, and 45 who did not choose the
required options (“strongly agree” or “strongly disagree”)
for validity check items. In addition, we excluded 13
responses due to missing values or extreme multivariate
outliers, yielding a final sample of 544 valid responses, of
which 136 were from male respondents (25%) and 408
from female respondents (75%). The mean age was 21.45
(§SD=3.35). Of the participants, 92.50% had a bachelor’s
degree. Regarding Weibo browsing frequency, 13.79%
browsed less than once a month, 11% browsed 1-3 times
a month, 9.40% browsed once a week, 21.70% browsed
several times a week, 11% browsed once a day, 21%
browsed several times a day, and 12.10% always browsed
Weibo.

Measurement

Unless otherwise specified, all variables are measured
using a 7-point Likert scale ranging from “completely dis-
agree (1)” to “completely agree (7)".

Purchase intention We measured purchase intention
with a four-item scale adopted from Dodds, Monroe and
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Table 1 Means, standard deviations, correlations and Cronbach'’s a for the main variables

Variables Mean SD 1 2 3 4 5 Cronbach’s a
1.50C 432 0.92 087
2.Benign envy 425 126 027" 0.94

3. Malicious envy 222 125 020" 0.14™ 0.96

4. Purchase intention 441 1.28 027" 053" 0.07 0.94

5. Type 0.50 0.50 0.07 0177 -0.14" 018"

6. Luxuriousness 0.50 0.50 0.06 0.18™ 015" 0.07 0.00

Notes: N=544; Type=the type of purchase shared on social media; Luxuriousness=the luxuriousness of the purchase shared on social media. *p<0.05; **p<0.01;

**¥»<0.001 (two-tailed)

Table 2 Interaction effect of the type and luxuriousness of consumption information on benign envy

Source Sum of squares df Mean square F P Partial n?
Type 31.36 1 31.36 21.71 <0.001 0.04
Luxuriousness 21.02 1 21.02 14.54 <0.001 0.03

Type * Luxuriousness 13.10 1 13.10 9.07 0.003 0.02
Malicious envy 16.76 1 16.76 11.60 0.001 0.02

Error 77878 539 145

Total 10700.04 544

Note: N=554, Type=the type of purchase shared on social networks; Luxuriousness=the luxuriousness of the purchase shared on social networks

Grewal’s [74] and Gefen and Straub’s [75] studies. A sam-
ple item is “The probability that I would consider buying
the product is very high”

Benign and malicious envy We assessed benign and
malicious envy with a 10-item scale by van de Ven, Zeelen-
berg [69]. Sample items for benign envy include “The per-
son’s success inspires me to do better” and “I will work
hard because I hope to achieve similar success” Sample
items for malicious envy include “I feel annoyed when the
person’s success affects me” and “I would be happy if the
person failed”.

SCO We measured SCO with an 11-item scale by Gib-
bons and Buunk [58]. Sample items include “I often
compare myself with others with respect to what I have
accomplished in life” and “If I want to learn more about
something, I try to find out what others think about it”.

Control variables Benign envy and malicious envy are
both pain-driven emotions that fulfill different but related
functions when the envier encountering an inferior
upward comparison [9, 32]. Prior research has provided
the evidence that malicious envy is significantly related to
benign envy, and may influence the relations among our
focused variables [9]. Therefore, to eliminate the potential
influence of malicious envy on the relationships between
the variables of interest, and help us better understand the
positive nature of social media benign envy, we controlled
for malicious envy.

We used two questions to test the validity of the
manipulation. The first question asked participants to
identify the type of consumption shared on social media
(1=material consumption, 2=experience consumption).

The second question required participants to rate the
luxuriousness of consumption shared on social media
using a 7-point Likert type scale ranging from “very
unluxurious (1)” to “very luxurious (7)".

Results
Descriptive statistics and manipulation check

Table 1 shows means, standard deviations, correlations
and Cronbach’s a for the main variables.

Regarding to manipulation check, the results indi-
cated that there was significant difference between the
evaluation of the participants assigned to the material
and experience purchase conditions (Meperience = 1-87,
M, aterial = 1425 t (542)=12.39, p<0.001). And, there was
significant difference between the evaluation of the par-
ticipants assigned to the luxury and non-luxury condi-
tions (Myyyury = 543, Myon_tuxury = 435 ¢ (542)=13.13,

p<0.001). Hence, the experimental manipulation was
proved to be successful.

Hypothesis tests

Testing for the effect of the type and luxuriousness of
consumption sharing on benign envy

We used the two-way ANOVA to test Hypoth-
esis 1. The results indicated that there were signifi-
cant differences in the effects of consumption type (F
(1,539)=21.71, p<0.001), luxuriousness of consump-
tion (F (1,539)=14.54, p<0.001), and their interaction (F
(1,539)=9.07, p<0.001) on benign envy (Table 2; Fig. 2).
Specifically, on social media, luxury experiential con-
sumption (M =4.85) elicited higher levels of benign envy
than non-luxury experiential consumption (M=4.14),
non-luxury material consumption (M=3.97), and luxury
material consumption (M=4.06). As is shown in Table 3,
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Fig. 2 The interaction effect of the type and luxuriousness of purchases on social media benign envy

Table 3 Pairwise comparison of estimated marginal means

Consumptiontype  Mean Differ- SE  Sig. 95% CI

ence (M,uxury

- Mnon—luxurv)
Material purchase 0.09 015 055 -020 037
Experiential purchase  0.71" 0.15 <0.001 042 1.00

Notes: N=554, Dependent Variable: Benign envy; Pairwise Comparisons was
based on estimated marginal means; °. Adjustment for multiple comparisons:
Bonferroni. *p<0.05; **p<0.01; ***»<0.001

Table 4 Impact of type, luxuriousness, and SCO on benign envy

Benign envy

Variables b SE

Malicious envy 0.10 0.04
Type 045™" 0.10
Luxuriousness 038" 0.10
SCO 028" 0.12
Type*Luxuriousness 054" 0.20
Type* SCO 0317 0.11
Luxuriousness* SCO -0.02 0.1
Type*Luxuriousness* SCO 047" 0.22

Notes: N=544; Bootstrap sample size=5000. Type=the type of purchase shared
on social networks; Luxuriousness=the luxuriousness of the purchase shared
on social networks; SCO=social comparison orientation. *p<0.05; **p<0.01;
**%p 20,001

when social media users shared experiential purchase,
there is significant mean difference (M., - Moy iy
= 0.71, p<0.001), whereas there is no significant mean
difference (M, - M = 0.09, p=0.55) when

non—luxury

social media users shared material purchase. Therefore,
Hypothesis 1 was supported.

