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Abstract

Cheating in games has existed since the beginning of video games. The landscape of

gaming and cheating has changed profoundly with its migration to the online en-

vironment. This study aims to investigate the unethical behavioral intention of

online gamers. The Theory of Planned Behavior and Social Comparison Theory is

used to develop a comprehensive framework to understand gamers' cheating in-

tention. This study employs a quantitative approach to collect data from 404 gamers

using a random sampling technique. Results show that attitude, subjective norms,

perceived behavioral control, hedonic motivation, and benign envy influences ga-

mers' online cheating intention. Online cheating intention was found to influence

online cheating behavior positively. Looking at the moderating effect of ethical

judgment, this study revealed that ethical judgment dampens the positive re-

lationship between attitude, benign envy, and perceived behavioral control on ga-

mers' online cheating intention. This study is the first to explore the impact of

different types of envy on divergent gaming behavior. It contributes to the literature

by generating insights into an under‐researched area of divergent online gaming

behavior.
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1 | INTRODUCTION

There is an increase in the popularity of online gaming in recent

years. As such, the preservation of people's levels of honesty,

trust, and integrity in the online environment becomes crucial

(Corrigan‐Gibbs et al., 2015). Online game cheating is gaining

momentum due to the ubiquity of the internet and human inter-

action (Chen & Ong, 2018). However, cheating in games has ex-

isted since the beginning of video games. Online gaming cheating

behavior is quite contagious due to the desire to conquer and feel

superior to others. Gamers engaging in such divergent behavior

feel a sense of security as they are anonymous and geographically

dispersed (Parker, 2008).

There is a considerable gap between the tools and methods for

cheating available to gamers and anticheating tools (Wang et al., 2019).

Engaging in online game cheating builds a bad reputation for gamers and

contributes to fair play loss. However, online game cheating differs in

different circumstances (Wu & Chen, 2013). As single‐player games do

not have any other players, cheating in such games would not have

serious consequences. On the other hand, cheating in multiplayer online

games would incur grave consequences as it negatively impacts other

players' interests and fairness (Kimppa & Bissett, 2005; Yan & Randell,

2009). According to the study carried out by Duh and Chen (2009) and

Zetterström (2005), cheating in online games has resulted in game de-

velopers seeing a decrease in the number of active gamers and are

unable to attract new ones due to the reputational damage of the game
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caused by cheating. Additionally, online game cheating is a moral offense

as players and game developers invest a lot of time and effort, and as a

result, cheaters deprive them of the benefits to be reaped out of fair play

(Kimppa & Bissett, 2005).

The topic of online game cheating has been receiving much at-

tention. However, empirical studies in this area are lacking (Chen &

Ong, 2018; Wang et al., 2019). Comparing the impact of cheating in

the real and virtual worlds, gamers may not even consider cheating in

online games as a concern or unethical issue as they see no physical

harm. A study carried out by Wang et al. (2019) proposed Signaling

Theory and uniting the Elaboration Likelihood Model to test the

effectiveness of anticheating systems in China. The results of this

study confirmed that anticheating systems do not inhibit a gamer's

intention to cheat in online games. The ethical dimension of online

game cheating has been explored in a study by Wu and Chen (2018)

on young gamers. The study found that cheating actions are morally

insignificant for gamers due to the playful nature and social influence

of online games. Studies of ethics in online gaming have derived

contradictory results (Wu & Chen, 2018). Additionally, no studies

have examined the moderating effects of ethical judgment on ga-

mers' online gaming cheating intention. As such, this study will in-

corporate ethical judgment as a moderating variable in the proposed

research model to address this literature gap.

Studies conducted recently have explored how envy influences

an individual's behavior in the areas of psychology (Brooks et al.,

2019; Lange et al., 2018), organizational behavior (Yu et al., 2018),

social network marketing (Liu et al., 2019; Taylor, 2020; Wallace

et al., 2017), and tourism (Hajli et al., 2018). The social element of

online gaming has created a highly competitive gaming environment.

Studies have shown that envy is an outcome of competitive behavior

(Vecchio, 2005). This envy can develop in the form of either mal-

icious envy or benign envy (Xiang et al., 2018). The feeling of envy

can lead individuals to engage in unethical behavior (Thiel et al.,

2020). Despite the highly competitive nature of online gaming, prior

studies have not explored the influence of envy on gamers' intention

to cheat in online games. This will allow for valuable insights to be

generated on how social element of online gaming can lead to feel-

ings of envy, which ultimately leads to cheating in online games. As

such, the social comparison theory is used to explain the effect of

envy on behavioral intention (Duffy et al., 2012; Hajli et al., 2018).

Therefore, this study will incorporate the social comparison theory

with the Theory of Planned Behavior (TPB). Individuals have a ten-

dency for self‐evaluation by comparing themselves with others in a

negative or positive way (Wood, 1996). This comparison leads to the

feeling of envy (Hajli et al., 2018).

TPB is an appropriate theory to model behavioral intention and

actual behavior (Ajzen, 1991); however, it lacks the ability to fully

explain what motivates a gamer to engage in online game cheating.

Therefore, this theory has been combined with the social comparison

theory to add constructs such as benign and malicious envy to un-

derstand gamers' unethical behavior intention better. Extant litera-

ture portrays envy as a consumer's motivator for consumption (Belk,

2008; Loureiro et al., 2020; Van de Ven, 2017). However, the impact

of benign and malicious envy is yet to be explored in the online game

cheating context. Recent studies on counterfeit products tested

hedonic motivation to evaluate the behavioral intention to engage in

unethical practices (Kaufmann et al., 2016; Yoo & Lee, 2009). The

hedonic motivation was tested in the online gaming to evaluate

whether enjoyment experienced in online games increases gamers'

behavioral intention to play online games (Lee, 2009). However,

there is no evidence of hedonic motivation tested to increase online

game cheating.

The following sections of the paper have been laid out as follows.

Section 2 captures the theoretical foundation followed by a review of

the extant literature on constructs of TPB, hedonic motivation, be-

nign envy, malicious envy, behavioral intention, and engaging in be-

haviors in online game cheating. Section 2 consists of the formation

of a hypotheses, followed by the proposed conceptual framework.

Section 3 explains the methodology employed in this study. The re-

sults of this study are presented in Section 4. Section 5 discusses the

results, theory, practical implications, and future research directions.

Section 6 outlines the conclusion for this study.

2 | LITERATURE REVIEW, CONCEPTUAL
FRAMEWORK, AND HYPOTHESES
DEVELOPMENT

2.1 | Divergent behavior in online games

According to Schwieren and Weichselbaumer (2010), breaking the

rules is considered as cheating. The definition of cheating behavior in

online games is one that researchers have debated due to different

technologies and actors (Botvich et al., 2010; Wu & Chen, 2018).

