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Abstract

Most research on creativity focuses on the benefits, with little attention paid
to exploring the negative aspects, such as malevolent creativity. Undoubtedly,
social networking sites (SNS) are central to social interaction and information
sharing in the digital age. However, they simultaneously invite upward social
comparison, eliciting envy among users, which leads to diversified behaviors.
We argue that it is an essential issue for social comparison and individuals’
malevolent creativity on SNS. Integrating social comparison theory with re-
sponse styles theory, we hypothesized that SNS social comparison is positive-
ly related to online malevolent creativity via SNS envy, and its effects of SNS
social comparison on SNS envy depend on individuals’ rumination. The re-
sults support these hypotheses and provide a more nuanced understanding of
how upward social comparison impacts individuals’ emotional state and
creativity. The theoretical contributions and practical implications of this
study are discussed.
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1. Introduction

To date, creativity research has focused squarely on the predictors of creativity
for the purpose of informing scholars alike on factors that can facilitate or stifle
creativity. Scholars and management still regard creativity as “one of our most
precious assets” (Howkins, 2013) in generating novel, original, and useful ideas
and products (Amabile, 1996). We agree that creative ideas can promote the

growth, effectiveness, and performance of individuals and organizations, in-
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cluding employees or students (Amabile, 1997; Montanari et al., 2016; Mumford
et al., 2012). However, the extant literature has largely focused on only the bene-
ficial aspects of creativity (Tuori & Vilén, 2011), while neglecting its darker side.
Malevolent creativity is defined as the use of ingenuity to pursue vicious, violent,
or destructive goals that may cause material, mental, or physical harm to others
(i.e., Cropley et al., 2014; Runco, 2010). Previous studies have revealed that
computer-mediated platforms allow users to express themselves freely, thus pro-
viding unique or breakthrough insights (Lee & Yang, 2015; Zhou et al., 2014).
This follows the meaning of creative behavior. However, not all innovative
thought is necessarily beneficial to society. Therefore, it is necessary to under-
stand new features of malevolent creativity in virtual environments. According-
ly, we investigated academic research on online malevolent creativity to improve
our understanding of this phenomenon.

Approximately 3.96 billion are people connected to social network services
worldwide, accounting for more than half of the global population. Social net-
working sites (SNS) allow individuals to express themselves by posting status
updates, videos, and photographs. SNS users can also track others’ online pres-
ence via regular updates from their family, friends, acquaintances, professional
bloggers, social influencers, etc. (Ellison et al., 2007; Smock et al., 2011). Howev-
er, prior research has pointed out that SNS has made social comparison easier
and increased the frequency of upward comparisons (Midgley, 2013), which
might be due to the traits of the SNS communications themselves. Based on so-
cial comparison theory (Festinger, 1954), “envy” has been highlighted as a typical
and the most common negative emotion on SNS (Chou & Edge, 2012). For ex-
ample, Krasnova et al. (2013) noted that envy was easily triggered for more
points of comparison on Facebook, such as the number of friends. In addition,
social comparison causes some individuals to become stressed and can be sti-
mulating, leading to emotional responses and negative behavior (Lim & Yang,
2015). With increasing social comparison among SNS users, it seems that the
exertion of malicious creativity will produce more ideas and behaviors that dis-
turb and harass other users. Thus, to contribute to an improved understanding
of this phenomenon, we argue that paying close attention to the envy and male-
volent creativity that occurs on SNS is vital.

In addition to examining the relationship between specific processes (SNS so-
cial comparison) in the context of social networking and malicious creativity
performance, it is also essential to understand the mechanisms that may influ-
ence these connections. Prior research on studies of negative emotions, e.g., an-
xiety and depression, has shown that rumination plays a moderating role (Liu et
al., 2017). However, little research has been conducted on how rumination is
linked to social comparisons, envy, and creativity. Further research is warranted,
as it may be relevant to individuals’ mental health, as well as to their social
adaptation and creativity in the age of social network popularity. Thus, we iden-

tified rumination in response to SNS social comparison based on the previous
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literature and examined its moderating effects. Figure 1 presents the research
model.

