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Study 1 Stimuli 
 

 
 



 
  



<Appendix B> 
 

Study 1 Result without response exclusion 
 

We applied a nonparametric Wilcoxon signed-rank test for the analysis. A test against the scale 
midpoint confirmed that the social media posts participants felt the most envy towards were 
more experiential than material in nature (median=4, M=3.41, SD=1.66, Z=2779, p<.001). 

 
 
 

  



<Appendix C> 
 

Study 2 Stimuli 
 

 
  



 
 

  



<Appendix D> 
 

Study 2 Results without response exclusion 
 
We applied a nonparametric Wilcoxon signed-rank test to assess whether the social media posts 
eliciting envy were more likely to feature material or experiential purchases. A test against the 
scale midpoint confirmed that the purchases participants felt the most envy towards were more 
material than experiential in nature (median=2, M=2.57, SD=1.69, Z=5898, p<.001). 
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Appendix E.1 Study 3 Stimuli (purchase comparison) 
 

 



 
 

  



Appendix E.2 Study 3 Stimuli (Purchase comparison) 
 

 



 
 



<Appendix F> 
 

Appendix F.1 Study 4 Stimuli (Material, Purchase-comparison) 
 

 
 

  



Appendix F.2 Study 4 Stimuli (Experiential, Purchase-comparison) 
 

 
 

  



Appendix F.3 Study 4 Stimuli (Material, Person-comparison) 
 

 
 

  



Appendix F.4 Study 4 Stimuli (Experiential, Person-comparison) 
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Appendix G.1 Study 5 Stimuli (Material, Person-comparison) 
 

 
 

  



Appendix G.2 Study 5 Stimuli (Experiential, Person-comparison) 
 

 
 

  



Appendix G.3 Study 5 Stimuli (Material, Purchase-comparison) 
 

 
 

  



Appendix G.4 Study 5 Stimuli (Experiential, Purchase-comparison) 
 

 