Testing for the moderating role of SCO

To test Hypothesis 2, we used a three-way interaction
model proposed by Hayes (2013; Process Model 3) with
the consumption-sharing type as the independent vari-
able, the luxuriousness of the consumption and SCO as
the moderating variables, and benign envy as the depen-
dent variable. We conducted regression analyses using
malicious envy as control variables. As shown in Table 4,
in line with Hypothesis 2, there is a significant three-way
interaction effect on benign envy (b=-0.47, p=0.03).

As shown in Fig. 3, when shared consumption on social
media was non-luxury, a significant interaction effect
between consumption type and SCO on benign envy
was found (b=0.54, p<0.001). Specifically, as shown in
Table 5, when the SCO is high, experience consumption
inspires more benign envy compared with material con-
sumption (»=0.68, p<0.001). By contrast, when shared
consumption on social media was luxury consumption,
the results did not show a statistically significant inter-
action between consumption type and SCO in predict-
ing benign envy (b=0.08, p=0.64). Hence, supporting
Hypothesis 2.
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Table 5 Simple slope test results for benign envy at different values of SCO and luxuriousness

Low SCO (-1 SD)

High SCO (+1 SD)

Variables b SE 95% Cl - LL 95% Cl - UL b SE 95% Cl - LL 95% Cl - UL
Non-luxury(0) -032 0.19 -0.70 0.06 068" 0.20 0.28 108
Luxury(1) 065" 0.21 0.24 1.07 079" 0.20 0.40 1.18

Notes: N=544; The type of purchase isindependent variable, benign envy is dependent variable, SCO and luxuriousness are moderators; Bootstrap sample size=5000

*p<0.05, **p<0.01; p<0.001

Table 6 The index and effects for mediating role of benign envy

using model 11
Index 95% CI 95%
-LL Cl
-UL
Moderated moderated mediation -024 -0.52 0.05
Conditional moderated mediation
by SCO Non-Luxury 0.28 0.10 0.46
©)
Luxury (1) 0.04 -0.17 0.27
Conditional 95% Cl 95%
indirect -LL c
effect -UL
Low SCO (-1 SD) Non-Luxury —0.17 -0.38 0.05
©)
Luxury (1) 034 0.05 0.63
High SCO (+1 SD) Non-Luxury 035 0.13 0.57
©)
Luxury (1) 041 0.20 0.66

Notes: N=544; Percentile bootstrap Cl based on 5000 bootstrap samples

Testing for the mediating role of social media benign envy

To test Hypothesis 3, Hayes’s [76] moderated mediation
model (Model 11) was employed. The results showed that
there was an interaction effect among three predictive

variables that significantly influenced benign envy (see
Fig. 1, b=-047, p=0.03), and a significant effect of
benign envy on purchase intention (b=0.51, p<0.001).
However, as shown in Table 6, the 95% confidence inter-
val for the index of moderated moderated mediation
contains zero (Index=-0.24, 95% CI = [-0.52, 0.05]), so
we cannot definitively conclude that SCO moderates the
moderation of the indirect effect of purchase type by lux-
uriousness of purchase shared on social media. Hence,
Hypothesis 3 was not supported.

Nevertheless, when we used PROCESS-macro for SPSS
(Model 7) [76] to test the joint effect of purchase type and
the luxuriousness of purchase shared on social media on
purchase intention via benign envy, we found that there
was an interaction effect between the purchase type
and luxuriousness of purchase shared on social media
that significantly influenced purchase intention through
benign envy (Table 7, Index=0.32, 95% CI = [0.10, 0.58]).
Specifically, purchase type has a significant indirect effect
on purchase intention through benign envy when the
shared purchase was luxury (b=0.41, 95% CI = [0.25,
0.61]). By contrast, such an effect was not significant for
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Table 7 The index and effects for mediating role of benign envy
using model 7

Index 95%Cl-LL  95%
cl
-UL
Moderated mediation 0.32 0.10 0.58
Conditional 95% CI - LL 95%
indirect effect c
-UL
Pairwise contrasts between 032 0.10 0.58
conditional indirect effects
Non-Luxury (0) 0.09 -0.07 0.24
Luxury (1) 041 0.25 0.61

Notes: N=>544; Percentile bootstrap Cl based on 5000 bootstrap samples

non-luxury shared purchase (b=0.09, 95% CI = [-0.07,
0.24]).

In sum, the findings demonstrated that the joint impact
of type and luxuriousness of consumption on purchase
intention through benign envy does not depend on the
participants’ SCO. When consumption shared on social
media was luxury, benign envy acted as a mediator
between experiential purchase and participants’ purchase
intention regardless of whether participants’ SCO was
high or low.

Discussion

The aim of the study was to explore how the character-
istics of social media sharing can trigger social media
envy and thus influence social media users’ purchase
intentions. Using randomized mixed experiment, this
study found that, compared with material and non-lux-
ury experiential consumption, sharing luxury experien-
tial consumption on social media triggered higher levels
of benign envy among viewers. Moreover, we found that
the type (experiential vs. material) and luxuriousness of
consumption (luxury vs. non-luxury) shared on social
media and viewers’ SCO jointly affected benign envy, and
benign envy played a mediating role in the relationship
between the joint effect of the purchase type and luxuri-
ousness of purchase on participants’ purchase intention.
Specifically, when consumption shared on social media
was luxury, compared to material consumption, experi-
ence consumption triggers more benign envy, and thus
enhancing participants’ purchase intention. By proposing
and testing a conditionally mediating theoretical model,
this study provides new insights for an understanding
of the drivers and mechanisms of the emotional effects
of social comparison on social network users, with sev-
eral theoretical contributions and valuable managerial
implications.

