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This study aims to examine the mediating role of brand jealousy in the relationship 

between brand attachment and behavioural intentions, as well as the moderating 

effect of perceived unfairness. This research used a quantitative method to test the 

research hypotheses. The data were collected from 196 respondents in Iran using a 

structured questionnaire, and the analysis was conducted using the AMOS 24.0 

software. The results indicate that brand attachment leads to brand jealousy and 

brand jealousy leads to positive behavioural intentions toward the brand and negative 

behavioural intentions toward the rival customer. Perceived unfairness weakens the 

relationship between brand jealousy and intentions toward the brand, but does not 

strengthen the relationship between brand jealousy and intentions toward rivals. 

Overall, these findings provide insights into the role of brand attachment, brand 

jealousy and perceived unfairness in shaping consumer behaviour and highlight the 

importance of managing brand relationships and ensuring fairness in the 

marketplace. 
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Introduction 
Marketing researchers, borrowing theories from interpersonal relationships and psychology, have started 

a new trend to address consumer emotions (Xu, 2020; Ittefaq et al., 2024), focusing on negative 

emotions ( Zarantonello et al., 2016; Shahid Sameeni et al., 2024). Jealousy is one of these emotions that 

is related to brand consumption, conceptualized as brand jealousy (Sarkar & Sreejesh, 2014). Social 

comparison theory (Festinger et al., 1954) provides a key foundation for understanding brand jealousy. 

This theory suggests that individuals naturally assess their own value by comparing themselves to others. 

In the context of brands, this can lead to jealousy if a customer perceives a rival customer receiving 

better treatment or having a stronger relationship with the brand (Feinberg et al., 2002). To clarify, since 

jealousy occurs because people believe that someone else is usurping their position in a social 

relationship (Buss et al., 1992; Harmon-Jones et al., 2009; Parrott & Smith., 1993), a customer may feel 

jealous when they perceive that their relationship with a particular brand has been damaged. Therefore, 

studies related to strong and romantic relationships between the customer and the brand provide another 

explanation for this concept (Dawood & Kashif, 2021; Ghorbanzadeh, 2023; Hasdiansa et al., 2019; 

Siddique & Rajput, 2022). Furthermore, cognitive dissonance theory (Festinger, 1957) can also 

contribute to brand jealousy. This theory proposes that people strive for consistency between their beliefs 

and their actions. Based on this theory, jealousy can arise from a conflict.  If a customer likes a brand but 

doesn’t own it, and sees a rival customer using it, this dissonance can lead to feelings of jealousy. While 

the jealousy triangle is conceptualized as a relationship consisting of the jealous person, the partner, and 

the rival (Neu, 1980; Parrott, 1991), the brand jealousy triangle consists of the customer (jealous), the 

brand (partner), and the other customer (rival). 

Jealousy is like a double-edged sword due to its dual consequences (Kim & Kim, 2015; Ludwig et 

al., 2017). While brand addiction (Ghorbanzadeh, 2023), brand hate, brand avoidance (Dawood & 

Kashif, 2021), materialism, willingness to pay premiums (Hasdiansa et al., 2019), and conspicuous 

consumption (Chairy & Syahrivar, 2018) have been studied, purchase intention has also been 

considered as the outcomes of brand jealousy (Rosita & Ratnandika, 2019). The double-edged sword 

of jealousy occurs in a relationship that is like a triangle with three angles. However, studies have 

focused on two actors of the jealousy triangle, customer and brand. Although the psychological and 

interpersonal literature has also examined the effect of jealousy on the rival (Nguyen & Simkin, 2014; 

Parker et al., 2005), no study has focused on the effects of jealousy on the rival customer. In addition 

to the effects of interactions between customers on business (Lin et al., 2020; Wu, 2007), it affects 

customers’ social well-being (Altinay et al., 2019; Jung & Yoo, 2017). Since the responsibility of 

business is to foster a positive impact on customers (Farrington et al., 2017), marketing must be 

socially responsible for potential illegal, unsafe, or antisocial behaviour toward all customers. 

Therefore, the consequences of brand jealousy are poorly understood, and there is a need to 

understand how a jealous customer responds to both the brand as well as the rival customer. As 

mentioned by Ludwig et al. (2017), one area of research that has been overlooked in the evaluation of 

customers’ outcomes is the effect that a third party (another customer) has on the customer’s 

experience when observing another customer’s enjoyment. The omission of this perspective is 

particularly concerning because the presence of other customers can have a profound effect on a 

customer’s overall service experience. To address this gap, in addition to positive outcomes for 

brands, this paper examines the negative effects of brand jealousy on rival customers. 