However, this study adopts the definition provided by Yan and

Randell (2009), which is as follows:

“Any behavior that a player uses to gain an advantage

over his peer players or achieve a target in an online game

is cheating if, according to the game rules or at the dis-

cretion of the game operator (that is, the game service

provider, who is not necessarily the developer of the

game), the advantage or the target is one that the player

is not supposed to have achieved. (p. 38)”

2.2 | Theory of planned behaviour

Models in the social psychology of customer behavior are based on

different conceptual assumptions. Regardless of different assump-

tions, these models primarily explain the motivation to engage in a

particular behavior and the reasons for the behavior change. The

TPB provides a strong theoretical base to understand why people

engage in a particular behavior. Ajzen (1991) used behavioral in-

tention as a proxy to predict the actual behavior in TPB. The three

predictors of behavioral intention are subjective norms, perceived
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behavioral control, and attitude. According to Ajzen (1991), attitude,

subjective norms, and perceived behavioral controls have high ac-

curacy in predicting behavioral intentions. The behavioral intentions

are postulated to identify the underlying factors and motivators,

which influence a particular behavior. The intention is an indication

of an individual's willingness to try and plan the effort to be exerted

to engage in a certain behavior (Ajzen, 1991). An individual is likely

to engage in a particular behavior if there is a strong intention to

do so.

Attitude is the overall evaluation of a given behavior (Ajzen,

1991). Therefore, this construct is categorized as behavioral beliefs

of a subjective measure. Individuals would evaluate a given behavior,

either favorably or unfavorably. The more positive attitude in-

dividuals have, the more likely they are to engage in a given behavior

(Ajzen, 1991). Current literature shows a positive and significant

relationship between attitude and behavioral intention (Dickinger &

Kleijnen, 2008; Kang et al., 2006). Therefore, attitude is a strong

predictor of behavioral intention. In the context of gaming, a gamer's

attitude towards cheating is expected to be influenced by another's

online game cheating behavior (Wu & Chen, 2013). If a gamer

identifies a particular behavior as unethical, they will deter from that

behavior. Likewise, if a gamer identifies a specific behavior as good,

they will engage in that behavior (Bandura, 1986). Jafarkarimi et al.

(2016) identified attitude as a strong predictor of intention to engage

in unethical behavior on social networking sites. Individuals' un-

ethical behavioral intention is a result of them favoring unethical

behaviors. Another study carried out by Wu and Chen (2013) found

out that self‐generated factors like attitude from the social cognitive

theory, influence gamers' cheating behavior. That is, gamers appraise

whether cheating behavior is favorable or unfavorable before in-

tending to cheat on an online gaming platform. If a gamer rationalizes

online game cheating as good or favorable behavior, the gamer is

more likely to cheat in online games. Thus, based on the following

theoretical premises, it can be hypothesized that:

Hypothesis 1 (H1): Attitude positively influences gamers' intention to

cheat in online games.

The second predictor of behavioral intention is subjective norms.

Subjective norms are the “perceived social pressure to perform or

not to perform a certain behavior” (Ajzen, 1991). Intentions and

behaviors are perceived to be influenced mainly by the social en-

vironment (Ajzen & Fishbein, 1980). Individuals who are concerned

about how their social groups perceive them are more likely to

change their attitude towards a given behavior (Sparks & Shepherd,

1992). The presence of external pressure drives an individual to

engage in a socially desirable behavior. Extant literature shows a

positive relationship between subjective norms and behavioral in-

tention (Abou‐Zeid & Ben‐Akiva, 2011; Axsen & Kurani, 2012;

Castanier et al., 2013; Han et al., 2010). Therefore, a high degree of

social pressure will influence individuals' intention to engage in a

given behavior. Subjective norms in online game cheating are

referred to as being influenced by other gamers to cheat. As the

virtual world does not have established societal norms, other gamers'

behaviors in the “immediate environment” become the primary in-

fluence of a gamer's behavior (Bandura, 1986). These pressures in-

clude friends and gamer peers in the online gaming community on a

multiplayer platform. A study carried out by Jafarkarimi et al. (2016)

found subjective norms to influence an individual's unethical beha-

vior on social networking sites positively. The study elaborated that

individuals would engage in unethical behaviors if their significant

others are also doing so. Gamers tend to tailor their behavior to fit

the situation as it is viewed as socially acceptable. Wu and Chen

(2013) study identified that a gamer's social environment influences

their cheating behavior on online gaming platforms. The study used

the social effect construct of the social cognitive theory to test the

relationships that drive individual behavior with social pressure;

thus, this is similar to the subjective norms construct of TPB.

Therefore, a gamer is likely to view cheating as a norm if the sig-

nificant others around them are cheating as well. Also, as cheating

results in favorable consequences, other gamers will be influenced to

cheat as well to achieve a rewarding experience. Thus, the following

hypothesis is proposed:

Hypothesis 2 (H2): Subjective norm positively influences gamers' in-

tention to cheat in online games.

The third construct predicting behavioral intention is perceived

behavioral control. Perceived behavioral control evaluates whether

an individual has the necessary opportunities and resources to en-

gage in a given behavior (Ajzen, 1991). The obstructions, resources,

and opportunities are the control beliefs, the presence of which

makes individuals act in a particular way. It is the perceived facil-

itation and control of beliefs that make up perceived behavioral

control. Perceived behavioral control is the perceived extent of ease/

difficulty related to engaging in a particular behavior (Ajzen, 1991;

Armitage & Conner, 2001). Individuals tend to reflect on their past

experiences and anticipated problems before engaging or intending

to engage in the given behavior.

Concerning online game cheating and in accord with the TPB

proposition, if a gamer intends to cheat, there is no barrier to pre-

vent the gamer from engaging in this behavior. Perceived behavioral

control is the ease of access to resources that will allow the gamer to

cheat. Gamers evaluate the resources, opportunities, and obstruc-

tions before engaging in cheating behavior. The easier it is to cheat in

online games, the more likely the gamers will intend to or engage in

cheating behavior. A study on students' cheating behavior confirmed

a positive relationship between high perceived behavioral control

and the intention to cheat (Alleyne & Phillips, 2011). Also,

Jafarkarimi et al. (2016) carried out a study on the behavioral in-

tentions on social networking sites. The study identified perceived

behavioral control to influence behavioral intention to use and ma-

nipulate information technology positively. Thus, it can be hypothe-

sized that:
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Hypothesis 3a (H3a): Perceived behavioral control positively influ-

ences gamers' intention to cheat in online games.

Hypothesis 3b (H3b): Perceived behavioral control positively influ-

ences gamers' online cheating behavior.

2.3 | Hedonic motivation

Hedonic motivation is the enjoyment, pleasure, or fun experienced in

technology usage and is considered a strong predictor of technology

acceptance and use (Alalwan, 2018a, 2018b; Shaw & Sergueeva,

2019). Individuals become more intrinsically motivated when tech-

nology becomes pleasurable and fun to use (Venkatesh et al., 2012).