This study extends social comparison theory by broadening its application to
focus on creativity. This study’s first and foremost contribution is to recognize
the negative aspects of creativity through the lens of malicious online creativity.
We question the default hypothesis in the creativity literature that creativity is
typically positive. Specifically, we propose a conceptual model based on social
comparison theory (Festinger, 1954) and empirically examine whether SNS so-
cial comparison is related to malicious online creativity. Second, this research
reveals the mediating role of envy as the most important affective mechanism
(Chou & Edge, 2012) to explain why individuals’ SNS social comparison leads to
malicious online creativity. Previous studies on malicious creativity have pri-
marily focused on the effects of unfair situations, emotional intelligence, motiva-
tion tendency, and other factors (Gill et al., 2013; Gutworth et al., 2016; Hao et
al., 2020; Jonason et al., 2017) while ignoring an individual’s emotional state
(Cheng et al., 2021). Hence, by identifying the affective mechanism of envy, we
provide insights into how to mitigate the undesired outcomes of malicious on-
line creativity. Third, we examine the negative side of online malicious creativity
through an investigation of relational boundary conditions, i.e., rumination. The
current study not only provides a lens through which to examine the common
phenomenon of SNS social comparison but also demonstrates how individuals
and organizations might attenuate their adverse psychological effects.

Overall, the present research proposed and tested a moderated mediation
model of SNS social comparison, such that SNS social comparison predicts on-
line malevolent creativity via SNS envy. Moreover, these effects are bounded by
rumination. The article is organized as follows: first, our article proposes re-
search hypotheses via a literature review. Second, validates hypotheses through
empirical research. Third, further deepening the theoretical and practical signi-
ficance of the research results. Of course, we will also analyze the limitations of

the research at the end, pointing out the direction for future related research.

2. Literature Review and Hypotheses

2.1. Social Comparison Theory

One model that may serve as the theoretical background for the present study is

Rumination

SNS social comparison

Source: Research team own design, 2023.

Figure 1. Hypothesized research model.

SNS envy

\ 4

Online malevolent creativity
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the social comparison theory. Social comparison is an important feature of the
human social existence and is widely present in all aspects of daily life. That is to
say, it is considered an inevitable element of social interaction among human
beings. Festinger (1954) was the first to propose social comparison theory, which
focuses on the abilities and opinions of individuals and suggests that they are
motivated to evaluate their skills and beliefs. In the absence of an objective way
to obtain a self-assessment, individuals tend to judge their opinions and abilities
by comparing themselves with others. Schachter (1959) introduced emotional
variables into the social comparison theory that greatly expanded the scope of
social comparison research. Many researchers posit that social comparisons
sometimes highlight flaws and affect individuals’ self-esteem levels, even inspir-
ing feelings of envy and low self-esteem on the context of SNS (i.e., Schmuck et
al., 2019; Bergagna & Tartaglia, 2018).

2.2. SNS Social Comparison, SNS Envy, and Online Malevolent
Creativity

Social comparison via SN is an extension of offline social comparisons that are
now transmitted via the Internet. It is defined as the process of comparing vari-
ous facets of individuals (i.e., ability, achievement, appearance, popularity) by
browsing other users’ positive online expressions (Vogel et al., 2014). Those who
use SN to present themselves to the online community may choose to actively
self-display practice retrieval (Walther, 2007), which means that they may mi-
nimize their negative traits while highlighting their achievements (Wilson et al.,
2012). In other words, unlike offline communication, an individual’s SNS ego
may project only the image they want people to see (Chou & Edge, 2012). This
undoubtedly makes social comparison easier and increases the desire to compare
oneself with others. An increasing number of studies have focused on the impact
of SNS social comparisons on individual psychosocial adaptation (i.e., Feinstein
et al,, 2013; Stronge et al,, 2015). Previous studies indicated that SNS social
comparison could lead to negative self-perceptions or feelings such as “you are
inferior to others”, thus increasing the risk of envying others (Feinstein et al.,
2013; Sloman et al., 2003).