Customers may feel jealous when they perceive that brands offer special treatment to others but not 

to them. The jealous person’s perception of the fairness of this brand’s special treatment is important 

in jealousy (Hancock et al., 2020; Liu & Johnson, 2019) as it influences the behavioural response of 

the jealous customer (Ashworth & McShane, 2012; Feather & Boeckmann, 2013), affecting 

repurchase )Ludwig et al., 2017) and brand loyalty negatively (Kim & Kim, 2019). Therefore, the 

positive outcomes for the brand are influenced by the jealous person’s perception of the fairness of the 

brand’s treatment. We anticipate that perceived unfairness weakens positive intentions toward the 

brand. In addition, according to the literature, negative consequences for the brand are also intensified 

by perceived unfairness (Kim & Kim, 2019). Therefore, instead of examining the negative 

consequences for the brand, this study examines these consequences for the rival to find out if this 

applies to the rival customer. 
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In addition, this study focuses on brand attachment instead of brand love (Dawood & Kashif, 2021; 

Ghorbanzadeh, 2023; Hasdiansa et al., 2019; Siddique & Rajput, 2022), considering it a better 

predictor of brand jealousy. The reason is that, compared to the emotional nature of brand love, the 

functional nature of brand attachment (Park et al., 2010) is more relevant to jealousy when it comes to 

brand consumption, needs and demands. In other words, relationship loss anxiety in jealousy 

(Mattingly et al., 2012) and negative consequences (Guerrero & Afifi, 2017; Guerrero & Andersen, 

2010) are more associated with brand attachment than brand love. The purpose of this study is to 

examine the mediating role of brand jealousy in the relationship between brand attachment and 

behavioural intentions, as well as the moderating effect of perceived unfairness. 

Theoretical Background 
Brand Jealousy 

In general, “jealousy is an emotional experience characterized by negative affect and a cognitive 

appraisal that a valued relationship is threatened by a rival or potential rival. Jealousy serves to 

motivate individuals to protect their romantic relationships and to increase the likelihood of retaining 

their partner” (Guerrero et al., 2017). Customers may experience brand jealousy when they perceive a 

brand offering preferential treatment, such as pricing, shipping, or special attention, to other customers 

(Hancock et al., 2020; Ludwig et al., 2017). Sarkar and Sreejesh (2014) have introduced and defined 

the concept of brand jealousy as a negative emotional state experienced by a consumer. It arises from 

the perception that a competitor possesses a cherished brand that the consumer desires but cannot 

currently obtain due to certain limitations. This emotional state can be characterized by feelings of 

envy, possessiveness, and dissatisfaction. The conceptualization of brand jealousy can be explained by 

referring to concepts and theories of the interpersonal relationship literature, such as social comparison 

and cognitive dissonance theories. Social comparison theory states that people compare themselves 

with others and judge their abilities or attributes (Anderson & Bushman, 2016; Festinger et al., 1954). 

Sarkar (2013) states that the potential customer, who does not possess the brand at present but is 

romantically attached to the brand, can perceive any other member of society who is currently using 

the brand as a rival. In brand jealousy, the potential customer judges the threat to his/her self-esteem 

by comparing his/her limitation in accomplishments or possessions with the rival’s use of the favored 

brand, leading to thoughts and feelings related to jealousy. Cognitive dissonance theory explains how 

people experience stress or tension facing two opposing beliefs or ideas at the same time (Lee, 2017). 

Based on this theory, the conflict between liking the brand and not owning it, and facing the rival’s use 

of it can contribute to feelings of jealousy. 
It should be noted that brand jealousy occurs in certain circumstances. The first condition is the 

existence of interest and preference for an esteemed and premium brand. The second condition is that 

the potential customer currently does not own the brand due to constraints including non-financial 

factors such as the desire for variety, multi-brand loyalty, changes in demand, and more persuasive 

communication messages from rivals (Sarkar & Sreejesh, 2014). Third, there must be a rival who 

owns the brand and has enjoyed this possession (Ludwig et al., 2017). In other words, the jealousy 

triangle, which includes the jealous person, partner, and rival (Neu, 1980; Parrott, 1991), in the context 

of brand jealousy, includes the jealous potential customer, the brand as a partner, and the rival 

customer. Emotional contagion theory explains some of these underlying conditions of brand jealousy. 

Hsee et al. (1990) define emotional contagion as the tendency of individuals to “mimic the verbal, 

psychological, and/or behavioural aspects of another person’s emotional experience/expression, and 

thus experience/express the same emotions oneself” (p. 328). In other words, it refers to when a 

change in someone’s behaviour (brand) leads to the reflexive production of the same behaviour by 

other people (customers) (Panksepp & Lahvis, 2011). Therefore, emotional contagion fosters 

emotional synchrony between individuals. Individuals engaging in jealousy interactions might 

experience some degree of emotional contagion and targets of jealousy expressions “catch” the 

emotions displayed by their romantic partners (Yoshimura, 2004). In the market, emotional contagion 

happens when a customer feels jealous after observing other customers receive extra value, effort, or 

personalized attention and feels delighted (Ludwig et al., 2017). In this case, emotional contagion 

develops in the form of jealousy if customers do not receive the special treatment offered to other 

customers. 
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Brand Attachment and Brand Jealousy 

In recent years, the concept of brand love has attracted much attention (Salehzadeh et al., 2023). 