Theoretical implications
First, this study provides new insights into research on
experiential and material purchase by revealing their
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conditional effects on social media benign envy. As for
whether material consumption or experiential consump-
tion is more likely to cause envy among social media
users, our findings demonstrated that luxury experiential
consumption information stimulated more benign envy
among social media viewers than other types of shared
consumption information (H1), since luxury experiential
consumption was shown to have an advantage compared
to other types of consumptions. Furthermore, going
beyond the previously discovered effect of experiential
advantage on consumers themselves [7], this study pro-
vides further evidence that the experiential advantage
effect plays a significant role in affecting the emotions of
social media information viewers. Thus, this study con-
tributes current social media envy research by reconcil-
ing inconsistent findings.

Second, this study sheds novel light on the role of SCO
in provoking social media benign envy. Previous research
has provided preliminary evidence for understanding
whether browsing the information shared by other social
media users (e.g., material and experiential consumption
information) triggers envy [10, 11], and how individual
characteristics (e.g., trait Self-esteem) and situational
factors (e.g., luxuriousness of travel experience) jointly
influence social media envy [11]. However, little relevant
research has examined the role of social media view-
ers’ SCO in eliciting envy of themselves. Beyond previ-
ous research, we found that SCO does not always play its
role in arousing envy among social media viewers. when
the purchase shared by social media users are luxuri-
ous (whether it be material consumption or experiential
consumption), social media readers’ SCO cannot play a
significant role in eliciting envy. However, it is interesting
that we found that when social media users share non-
luxury consumption, there is a considerable difference
in the impact of experiential and material consumption
on benign envy among information viewers with low and
high SCO (see Fig. 3). Viewers with a high SCO experi-
ence more benign envy inspired by non-luxury experi-
ential consumption shared on social media, compared
with non-luxury material consumption shared on social
media (H2). Meanwhile, our findings open up an intrigu-
ing avenue for future research to explore: how to better
leverage social media platforms to stimulate consump-
tion intentions among those with low social comparison
orientation.

Finally, this study provides valuable evidence for under-
standing the underlying psychological mechanism for
social media readers’ consumption intention by test-
ing how the type and luxuriousness of shared consump-
tion and social media viewers’ SCO jointly effect their
consumption intention through benign envy (H3). Our
findings suggest that, although there was a significant
interaction effect among the three predictive variables on
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benign envy, and benign envy had a significant effect on
purchase intention, benign envy does not play a mediat-
ing role in the joint effect of these three predictive vari-
ables on purchase intention. Nevertheless, our findings
uncovered a significant mediating role of benign envy
in the relationship between experiential (vs. material)
purchase and participants’ purchase intention when
consumption shared on social media was luxury. These
findings indicated that social comparison orientation
does not play a role in the mechanism of how the type
(experiential vs. material) and luxuriousness (luxury vs.
non-luxury) of shared consumption jointly influences
purchase intention through benign envy. Overall, our
study addressed the research gaps in whether and how
SCO and shared consumption information on social
media interact to affect benign envy and purchase inten-
tion, thereby providing new insights for understanding
the role of viewers’ personalities in the emotional mech-
anisms of social comparison on social network users.
Moreover, our findings help advance the knowledge of
peer influence mechanisms on social media from the per-
spective of social media information readers.

Practical implications

First, this study provides a basis for social media platform
providers to manage their platforms. While this study
shows that browsing others’ shared consumption infor-
mation can increase viewers’ purchase intention through
arousing social media benign envy, this does not mean
platform providers can unrestrictedly provide functions
catering to users. In order to leverage the positive effects
of social media posts, some users may include unrealistic
luxury elements when describing non-luxury products/
services, or conduct excessive image editing of shared
products/services to highlight unrealistic luxury. While
attracting users and maintaining the sustainable develop-
ment of social media platforms, platform providers have
an obligation to limit the potential negative impacts of
such unrealistic information and guide objective post-
ing through algorithm improvements. For example,
platform providers could avoid providing functions that
allow hiding information users do not want others to see,
and/or limiting excessive image editing or beautification
functions.

Second, our findings provide guidance for advertis-
ers to optimize the effectiveness of their advertisements
on social media. We found that luxury experiential con-
sumption is more likely to elicit envy among social media
users than other types of consumption, and that sharing
non-luxury experiential consumption on social media is
more likely to induce benign envy in social media users
with high SCO, compared with sharing non-luxury mate-
rial consumption. Thus, based on our research findings,
advertisers can leverage the positive aspects of benign
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envy to stimulate users’ purchase motivation and improve
advertising effectiveness on social media. In addition to
including luxury elements in their advertising designs,
advertisers should remember that when designing ads for
goods and services, they should include experiential ele-
ments as much as possible, because luxury experiential
consumption is more effective in eliciting benign envy
and consumption intention in social media users. How-
ever, when designing ads targeting social media users
with high social comparison orientation for non-luxury
goods and services, they should be caution that including
experiential elements in the ads may not yield intended
results. Because the envy generated as a result may not
necessarily translate into purchase intention.

Finally, the study findings can help firms increase their
sales of products and services. Our research findings
suggest that firms can stimulate consumers’ demand by
encouraging users to share their comments regarding
characteristics of purchased products or services (such as
luxury experience) on social media platform, which can
trigger other viewers’ benign envy and increase their pur-
chase intention, ultimately increasing sales. It is impor-
tant for firms to note that for non-luxury goods/services,
their marketing activities that encourage customers to
post comments about consumption experiences might
not increase high SCO readers’ purchase intentions.