Envy is defined as an unpleasant feeling experienced by individuals in the
process of social comparison with a person or group of persons who possess
something we desire, and is expressed as a mixture of inferiority, hostility, and
resentment (Parrott & Smith, 1993; Wu & Zhang, 2012; Yang & Zhang, 2009).
Drawing on social comparison theory, envy is a social emotion that results from
an unfavorable upward social comparison with others (Dunn et al., 2012). This
theory also suggests that the evolutionary process of “survival of the fittest” has
made people more concerned about their relative performance in self-evaluations
(social comparison, especially comparing themselves to people who excel in cer-
tain areas), leading to an increase in envy (He & Cui, 2016; Latif et al., 2020).

Extensive empirical research confirms this finding. For example, prior research

DOI: 10.4236/0jbm.2023.115114

2070 Open Journal of Business and Management


https://doi.org/10.4236/ojbm.2023.115114

W. F. Zheng, Y. K. Su

has demonstrated that social comparison on SNS is a significant positive predic-
tor of envy on SNS (Latif et al., 2020). SNS information about other users” happy
photos, enjoyable trips, and personal achievements induce individuals’ envy (Lin
& Utz, 2015), and upward SNS social comparison has a significant positive effect
on envy (Krasnova et al., 2013). Therefore, we hypothesize the following:

Hypothesis 1: SNS social comparison is positively related to SNS envy of oth-
ers.

The term envy is one of the seven deadly sins outlined in the Bible that is said
to lead to disastrous situations or hostile acts (Schoeck et al., 1969). Envy is a
nasty emotion; when an individual envies others, he or she is likely to be hostile.
Previous studies have found that the level of malicious creativity significantly af-
fects individuals’ aggressive behavior (Hao et al.,, 2016, 2020). Malevolent crea-
tivity is a typical manifestation of the “dark side” of creativity, which refers to
creativity as way to intentionally harm others, property, processes, and symbols
(Cropley et al., 2008; Plucker et al., 2004). The products of malicious creativity
are widespread, ranging from new types of fraud and money laundering to
murder and terrorist attacks. Owing to the anonymity and indirectness of SNS,
malicious behaviors caused by SNS envy naturally occur more on this online
format rather than offline. Therefore, it is particularly important to focus on ma-
licious online creativity.

Malicious creativity is not only influenced by unfair situations, emotional in-
telligence, and motivational tendencies (i.e., Gill et al., 2013; Gutworth et al,,
2016) but also by an individual’s emotional state. In particular, SNS envy is likely
to affect an individual’s malicious online creativity. On one hand, malicious
creativity requires that an individual’s attention be directed toward intentionally
harming others, which can be distinguished from general creativity (Anderson
and Bushman, 2002). Indeed, envy is a typical hostile emotion that increases the
possibility of harmful behaviors (Schoeck et al., 1969; Smith & Kim, 2007). On
the other hand, previous studies have shown that envy promotes general creativ-
ity performance by testing the remote associates test (Van de Ven et al., 2011).
The remote associates test is an effective tool for creative measurement. Some
researchers believe that envy enhances an individual’s cognitive state, enabling
him or her to mobilize more cognitive resources to participate in the task at hand,
thus promoting general creative performance (Lim & Yang, 2015). Based on
similar logic, it can be speculated that when envied by others, the boost in emo-
tional arousal may cause the individual to call on more cognitive resources for
mental processing, thereby improving the performance of malicious creativity.
Thus, we tested the following hypothesis:

Hypothesis 2: SNS envy is positively related to online malicious creativity.

Integrating the above findings with social comparison theory, we then pro-
pose the following mediation hypothesis:

Hypothesis 3: SNS social comparison has an indirect effect on individuals’

malicious online creativity via the SNS envy of others.
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2.3. The Moderating Role of Rumination

Rumination is defined as a passive, ongoing, repetitive process (Nolen-Hoeksema et
al., 1999). Response styles theory (Nolen-Hoeksema, 1987), views it as a me-
chanism of coping with negative moods through self-reflection (Morrow & No-
len-Hoeksema, 1990). Specifically, rumination is the process of people dwelling
on the causes and potential negative consequences of adverse life events (upward
social comparison), rather than taking more effective problem-solving measures
(Teismann et al., 2014). As a relatively stable personality trait, we believe that it
is a catalyst for the negative emotions (envy) arising from upward social com-
parison. Individuals more prone to rumination are more likely to battle envy af-
ter encountering an upward social comparison, owing to their repeated focus on
its potential causes and consequences.

