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Abstract The objective of this study was to test how the two types of desire (benign envy, jealousy) affect
the attitude towards a product and the purchase intention that evokes such desires. Furthermore, this
study examines the moderating effects of brand reputation and materialism on product attitude and
purchase intention. For this study, an experiment was conducted for students of D University located in
the city of Busan, with a scenario designed to evoke jealousy or benign envy for a product owned by
another person. The results showed statistically significant differences in both the product attitude and
purchase intention between the two types of desire. More specifically, participants showed a more
favorable attitude toward the product and a higher intention of purchase when they felt benign envy,
compared to when they felt jealousy. While the moderating effect of the brand reputation on product
attitude was found to be significant, that was not the case for materialism. The concluding parts of this

paper provide a summary, implications, limitations of the study, and the future research agenda.
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Table 1. Result : Analysis of Variance

Product Attitude Purchase Intention
F p-Value F p-Value
Type 11.040 .001 9.348 .003
Brand Reputation | 13.164 .000 18.470 .000
Materialism 1.281 .259 .879 .350
TypeBrand | 3550 | 000 | 2018 | 157
Reputation
Type*Materialism .002 .966 .291 .590
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