Although research identifies brand love as a predictor of brand jealousy (Dawood & Kashif, 2021; 

Ghorbanzadeh, 2023; Hasdiansa et al., 2019; Siddique & Rajput, 2022), this study examines the 

predictive role of brand attachment. Literature suggests that brand love and brand attachment can be 

used interchangeably due to their similar core concepts (Moussa, 2015). Additionally, some scholars 

view brand attachment as one element of brand love (Carroll & Ahuvia, 2006; Loureiro et al., 2012). 

However, in the context of brand jealousy, with its potential for negative consequences (Fournier & 

Alvarez, 2012) and its focus on product use, caution is necessary when using brand love as an 

independent variable. 

People generally experience stronger feelings of jealousy in attachments than in romantic 

relationships (Weintraub et al., 1974). This is because jealousy is associated with anxious attachments 

(Mattingly et al., 2012) and threats to the attachment bond (Sharpsteen & Kirkpatrick, 1997).  Brand 

love, defined as a passionate emotional attachment to a brand (Carroll & Ahuvia, 2006), differs from 

brand attachment, which refers to the strength of the link between the person and the brand (Park et 

al., 2010). In other words, brand love focuses on the intensity of emotions, while brand attachment 

focuses on the strength of the relationship. 

Within the context of brand jealousy, a potential customer perceives a threat to their self-esteem 

when they see their relationship with the brand at risk.  Therefore, the focus in brand jealousy is on 

relational attachment, rather than the threat of losing love for a brand, which can be shared due to the 

nature of the marketplace. 

In addition to the reasons mentioned above, the functional nature of brand attachment (Park et al., 

2010) aligns better with brand jealousy than the emotional nature of brand love (Carroll & Ahuvia, 

2006), given the market context and its emphasis on needs and consumption. Attachment is linked to 

more basic needs like security (Siegel & Hartzell, 2019), which is directly impacted by threats. Brand 

love stems from emotional attachment and romantic notions of the brand, while brand attachment is 

based on habitual or functional associations with the brand (Park et al., 2010). In brand jealousy, the 

threat is the loss of a relationship that provides functional benefits, such as consumption to meet 

important needs.  Therefore, this study proposes brand attachment as a more suitable predictor of 

brand jealousy.  Finally, using brand attachment, which is associated with stronger negative effects 

(Guerrero & Afifi, 2017; Guerrero & Andersen, 2010), allows us to explore the negative consequences 

of brand jealousy. Based on this reasoning, we propose the following hypothesis: 

H1: Brand attachment has a positive relationship with brand jealousy. 

Positive Intentions Toward the Brand  

Research shows that brand jealousy can lead to increased positive outcomes for the brand, including 

word-of-mouth promotion (Batra et al., 2012), brand loyalty, and positive brand evaluation (Batra et 

al., 2012; Fournier & Alvarez, 2012). For instance, consumers experiencing brand jealousy are more 

likely to defend the brand against negative information (Fournier & Alvarez, 2012). Aligning with this 

research, this study investigates the positive consequences of brand jealousy on the brand by 

measuring purchase intention (Rosita & Ratnandika, 2019) and active engagement (Sarkar & Sreejesh, 

2014). One consequence of brand jealousy could be increased consumer possessiveness of the brand 

(Huang et al., 2017). Mick and Fournier (1998) suggest that jealousy can trigger feelings of 

deprivation and low self-esteem, leading people to seek material possessions to compensate. In this 

case, the jealous customer might buy the desired brand to cope with the negative emotions associated 

with jealousy (Thomson et al., 2005). Consumption, in general, is a recognized way to manage 

negative emotions (Duhachek, 2005). 

Buss (2000) and Buss et al. (1992) propose that jealousy serves an evolutionary function. 

Therefore, a potential customer who sees someone else purchasing their preferred brand, which they 

are unable to own due to some constraints, might experience a heightened desire to acquire it (Sarkar 

& Sreejesh, 2014). This situation can also lead to increased intellectual engagement with the brand. 

Similar to jealousy in interpersonal relationships (Sharpsteen, 1993), the jealous customer may find 

themselves thinking about the brand more often, resulting in a stronger mental connection (Sarkar & 
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Sreejesh, 2014). While some research suggests that brand jealousy can influence both positive and 

negative word-of-mouth about a brand (İlter et al., 2016), many studies have found that brand 

attachment leads to positive customer behaviors, such as a stronger desire to repurchase (Lin et al., 

2011), increased loyalty, willingness to pay more for the brand, forgiveness of the brand’s mistakes, 

and positive word-of-mouth promotion (Park et al., 2008). Overall, brand attachment can lead to 

behaviors that benefit the brand’s profitability (Thomson et al., 2005). Therefore, this study also 

proposes the following hypothesis: 

H2: Brand jealousy has a positive relationship with behavioural intentions toward the brand. 

