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Abstract
The authors present and validate a method for measuring cognitive age in the Middle Eastern
market. The proposed cognitive age measure appears to show internal consistency, reliability,
and correlation with actual chronological age. Specifically, cognitive age is only slightly lower on
average than actual chronological age among Middle Eastern consumers, and these differences
are much less pronounced than has been found in previous cross-cultural studies. The cognitive
age measure also demonstrates predictive validity regarding consumption behavior in the retail
coffee industry. The findings show that as both measures of age increase, buyers are satisfied with
a greater percentage of retailers. Nevertheless, as both forms of age increase, consumers visit
fewer coffee shops per year. Although they tend to make fewer visits, both cognitively and

chronologically older consumers spend more money on each retail coffee shop visit. In addition,

495


file://SERVER/grdsnew/PUBLICATION/1%20CONFERENCES/1707%20Rome%20June/Registered/People/GICICBMLS1707052-24%25%20RPR/Richardh@usca.edu
file://SERVER/grdsnew/PUBLICATION/1%20CONFERENCES/1707%20Rome%20June/Registered/People/GICICBMLS1707052-24%25%20RPR/LarryPleshko@yahoo.com

PEOPLE: International Journal of Social Sciences
ISSN 2454-5899

total coffee consumption increases with increased cognitive and chronological age, presumably
driven by greater consumption in non-retail venues.

Keywords

Cognitive Age, Chronological Age, Retail Coffee Consumption, Middle Eastern Market

This work is partially supported by an RISE grant from the Office of the Vice President for
Research at the University of South Carolina.

1. Introduction

The most basic and obvious way to measure age is through one’s actual chronological age.
However, it has long been argued that people may instead perceive their aging to occur at different
rates (Clark, 1967; Barak and Schiffman, 1981; Moschis and Mathur, 1993). For some consumers,
this may be because old age is often viewed as a stigma. Consequently, it has long been argued
that the aging individual may come to regard his or her advancing years with the same negative
attitudes held by the rest of society (Anderson, 1967). Thus, to disassociate themselves from an
undesirable sub-group, the aged in our society often tend to identify more with younger age
segments than with their own age cohorts (Eastman and lyer, 2012; Van Auken, Barry and
Bagozzi, 2006). In fact, it has consistently been demonstrated that older consumers often have
self-perceived ages that are 10 years or more below their chronological ages (Barak and
Schiffman, 1981; Catterall and Maclaran, 2001). In fact, for much of a consumer’s adult life, self-
perceived age tends to lag chronological age, at least until the decline of one’s health forces us to
acknowledge the chronological reality (Van Auken, Barry and Bagozzi, 2006).

Therefore, marketers may wish to consider using self-perceived age as an alternative age-
related segmentation variable. However, to effectively use the construct of self-perceived age, it is
necessary to accurately identify the construct, isolate its components, and clearly define the
procedure for the construct’s operationalization. To do so, it is appropriate to follow the classic
procedure first outlined by Churchill (1979) for properly specifying and validating marketing
constructs. The procedure begins with the conceptual specification of the construct and ends with
the collection of data in order to test the reliability and validity of the measures employed.
Consistent with this approach, the purpose of this study is to present a simple but valid method for
measuring self-perceived age in the Middle Eastern market.
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The authors begin with a review of the “cognitive age” construct, perhaps the most widely
utilized self-perceived age measure in the field of marketing (lyer et al. 2017). Although the
standard scale items used to capture the various sub-dimensions of the cognitive age construct
have been consistently utilized in a variety of international studies, additional scale items have
been proposed over the past several decades. This has led to uncertainty regarding the most
appropriate number and form of the scale items, especially when applying the scale in foreign
cultures. Moreover, the cognitive age construct has not been previously validated in the unique
Middle Eastern market. Therefore, the important contribution of the current study is to identify the
specific dimensions of the cognitive age construct which exhibit the highest degree of reliability
and to clarify the actual scale items most reflective of the broader cognitive age construct as it
applies to the Middle Eastern market. The study goes on to compare the re-conceptualized
cognitive age scale to the standard measure of chronological age in the Middle Eastern coffee
market, a retail setting with global relevance (Rashid, Ghose, and Cohen, 2015). Specifically, the
proposed scale is tested against a variety of retail coffee consumption-related variables to help

determine its predictive validity.