In contrast, individuals less prone to rumination can mobilize cognitive re-
sources to effectively face upward social comparison and avoid or alleviate envy
(Conway et al., 2000). In summary, we derived from relevant studies that rumi-
nation generally acts as a moderator between stressors (i.e., upward social com-
parison and uncertainty tolerance) and negative emotions (i.e., envy, anxiety,
and depression) (Liao & Wei, 2011; Vanhalst et al., 2012). Thus, we propose the
following hypothesis:

Hypothesis 3: Rumination moderates the relationship between SNS social
comparison and SNS envy such that positive relationships are stronger (weaker)
when rumination is high (low).

Integrating the above findings with the notion that SNS envy has an indirect
effect on the relationship between SNS social comparisons and deviant online
behaviors, we further propose the following moderated mediation hypothesis:

Hypothesis 4: Rumination moderates the indirect effects of SNS social com-
parison on individuals’ malicious online creativity via SNS envy, such that the

effect is stronger (weaker) when rumination is high (low).

3. Method
3.1. Participants

We used WeChat (a widely used social application in China) to recruit par-
ticipants from different industries, occupations, organizations, and locations
in China. To articulate the study purpose, we invited people who surfed on-
line daily and were eligible to participate in our study. Before the study, vo-
luntary participation and response confidentiality were ensured and partici-
pants were informed that they would receive 3RMB as compensation for
completing the survey. We distributed 650 questionnaires and received 582
valid questionnaires (response rate 89.5%). After removing data with less than
one hour of browsing time, the final sample size was 578, 251 were female
(43.4%), other 327 were male (56.6%), and the age range was 18 - 49 (average
age = 23.56 years).
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3.2. Measurements

All variables in our study were translated from English to Chinese using a
well-established scale that has been validated by three researchers (Brislin, 1980).
Respondents reported the extent to which they agreed with the items on a
5-point Likert scale ranging from 1 (totally disagree) to 5 (totally agree).

SNS social comparison. We measured time pressure using Krasnova et al.’s
(2013) 4-item social comparison scale, which was further modified for use in
prior SNS empirical research projects (Lim & Yang, 2015). A sample item is “I
felt unhappy when looking at others’ photos and posts on an SNS service.”
Cronbach’s a for this scale was 0.88.

SNS envy. Envy was measured using the 8-item scale developed by Tandoc Jr.
et al. (2015). A sample item is “I generally feel inferior to others,” where higher
scores indicate stronger envy brought about by SNS use. Cronbach’s a for this
scale was 0.77.

Rumination. We used the ten items adapted from Treynor et al’s (2003)
study to measure individuals’ levels of rumination. A sample item is “Think,
‘Why can’t I handle things better?”.” The Cronbach’s a for this scale was 0.90.

Online malevolent creativity. The items in the questionnaire were adapted
from the 13-item scale created by Hao et al. (2016). A sample item is, “When I
use SNS, I have a lot of ideas that pop into my head to tease others.” Cronbach’s
a for this scale was 0.96.

Control variables. The demographic variables (gender and age) and the av-
erage number of hours per day devoted to using SNS (time) were controlled to

eliminate any bias on an individual’s online creativity.

3.3. Power Analysis

Previous experience recommended the sample size of each item should be more
than 5 respondents. Therefore, the sample size of 578 participants was adequate
for our 35-item measurement. Moreover, according to the power analysis for the
Linear multiple regression by G-power 3.1.9.4, type I error rate at 1%, type II
error rate at 10%, effect size {2 at 0.15, and at least 179 participants should be in-
cluded. In conclusion, the sample size in this research had sufficient statistical

power.

3.4. Data Analysis and Common Method Biases Test

We used the SPSS26.0 and Amos 26.0 statistical tools to analyze and process the
data. A self-report method was used for data collection. The procedure used
anonymous measurements and random arrangements to avoid common method
biases that could interfere with our research results. We used the Harman sin-
gle-factor test (Podsakoff et al., 2003) with statistical methods to measure the
degree of variation of the common method. Our research resulted in five eigen-
values greater than one for all factors; the variance of the first factor was 24.15%

(<40%). Therefore, no serious common method deviations were observed in this
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study. We then loaded all measured items into a common latent factor using
confirmatory factor analysis. The results showed that the four-factor model fit
the data (x*/df = 3.883, p < 0.001, CFI = 0.888, RMSEA = 0.071, GFI = 0.798).