Negative Intentions Toward the Rival 

Ludwig et al. (2017) call for the need to better understand the theoretical relationships between jealous 

customers and negative behavioral intentions. Brand jealousy can lead to negative outcomes for 

brands, such as negative WOM and reduced brand loyalty (Fournier & Alvarez, 2012), as well as 

potential negative consequences for jealous customers, such as dissatisfaction, financial stress, social 

tensions, and unsustainable consumption patterns (Mick & Fournier, 1998). Emotions, in addition to 

affecting business (Das & Varshneya, 2017; Kapoor & Kulshrestha, 2009; Watson & Spence, 2007), 

are a mutually influencing factor on people’s well-being (Mick et al., 2012), from a physical 

(Johnstone & Scherer, 1999; McCraty et al., 1995), mental (Mann & Holdsworth, 2003), and social 

point of view (van Kleef & Côté, 2022). According to the “cue-utilization theory,” people rely on 

external cues to determine their behavior towards others (Gibson, 1979). The jealous person, after 

determining the level of threat caused by a potential rival and relying on the cues (Buss et al., 1992), 

may direct negative consequences to the rival. The psychological and interpersonal literature has 

examined the effect of jealousy on the rival (Nguyen & Simkin, 2014; Parker et al., 2005). In line with 

concepts borrowed from the psychology literature, we believe similar relationships apply to the 

branding context. Therefore, in addition to positive outcomes for brands, this paper examines the 

negative effects of brand jealousy on rival customers. 

The negative behaviors of a jealous customer towards the rival can include spreading false 

information, leaving negative reviews, and trolling on social media platforms (Kashima & Matsumoto, 

2013). Recent studies show that there is a complex relationship between love, jealousy, and hate in 

romantic relationships (Jin et al., 2017). The rival is seen as having advantages or privileges, and the 

jealous person believes that they are deprived of them (Rauthmann, 2021). According to Newberry 

(2010) and Sternberg (2003), people who express jealousy are more likely to feel hatred towards their 

partner. Research is also conducted on the relationship between jealousy and derogation of the rival. 

Therefore, jealousy can lead to various forms of revenge against rivals (Kashima & Yamaguchi, 

2019). It could be argued that, after experiencing brand jealousy, a jealous customer can show hate 

and engage in negative WOM (Fournier & Alvarez, 2012; Hancock et al., 2020) towards the rival 

customer. As mentioned, it is possible to develop hatred toward individuals. Research in marketing 

indicates that negative WOM can occur toward personal brands (Burtch & Sparks, 2019; Choi et al., 

2019). In other words, based on the interpersonal literature, as well as concepts previously used to 

describe negative intentions toward brands, we examine whether a jealous customer will show hate 

and engage in negative WOM directed at a rival customer. Based on the arguments presented above, 

the third hypothesis can be stated as follows: 

H3: Brand jealousy has a positive relationship with behavioural intentions toward the rival. 

Perceived Unfairness 
In general, inequality may be received after comparison (Butori & De Bruyn, 2013; Ludwig et al., 

2017). In the market, if customers find the brand’s preferred behaviours unequal after comparison, 

they may perceive the brand’s behaviour as unfair. If the customer perceives that the other party 

deserves such treatment, the feeling of unfairness may be reduced (Ashworth & McShane, 2012; 

Feather & Boeckmann, 2013; Ludwig et al., 2017). Studies have investigated the jealous person’s 

perception of the fairness of this brand-specific behaviour (Hancock et al., 2020). According to Liu 

and Johnson (2019), the customer may become jealous under certain circumstances, such as when 

perceiving unfair treatment by the brand. In addition, perceived unfairness affects the behaviour of 
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jealous customers (Ashworth & McShane, 2012; Feather & Boeckmann, 2013; Ludwig et al., 2017). 

According to Kim and Kim (2019), it leads to a decrease in brand loyalty and market share. Ludwig et 

al. (2017) state that unfairness is likely to affect the repurchase and complaint behaviour of jealous 

customers negatively and positively, respectively. Therefore, the intensity of the positive 

consequences of brand jealousy is affected by the degree of perceived unfairness experienced by 

jealous customers. In line with these studies, due to the potential customer’s prior interest in the brand, 

rather than considering it as reinforcing negative consequences for the brand, this study argues that 

perceived unfairness undermines positive outcomes for the brand. 
Studies have also looked at the effects of unfairness on the rival and have shown that if the jealous 

customer considers the other party to be deserving such treatment, the feeling of unfairness may be 

reduced (Ashworth & McShane, 2012; Feather & Boeckmann, 2013; Ludwig et al., 2017). Regarding 

the behavioural consequences of a jealous person, perceived unfairness can lead to negative WOM, 

decreased brand loyalty, and damage to brand reputation (Kim & Kim, 2019). Similarly, based on the 

same reasoning of associating negative consequences for the brand to the rival, if the specific 

behaviour of the brand is perceived as unequal, in other words, if the rival is incompetent, then the 

jealous customer may engage in more hate and rumors towards the rival. Therefore, we predict that in 

addition to reducing the positive consequences for the brand, perceived unfairness exacerbates 

negative consequences toward the rival. Therefore, we hypothesize: 

H4: Perceived unfairness weakens the positive relationship between brand jealousy and 

intentions toward the brand. 