2. Literature Review

Because consumers often fail to identify with their true age group, chronological age may
be difficult to employ as a predictor variable. Hence, researchers have long advocated the use of
modified age measures to supplement or even replace the standard measure of chronological age.
Working primarily in the field of social gerontology, early re-conceptualizations of age have
included biological age, an estimate of an individual’s present position with respect to his or her
potential life span (Jarvik, 1975); social age, the age of an individual as defined in terms of social
roles and habits (Birren and Renner, 1977); and other-perceived age, the subjective evaluation of
the age status of an individual as assessed by others (Lawrence, 1974). However, alternative age
measures which tap a consumer’s own self-perceptions may be most appropriate when attempting
to understand consumer motives and consumption patterns (Barak and Schiffman, 1981).
Consequently, of the various age-related constructs that have been proposed, self-perceived age
may best serve as a basis for consumer segmentation.

The theoretical basis for the notion that one’s age may be subjectively determined is self-

concept theory. Self-concept theory recognizes that an individual tends to possess a wide variety
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of thoughts and feelings regarding himself or herself as a distinct “attitude object” (Rosenberg,
1979). Consumers often seek to reinforce their self-concepts, and actively pursue lifestyles and
engage in behaviors that are congruent with their self-concepts (Markus and Wurf, 1987). Sirgy
(1982) suggests that self-consistency and self-enhancement are the mechanisms that often motivate
and direct a wide variety of these congruent consumer behaviors. Thus, a consumer’s self-concept
can be a powerful driver of marketplace behavior. Self-concept theory acknowledges that the
thoughts and feelings that serve as the basis for one’s self-concept are perceived subjectively, and
this is certainly true when considering the self-assessment regarding one’s “age” (Barak and
Gould, 1985).

Evidence for the subjective self-assessment of age comes from numerous studies that
indicate that the percentage of people who perceive themselves exactly at their actual
chronological age is relatively low (Chang, 2008; Eastman and lyer, 2012; Teller, Gittenberger and
Schnedlitz, 2013). Given the widespread tendency for consumers to disregard their true ages in
favor of their own self-perceptions, it becomes apparent that one’s self-perceived age may be a
better predictor of age-related psychological states, attitudes, or behavioral tendencies than
chronological age (lyer and Reisenwitz, 2010; Moschis and Mathur, 2006; Teller, Gittenberger and
Schnedlitz, 2013). In fact, Guido, Amatulli, and Peluso (2014) conclude that one’s self-perceived
age can affect decision processes even more than one’s real age. Moreover, the tendency to hold
age-related self-perceptions that are inconsistent with one’s actual chronological age has been
observed in several diverse markets, including France (Guiot, 2001), Australia (Cleaver and
Muller, 2002), Japan (Van Auken, 2006), China (Wei and Talpade, 2009), the United Kingdom
(Sudbury and Simcock, 2009), and South Korea (Barak et al., 2011). Nevertheless, despite the
large number of international studies on self-perceived age, none to date have looked at the Middle
Eastern market.

Early on, self-perceived age measures tended to focus on an individual’s self-perceptions in
terms of broadly defined reference age groups such as “middle-aged”, “elderly”, or “old”.
However, broadly defined self-perceived age measures are inherently ambiguous and difficult to
define in commonly accepted units such as years, making most traditional measures of self-
perceived age difficult to incorporate as a basis for age related market segmentation. In the 1980s,
however, researchers in the field of consumer behavior began to emphasize a new form of self-