Limitations and future research

First, the use of samples from China to test the research
model might have limited the generalizability of our
research results because we did not compare the differ-
ences between samples from different cultures in terms
of the factors that triggered social media envy and their
effects on consumer attitudes and behaviors. However,
some research has indicated that cultural factors can
influence social media envy and coping strategies [13].
Future researchers should gain a deeper understanding
of social media envy using samples from countries with
different cultural backgrounds and comparing the results
among different social media platforms. Second, some
participants’ idiosyncratic characteristics may influence
the research results, such as the previous experiences,
previously owned possessions, brand preference. Even
though a randomized design was used in current study,
we still can’t completely rule out their potential impact,
future research could control for these idiosyncratic
characteristics to eliminate their potential impact on
research results. Third, owing to our research design, we
could not draw conclusions about the causality between
the variables based on our results. Future research should
conduct in-depth analyses on related issues through a
longitudinal design or experience-sampling methods.
Finally, our study used experimental and survey-based
methods to test the model, which might have limited the
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ability to acquire objective data from social media. Multi-
method research can reduce errors that may be caused
by a single method and provide more powerful evidence
to draw reliable conclusions [8]. Given that social media
data comes in a variety of formats (e.g., text, images, and
video), future researchers can use methods such as text
mining and big data analysis.

Conclusion

Previous studies have conducted preliminary research
on social comparison and envy in social network text;
however, there remain numerous important unresolved
issues [7, 30]. Our study revealed how shared informa-
tion on social media could influence a social media users’
willingness to consume through benign envy. We found
that sharing non-luxury experiential purchase on social
media could stimulate higher levels of benign envy)
among browsers with a higher SCO, and that luxury
experiential (vs. material) purchase could evoke more
benign envy among social media information browsers,
regardless of their level of SCO, and thus enhancing their
purchase intention.

Overall, our study provides new insights for a better
understanding of the phenomenon of envy in the social
network context, as well as holds practical implications
for advertisers and businesses.

Supplementary Information
The online version contains supplementary material available at https://doi.
org/10.1186/540359-024-01627-7.

[ Supplementary Material 1 ]

Author contributions
All authors were involved in Data curation and writing the manuscript. All
authors approved the final manuscript.

Funding
This research was supported by the MOE (Ministry of Education in China)
Project of Humanities and Social Sciences (Grant ID: 20YJA630044).

Data availability
The Data generated during the current study are available from the
corresponding author on request.

Declarations

Ethics approval and consent to participate

Since the current study did not involve biomedical and clinical research with
people as subjects, specific ethical approval was not required according to
the requirements of the Special Committee on Scientific Ethics and Academic
Committee of Guangzhou University. The research contents and methods
involved in this study comply with the relevant guidelines and regulations of
this Scientific Ethics Committee and Academic Committee.

Informed consent
Informed consent was obtained from all participants included in the present
study. Anonymity was assured.

Page 12 of 14

Consent for publication
Not applicable.

Competing interests
The authors declare no competing interests.

Author details

'School of Management, Guangzhou University, No. 230 Wai Huan Xi
Road, Guangzhou Higher Education Mega Center, 510006 Guangzhou,
People’s Republic of China

2School of Law, Guangdong University of Finance & Economics, No. 21
Luntou Road, Haizhu District, 510320 Guangzhou, People’s Republic of
China

Received: 8 October 2023 / Accepted: 27 February 2024
Published online: 15 March 2024

References

1. Statista. Average daily time spent on social media worldwide 2012-2022.
2022 [cited 2023 4 April]. Available from: https://www.statista.com/
statistics/433871/daily-social-media-usage-worldwide/.

2. Vogel EA, Rose JP, Roberts LR, Eckles K. Social comparison, social media,
and self-esteem. Psychol Pop Media Cult. 2014;3(4):206-22. https://doi.
0rg/10.1037/ppm0000047.

3. Taylor DG, Strutton D. Does facebook usage lead to conspicuous consump-
tion? J Res Interact Mark. 2016;10(3):231-48. https://doi.org/10.1108/
JRIM-01-2015-0009.

4. Wallace L, James TL, Warkentin M. How do you feel about your friends?
Understanding situational envy in online social networks. Inf Manag.
2017;54(5):669-82. https://doi.org/10.1016/j.im.2016.12.010.

5. JamesTL, Lowry PB, Wallace L, Warkentin M. The effect of belongingness on
obsessive-compulsive disorder in the use of online social networks. J Manag
Inf Syst. 2017,34(2):560-96. https://doi.org/10.1080/07421222.2017.1334496.

6. Jin SV, Ryu E. Il buy what she's #wearing: the roles of envy toward and
parasocial interaction with influencers in instagram celebrity-based brand
endorsement and social commerce. J Retail Consum Serv. 2020. https://doi.
0rg/10.1016/j jretconser.2020.102121. 55:N.PAG-N.PAG.

7. Wenninger H, Cheung CMK, Chmielinski M. Understanding envy and
users'responses to envy in the context of social networking sites: A
literature review. Int J Inf Manage. 2021;58. https://doi.org/10.1016/j.
ijinfomgt.2020.102303.

8. WuJ, Srite M. Envy on social media: the good, the bad and the ugly. Int J Inf
Manage. 2021;56. https://doi.org/10.1016/j.ijinfomgt.2020.102255.

9. Lange J, Weidman AC, Crusius J. The painful duality of envy: evidence for an
integrative theory and a meta-analysis on the relation of envy and schaden-
freude. J Pers Soc Psychol. 2018;114(4):572-98.

10. LinR.Silver lining of envy on social media? The relationships between post
content, envy type, and purchase intentions. Internet Res. 2018;28(4):1142—
64. https.//doi.org/10.1108/IntR-05-2017-0203.

11, LiuH,Wu L, Li X. Social media envy: how experience sharing on social
networking sites drives millennials’aspirational tourism consumption. J Travel
Res. 2019;58(3):355-69. https://doi.org/10.1177/0047287518761615.