As entertainment and fun are indicators of hedonic motivation, it,

therefore, has a direct influence on behavioral intention (Venkatesh

et al., 2012). Consequently, if the technology becomes tedious or

unenjoyable, it is likely that individuals will not engage in or dis-

continue the behavior as there is no intrinsic motivation received.

Extant literature shows that fun and pleasure feelings increase in-

dividuals' likelihood to engage or continue playing online games (Boyle

et al., 2012; Wu et al., 2010). Playing online games is pleasurable and fun

due to its rich entertainment functions, which intrinsically motivate ga-

mers to play. Enjoyment generally leads to engaging in a given behavior

(Yang et al., 2017). Therefore, to obtain such great enjoyment, a gamer's

behavioral intention to play online games increases (Lee, 2009). How-

ever, cheating in online games for fun is not yet explored. Considering

online games are in the virtual world, cheating is rationalized as accep-

table as no one is harmed. Therefore, cheating in online games becomes a

form of enjoyment (Wu & Chen, 2018). “Playing God” is the type of fun

some gamers tend to seek as they can control the game (Barna & Fodor,

2017). Also, cheating allows gamers to skip the boring or unpleasant

parts of the game (Barna & Fodor, 2017). A study carried out by

Kaufmann et al. (2016) in Brazil found that consumers find pleasure and

happiness when buying counterfeit products. Another study elaborated

that hedonic benefits influence consumers to purchase counterfeit pro-

ducts as they feel pleasure wearing fakes (Yoo & Lee, 2009). As buying

counterfeit products is unethical behavior and is a form of cheating one's

social group, these studies are highly relatable to the online game

cheating context. Thus, in this study, hedonic motivation is proposed as a

factor influencing online game cheating intention, and the following

hypothesis is suggested.

Hypothesis 4 (H4): Hedonic motivation positively influences gamers'

intention to cheat in online games.

2.4 | Benign and malicious envy

Envy has been in the spotlight for more than a decade now, and

various studies have been carried out to understand this aspect of

human behavior (Loureiro et al., 2020; Van de Ven, 2017; Van de Ven

et al., 2009, 2011). The feeling of envy triggers when one compares

themselves with others and becomes dissatisfied or discontent as they

cannot attain the desired circumstance (Harvey &Weber, 2001; Hill &

Buss, 2008). There are two streams of envy; benign envy and mal-

icious envy. Benign envy is expressing admiration and praising an-

other's ability or talent out of goodwill, which may result in self‐
improvement to achieve the envied standard (D'Arms & Kerr, 2008;

Loureiro et al., 2020; Smith & Kim, 2007). On the other hand, mal-

icious envy is the negative side of envy as it provokes hostility, ani-

mosity, and resentment towards the envied object or person (Lange &

Crusius, 2015). Whether one experiences malicious or benign envy,

both are painful if felt strongly (Miceli & Castelfranchi, 2007). How-

ever, both benign and malicious envy motivate individuals differently

to induce behavior. Regardless of benign envy being painful, it causes

a positive reaction, and as a result, individuals are motivated to self‐
improve to be better than those positioned better (Roberts, 1991).

Benign envy leads to healthy competition with the envied individual,

and there would be no resentment or need to harm the envied individual

(Miceli & Castelfranchi, 2007). This type of envy was termed by Van de

Ven et al. (2009) as “white envy” as others' success, or achievement is

seen as deserving and fair. In contrast to benign envy, malicious envy

relates to negative reactions as strong feelings of resentment and hos-

tility is directed towards those positioned better. Individuals experiencing

malicious envy are likely to be defensive and would have a strong urge to

destroy the privileged individual (Lange & Crusius, 2015). Malicious envy

deactivates self‐condemnation and triggers urges of hostility and re-

sentment towards the envied person. With malicious envy, competition

becomes hostile as the privileged other is labeled as undeserving and out

of reach of the successes achieved. Thus, this type of envy is categorized

by Van de Ven (2017) and Marticotte and Arcand (2017) as “black envy.”

Envy is a motivating factor to attain the desired goal; however, the

type of envy triggered solely depends on the individuals' reactions to-

wards others' achievements or successes (Lange & Crusius, 2015). In

online gaming, the feeling of envy is likely to be present mainly in mul-

tiplayer games. Gamers tend to be envious of other players' ranking and

performance with the hope to 1 day achieve that desired status.

The approach taken by the envious gamer to achieve the desired

status will depend on their reaction towards the privileged gamers.

Therefore, a gamer's positive reaction will lead to feelings of benign

envy, and an adverse reaction will trigger feelings of malicious envy

(Loureiro et al., 2020). This study aims to test whether benign or

malicious envy influences a gamer's intention to cheat in online

games to achieve a status higher than the envied gamer.

A study conducted on the desire to purchase luxury brands

stated that individuals indulged in luxury shopping to improve their

social status (Loureiro et al., 2020). Another study carried out by Van

de Ven (2017) on envy, admiration, and motivation found benign

envy motivates individuals to improve their position in a healthy

competition, while malicious envy motivates an individual to improve

their position by pulling down the envied other. This envious feeling

influences gamers to achieve superior ranks and status by improving

their gaming performance or pulling down the envied other. The

study confirmed that individuals would only be motivated by only
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one type of envy and not both. Therefore, in the context of online

gaming, benign or malicious envy is likely to influence a gamer's

intention to improve their rank or status by cheating. Thus, it is

hypothesized that:

Hypothesis 5a (H5a): Benign envy positively influences gamers'

intention to cheat in online games.

Hypothesis 5b (H5b): Malicious envy positively influences gamers'

intention to cheat in online games.

2.5 | Ethical judgement

Ethics is a “set of standards by which one's actions are judged as

either right or wrong” (Weygandt et al., 2008). The theory of ethical

decision‐making by Hunt and Vitell (1986) is used mostly in studies

on consumers' ethical dilemmas, for example, counterfeit research

(Thong & Yap, 1998; Wagner & Sanders, 2001). Ethical dilemmas are

faced by gamers when deciding to engage in cheating behavior.

Moral beliefs and values instilled in individuals have labeled cheating

as unethical behavior. Thus, cheating behavior is common amongst

individuals with low levels of ethical judgment. The virtual world's

ethical dispositions have not yet been fully explored (Flores &

Nooruddin, 2012).