4. Results

Table 1 presents the descriptive statistics and correlations between the variables
of interest. The results showed that malevolent online creativity was related to
proximal SNS envy (r = 0.56, p < 0.01), while SNS envy was significantly corre-
lated with SNS social comparison (r = 0.76, p < 0.01).

Rumination was significantly correlated with both SNS social comparison (r =
0.38, p < 0.01) and SNS envy (r = 0.42, p < 0.01). Thus, these correlations pro-
vide initial support for our hypotheses.

Hypotheses testing

We tested our hypotheses using a regression analysis with SPSS 26.0. The re-
sults (see Table 2, for Models 2 and 6) demonstrated that SNS social comparison
(B = 0.76, p < 0.001) was positively related to SNS envy, and the relationship
between SNS envy and online malevolent creativity was significant (B = 0.55, p <
0.001). Thus, Hypotheses 1 and 2 were supported.

Next, we checked Hypothesis 2 using the method outlined by Preacher, Ruck-
er, and Hayes (2007) using Hayes’ (2013) PROCESS macro in SPSS (version 3.3).
Using Model 4, we assessed the mediation model (controlling for sex, age, and
time). We constructed 95% confidence intervals (CI) around the observed indi-
rect effects using 5000 bootstrapped samples. As presented in Table 3, the re-
sults showed that SNS social comparison had significant indirect effects on on-
line malevolent creativity through SNS envy. Thus, Hypothesis 3 was supported.

Based on previous results, we added interaction terms between SNS social
comparison and rumination into the model to test the moderated mediation
hypotheses (i.e., Hypotheses 4 and 5). The results (Table 2, Model 4) showed

that rumination moderated the effects of SNS social comparison (B = 0.06, p <

Table 1. Descriptive statistics and correlations.

Variable SD 1 2 3 4 5 6 7
1. Gender 0.50

2. Age 23.56 4.51 -0.09

3. Time 2.80 0.09* —0.21**

4. SN social comparison 1.10 —0.14** 0.09% 0.04 (0.88)

5. SNS envy 0.72 —0.11** 0.08* 0.07 0.76** (0.77)

6. Rumination 0.64 -0.14**  -0.01 —0.09*  0.38** 0.42%* (0.90)

7. Online malevolent creativity 1.08 —0.15** 0.04 0.05 0.62%* 0.56** 0.44%* (0.96)

Note. N = 578. For sex, 1 = male and 2 = female. Cronbach’s alpha values are reported in parentheses along the diagonal. *p <

0.05. **p < 0.01. Source: Research team own collects and calculates, 2023.
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Table 2. Regression results.

Online malevolent

SNS envy .
Variables creativity
Model1 Model2 Model3 Model4 Model5 Model 6
Gender —0.12** -0.01 0.00 —0.00 —0.15%** —0.09*
Age 0.10%* 0.02 0.03 0.03 0.54 —-0.00
Time 0.10* 0.04 0.06* 0.06* 0.72 0.15
SN sodial 0760 0.70%%  0.44%%*
comparison
Rumination 0.16%*+* 0.05
SNS envy 0.55%%*
SNS social
comparison X 0.33%
Rumination
R? 0.03 0.59%** 0.62 0.61 0.03 0.33
AR? 0.02** 0.58%** 0.62%*%* 0.61%* 0.02** 0.32%%*
F 5.68%*  202.75%%* 177.58%** 149.78*** 5.42%* 69.00***

Note. N = 578. For gender, 1 = male; 2 = female. Standardized regression coefficients are
reported. *p < 0.05. **p < 0.01. ***p < 0.001. Source: Research team own collects and cal-
culates, 2023.

Table 3. Indirect effects based on 5000 Monte Carlo replications.

