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Abstract We investigated how individuals with growth or fixed mind-sets react to 
the experiences of malicious and benign envy and what kind of influence these 
interactions have on consumers’ unique product choice behaviors. By doing so, we 
tried to provide better understanding and the full connection between two different 
envy types and unique product choice. In this work, we are putting a small addition 
to the theory (and practical implication) of envy by considering an important role of 
belief on our personality, that is, the implicit self-theories.

Results of the first study showed that people tend to choose a unique product in 
the malicious envy condition, while a person primed with benign envy is more 
likely to choose a standard product. The results of the second study showed that 
implicit self- theories moderate the observed effect. When a person experiences 
malicious envy and has an entity mind-set, his or her desire for a unique product or 
distinction from the envied person increases.

The final study sheds light on multiple serial mediation roles of entity mind-set 
and desire for uniqueness for the effect of malicious envy on unique product choice 
(i.e., selection of a product that the envied other does not have) and incremental 
mind-set and desire for self-improvement for the effect of benign envy on standard 
or similar product choice (i.e., selection of a product that the envied other has).
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