Kohlberg (1975) stated that attitude is rooted in individuals'

moral development and characteristics; thus, it is likely that in-

dividuals' unethical behavioral intention is more likely to favor un-

ethical behaviors. Ethical judgment influences the attitude of

individuals towards an act (Ellis & Griffith, 2000). Consequently, in-

dividuals that are likely to cheat have poor ethical judgment. A study

on ethical dilemmas in social networking sites confirmed that attitude

positively impacts an individual's intention to participate in unethical

behaviors (Jafarkarimi et al., 2016). Therefore, in the context of this

study, it is expected that gamers' who perceive cheating as good, wise,

or pleasant idea are likely to cheat in online games as they have poor

ethical judgment. Hence, it is hypothesized that:

Hypothesis 6a (H6a): The relationship between attitude and inten-

tion to cheat is stronger in gamers with poor ethical judgment.

Subjective norm is the societal pressure to engage in acceptable

behavior by important others (Ajzen, 2001). Therefore, individuals

are likely to engage in unethical practices or behaviors if acceptable

by their important others. (Jafarkarimi et al., 2016). Based on the

context of online gaming behaviors, it can be inferred that gamers

with poor ethical judgment would intend to cheat in online games if

other gamers in their social group regard this as acceptable. Thus, it

hypothesized that:

Hypothesis 6b (H6b): The relationship between subjective norm and

online game cheating intention is stronger for gamers with lower

ethical judgment levels.

Individuals are likely to engage more in behaviors that are easily

achieved due to the simplicity of access to information (Bandura,

2001). High perceived behavioral control indicates that individuals

can easily cheat, which increases cheating intention (Alleyne &

Phillips, 2011; Jafarkarimi et al., 2016). Such practices are an out-

come of poor ethical judgment. Hence, the following hypothesis is

suggested:

Hypothesis 6c (H6c): The relationship between perceived behavioral

control and online game cheating intention is stronger for gamers

with poor ethical judgment.

A gamer's cheating intention increases when they find pleasure

and enjoyment in such cheating behaviors (Wu & Chen, 2018). Stu-

dies on counterfeit products suggest that individuals find pleasure

while indulging in counterfeit products (Kaufmann et al., 2016; Yoo &

Lee, 2009). These result indicates that individuals indulging in un-

ethical behaviors are likely to have poor ethical judgment. Thus, the

hypothesis suggested is:

Hypothesis 6d (H6d): The relationship between hedonic motivation

and intention to cheat is stronger in gamers with lower ethical

judgment levels.

Regardless of benign envy being a positive reaction resulting

from the envied others' success (Lange & Crusius, 2015), it can lead

to unethical behaviors to achieve the envied status or rank. In the

context of online gaming, another gamer's high status or rank mo-

tivates other gamers to strive higher. The hunger for such status may

lead to cheating, resulting from a poor ethical judgment. Therefore, it

is hypothesized that:

Hypothesis 6e (H6e): The relationship between benign envy and

intention to cheat is stronger in gamers with poor ethical judgment.

The negative reaction resulting from the envied other's success

is likely to lead to behaviors that will pull down the envied other

(Lange & Crusius, 2015). Where online gaming is involved, gamers

experiencing malicious envy wish that the envied gamers lose their

cheating ability to rise to those ranks. Such negative emotions pull‐
down ethical judgments (Flores & Nooruddin, 2012). Thus, the fol-

lowing hypothesis is formulated:

Hypothesis 6f (H6f): The relationship between malicious envy and

intention to cheat is stronger in gamers with lower ethical judg-

ment levels.

2.6 | Online cheating behaviour

Ajzen (1991) defined usage behavior as “the manifest, observable

response in a given situation concerning a given target.” Usage be-

havior is the immediate consequence of an individual's behavioral
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intention as it indicates whether an individual is ready to engage in a

specific behavior or action (Sharma et al., 2020). Studies by Lee

(2009), Alalwan et al. (2017), Oliveira et al. (2014), Weerakkody et al.

(2013), and Sharma et al. (2020) have proven a positive relationship

between behavioral intention and actual behavior. A study carried

out on online games confirmed that the relationship between be-

havioral intention and actual behavior to play online games is posi-

tive and significant (Ramírez‐Correa, et al., 2019). Therefore, it is

hypothesized that:

Hypothesis 7 (H7): Online game cheating intention has a positive

influence on online cheating behavior.

Based on the literature and theoretical background review,

a conceptual framework is formulated that comprises seven

hypotheses. Figure 1 depicts the hypothesized relationship of

attitude, subjective norm, perceived behavioral control, hedonic

motivation, benign envy, and malicious envy on gamers' intention

to cheat in online games. The figure also depicts the proposed

moderating effect of ethical judgment between these relation-

ships. The hypothesized relationship between online gaming

cheating intention and online gaming cheating behavior is also

shown in this framework.

3 | RESEARCH METHOD

3.1 | Participants and procedure

As the study examines online gaming behaviors, the targeted parti-

cipants for this study are online gamers in Fiji. Liao et al. (2020) and

Yang et al. (2017) have suggested that online gamers are the most

suitable population to study gaming's social aspects. This survey was

open to all online gamers regardless of their gaming platform (e.g.,

PC, PlayStation, Nintendo, Xbox, mobile gaming, and PC). This was

done to enhance the generalizability of this study's findings across

the major online gaming platforms (Liao et al., 2020).

Before conducting the full survey, a pilot study was carried out that

included 10 postgraduate students from the University of the South

Pacific (USP). This was done to test the clarity and understandability of

the survey instrument. Following the pilot test's successful completion

that led to minor changes, a full‐scale survey was conducted on

F IGURE 1 Conceptual framework
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Facebook. The selection of Facebook is justified because it has the most

users in Fiji (Sharma et al., 2020). The largest online gaming group on

Facebook, “PSxPC Gamers Club ‐ Fiji,” was selected to distribute the

survey links. This group has around 6800 members, with online gamers

continually interacting with each other. The use of this approach allowed

for a better understanding of the impact of social elements driving gamer

envy and the impact of ethical judgment on the intention to cheat in

online gaming platforms. The list containing all members of this group

was obtained. To avoid annoyance, the group administrator for “PSxPC

Gamers Club—Fiji” advised us to send the survey to 2000 members.

Therefore, 2000 respondents were selected randomly to whom the link

to the survey was sent via Facebook Messenger. This approach is similar

to other research, such as Liu et al. (2019). Another reason for using the

online survey over traditional questionnaire distribution is especially

when collecting data on sensitive issues like fraudulent behavior because

it controls social desirability bias (Chang & Vowles, 2013; Joinson, 1999).

Kreuter et al. (2008) and Holbrook et al. (2003) have also stated that

social desirability bias is lowest for web surveys than other survey

methods. Anonymity and confidentiality are also assured to the re-

spondents to decrease the likelihood of social desirability bias (Joinson,

1999). Personal information such as name, address, and phone contact of

respondents that could give rise to social desirability bias was not

included in the survey. Data collection was conducted in April 2020.