Effect SE Boot LLCI Boot ULCI
SNS social comparison
Indirect effect 0.157  0.040 0.077 0.234
Moderated mediation effect 0.019 0.012 0.000 0.046
High rumination (+1SD) 0.151  0.039 0.075 0.230
Low rumination (—1SD) 0.129 0.034 0.063 0.195

Note. Boot LLCI = bootstrapped lower confidence interval; Boot ULCI = bootstrapped
upper confidence interval. *The indirect effect was significant if the confidence interval
did not contain zero. Source: Research team own collects and calculates, 2023.

0.05) on SNS envy (see Figure 2). Simple slope tests demonstrated that the rela-
tionship between SNS social comparison and SNS envy was significant and posi-
tive when the level of rumination was high (B = 0.48, se = 0.02, p < 0.001), but
was significantly weaker when the level of rumination was low (B = 0.40, se =
0.03, p < 0.001). Therefore, Hypothesis 4 was supported.

We further tested the moderated mediation hypotheses (Hypothesis 5) with
Process Model 7. The results (see Table 3) showed that rumination moderated
the indirect effects of SNS social comparison on online malevolent creativity
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Figure 2. Moderating effect of rumination on the relationship between SNS social com-
parison and SNS envy.

(estimate = 0.019, 95% CI = [0.000, 0.046]). Specifically, the indirect effect of
SN social comparison on online malevolent creativity via SNS envy was signifi-
cant when rumination was high (estimate = 0.151, 95% CI = [0.075, 0.230]). The
indirect effect was also significant when the rumination level was low (estimate
=0.129, 95% CI = [0.063, 0.195]), but it was significantly weaker. These findings
support Hypothesis 5.

5. Discussion

The primary objective of the current study was to shift the focus of the academ-
ic conversation in the creativity literature to the dark side of creativity—online
malicious creativity—and specifically to investigate its possible causes in the
context of SNS. Based on social comparison theory and previous research re-
sults, we examined the impact of SNS social comparison on emotion (SNS
envy), which in turn leads to a high level of online malicious creativity. Further,
according to the response style theory, we suggest that rumination plays a criti-
cal role in determining the link between SNS social comparison and SNS envy.
Specifically, we demonstrated that SNS social comparison had a positive rela-
tionship with SNS envy when the level of rumination was high but was signifi-
cantly weaker when it was low. In addition, we found that the indirect effect
between SNS social comparison and malicious online creativity via SNS envy
was consistent. In particular, the indirect impact was significant when the level
of rumination was high but was significantly weaker when it was low. Our
study has several intriguing theoretical and practical implications, which are

discussed in the next section.
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5.1. Theoretical Contributions

The main contribution of the current research is that, instead of focusing on
creativity, we explore the dark side of creativity—online malicious creativity on
SNS. The extant literature has accumulated a wealth of evidence on the antece-
dents of individuals’ creativity (Amabile, 1997; Montanari et al., 2016; Mumford
et al., 2012), largely due to the widespread belief among researchers and the pub-
lic that creativity is generally positive (Khessina et al., 2018). However, as the
current study reveals, true creativity may be more diverse and subtle than pre-
viously assumed. Therefore, we are committed to extending the creativity litera-
ture by advancing the discourse on malicious online creativity on SNS. Specifi-
cally, we take a rare approach to investigate the dark side of individuals’ creativ-
ity. By combining social comparison theory with the creativity literature hig-
hlighting the growing importance of individual creativity, we uncover previously
unidentified causes of malicious online creativity on SNS. Our findings suggest
that those who maintain higher levels of SNS social comparison are more likely
to envy others, which leads to high levels of malicious online creativity. The cur-
rent empirical study is among the first to examine the interpersonal effects of
social comparison on the online dark side of creativity by focusing on individual
responses in the context of SNS.