H5: Perceived unfairness strengthens the positive relationship between brand jealousy and 

intentions toward the rival customer. 

 
Fig. 1. Research Model 

Methodology 
Data Collection 

This research used a quantitative method to test the research hypotheses. We employed a targeted 

sampling to select Iranian participants in 2022. Participants were asked to respond to an online 

questionnaire distributed on Telegram, a platform recognized as a valuable data source for researchers 

(Khaund et al., 2021). We received a total of 210 responses; however, 14 questionnaires were not 

completed and were therefore excluded from the study. The final analysis is based on 196 valid 

responses. Details about the sample size and any inclusion or exclusion criteria are provided in the 

next section. Demographic information, prepared using SPSS 22, is displayed in Table 1. 
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Table 1. Demographic Information of the Respondents 
Gender Frequency Percent 

Male 100 51 

Female 96 49 

Age Frequency Percent 

15-24 147 75 

25-34 38 19.4 

35-44 9 4.6 

45-54 1 0.5 

55-64 1 0.5 

Degree Frequency Percent 

Below High School Diploma 30 15.3 

High School Diploma 71 36.2 

Associate Degree 19 9.7 

Bachelor’s Degree 48 24.5 

Master’s Degree 19 9.7 

Ph.D. and above 9 4.6 

All 196 100 

Measures 

The questionnaire used to collect data consisted of 22 questions, translated from English to Persian 

and validated linguistically (Acquadro et al., 2008). It employed a five-point Likert scale ranging from 

1 (completely disagree) to 5 (completely agree). The questionnaire included four items measuring 

brand attachment (Park et al., 2010), three items for brand jealousy (Sarkar & Sreejesh, 2014), three 

items for perceived unfairness (Ludwig et al., 2017), three items for hate (Zarantonello et al., 2016), 

three items for negative WOM (Alexandrov et al., 2013), three items for purchase intention 

(Netemeyer et al., 2004; Yoo & Donthu, 2001), and three items for active engagement (Bergkvist & 

Bech-Larsen, 2010) (see Table 2). After ensuring privacy and confidentiality, we screened and 

selected respondents who were eligible for the study by beginning the questionnaire with a question 

asking participants if there was a brand to which they felt attached. This section is informed by the 

opinions of experts and previous studies (e.g., Sarkar & Sreejesh, 2014). The prompt asked 

participants to: 

Remember a brand you do not own, but are passionate about and feel a sense of belonging to 

(preferably an esteemed or premium brand). With a little patience and searching, you may 

remember this brand. Imagine that brand and think about it as you answer the following 

questions. If you cannot remember such a brand, please do not answer the questions. 

It is important to note that jealousy is primarily based on the jealous person’s perception. In 

psychology, the perception of jealousy can encompass both real and imagined relationships and 

rivalries (Sharpsteen & Kirkpatrick, 1997; White, 1981). Therefore, even in a situation without an 

actual relationship or rivalry, a person may still experience feelings of jealousy. From a marketing 

perspective, building on these propositions, Sarkar (2013) introduced the concept of brand jealousy. 

Sarkar et al. (2014) further explained that a present non-user, but a potential customer who is not 

currently using the brand but is emotionally attached to it, may perceive anyone else using the brand as 

a rival. Additionally, to ensure the consideration of the jealousy-evoking prerequisites in the literature 

(Ludwig et al., 2017; Sarkar & Sreejesh, 2014), we utilized a scenario based on expert opinion before 

asking participants to answer the brand jealousy questions: 

Imagine a situation where someone else uses the brand you have already imagined and feels 

happy and satisfied. 

As mentioned before, jealousy, both in interpersonal relationships and toward brands, can be based 

on perceptions and even imaginary situations (Sarkar et al., 2014). Therefore, a real rivalry or a real 

threat from the brand treatment is not necessary for jealousy to arise. 

To address common method variance (CMV), the order of questionnaire items was randomized. In 

addition, Harmon’s one-factor test was conducted to assess CMV. In this test, if a single factor 

explains more than 50% of the total variance in the data (Podsakoff et al., 2003), it suggests that CMV 

may be a significant concern. Our results showed that the first factor explained only 28.52% of the 

variance, well below the 50% threshold. Therefore, we concluded that CMV was not a significant 

concern in this study. 
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Reliability and Validity 

Table 2 shows that all factor loadings exceed 0.45, indicating a good contribution of each item to its 

respective factor (Field, 2005; Yong & Pearce, 2013). The convergent validity test yielded acceptable 

values for all constructs in the research model. Average Variance Extracted (AVE) results were all 

above 0.50 (Hair et al., 2010; Henseler et al., 2016). Cronbach’s alpha, a measure of internal 

consistency reliability, yielded good values above 0.70 for all constructs (Hammer et al., 2011; 

Nunnally, 1994). 