The following procedures were strictly followed to ensure the pro-

tection of the respondents. First, the purpose of this survey was com-

municated to the respondents. Second, voluntary participation was

highlighted, along with their right to leave the survey whenever they

want without incurring any penalties. Third, it was highlighted to the

respondents that they would not be impacted in any way by this survey

other than being placed in a draw to win prizes ($50 worth of Google

Play gift card). Fourth, only respondents more than 18 years of age were

permitted to participate. Fifth, the confidentiality, security, and privacy of

respondent's data were ensured. Sixth, scholars with knowledge and

experience on ethics were approached at USP to confirm that all re-

search ethics issues were considered before conducting the survey. Fi-

nally, the promise of including respondents in a draw to win prizes was

delivered at the end of the data collection stage. These procedures were

similar to those used by other researchers such as Liao et al. (2020).

3.2 | Measures

Scales have been derived from extant studies, and the items were

modified for this study. All the items of these scales were rated using a

7‐point Likert‐type scale where the responses ranged from “Strongly

Disagree” (1) to “Strongly Agree” (7). The scales for attitude, subjective

norms, and perceived behavioral control were adopted from Bagozzi

et al. (2003). Ethical judgment was adopted from Sharma and Chan

(2017). The hedonic motivation scale was adopted from Venkatesh

et al. (2012). The scales for benign and malicious envy were adopted

from Loureiro et al. (2020). The survey collected 411 responses. From

the 2000 survey invitations that were sent out, given a response rate

of 20.55%. This percentage meets the minimum recommended

response rate of 20% by suggested Malhotra and Dash (2016). The

higher‐than‐average response rate could be because of the incentive

we provided for gamers to go in a draw to win prizes. Laguilles et al.

(2011) and Cobanoglu and Cobanoglu (2003) have highlighted the

effectiveness of lotteries in increasing response rates. Follow‐ups
were also used to increase the survey response rate (Ali et al., 2020).

Of the 411 responses, seven had to be dropped due to missing data.

This left a final count of 404 responses.

4 | RESULTS

4.1 | Respondents profile

The gender distribution shows that data is skewed more towards males

(69.3%) than females (19.3%). This finding is consistent in the context of

other gaming studies (Liao et al., 2020; Teng, 2017). The sample's age

distribution shows that 69.3% aged between 22 and 31 years, 19.3%

aged between 18 and 21 years, 7.9% aged between 32 and 41 years,

2.5% aged between 42 and 51 years, while 1% chose not to disclose

their age.

4.2 | Assessment of measurement model

Cronbach's alpha test was used to confirm the reliability of the scales

used in this study. Results obtained from this test confirmed the

internal consistency of the constructs. Discriminant validity was also

confirmed for all constructs by ascertaining that the maximum

shared variance and average shared squared variance were lower

than the average variance extracted. Initially, discriminant validity

issues were identified. To identify the causes of the issue, another

EFA was run only with items that belonged to the problematic fac-

tors. Consequentially, six items (ATT2, ATT3, OCI3, OCI4, HDM2,

and BNE2) were discarded. By doing so, we were entirely able to

remove the discriminant validity issues. Table 1 provides the detailed

results for both the Cronbach's alpha and discriminant validity test.

The mean and standard deviation of each item is presented in

Table 2. Confirmatory factor analysis is presented in Table 3.

Next, the common method bias was examined using the common

latent factor. The variance for the common method was found to be

35.12%. As this variance is less than 50%, this confirms common method

bias does not influence this study's findings. Results from the con-

firmatory factor analysis (χ2 (651) = 2012.211 (p<0.001), χ2/df=3.0909,

CFI=0.940; GFI=0.822, TLI=0.926; RMSEA=0.067 were also within the

acceptable range.

4.3 | Structural model results

From the data collated, AMOS was used to test the hypothesized

relationships. The results confirmed that attitude (β = 0.518;

p < 0.001), subjective norm (β = 0.082; p < 0.05), hedonic motivation
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(β = 0.239; p < 0.05) and benign envy (β = 0.282; p < 0.001) positively

influence a gamer's intention to cheat in online games. Additionally,

perceived behavioural control (β = 0.251; p < 0.001) positively influ-

ences actual cheating behaviour in online games. Finally, the beha-

vioural intention to cheat in online games (β = 0.246; p < 0.001)

positively influences the actual cheating behaviour. Therefore,

Hypotheses H1, H2, H3b, H4, H5a, and H7 are supported (Figure 2).

Looking at the moderated relationships, it was found that gamers

with good ethical judgment decreases the influence of attitude, benign

envy, and perceived behavioral control on the behavioral intention to

cheat in online games. Hence, H6a (Figure 3), H6c (Figure 4), and H6e

(Figure 5) are supported. Hypotheses H3a, H5b, H6b, H6d, and H6f

were rejected as the suggested interactions did not significantly

influence the behavioral intention to cheat in online games.

5 | DISCUSSION

5.1 | Discussion of results

The predictive power is determined by the R2 value (explained var-

iance) of the endogenous variables (Chin, 2010). For this study's

model, the R2 value of online cheating intention is 0.67%. This R2 value

of endogenous latent variables is considered substantial (Chin et al.,

2008). The recommended value of R2 value is 40% (Straub et al.,

2004), and the predictive power of this study's model is way higher.

The R2 value of 67% indicates that the exogenous variables can ex-

plain the endogenous variables to a high degree. The high predictive

accuracy of this model indicates that the model's ability to predict

gamers' intention to cheat in online games. The resulting model also

showed an R2 for online cheating behavior to be 0.16%. This value is

less than the recommended 40% threshold. This result implies that

other factors could be impacting online cheating behavior.

The results of the study are synthesized with extant literature.

Attitude toward online game cheating is the most influential factor

leading to online game cheating. This result means that the more

favorable gamers are towards online game cheating, the more likely

they are to engage in online game cheating. Extant literature on TPB

confirms that attitude is a strong predictor of behavioral intention

(Dickinger & Kleijnen, 2008; Jafarkarimi et al., 2016; Kang et al., 2006;

Wu & Chen, 2013). The findings of this study support the relationship

in the context of online gaming behavior. Gamers tend to rationalize

cheating behavior as a good or wise and appealing idea. This means

the gamers do not perceive online game cheating as immoral, con-

sidering they will be cheating in a virtual world and no physical harm is

inflicted. Such rationalization makes cheating behavior acceptable,

thus increasing the intention to cheat in online games.

This research's empirical findings also supported the positive

relationship between subjective norms and gamers' intention to

cheat in online games. Therefore, a gamer's intention to cheat in an

online game increases if their “important other” perceive cheating in

an online gaming platform as acceptable. The “important others” in

this context can be other online gaming friends or family members.