Second, this study directly extends the social comparison theory. Given that
SNS upward social comparison is inevitable, researchers must uncover positive
and negative emotions and outcomes to better guide individuals on how to mi-
tigate the potential costs of these initiatives (Chou & Edge, 2012; Midgley, 2013).
Given that highly negative individual and interpersonal outcomes are known to
result from individuals’ malicious online creativity (Cropley et al., 2014), it is al-
so important to identify the antecedents and affective mechanisms before they
occur (Hao et al., 2020). The current research has shown a positive relationship
between SNS social comparison and malicious online creativity through SNS
envy. The results also indicate that individuals’ malicious online creativity might
be affected by stressful life events (i.e., SNS upward social comparison). There-
fore, identifying the mechanism of SNS envy that explains how SNS social com-
parison leads to malicious online creativity is a significant contribution to the li-
terature. Finally, by identifying the boundary conditions of individual characte-
ristics (rumination), we provide insights into how to temper the undesired out-
comes of online malicious creativity. Specifically, we found that rumination ac-
centuates the harmful effects of SNS social comparisons. Scholars have noted
that rumination may be linked to the key focus of problems and psychological
stress responses (Teismann et al., 2014). Suppose individuals have a low level of
rumination. In this case, they will be more likely to mobilize cognitive resources
to maintain the optimistic arousal needed to achieve goals and meet demands
when they suffer comparison upward and seek to avoid or alleviate envy (Conway
et al,, 2000). We extend this view by articulating how and why rumination, as an

individual characteristic, can shape individuals’ responses to SNS social compar-

DOI: 10.4236/0jbm.2023.115114

2077 Open Journal of Business and Management


https://doi.org/10.4236/ojbm.2023.115114

W. F. Zheng, Y. K. Su

ison. In doing so, we also contribute to response style theory by placing an indi-
vidual’s meditative characteristics under the framework of interpersonal com-

munication.

5.2. Practical Contributions

This study has several practical implications. First, we suggest that SNS upward
social comparison has psychological consequences. Given the negative emotions
of SNS envy, more attention should be paid to the suffering caused by SNS social
comparisons. Thus, on the one hand, SNS policymakers should inform the pub-
lic of the potentially negative effects (i.e., negative emotions and behaviors) of
SNS, rather than simply focusing on increasing the number of users by empha-
sizing only the ease of use and positive experiences of SNS. This will advanta-
geous in helping users correctly understand SNS, thus preventing negative emo-
tions from being accompanied by feelings of helplessness. Importantly, SNS
providers should also enhance SNS systems so that SNS users do not miscon-
strue their reality through social comparisons. Exaggeration and separation from
reality can also be characteristic of sharing on SNS. Therefore, websites should
be subjected to more rigorous review to reduce the generation of social compar-
ison that is divorced from reality. In addition, we hope that SNS providers will
find ways to effectively offset the envy experienced via social comparison and
produce SNS systems that can decrease the cost inherent to ceasing SNS use.
Second, our study reveals the boundary condition of rumination, which could
further accentuate the devastating psychological and behavioral effects of SNS
social comparison. Therefore, organizations and educators should develop tar-
geted interventions to avoid or alleviate SNS envy and malicious online creativi-
ty. Interventions could include rumination presentations and how they relate to
social comparisons, emotions, and malicious creativity. Such an approach could
facilitate students’ development of coping skills with low levels of rumination,

thereby reducing SNS envy.

5.3. Limitations and Directions for Future Research

Although this study has some theoretical and practical implications, its limita-
tions must be considered when expanding on them. First, the survey was cross-
sectional, and causality could not be established. Future studies should employ a
longitudinal design to examine how online social comparison experiences change
with SNS. Second, we investigated only one interpersonal phenomenon (SNS
upward social comparison) and one mediated variable (SNS envy). Future re-
search could explore which other mediating variables frame the effects of SNS
social comparison on online malicious creativity and whether there are other
causes of online malicious creativity. Third, this study explores only the dark
side of creativity. How does this relate to general creativity? This topic is worthy
of further study. Finally, all data in the current study were gathered via self-
reported surveys, which may lead to the outcome of online malicious creativity
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being a behavioral propensity assessment rather than a natural behavioral tra-
jectory. Future research could measure individual malicious online creativity in

the form of big data and footprints on SNS.

6. Conclusion

Integrating social comparison theory with response style theory showed that
SNS social comparison had a positive relationship with individuals’ SNS envy,
which was positively related to online malicious creativity. Moreover, rumina-
tion accentuated the impact of SNS social comparisons on SNS envy. These

findings provide timely and meaningful insights into theory and practice.
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