perceived age, known as “cognitive age”, which measures an individual’s age self-perceptions on
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several dimensions (Barak and Schiffman, 1981; Barak and Gould, 1985). As originally
developed by Barak and Schiffman (1981), the “cognitive age” construct was initially comprised
of four sub-dimensions, “feel-age”, “look-age”, “act/do-age”, and “interest-age”, each of which
were combined into an overall assessment of one’s cognitive age. Over the years, additional scale
items and sub-dimensions have been proposed. For instance, Heiens (1991) proposed the inclusion
of multiple scale items for each of the four basic sub-dimensions, while Clark, Long, and
Schiffman (1999) extended the construct by adding the dimensions of “health age” and “think
age”. In addition, researchers have used a variety of different measurement techniques to capture
the construct, including ratio scales, semantic differential scales, Likert scales, and age-decade
scales (Clark, Long and Schiffman, 1999; Eastman and lyer, 2012; Van Auken, Barry and
Bagozzi, 2006). Therefore, there are questions concerning both the appropriate number of
dimensions and the appropriate measurement procedure that should be used to represent the
cognitive age construct. This is especially true when considering cognitive age within the context

of the unique and previously unstudied geographic and lifestyle markets of the Middle East.

3. Sample and Data Collection

To test the reliability and validity of the cognitive measure in the context of Middle Eastern
retail market-related consumer behavior, the data for the current study were obtained from a group
of coffee consumers in the Kuwait market. At the time of this study, thirty-nine separate coffee
shop retailers were operating in the Kuwait market. Also, most of the coffee shop retailers
operated in multiple locations. In total, these thirty-nine retailers were operating two hundred and
fifty coffee shops. The list of coffee retailers was derived from the Kuwait Chamber of Commerce
and from exploratory interviews with student subjects attending the largest university in the
country.

Because it was important to provide a representative sample, some sampling criteria were
used to select respondents. The authors used age and gender to provide guidelines for selecting a
sample to match the population. Secondary data sources were used to determine the percentage of
adults to be included in each age and gender category (CIA World Fact book 2011, Kuwait Public
Authority for Civil Information 2011). A chi-squared test revealed no differences in age and

gender between the sample and the overall population (X>= 2.03, p = 0.37).
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Data for the project were collected using personal interviewers to administer a standard
questionnaire. A variety of volunteer and paid workers were trained and assigned the task of
collecting the data. In total, seventy interviewers gathered data from respondents selected
primarily from among their family and friends. As the study was focused solely on adult
consumers, one important stipulation was that respondents include only those individuals aged
eighteen years or above. A total of six-hundred and eighteen usable respondent surveys were

gathered.

4. Measurement of Cognitive Age

Because of the many previous research studies confirming the use of the cognitive age
construct as an effective measure with which to quantify self-perceived age in a variety of cross-
cultural settings, including both western and non-western countries, the cognitive age construct
served as the starting point from which to measure self-perceived age in the Kuwait market as
well. In a similar manner to chronological age, cognitive age is typically measured in years.
However, the construct indicates how old the respondents consider themselves to be irrespective of
their chronological ages. Measuring self-perceived age in terms of years has the advantage of
“scale-level”, which makes the construct useful with higher-level analyses such as t-tests of mean
differences, analysis of variance, and correlation analysis. Furthermore, the cognitive age scale
must be shown to be not just a nominal scale, but an interval or ratio scale. Interval scales exhibit
no true origin, but do have the characteristic of order and equal distance between the scale points.
On the other hand, as well as having the characteristic of order and equal distance between the
scale points, ratio scales have the additional advantage of a true origin (Hair et al., 2013).
Considering the similarity to chronological age, it is expected that the cognitive age measure is a
ratio scale variable.

To identify the actual questionnaire items to include in our cognitive age measure (Agecog),
a focus group of twelve Kuwaiti respondents were initially asked about the various components
that have been proposed to measure cognitive age, including “feel-age”, “look-age”, “act/do-age”,
“interest-age”, “health age”, and “think age”. Their feedback suggested that the “feel-age” and
“health age” dimensions were conceptually very similar. Consequently, the final questionnaire
was designed to ask respondents to answer only five questions pertaining to the “feel-age”, “look-

age”, “act/do-age”, “interest-age”, and “think age” dimensions. Moreover, the focus group
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participants indicated a preference for the use of age decade scales. Consequently, as shown
below, respondents were asked to choose one of the following scale points for each question:
“teens”, “20s”, “30s”, “40s”, “50s”, “60s”, or “70s or older”. No lower category is included since
the sampling frame included only those eighteen years or older. No “zero” is included for obvious
reasons. For each question the scale values were assigned as the midpoint of each choice, except
for the “teens” and “70s and older” categories. This resulted in the following scale values: “teens”
=17, “20s” = 24.5, “30s” = 34.5, “40s” = 44.5, “50s” = 54.5, “60s” = 64.5, and “70s or older” =
75. This allowed the authors to calculate a summary Agecoq value for each respondent in the final

survey. The five questions, along with the scale choices and instructions, were as follows:

Please answer each of the following five questions regarding your perceptions of your age by circling one of

the categories shown.