The pressures from the social environment, which includes the “im-

portant others,” also result in online game cheating. That is, if a

gamer sees their online gaming friends are cheating and are

achieving favorable results, they are likely to develop the intention

to cheat. As cheating becomes a norm, gamers would tailor their

behavior to be accepted by their “important others.” The findings are

consistent with the existing literature in the context of cheating and

unethical behaviors on a virtual platform (Jafarkarimi et al., 2016;

Wu & Chen, 2013). The lack of societal norms and an increase in

pressure from the “immediate environment” in the virtual world has

led to unethical practices and behaviors (Jafarkarimi et al., 2016).

Hedonic motivation also positively influences the intention to

cheat in online games. Gamers, therefore, are more intrinsically

TABLE 1 Discriminant validity analysis from confirmatory factor analysis

α CR AVE MSV MaxR(H) ATT SBN PBC HDM BNE ETJ OCI OCB MLE

ATT 0.95 0.96 0.79 0.80 0.964 0.892

SBN 0.93 0.93 0.74 0.72 0.938 0.325*** 0.863

PBC 0.92 0.93 0.81 0.78 0.937 0.341*** 0.324*** 0.911

HDM 0.92 0.90 0.73 0.81 0.927 0.422*** 0.326*** 0.434*** 0.873

BNE 0.94 0.95 0.74 0.82 0.95 0.577*** 0.532*** 0.437*** 0.453*** 0.870

ETJ 0.95 0.95 0.83 0.73 0.953 ‐0.452*** ‐0.375*** 0.131† ‐0.431*** ‐0.463*** 0.92

OCI 0.95 0.96 0.76 0.81 0.964 0.460*** 0.562*** 0.461*** 0.335*** 0.458*** ‐0.526*** 0.882

OCB 0.98 0.98 0.94 0.71 0.986 0.417*** 0.236*** 0.368*** 0.345*** 0.432*** ‐0.231*** 0.444*** 0.975

MLE 0.93 0.93 0.74 0.69 0.939 0.571*** 0.481*** 0.331*** 0.331*** 0.412*** ‐0.361*** 0.376*** 0.294*** 0.862

Note: The boldfaced diagonal elements are the square root of the variance shared between the constructs and their measures. Off‐diagonal elements are

the correlations between constructs; α, Cronbach's alpha; ***p < 0.001.

Abbreviations: ATT, attitude; AVE, average variance extracted; BNE, benign envy; CR, composite reliability; ET, ethical judgement; HDM, hedonic

motivation; MaxR(H), maximum reliability; MLE, malicious envy; MSV, maximum shared variance; OCB, online cheating behavior; OCI, online cheating

intention; PBC, perceived behavioural control; SBN, subjective norms.
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TABLE 2 Survey items
Items Mean SD

Attitude

Cheating in online games is a good idea. 4.88 1.522

Cheating in online games is a wise idea. (Discarded for validity) 4.80 1.885

I like the idea of cheating in online games. (Discarded for validity) 4.72 1.811

Cheating in online games is a pleasant idea. 4.90 1.688

Cheating in online games is appealing. 4.93 1.651

Subjective norm

Most people who are important in my life would understand my decision to

cheat on online gaming platforms.

4.83 1.536

Most people who are important in my life would agree with my decision to

cheat on online gaming platforms.

4.59 1.774

Most people who are important in my life would approve of me cheating on

online gaming platforms.

4.74 1.668

Most people who are important in my life would support me in to cheating on

online gaming platforms.

4.88 1.619

Most people who are important in my life would encourage me to to cheat on

online gaming platforms.

4.78 1.618

Perceived behavioural control

If I wanted to, I could easily cheat on online gaming platforms. 3.45 1.619

It would not be difficult for me to cheat on online gaming platforms. 3.12 1.91

There are no barriers to prevent me from cheating on online gaming

platforms.

3.24 1.743

Hedonic motivation

I cheat on online gaming platforms because cheaters are "little guys" who

fight big businesses

5.0 1.525

Cheating on online gaming platforms demonstrates that I am a wise gamer

(Discarded for validity)

5.1 1.825

I like cheating on online gaming platforms because it is like playing a practical

joke on the game developers

4.85 1.621

I would cheat on online gaming platforms even if I could easily play the game. 5.02 1.526

Benign envy

When I envy other online gamers who cheat, I focus on how I can become

equally competent in cheating in the future.

5.06 1.515

If I notice that other players cheat on online gaming platforms, I try to cheat

myself (Discarded for validity)

4.92 1.796

Seeing others cheating on online gaming platforms motivates me to also

cheat and be up‐to‐par.
4.94 1.722

I strive to obtain other online gamers' ranking and status 5.07 1.643

If an online gamer is able to cheat on online gaming platforms that I love, I try

to attain the same for myself.

4.88 1.637

Malicious envy

I wish that people who cheat on online gaming platforms lose their ability to

do so.

4.83 1.619

If other online gamers are cheating on online gaming platforms, I wish I could

take it away from them

4.76 1.896

I feel hostility and antipathy toward online gamers I envy for their ability to

cheat.

4.73 1.678

Envious feelings toward people that cheat on online gaming platforms that I

can't, cause me to dislike them

4.86 1.736

Seeing other online gamers cheat makes me resent them 4.56 1.519

I wish that people who cheat on online gaming platforms lose their ability to

do so.

4.83 1.619

(Continues)
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motivated as online game cheating becomes fun. Considering that no

one is harmed in online game cheating, such behavior is rationalized

as acceptable and fun. Gamers enjoy having control of the game as

this shifts the game in their favor, even if it is momentary. This pride

of gamers also challenges the game developer's ability to design the

game. Gamers enjoy and find pleasure in outsmarting the game de-

velopers. The results are in line with the research on the purchase of

counterfeit products, which is also on unethical behavior (Kaufmann

et al., 2016; Yoo & Lee, 2009). Thus, the more control the gamers

have over the game, the more fun and enjoyment they will find in

online game cheating, which increases cheating intention.

This study's empirical findings confirmed that benign envy positively

influences a gamer's intention to cheat in online games. This result means

that gamers consider online game cheating as a healthy competition with

other envied gamers. Such gamers do not resent or wish to cause harm

to the envied gamer (Miceli & Castelfranchi, 2007). As gamers from

different geographies are present in an online gaming platform, the

stakes are increased every time someone is playing with a higher rank

than the envious gamer. This envy results in the gamer continuously

improving themselves to be competent to cheat in the future and achieve

the envied gamers' rank and status. This finding is in line with the study

carried out by Van de Ven (2017) and Loureiro et al. (2020). Hence, the

gamers' positive reaction towards the envied other causes benign envy,

which leads to self‐improvement (Lange & Crusius, 2015).

However, this study revealed that malicious envy did not posi-

tively influence a gamer's intention to cheat in online games. This

result means that gamers do not intend to pull‐down other gamers

whom they envy. These gamers do not believe in hostile competition

with other gamers to decrease their performance. The success of

envied gamers is recognized as a fair or deserving achievement, and

gamers are more concerned about improving their performance than

bringing down other gamers.