12. Xiong W, Huang M, Okumus B, Chen S, Fan F. The predictive role of tourist-
generated content on travel intentions: emotional mechanisms as mediators.
Asia Pac J Tour Res. 2022;27(5):443-56. https://doi.org/10.1080/10941665.202
2.2075778.

13. Wenninger H, Cheung CMK, Krasnova H. College-aged users behavioral
strategies to reduce envy on social networking sites: a cross-cultural
investigation. Comput Hum Behav. 2019;97:10-23. https://doi.org/10.1016/j.
chb.2019.02.025.

14. Park J, Banker S, Masters T, Yu-Buck G. Person vs. purchase comparison: how
material and experiential purchases evoke consumption-related envy in oth-
ers. J Bus Res. 2023;165. https://doi.org/10.1016/jjbusres.2023.114014.

15.  Festinger L. A theory of social comparison processes. Hum Relat.
1954;7(2):117-40. https://doi.org/10.1177/001872675400700202.

16.  Klein WM. Objective standards are not enough: affective, self-evaluative, and
behavioral responses to social comparison information. J Pers Soc Psychol.
1997,72(4):763-74. https://doi.org/10.1037/0022-3514.72.4.763.

17. Mussweiler T, Riter K, Epstude K. The why, who, and how of social compari-
son: a social-cognition perspective. In: Guimond S, editor. Social comparison


https://doi.org/10.1186/s40359-024-01627-7
https://doi.org/10.1186/s40359-024-01627-7
https://www.statista.com/statistics/433871/daily-social-media-usage-worldwide/
https://www.statista.com/statistics/433871/daily-social-media-usage-worldwide/
https://doi.org/10.1037/ppm0000047
https://doi.org/10.1037/ppm0000047
https://doi.org/10.1108/JRIM-01-2015-0009
https://doi.org/10.1108/JRIM-01-2015-0009
https://doi.org/10.1016/j.im.2016.12.010
https://doi.org/10.1080/07421222.2017.1334496
https://doi.org/10.1016/j.jretconser.2020.102121
https://doi.org/10.1016/j.jretconser.2020.102121
https://doi.org/10.1016/j.ijinfomgt.2020.102303
https://doi.org/10.1016/j.ijinfomgt.2020.102303
https://doi.org/10.1016/j.ijinfomgt.2020.102255
https://doi.org/10.1108/IntR-05-2017-0203
https://doi.org/10.1177/0047287518761615
https://doi.org/10.1080/10941665.2022.2075778
https://doi.org/10.1080/10941665.2022.2075778
https://doi.org/10.1016/j.chb.2019.02.025
https://doi.org/10.1016/j.chb.2019.02.025
https://doi.org/10.1016/j.jbusres.2023.114014
https://doi.org/10.1177/001872675400700202
https://doi.org/10.1037/0022-3514.72.4.763

Liu et al. BMC Psychology

20.

21

22.

23.

24,

25.

26.

27.

28.

29.

30.

32.

33.

34.

35.

36.

37.

38.

39.

(2024) 12:157

and social psychology: understanding cognition, intergroup relations, and
culture. Cambridge University Press; 2006. pp. 33-54.

Guimond S, Branscombe NR, Brunot S, Buunk AP, Chatard A, Désert M, et

al. Culture, gender, and the self: variations and impact of social com-

parison processes. J Pers Soc Psychol. 2007;92(6):1118-34. https://doi.
0rg/10.1037/0022-3514.92.6.1118.

Suls J, Martin R, Wheeler L. Social comparison: why, with whom, and

with what effect? Curr Dir Psychol Sci. 2002;11(5):159-63. https://doi.
org/10.1111/1467-8721.00191.

Wood JV. What is social comparison and how should we study it? Pers Soc
Psychol Bull. 1996,22(5):520-37. https://doi.org/10.1177/01461672962250.
Corcoran K, Crusius J, Mussweiler T. Social comparison: motives, standards,
and mechanisms. In: Chadee D, editor. Theories in social psychology. Oxford,
UK: Wiley Blackwell; 2011. pp. 119-39.

Chou H-TG, Edge N.They are happier and having better lives than i am: the
impact of using facebook on perceptions of others'lives. Cyberpsychol Behav
Soc Netw. 2012;15(2):117-21. https://doi.org/10.1089/cyber.2011.0324.

Fox J, Vendemia MA. Selective self-presentation and social comparison
through photographs on social networking sites. Cyberpsychol Behav Soc
Netw. 2016;19(10):593-600. https://doi.org/10.1089/cyber.2016.0248.
Lee-Won RJ, Shim M, Joo YK, Park SG. Who puts the best face forward on
Facebook? Positive self-presentation in online social networking and the role
of self-consciousness, actual-to-total friends ratio, and culture. Comput Hum
Behav. 2014,39:413-23. https://doi.org/10.1016/j.chb.2014.08.007.

Kerr G, Lewis C, Burgess L. Bragging rights and destination marketing: a tour-
ism bragging rights model. J Hosp Tour Manag. 2012;19(1):7-14. https://doi.
0rg/10.1017/jht.2012.17.

Verduyn P, Gugushvili N, Massar K, Taht K, Kross E. Social comparison on social
networking sites. Curr Opin Psychol. 2020;36:32-7. https://doi.org/10.1016/j.
copsyc.2020.04.002.

Gerber JP, Wheeler L, Suls J. A social comparison theory meta-analysis
60+years on. Psychol Bull. 2018;144(2):177-97. https://doi.org/10.1037/
bul0000127.

Kohler MT, Turner IN, Webster GD. Social comparison and state-trait dynam-
ics: viewing image-conscious instagram accounts affects college students’
mood and anxiety. Psychol Pop Media. 2021;10(3):340-9. https://doi.
0rg/10.1037/ppm0000310.

Smith RH, Kim SH. Comprehending envy. Psychol Bull. 2007;133(1):46-64.
https://doi.org/10.1037/0033-2909.133.1.46.