(1) Ifeel likelaminmy ...........ceeevevinennnnnn... “teens”, “20s”, “30s”, “40s”, “50s”, “60s”, “70s or older”
(2) Tlook like I aminmy ..........ccoevvininininnnnn.. “teens”, “20s”, “30s”, “40s”, “50s”, “60s”, “70s or older”
(3) lactlike laminmy...............oooviiininnn. “teens”, “20s”, “30s”, “40s”, “50s”, “60s”, “70s or older”

(4) My interests are like those of a person in their... “teens”, “20s”, “30s”, “40s”, “50s”, “60s”, “70s or older”
(5) I think like a person in their..................... “teens”, “20s”, “30s”, “40s”, “50s”, “60s”, “70s or older”

For the sample under study, an estimate of Agecq in years was calculated for each
respondent by averaging each of the five items. Only whole numbers were used so that, for
example, a respondent was given a cognitive age score of “28” rather than “28.35”. This is
consistent with how society gives responses to age questions — “I am 33” and not “I am 33.7”. The
range of Agecoq Was from 17 to 68 with a mean of 33.53 years, a standard deviation of 10.769, and
a standard mean error of 0.434.

Although we assume that the Agec,q measure results in ratio-scale data, the transformation
of lower-level data into higher-level interval or ratio scales has a long history in scaling research
(Thurstone 1927, Emory 1980). The authors would argue the Agecoq Scale to be ratio-level as the
scale appears to meet the following criteria: (i) the scale points could be adapted to have a true
zero, (ii) there is order between the scale points, and (iii) known and equal distances are shown for
the points. The only possible “distance” exceptions would be regarding to the first (teens) and last
(70s or older) categories. Each of these exceptions could be dealt with by adding a response

choice for each.
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5. Other Measures

To help validate the cognitive age construct, actual chronological age (Agechr) is used as a
comparison age variable. As previously discussed, chronological age refers to the true age of a
respondent as measured in years. To collect the data regarding chronological age, respondents
were asked to indicate their year of birth. This method is a popular approach used in survey
research. That is because having a respondent write down their year of birth is expected to lead to
a more honest response than one typically receives by simply asking the respondent’s age. The
range of Agec,r was from 18 to 70 with a mean of 34.69 years, a standard deviation of 13.291, and
a standard mean error of 0.540.

As retail consumption-related variables are used to assess criterion-related validity, four
variables were included in the study: (i) percent of coffee retailers with which the buyer is
satisfied, (ii) number of visits per year to a Kuwait coffee shop, (iii) average spending per visit,
and (iv) the number of coffee drinks consumed per day. These items are included to determine if
the Agecog indicator acts in the same manner as the comparison age indicator, Agecr.

The percent of coffee retailers with which the buyer is satisfied (Saty,) was derived by
taking the number of satisfactory brands divided by the number of brands that the respondent is
currently using. A buyer was considered satisfied with a given coffee retailer if the satisfaction
score for the brand was greater than five on a ten-point scale. Therefore, for each respondent, the
procedure involved totaling the number of coffee retailers with which the respondent was satisfied
and then dividing by the number of coffee retailers they were currently using. The range for Sato,
was 10.5% to 100% with a mean of 0.769, a standard deviation of 0.217, and a standard mean error
of 0.009.