In line with Ajzen's (1991) study, this study's findings confirm

that perceived behavioral control positively influences gamers'

intention to cheat in online games. Results also show that perceived

behavioral control has a significant and positive relationship with

online cheating behavior. This result implies that gamers who have

the necessary abilities and resources to engage in online game

cheating will more likely do so. This finding is similar to the study

conducted by Alleyne and Phillips (2011) and Jafarkarimi et al.

(2016) that found a positive relationship between high perceived

behavioral control and behavioral intention.

Ethical judgment was tested as a moderator in the online game

cheating context. The results confirmed a positive relationship between

attitude and strong intentions to cheat in online games amongst gamers

with poor ethical judgment. Hence, it can be interpreted that poor ethical

judgment increases online game cheating intention as gamers develop a

more favorable attitude towards cheating. Apart from attitude, ethical

judgment also dampened the relationship between perceived behavioral

control and intention to cheat in online games. This result means that the

easier it is for gamers to cheat, the stronger their intention to cheat will

become as these gamers would lack ethical judgments. The gamers have

access to opportunities and resources to cheat on the virtual platform

due to their poor ethical judgment, the intention to cheat increases.

These results align with studies on increasing unethical behaviors

(Jafarkarimi et al., 2016). The ethical dimension has been explored in a

gaming context by testing direct relationships between ethical relativism,

idealism, and cheating intention (Wu & Chen, 2018). However, this study

tests ethical judgment as a moderator to identify how it impacts the TPB

constructs in online gaming. The lack of ethical judgments, thus, increases

the likelihood of cheating. However, ethical judgment has no impact on

the relationship between subjective norm and online cheating intention

and between hedonic motivation and online cheating intention. This in-

dicates that the social pressures and immediate environment solely im-

pact gamers' intention to cheat. Therefore, because gamers' significant

others influence their cheating, gamers feel that cheating online is un-

ethical. Also, the moderating effect on hedonic motivation being found

insignificant could be due to ethics not being considered a significant

Items Mean SD

Ethical judgement

I think cheating on online gaming platforms would be immoral 3.75 1.784

I think cheating on online gaming platforms would be unethical. 3.51 2.117

I think cheating on online gaming platforms would be illegal. 3.67 1.967

I think cheating on online gaming platforms would be wrong 3.66 1.87

Online cheating intention

I intend to cheat in online games. 4.82 1.642

I predict that I would cheat in online games. 4.71 1.919

I plan to cheat in online games. (Discarded for validity) 4.68 1.839

I will always try to cheat in online games. (Discarded for validity) 4.61 1.788

I will recommend to others to cheat in online games. 4.71 1.76

Online cheating behavior

How often do you cheat in online PC games? 2.21 1.629

How often do you cheat in online console games (e.g., PlayStation, Xbox or

Nintendo, etc.)

2.29 1.753

How often do you cheat in online mobile games? 2.10 1.528
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factor by gamers' due to games' playful nature. The moderation effect of

ethical judgment on the relationship between malicious envy is found to

be insignificant. This was because of the direct relationship between

malicious envy and online cheating intention being insignificant.

Looking at the relationship between benign envy and online

cheating intention, this relationship is dampened by ethical judg-

ment. That is, gamers' poor ethical judgment allows them to go above

and beyond to achieve the envied other's status and ranks even

though it means engaging in unethical behaviors like cheating. The

healthy competition triggered by benign envy motivates individuals

to improve their ranks (Lange & Crusius, 2015; Loureiro et al., 2020;

Van de Ven, 2017). However, ethical judgment did not impact the

relationship between malicious envy and online game cheating

intention.

5.2 | Theoretical contributions

This study contributes significantly to the literature on divergent

behavior in online gaming. First, despite online gaming being a

billion‐dollar industry, research, particularly on gamers' cheating in-

tention, remains under‐explored (Chen & Ong, 2018; Wang et al.,

2019). This study contributes to the literature on divergent gaming

behavior by providing empirical evidence about factors driving

gamers' online cheating intention and behavior.

Second, research on online gaming has primarily been focused on

developed countries like Singapore (Chen & Ong, 2018; Chen & Wu,

2015; Wu & Chen, 2013), China (Wang et al., 2019; Wu & Chen, 2013).

This study is the first to be conducted in a developing country context

with distinct differences in culture, economy, education, and technolo-

gical infrastructure (Sharma et al., 2020). Theory building literature ar-

gues the importance of testing instruments and models in a different

context to enhance generalizability and understanding of context's in-

fluence on theories (Brown et al., 2010; Sharma et al., 2020; Venkatesh

et al., 2012).

Third, this study is also the first to explore benign and malicious

envy in the online gaming context. This investigation provides useful

insights as previous studies have confirmed envy's presence in highly

competitive and social environment (Vecchio, 2005). Results from

this study have empirically confirmed that benign envy influences

gamers' online cheating intention. However, no significant relation-

ship was found between malicious envy and gamers' online cheating

intention. By looking at the two different envy types, this study has

TABLE 3 Confirmatory factor analysis results for refined
measurement items

Factor and item description
Model and item indices
SL CR SMC AVE MSV

Attitude

ATT1 0.952 0.95 0.906 0.79 0.80

ATT2 (Discarded for validity) – –

ATT3 (Discarded for validity) – –

ATT4 0.899 0.808

ATT5 0.886 0.785

Subjective norm

SBN1 0.904 0.93 0.818 0.74 0.72

SBN2 0.796 0.633

SBN3 0.844 0.713

SBN4 0.844 0.713

SBN5 0.893 0.798

Perceived behavioural control

PBC1 0.946 0.93 0.894 0.81 0.78

PBC2 0.851 0.725

PBC3 0.893 0.797

Hedonic motivation

HDM1 0.913 0.90 0.833 0.73 0.81

HDM2 (Discarded for validity) – –

HDM3 0.797 0.635

HDM4 0.869 0.754

Benign envy

BNE1 0.942 0.95 0.888 0.74 0.82

BNE2 (Discarded for validity) – –

BNE3 0.831 0.691

BNE4 0.884 0.781

BNE5 0.883 0.779

Malicious envy

MLE1 0.915 0.93 0.838 0.74 0.69

MLE2 0.824 0.678

MLE3 0.838 0.702

MLE4 0.873 0.762

MLE5 0.843 0.711

MLE6 0.942 0.888

Ethical Judgement

ETJ1 0.937 0.95 0.878 0.83 0.71

ETJ2 0.901 0.812

ETJ3 0.887 0.787

ETJ4 0.917 0.841

Online cheating intention

OCI1 0.962 0.96 0.926 0.76 0.81

OCI2 0.859 0.737

OCI3 (Discarded for validity) – –

OCI4 (Discarded for validity) – –

OCI5 0.922 0.851

Online cheating behaviour

OCB1 0.989 0.98 0.978 0.94 0.73

(Continues)

TABLE 3 (Continued)

Factor and item description
Model and item indices
SL CR SMC AVE MSV

OCB2 0.970 0.941

OCB3 0.951 0.904

Abbreviations: AVE, average variance extracted; MSV, maximum shared

variance.
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provided the first evidence of the type of envy present in the online

gaming context and how it drives divergent gaming behavior.