Meier A, Johnson BK. Social comparison and envy on social media: a criti-
cal review. Curr Opin Psychol. 2022;45:101302. https://doi.org/10.1016/j.
copsyc.2022.101302.

Cohen-Charash Y. Episodic envy. J Appl Soc Psychol. 2009;39(9):2128-73.
https://doi.org/10.1111/j.1559-1816.2009.00519..

Cohen-Charash Y, Larson EC. What is the nature of envy? In: Smith RH, Mer-
lone U, Duffy MK, editors. Envy at work and in organizations. New York, USA:
Oxford University Press; 2017. pp. 1-38.

Krasnova H, Widjaja T, Buxmann P, Wenninger H, Benbasat |. Why follow-

ing friends can hurt you: an exploratory investigation of the effects of

envy on social networking sites among college-age users. Inf Syst Res.
2015;26(3):585-605. https://doi.org/10.1287/isre.2015.0588.

Latif K, Malik MY, Pitafi AH, Kanwal S, Latif Z. If you travel, i travel: testing

a model of when and how travel-related content exposure on facebook
triggers the intention to visit a tourist destination. SAGE Open. 2020;10(2).
https://doi.org/10.1177/2158244020925511.

Lin R, Utz S. The emotional responses of browsing facebook: happiness, envy,
and the role of tie strength. Comput Hum Behav. 2015;52:29-38. https://doi.
0rg/10.1016/j.chb.2015.04.064.

Appel H, Crusius J, Gerlach AL. Social comparison, envy, and depression on
facebook: a study looking at the effects of high comparison standards on
depressed individuals. J Soc Clin Psychol. 2015;34(4):277-89. https://doi.
0rg/10.1521/jscp.2015.34.4.277.

Lin R, van de Ven N, Utz S. What triggers envy on social network sites? A
comparison between shared experiential and material purchases. Comput
Hum Behav. 2018;85:271-81. https://doi.org/10.1016/j.chb.2018.03.049.

Van Boven L, Gilovich T. To do or to have? That is the question. J Pers Soc
Psychol. 2003;85(6):1193-202. https://doi.org/10.1037/0022-3514.85.6.1193.
Brun A, Castelli C. The nature of luxury: a consumer perspective. Int J

Retail Distrib Manag. 2013;41(11/12):823-47. https://doi.org/10.1108/
IJRDM-01-2013-0006.

40.

41.

42.

43.

45.

46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

58.

59.

60.

61.

Page 13 of 14

Hwang J, Han H. Examining strategies for maximizing and utilizing brand
prestige in the luxury cruise industry. Tour Manag. 2014;40:244-59. https:/
doi.org/10.1016/j.tourman.2013.06.007.

Vanacker H, Lemieux A-A, Bonnier S. Different dimensions of durability in the
luxury fashion industry: an analysis framework to conduct a literature review.
J Clean Prod. 2022;377:134179. https://doi.org/10.1016/},jclepro.2022.134179.
Wang Y. A conceptual framework of contemporary luxury consumption. Int J
Res Mark. 2022,39(3):788-803. https://doi.org/10.1016/j.ijresmar.2021.10.010.
Kauppinen-Raisanen H, Gummerus J, von Koskull C, Cristini H. The new
wave of luxury: the meaning and value of luxury to the contemporary
consumer. Qual Mark Res. 2019;22(3):229-49. https://doi.org/10.1108/
QMR-03-2016-0025.

Gilovich T, Kumar A. We'll always have paris: The hedonic payoff from experi-
ential and material investments. In: Olson JM, Zanna MP, editors. Advances in
experimental social psychology. Advances in experimental social psychology.
Volume 51. Academic; 2015. pp. 147-87.

Weingarten E, Goodman JK. Re-examining the experiential advantage in
consumption: a meta-analysis and review. J Consum Res. 2021;47(6):855-77.
https://doi.org/10.1093/jcr/ucaa047.

Kim J, Seto E, Christy AG, Hicks JA. Investing in the real me: preference for
experiential to material purchases driven by the motivation to search for true
self-knowledge. Self Identity. 2016;15(6):727-47. https://doi.org/10.1080/152
98868.2016.1208623.

Moldes O, Banerjee R, Easterbrook MJ, Harris PR, Dittmar H. Identity changes
and well-being gains of spending money on material and experiential con-
sumer products. J Econ Psychol. 2019;72:229-44. https://doi.org/10.1016/j.
joep.2019.04.003.

Baumeister RF, Vohs KD, Aaker JL, Garbinsky EN. Some key differences
between a happy life and a meaningful life. J Posit Psychol. 2013;8(6):505-16.
https://doi.org/10.1080/17439760.2013.830764.

Lambert NM, Stillman TF, Hicks JA, Kamble S, Baumeister RF, Fincham

FD.To belong is to matter: sense of belonging enhances mean-

ing in life. Pers Soc Psychol Bull. 2013;39(11):1418-27. https://doi.
0rg/10.1177/0146167213499186.

LiB,Wang S, Lei L, Li F. Expanding the experiential advantage model: explor-
ing the mediating roles of a sense of meaning and moderating effects of
motivational autonomy. J Consum Mark. 2022;39(4):317-32. https://doi.
0rg/10.1108/jcm-09-2020-4140.

CarterTJ, Gilovich T. The relative relativity of material and experiential
purchases. J Pers Soc Psychol. 2010;98(1):146-59. https://doi.org/10.1037/
a0017145.

Gurzki H, Woisetschlager DM. Mapping the luxury research landscape: A
bibliometric citation analysis. J Bus Res. 2017;77. https://doi.org/10.1016/j.
jbusres.2016.11.009.:.147-66.

Husic M, Cicic M. Luxury consumption factors. J Fash Mark Manag.
2009;13(2):231-45. https://doi.org/10.1108/13612020910957734.

Shahid S, Paul J. Intrinsic motivation of luxury consumers in an emerging
market. J Retail Consum Serv. 2021;61:102531. https://doi.org/10.1016/.
jretconser.2021.102531.