Table 2. Results of the Factor Analysis and Reliability Test 

Items for Each Construct 
Factor 

Loading 
α AVE 

Brand Attachment  0.824 0.551 

The brand name is a part of me and shows who I am. 0.684   

I feel personally connected to the brand name. 0.813   

I feel emotionally bonded to the brand name. 0.780   

The thoughts and feelings toward the brand name come to my mind seemingly on 

their own. 
0.686   

Brand Jealousy  0.875 0.544 

I feel hurt when I see that others are using the brand while I do not have it. 0.684   

I feel very possessive about the brand when I see others using the brand that I do not 

have. 
0.709   

The thought that others are using the brand while I do not have it always haunts me. 0.814   

Perceived Unfairness  0.855 0.671 

Company or brand owner treatments are unfair. 0.845   

Company or brand owner treatments are unreasonable. 0.849   

Company or brand owner treatments are unacceptable. 0.761   

Intentions toward the Rival Customer    

Negative Word of Mouth  0.877 0.704 

I will warn my friends and relatives about the person who is using the brand that I do 

not have. 
0.823   

I will complain to my friends and relatives about the person who is using the brand 

that I do not have. 
0.839   

I will say negative things about the person who is using the brand that I do not have. 0.855   

Hate  0.892 0.741 

I dislike the person who is using the brand that I do not have. 0.808   

I hate the person who is using the brand that I do not have. 0.900   

I feel hostile toward the person who is using the brand that I do not have. 0.872   

Intentions toward the Brand    

Purchase Intention  0.882 0.716 

I would like to use this brand. 0.787   

I intend to purchase this brand. 0.881   

My next purchase will be this brand. 0.868   

Active Engagement  0.754 0.506 

I always try to follow the news about the brand. 0.673   

I frequently discuss the brand with others. 0.733   

I frequently visit the brand’s website. 0.727   

Data Analysis 
This study employed structural equation modeling (SEM) with AMOS 24.0 software for data analysis. 

While researchers can choose between AMOS and SmartPLS for SEM analysis (Ong & Puteh, 2017), 

AMOS offers a wider range of capabilities, including maximum likelihood (ML) estimation 

techniques, making it a popular choice for theory confirmation (Byrne, 2010). 

While SmartPLS offers user-friendliness, AMOS is preferred in social science and business 

research due to its ability to handle various types of moderation analyses (Collier, 2020; Memon et al., 

2019). This advantage aligns with the growing use of AMOS in brand jealousy research for SEM 

analysis (e.g., Ghorbanzadeh, 2023; Zahrah, 2023) and moderation (e.g., Saini et al., 2023; Joshi & 

Yadav, 2020). This study also used this software to examine the hypotheses. To test the overall fit of 

the models, several indicators were examined. In this regard, the estimated value for the comparative 

fit index (CFI), which is used to confirm the factor structure of the scale (Kline, 2015), should be 

greater than 0.9 (Bagozzi & Yi, 1988; Kline, 2015). Parsimony-adjusted normed fit index (PNFI), 
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which adjusts for degrees of freedom based on the normed fit index (NFI), should be greater than 0.5 

(Mulaik et al., 1989). The acceptable range for the root mean squared error of approximation 

(RMSEA) is less than 0.05 (Bagozzi & Yi, 1988; Chen, 2007). According to Hooper et al. (2008), 

RMSEA analyzes the discrepancy between the hypothesized models. Finally, CMIN/DF (χ2 / df) was 

used to examine the fit of the constructed model (Hoe, 2008; Kline, 1998). Based on Carmines et al. 

(1981), the range of 2 to 1 of χ2 / df between the hypothetical model and the sample data shows an 

acceptable fit. 

Results 
Table 3 summarizes the overall fit indices of the structural model. All fit indices (CMIN/DF, CFI, 

PNFI, and RMSEA) fall within acceptable ranges, indicating a good fit to the data. Table 4 presents 

the results of testing direct hypotheses, along with the standardized estimates of structural coefficients 

for the research model depicted in Figure 2. The critical ratio and probability values in Table 4 were 

used to assess the significance of the hypotheses.  A significance level of 0.05 was adopted, with a 

critical value exceeding 1.96 indicating significance (Rumsey, 2015). Based on these criteria, the 

findings in Table 4 support the first, second, and third hypotheses. 

Table 3. Total Fit Indices of the Structural Model 
  Indices Name   

Variables CMIN/DF CFI PNFI RMSEA 

Final Model 1.612 0.956 0.752 0.056 

Acceptable Level 0.50> >0.90 >0.50 0.10> 

Table 4. The Results of the Testing of Direct Hypotheses 

Hs Path 
Regression 

Coefficients 
CR Result 

H1 Brand Attachment → Brand jealousy 0.68*** 7.775 Supported 

H2 Brand Jealousy → Intentions toward Brand 0.43*** 3.416 Supported 

H3 Brand Jealousy → Intentions toward Rival Customer 0.34** 3.216 Supported 

 ** p < 0.010 *** p < 0.001 

To examine the moderation hypotheses, we employed a multigroup analysis technique introduced 

by Lowry and Gaskin (2014). This technique, commonly used in structural equation modeling (SEM), 

allows researchers to assess whether the relationships between variables differ across distinct groups. 