Fourth, despite enjoyment having been examined in the context

of increasing the likelihood of playing online games (Boyle et al., 2012;

Wu et al., 2010), the hedonic value of cheating in online gamers re-

mained unexplored. This study has confirmed that gamers who can

control the game find pleasure and happiness by “playing God” when

cheating. This empirical evidence confirms that hedonic motivation is

one of the driving factors for cheating behavior in online games.

Fifth, previous studies had examined the ethical dimensions and

antecedents of online game cheating (Wu & Chen, 2018). However,

studies on online gaming ethics remain scarce and have derived

contradictory results (Wu & Chen, 2018). This study is the first to

F IGURE 2 Structural model results

F IGURE 3 Ethical judgment dampens the positive relationship
between attitude and behavioral intention to cheat in online games
[Color figure can be viewed at wileyonlinelibrary.com]

F IGURE 4 Ethical judgment dampens the positive relationship
between benign envy and behavioral intention to cheat in online
games [Color figure can be viewed at wileyonlinelibrary.com]
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test the ethical judgment construct as a moderator with TPB con-

structs. This study's empirical evidence confirmed that ethical judg-

ment dampens the positive relationship between attitude, perceived

behavioral control, and benign envy and gamers' online cheating

intention.

5.3 | Implications for practice

As the growth in revenue from online gaming continues to rise, si-

milar growth is seen in the subeconomy, where gamers are eager to

find ways to evade gaming rules using tools like bots or codes that

give them a competitive edge. However, the consequences of such

unethical behavior are severe to both gamers and game developers.

Divergent gaming behavior can drastically reduce gamers' numbers

and affect the game's ability to generate revenue. If gamers feel that

a particular game has been over‐run with cheating, they are more

likely to either resort to cheating themselves or leave the game

entirely. Therefore, this study's findings will offer game developers

unique insights into the factors motivating gamers to engage in di-

vergent gaming behavior. This understanding would enable game

developers to devise creative and effective strategies to quell this

behavior.

This study has empirically confirmed attitude to influence ga-

mers' divergent behavioral intention in online games. The result

implies the need to change gamers' attitude towards divergent

gaming behavior. Game developers need to highlight the negative

implications of this behavior. This study's results have also confirmed

that social influence increases the intention of gamers' to engage in

online cheating intention. As such, game developers need to be quick

to react to possible vulnerabilities in the game that allows for such

behavior. Due to divergent gaming behavior becoming more com-

mon, more gamers are influenced by their significant others (e.g.,

friends) to engage in this behavior. This study has also empirically

confirmed that perceived behavioral control motivates gamers' on-

line cheating intention. Therefore, game developers must take steps

to improve the detection of cheating behavior and put in place

punishments for gamers that are caught as a means of sending a

message to others who are thinking of engaging in such behavior. For

instance, this can be the suspension of their gaming accounting or

imposing a told ban. These strategies will ensure a level playing field

for all gamers to compete fairly.

This study empirically confirmed that ethical judgment dampens

the positive relationship between attitude, perceived behavioral

control, benign envy, and gamers' intention to cheat in online gaming.

According to Wu and Chen (2018), ethical judgment in online gaming

is driven by self‐preference rather than ethical choice due to the

“play nature” of games. However, as reliance and engagement with

technologies increase, there is a need to reinforce individuals' moral

philosophies from an early age. To achieve this, gamers need to be

aware of the potential consequences of engaging in unethical gaming

behavior. Social, religious, and educational institutions should also

instill online ethics into individuals. As the highly competitive and

cut‐throat gaming environment is not much different from the

business world, the results of this study can, to some extent, apply to

an individual's intention to engage in unethical behavior at the

workplace as a result of envious feelings.

This study has confirmed that benign envy influences gamers'

divergent behavioral intention in online games. This envy source can

be an opportunity for game developers to generate more sales from

in‐game purchases where envious gamers would be more willing to

spend money to buy items in‐game to increase their game perfor-

mance rather than resorting to cheating.

5.4 | Research limitations and future directions

This study, like any other, has certain limitations that provide di-

rections for future studies. First, this study was conducted from a

single country perspective. Individual's behavior has been found to

vary across countries (Sharma, Singh, Pratt, & Narayan). Future re-

search can adopt a cross‐country design to understand the differ-

ences in behavior between the two countries. Second, other factors

such as game type can serve as an essential factor in influencing this

study's outcome. Therefore, future studies can attempt to replicate

this model with different types of online games (i.e., sports games,

online casino games, first‐person shooter games) to gain valuable

game type insights on divergent behavior. Third, data collection was

conducted on Facebook. Despite random sampling being employed,

not all gamers are on Facebook. Future studies can use other

methods of data collection. Fourth, this research employs a quanti-

tative research design. A better understanding of online cheating

behavior can be obtained by adopting a mixed methodology. Fifth,

this study did not control the impact of demographic factors (e.g., age

and gender) behavioral characteristics like gaming experience.

Therefore, future studies can consider the impact of these factors on

online cheating behavior. While this study included all gaming plat-

forms to enhance results' generalizability, future studies can also

replicate this study with specific gaming platforms such as PC,

F IGURE 5 Ethical judgment dampens the positive relationship
between perceived behavioral control and behavioral intention to
cheat in online games [Color figure can be viewed at
wileyonlinelibrary.com]
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PlayStation, Nintendo, Xbox, mobile gaming, and PC to investigate if

results vary. Finally, despite a comprehensive model being developed

to understand cheating behavior in online games, the R2 value

indicates that future research needs to consider other factors to

increase the predictive power of the model.

6 | CONCLUSION

Online game cheating is becoming more common as a result of the

social elements in online gaming. This paper investigated gamers'

unethical behavioral intention in online games empirically. By adopting

a quantitative approach, this study collected data from 404 gamers

using a random sampling technique. Empirical results showed that

attitude, subjective norm, perceived behavioral control, hedonic mo-

tivation, and benign envy on gamers' online cheating intention. Online

cheating intention was found to have a positive impact on online

cheating behavior. Ethical judgment dampened the positive relation-

ship between attitude, benign envy, and perceived behavioral control

on gamers' online cheating intention. The resulting structural model

has a high predictive power of 68% to predict gamers' intention of

cheating online. The findings of this study are valuable in providing

additional insights into divergent behavior in online games. It con-

tributes theoretically and practically to understanding social elements

and gamer ethics in impacting gamers' online cheating intention.
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