Michaelidou N, Siamagka NT, Hatzithomas L, Chaput L. Femvertising practices
on social media: a comparison of luxury and non-luxury brands. J Prod Brand
Manag. 2022;31(8):1285-300. https://doi.org/10.1108/JPBM-09-2020-3074.
Tynan C, McKechnie S, Chhuon C. Co-creating value for luxury brands. J Bus
Res. 2010;63(11):1156-63. https://doi.org/10.1016/j jbusres.2009.10.012.
Wood JV. Theory and research concerning social comparisons of

personal attributes. Psychol Bull. 1989;106(2):231-. https://doi.
0rg/10.1037/0033-2909.106.2.231. 48.

Gibbons FX, Buunk BP. Individual differences in social comparison: devel-
opment of a scale of social comparison orientation. J Pers Soc Psychol.
1999;76(1):129-42. https://doi.org/10.1037/0022-3514.76.1.129.

Buunk AP, Gibbons FX. Social comparison orientation: A new perspective

on those who do and those who don't compare with others. In: Guimond S,
editor. Social comparison and social psychology: understanding cognition,
intergroup relations, and culture. Cambridge University Press; 2006. pp.
15-32.

Buunk AP, Dijkstra P. Does attractiveness sell? Women'’s attitude toward a
product as a function of model attractiveness, gender priming, and social
comparison orientation. Psychol Mark. 2011;28(9):958-73. https://doi.
0rg/10.1002/mar.20421.

Buunk AP, Gibbons FX, Dijkstra P, Krizan Z. Individual differences in social
comparison: the complex effects of social comparison orientation. In: Suls


https://doi.org/10.1037/0022-3514.92.6.1118
https://doi.org/10.1037/0022-3514.92.6.1118
https://doi.org/10.1111/1467-8721.00191
https://doi.org/10.1111/1467-8721.00191
https://doi.org/10.1177/01461672962250
https://doi.org/10.1089/cyber.2011.0324
https://doi.org/10.1089/cyber.2016.0248
https://doi.org/10.1016/j.chb.2014.08.007
https://doi.org/10.1017/jht.2012.17
https://doi.org/10.1017/jht.2012.17
https://doi.org/10.1016/j.copsyc.2020.04.002
https://doi.org/10.1016/j.copsyc.2020.04.002
https://doi.org/10.1037/bul0000127
https://doi.org/10.1037/bul0000127
https://doi.org/10.1037/ppm0000310
https://doi.org/10.1037/ppm0000310
https://doi.org/10.1037/0033-2909.133.1.46
https://doi.org/10.1016/j.copsyc.2022.101302
https://doi.org/10.1016/j.copsyc.2022.101302
https://doi.org/10.1111/j.1559-1816.2009.00519.x
https://doi.org/10.1287/isre.2015.0588
https://doi.org/10.1177/2158244020925511
https://doi.org/10.1016/j.chb.2015.04.064
https://doi.org/10.1016/j.chb.2015.04.064
https://doi.org/10.1521/jscp.2015.34.4.277
https://doi.org/10.1521/jscp.2015.34.4.277
https://doi.org/10.1016/j.chb.2018.03.049
https://doi.org/10.1037/0022-3514.85.6.1193
https://doi.org/10.1108/IJRDM-01-2013-0006
https://doi.org/10.1108/IJRDM-01-2013-0006
https://doi.org/10.1016/j.tourman.2013.06.007
https://doi.org/10.1016/j.tourman.2013.06.007
https://doi.org/10.1016/j.jclepro.2022.134179
https://doi.org/10.1016/j.ijresmar.2021.10.010
https://doi.org/10.1108/QMR-03-2016-0025
https://doi.org/10.1108/QMR-03-2016-0025
https://doi.org/10.1093/jcr/ucaa047
https://doi.org/10.1080/15298868.2016.1208623
https://doi.org/10.1080/15298868.2016.1208623
https://doi.org/10.1016/j.joep.2019.04.003
https://doi.org/10.1016/j.joep.2019.04.003
https://doi.org/10.1080/17439760.2013.830764
https://doi.org/10.1177/0146167213499186
https://doi.org/10.1177/0146167213499186
https://doi.org/10.1108/jcm-09-2020-4140
https://doi.org/10.1108/jcm-09-2020-4140
https://doi.org/10.1037/a0017145
https://doi.org/10.1037/a0017145
https://doi.org/10.1016/j.jbusres.2016.11.009
https://doi.org/10.1016/j.jbusres.2016.11.009
https://doi.org/10.1108/13612020910957734
https://doi.org/10.1016/j.jretconser.2021.102531
https://doi.org/10.1016/j.jretconser.2021.102531
https://doi.org/10.1108/JPBM-09-2020-3074
https://doi.org/10.1016/j.jbusres.2009.10.012
https://doi.org/10.1037/0033-2909.106.2.231
https://doi.org/10.1037/0033-2909.106.2.231
https://doi.org/10.1037/0022-3514.76.1.129
https://doi.org/10.1002/mar.20421
https://doi.org/10.1002/mar.20421

Liu et al. BMC Psychology

62.

63.

64.

65.

66.

67.

68.

69.

70.

72.

(2024) 12:157

J, Collins RL, Wheeler L, editors. Social comparison, judgment, and behavior.
Oxford University Press; 2020. pp. 77-104.

Buunk BP, Zurriaga R, Gonzalez-Roma V, Subirats M. Engaging in upward and
downward comparisons as a determinant of relative deprivation at work: a
longitudinal study. J Vocat Behav. 2003;62(2):370-88. https://doi.org/10.1016/
S0001-8791(02)00015-5.

Brandenberg G, Ozimek P, Bierhoff H-W, Janker C. The relation between use
intensity of private and professional sns, social comparison, self-esteem,

and depressive tendencies in the light of self-requlation. Behav Inf Technol.
2019;38(6):578-91. https://doi.org/10.1080/0144929X.2018.1545049.