Multigroup analysis has been a valuable tool in various studies (Byrne, 2006; Steinmetz et al., 2009; 

Her et al., 2019; Cheah et al., 2023; Narayanan & Moon, 2023). Table 5 presents the results of the 

multigroup analysis testing the moderating effect of perceived unfairness. The analysis divided 

respondents into two subsamples: Those perceiving high levels of unfairness and those perceiving low 

levels. The test examines the differences between the beta coefficients (reported in Table 5) of these 

two groups to assess whether the effect of brand jealousy on purchase intention varies based on 

perceived unfairness. Our findings in Table 5 confirm the fourth hypothesis. The positive relationship 

between brand jealousy and purchase intention is only significant for the low perceived unfairness 

group, as indicated by the difference in beta values. The fifth hypothesis, however, is not supported. 

The multigroup analysis in Table 5 reveals no significant difference between the high and low 

perceived unfairness groups regarding the relationship between brand jealousy and intention towards 

the rival customer. 

Table 5. The Results of the Testing of the Moderation Effect 

 Path Name 

Low-

Perceived 

Unfairness 

High-

Perceived 

Unfairness 

Difference 

in Betas 
Result 

H4 
Brand Jealousy → Intentions toward 

Brand 
0.118 0.223* 0.385 Supported 

H5 
Brand Jealousy → Intentions toward 

Rival Customer 
0.443*** 0.387*** 0.236 Not supported 

* p < 0.050, ** p < 0.010, *** p < 0.001 
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Discussion 
This study investigates how brand attachment, mediated by brand jealousy, affects potential 

customers’ behavioral intentions toward the brand and its rival. We further examine the moderating 

role of perceived unfairness on both types of intentions. The results reveal a direct and significant 

positive effect of brand attachment on brand jealousy (β = 0.68). While this aligns with some research 

on the potential downsides of brand attachment (Guerrero & Afifi, 2017; Guerrero & Andersen, 2010), 

it challenges studies that position brand love as a predictor of brand jealousy (Dawood & Kashif, 

2021; Ghorbanzadeh, 2023; Hasdiansa et al., 2019; Siddique & Rajput, 2022). As Fournier and 

Alvarez (2012) suggest, marketers need to appreciate the nuances of brand attachment. We propose 

that the functional nature of brand attachment (Park et al., 2010) is more relevant to jealousy in the 

context of brand consumption, needs, and demands, compared to the emotional nature of brand love.  

In simpler terms, the potential for loss associated with jealousy (Mattingly et al., 2012) and its 

negative consequences (Guerrero & Afifi, 2017; Guerrero & Andersen, 2010) seem to have a stronger 

connection to brand attachment than brand love. 

The results support a direct and significant positive effect of brand jealousy on the brand’s positive 

consequences (β = 0.43). This aligns with previous research on brand jealousy and its influence on 

purchase intention (Huang et al., 2017; Sarkar & Sreejesh, 2014; Rosita & Ratnandika, 2019) and 

active engagement (Sarkar & Sreejesh, 2014). Furthermore, we demonstrate that perceived unfairness 

mitigates this positive effect. This finding is somewhat consistent with research suggesting that 

unfairness can negatively impact repurchase intentions (Ludwig et al., 2017), brand loyalty, market 

share, and brand reputation (Kim & Kim, 2019). Interestingly, the study reveals a direct and 

significant effect of brand jealousy on intentions towards the rival customer (β = 0.34). While research 

in psychology and interpersonal relationships suggests that jealousy can influence the rival party 

(Nguyen & Simkin, 2014; Parker et al., 2005), this is the first study examining the effects of jealousy 

on rival customers. This effect might be explained by the established link between jealousy and 

negative emotions like hatred towards rivals (Kashima & Yamaguchi, 2019; Rauthmann, 2021; 

Sternberg, 2003). Additionally, studies have explored jealousy-driven behaviors like spreading rumors 

about rivals (Kashima & Yamaguchi, 2019). In marketing literature, negative word-of-mouth (WOM) 

directed towards brands after experiencing jealousy has also been explored (Fournier & Alvarez, 2012; 

Hancock et al., 2020). While Rosita and Ratnandika (2019) introduced electronic WOM, and İlter et 

al. (2016) mentioned both positive and negative WOM as consequences of brand jealousy, neither 

considered the rival customer specifically. Building upon these established concepts of negative 

intentions towards brands, we posit that jealous customers harbor negative intentions towards the rival 

customer as well. 

Finally, our findings reveal that perceived unfairness does not moderate the positive effect of brand 

jealousy on negative intentions towards the rival customer. This suggests that potential customers may 

form negative intentions towards the rival customer due to brand jealousy, regardless of their 

perception of the brand’s fairness in its treatment of the rival.  However, De Matos and Rossi (2008) 

proposed that customers might engage in negative behaviors when they feel the brand is responsible 

for their negative emotions. Our study suggests a potential distinction: Customers might harbor 

negative intentions towards the rival customer driven by brand jealousy, even if they don’t perceive 

the brand’s behavior as unfair. 

