Andria Andriuzzi 
  
Géraldine Michel 
  
Claudiu V Dimofte 
  
How Brand 
  
  
  
  
How Brand Conversations on Social Media Prompt Jealousy in Brand Relationships

des établissements d'enseignement et de recherche français ou étrangers, des laboratoires publics ou privés.

H1: Brands are perceived as more human when they use FFAs addressed to consumers. H2: The use of FFAs addressed to other consumers produces higher brand humanization perceptions for consumers of low than for consumers of high brand attachment. H3: Consumers display more jealousy after observing brand FFAs addressed to others. H4: Brand positioning moderates the focal effects, such that the links between the use of FFAs and (a) brand humanization and (b) jealousy is stronger for brands positioned on warmth relative to those positioned on competence. Study 1 (N = 188 adults from an online panel) addresses H1 and H2 in a 2 (brand FFA: absent vs. present) x 2 (brand attachment: low vs. high) between-subjects design. Participants imagined browsing their Facebook newsfeed and noticing a particular brand-consumer conversation. Brand FFAs were manipulated by including (or not) appreciative expressions into the brand's posts. Participants indicated the extent to which they anthropomorphized the brand on six 7-point semantic differential scales (adapted from [START_REF] Hudson | The Influence of Social Media Interactions on Consumer-Brand Relationships: A Three-Country Study of Brand Perceptions and Marketing Behaviors[END_REF]α = .89). A two-way ANOVA on perceptions of anthropomorphism with the two experimental factors as predictors uncovered a significant effect of brand attachment (F(1, 182) = 26.57, p < .001) and a significant interaction between the two factors (F(1, 182) = 7.19, p < .01). Consumers not particularly attached to the brand perceived the brand as more human when employing FFAs (vs. when not), but this effect was absent for consumers strongly attached to the brand.

Study 2 (N = 397 undergraduates) assesses the extent to which consumers would perceive the brand as more humanlike and express more positive brand perceptions and less jealousy when they (vs. another consumer and vs. control) would be the target of a brand's flattery (H3). The design was thus a three-cell (FFA target: self vs. other vs. control) betweensubjects comparison. Participants were asked to provide a specific brand that they had a relationship with, which was subsequently employed by the software in the study's cover story. The subsequent procedure and measure were similar to Study 1. A one-way ANOVA on the brand anthropomorphism item revealed a significant main effect of FFA: F(2, 389) = 5.65, p < .01. Respondents perceived that a brand's use of FFAs, whether aimed at the self (M = 5.05) or another consumer (M = 5.20) appeared as more humanlike than the same brand not employing FFAs (M = 4.60). Furthermore, participants observing an FFA aimed at the self reported less jealousy (M = 5.19) than those observing the brand aiming the FFA at another consumer (M = 4.57) or those noting a brand conversation that did not include an FFA (M = 4.53; F(2, 389) = 17.75, p < .001).

Study 3 (N = 126 undergraduates) adds a brand positioning variable such that more jealousy was expected when the brand was positioned on warmth rather than competence (H4). The design was thus a 3 (FFA target: self vs. other vs. control) x 2 (brand positioning: on warmth vs. competence) between-subjects. The cover story and measures replicated Study 2. Participants assessed brand positioning on a 6-point semantic differential item anchored at 1 = definitely warmth-based and 6 = definitely competence-based. A two-way ANOVA with the two experimental factors as predictors and the brand feelings item as the dependent measure revealed a significant main effect of FFA: F(2, 120) = 4.16, p < .02. Participants observing an FFA aimed at the self reported less jealousy (M = 5.43) than those observing the brand aiming the FFA at another consumer (M = 4.93) or those noting a brand conversation that did not include an FFA (M = 4.81). However, this effect did not vary significantly by brand positioning, potentially due to the study's low power.

While much research addresses the effects of social media in general, little is known about how brand flattery impact consumer response. This research identifies the relationships between brand flattery, brand humanization, and brand jealousy, thus contributing to literature on brand-consumer relationships. 
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