Mariani MM, Ek Styven M, Nataraajan R. Social comparison orientation and
frequency: a study on international travel bloggers. J Bus Res. 2021;123:232-
40. https://doi.org/10.1016/jjbusres.2020.09.070.

Vogel EA, Rose JP, Okdie BM, Eckles K, Franz B. Who compares and despairs?
The effect of social comparison orientation on social media use and its
outcomes. Pers Individ Differ. 2015;86:249-56. https://doi.org/10.1016/j.
paid.2015.06.026.

Park SY, Baek YM. Two faces of social comparison on facebook: the interplay
between social comparison orientation, emotions, and psychological
well-being. Comput Hum Behav. 2018;79:83-93. https://doi.org/10.1016/j.
chb.2017.10.028.

Park J-Y, Jang S. You got a free upgrade? What about me? The consequences
of unearned preferential treatment. Tour Manag. 2015;50:59-68. https://doi.
0rg/10.1016/j.tourman.2015.01.003.

Yang C-c. Instagram use, loneliness, and social comparison orientation:
interact and browse on social media, but don't compare. Cyberpsychol Behav
Soc Netw. 2016;19(12):703-8. https://doi.org/10.1089/cyber.2016.0201.

van de Ven N, Zeelenberg M, Pieters R. Leveling up and down: the experi-
ences of benign and malicious envy. Emotion. 2009,9(3):419-29. https://doi.
0rg/10.1037/a0015669.

Crusius J, Lange J. How do people respond to threatened social status?
Moderators of benign versus malicious. In: Smith RH, Merlone U, Duffy MK,
editors. Envy at work and in organizations. New York: Oxford University Press;
2017.pp. 85-110.

van de Ven N. Envy and its consequences: why it is useful to distinguish
between benign and malicious envy. Soc Personal Psychol Compass.
2016;10(6):337-49. https://doi.org/10.1111/spc3.12253.

Wang T, Mai XT, Thai TD-H. Approach or avoid? The dualistic effects of envy
on social media users'behavioral intention. Int J Inf Manage. 2021;60. https://
doi.org/10.1016/jijinfomgt.2021.102374.

Page 14 of 14

73.  Finance B. Brand finance apparel 50 2022: The annual report on the most
valuable and strongest apparel brands. 2022 [cited 2023 1 May]. Available
from: https://brandirectory.com/rankings/apparel/.

74.  Dodds WB, Monroe KB, Grewal D. Effects of price, brand, and store informa-
tion on buyers'product evaluations. J Mark Res. 1991;28(3):307-19. https.//
doi.org/10.1177/002224379102800305.

75.  Gefen D, Straub KDW. Trust and Tam in online shopping: an integrated model.
MIS Q. 2003;27(1):51-90. https://doi.org/10.2307/30036519.

76. Hayes AF. Introduction to mediation, moderation, and conditional process
analysis: a regression-based approach. New York, NY: The Guilford; 2013.

Publisher’s Note
Springer Nature remains neutral with regard to jurisdictional claims in
published maps and institutional affiliations.

Dege Liu, PhD is associate professor of the School of Management at
Guangzhou University, Guangzhou, China. He received his PhD from the
Sun Yat-sen University in Management. His areas of research interest are
leadership, narcissism, envy and being envied.

Bin He is a postgraduate of the School of Management at Guangzhou
University, Guangzhou, China. Her areas of research interest are envy and
coping.

Ruan Feng is a postgraduate of the School of Management at Guangzhou
University, Guangzhou, China. His areas of research interest are envy and
consumer behavior.

Xiaojun Huang, PhD is associate professor of the School of Management
at Guangzhou University, Guangzhou, China. He received his PhD from

the Nanchang University in Management. His areas of research interest are
Human resource management, Data and decision. Xiaojun Huang is the
corresponding author and can be contacted at: gzuhxj@21cn.com.

Master Gaogiang Liu, Master is a research assistant of the School of Law,
Guangdong University of Finance & Economics, His areas of research interest
are social media policy, Data and decision.


https://doi.org/10.1016/S0001-8791(02)00015-5
https://doi.org/10.1016/S0001-8791(02)00015-5
https://doi.org/10.1080/0144929X.2018.1545049
https://doi.org/10.1016/j.jbusres.2020.09.070
https://doi.org/10.1016/j.paid.2015.06.026
https://doi.org/10.1016/j.paid.2015.06.026
https://doi.org/10.1016/j.chb.2017.10.028
https://doi.org/10.1016/j.chb.2017.10.028
https://doi.org/10.1016/j.tourman.2015.01.003
https://doi.org/10.1016/j.tourman.2015.01.003
https://doi.org/10.1089/cyber.2016.0201
https://doi.org/10.1037/a0015669
https://doi.org/10.1037/a0015669
https://doi.org/10.1111/spc3.12253
https://doi.org/10.1016/j.ijinfomgt.2021.102374
https://doi.org/10.1016/j.ijinfomgt.2021.102374
https://brandirectory.com/rankings/apparel/
https://doi.org/10.1177/002224379102800305
https://doi.org/10.1177/002224379102800305
https://doi.org/10.2307/30036519

	﻿How social media sharing drives consumption intention: the role of social media envy and social comparison orientation
	﻿Abstract
	﻿Introduction
	﻿Theoretical basis and hypotheses
	﻿Social comparison in social media
	﻿Envy-inducing characteristics of shared content on social media
	﻿The interaction effect of experiential vs material purchases and luxuriousness of purchases on social media benign envy
	﻿The role of social comparison orientation
	﻿The mediating role of social media benign envy

	﻿Method
	﻿Design and stimuli
	﻿Participants and procedure
	﻿Measurement

	﻿Results
	﻿Descriptive statistics and manipulation check
	﻿Hypothesis tests
	﻿Testing for the effect of the type and luxuriousness of consumption sharing on benign envy


	﻿Testing for the moderating role of SCO
	﻿Testing for the mediating role of social media benign envy
	﻿Discussion
	﻿Theoretical implications
	﻿Practical implications
	﻿Limitations and future research

	﻿Conclusion
	﻿References