Managerial Implications  

This study aligns with a growing trend in consumer emotion research, particularly regarding negative 

emotions (e.g., Xu, 2020; Zarantonello et al., 2016). Drawing on social comparison and cognitive 

dissonance theories, we explain the phenomenon of brand jealousy.  This study extends the concept of 

brand jealousy (Sarkar & Sreejesh, 2014) by examining both its antecedents and consequences. Our 

findings support the notion that potential customers who favor a brand can experience jealousy when 

they perceive other customers attached to the same brand. Furthermore, by reviewing core knowledge 

on the distinction between love and attachment (Carroll & Ahuvia, 2006; Loureiro et al., 2012; Siegel 

& Hartzell, 2019), particularly concerning jealousy (Carroll & Ahuvia, 2006; Weintraub et al., 1974), 

we contribute to the understanding of how different emotional motivations influence brand 

perceptions. This approach underscores the value of borrowing theories from other disciplines (Belk & 
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Sobh, 2019). Our findings demonstrate that brand attachment has an indirect effect on potential 

customers’ behavioral intentions, mediated by brand jealousy. Furthermore, drawing on cue-utilization 

theory (Buss et al., 1992; Gibson, 1979), we reveal that jealous customers, who perceive the rival 

customer as a threat to their self-esteem, may exhibit negative behaviors towards the rival. The 

moderating effect of perceived unfairness on the relationship between brand jealousy and brand 

intentions suggests that consumers may become less loyal to a brand to which they were attached if 

the brand’s behavior is perceived as unfair. Interestingly, perceived unfairness does not moderate the 

relationship between brand jealousy and intentions towards the rival customer. This suggests that 

consumers might be more likely to retaliate against the rival customer driven by jealousy, irrespective 

of their perception of the brand’s fairness. 

Overall, these findings highlight the importance of brand attachment and perceived fairness in 

shaping consumer behavior, and provide insights for marketers seeking to create and maintain positive 

brand intentions. Since brand attachment influences consumer brand behaviors and interactions 

(Thomson et al., 2005), managing consumers’ emotional attachment to brands is essential to 

understanding their considerations, intentions, behaviors, and choices (Park et al., 2010). Therefore, 

according to the findings, marketers may want to promote brand attachment to encourage positive 

brand intentions. However, this strategy should be implemented cautiously. Marketers must ensure 

that their behavior is perceived as fair to avoid negative brand associations. The study also highlights 

the potential risks associated with brand jealousy, particularly when customers feel threatened by a 

rival. Companies should be aware of these risks and take steps to protect their customers.  

Furthermore, equally focusing on promoting product benefits and features can help avoid fostering 

unfair perceptions. Overall, the managerial implications suggest that marketers should be mindful 

when using jealousy as a marketing tactic and prioritize being perceived as fair and equitable to 

prevent negative brand and rival associations. 

Limitations and Directions for Future Research 

Overall, our understanding of the psychological mechanisms related to jealousy and its negative 

consequences in the market remains incomplete. A wider range of potential antecedents (e.g., 

situational factors) and consequences (e.g., feelings about the self) associated with brand jealousy 

awaits exploration. Future studies can examine how individual personality traits, such as self-esteem 

and materialism, moderate the relationships between brand attachment, brand jealousy, and behavioral 

intentions. The impact of different types of rivalry (e.g., direct vs. indirect competition) on these 

relationships can also be explored. Longitudinal research designs can shed light on how these 

relationships evolve over time, informing how marketing efforts can be adjusted to maintain positive 

brand outcomes amidst changing consumer attitudes and behaviors. Given the potential cultural 

variations in jealousy experiences and definitions, future cross-cultural studies on brand jealousy hold 

promise for insightful results. 

This study focused on rival- and brand-related intentions of jealous customers. Investigating their 

potential intentions towards brand providers presents another opportunity for other researchers. Future 

research can also examine the consequences of different levels of brand jealousy intensity. In addition, 

participants may not always provide honest or accurate answers in their self-report, which can affect 

the validity of the results. Therefore, other strategies to cover the weaknesses of self-reported 

responses (such as asking respondents about the likelihood that other customers would experience the 

same feelings in the same situation) can be explored. Another limitation of the present study is that, 

because of the limitations, respondents were asked to imagine the situation, but real experiences lead 

to excessive emotional reactions and even greater effects than the recollection of an experience 

(Huang et al., 2016). Likewise, behavioral data can only provide limited insight into the processes 

underlying consumer preferences and choices (Shaw & Bagozzi, 2018), implying that even behavioral 

measures, such as purchase, WOM, and consumption cannot truly reflect consumers’ internal 

intentions. More realistic laboratory tests, combined with analysis of facial expressions and 

questionnaires, can improve the reliability of the results. 
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