The number of visits to coffee shops per year (Visitsy:) was derived by asking respondents
to estimate their usage in the most recent three-month period and then adjusting it for a full year.
Visitsy ranged from 3 to 780 visits to coffee shops per year with a mean of 131.73, a deviation of
144.696, and standard mean error of 5.821. These numbers might seem high but are likely to be
correct given that coffee shops in Kuwait serve an important social function. Due to the Islamic
prohibition on the consumption of alcohol and the corresponding absence of bars or other meeting
places that might normally serve alcoholic drinks, coffee shops serve as important meeting places

for many people.
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The amount of money that a respondent spends per visit (Spend) is measured in Kuwaiti
Dinars (Kd). Each respondent was asked to estimate the average amount of money that he or she
spends during each visit by writing the number of dinars in a blank space. The variable Spend
ranged from 1 to 20 Kd with a mean of 4.34, a standard deviation of 2.472, and a standard mean
error of 0.099.

Finally, respondents were asked to estimate the average number of coffee drinks they
consumed per day (Cofigay). The methodology also allowed respondents to provide responses in
the form of fractions (i.e. 1/week). The coffee drinks could be consumed in any venue. The
Cofigay ranged from 0.008 to 10 with a mean of 2.07, a standard deviation of 1.462, and a standard

mean error of 0.059.

6. Analyses

The first step in the analysis of the proposed cognitive age measure is to demonstrate that
Agecog IS a consistent and reliable variable. To test for internal consistency, the five items were
subjected to a principal-components factor analysis. The results reveal a single factor explaining
83.5% of the original variance. Cronbach’s coefficient alpha statistic was shown to be 0.949 for
the five items in our proposed scale. It is generally accepted that a measurement instrument with
an alpha coefficient that exceeds of .70 exhibits high reliability (Yin et al. 2016). Therefore, these
results are indicative of an internally consistent and reliable measurement instrument. In fact, the
alpha score exceeds the findings for the version of the cognitive age scale recently used by Barak
et al. (2011) in a study across three countries. Specifically, utilizing only four scale items (feel-
age, look-age, act/do-age, and interest-age), Barak et al. (2011) obtained an alpha coefficient of
0.896 for a Korean sample of consumers, 0.913 for a French sample, and 0.930 for a Chinese
sample. Therefore, the Cronbach internal consistency estimate of reliability for our proposed
cognitive age measurement instrument exceeds the results obtained in each of these samples.

While the calculation of Cronbach’s alpha coefficient may be a strong indicator of internal
consistency, the process of construct validation also includes the necessary step of giving meaning
to abstract concepts in terms of observable variables. Thus, to establish the construct validity of
the proposed cognitive age measure, we must determine the extent to which Agecoy correlates with
other measures of similar constructs. The most obvious similar construct to consider is actual

chronological age, or Agec. As separate, but related, constructs, we would expect a strongly
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positive, yet not perfectly unitary, correlation between the two measures. This is what we
observed, as Agech and Agecoqg exhibited a Pearson correlation, “r”, of +0.88 (“p” < 0.01). A test
of mean differences reveals that within the sample, Agecr (34.69 years) is slightly greater than
Agecog (33.53 years) with a difference of 1.16 years (“t” = 4.18; “p” < 0.01). This suggests that
they are different constructs. In other words, the respondents generally perceive their cognitive
ages to be a bit younger than their biological ages, with the difference in the two age constructs
being small, yet statistically significant.

Finally, as specified by Churchill (1979), one additional validity check involves criterion-
related validity. Criterion-related validity refers to the ability of a scale to accurately predict
behavior. It is ascertained by correlating a proposed measure with a direct measure of another
characteristic under investigation. To demonstrate criterion-related validity for our proposed
cognitive age measure, it is necessary to show that the Agecog measure acts in relation to some set
of outcome variables in a manner that might be theoretically expected. In addition, given the
conceptual similarity of the Agecoq and Agecn Vvariables, it is desirable to show that Agecog
correlates with the outcome variables in the same manner as Agech.

Older consumers are often motivated by the need for social interaction. In fact, Myers and
Lumbers (2008) report that older consumers often engage in shopping for both socialization and
leisure. In the Kuwait market, coffee shops are frequently used as social gathering places,
especially among older consumers. Consequently, coffee shops may fulfill an important lifestyle
need for older Kuwaiti consumers. Therefore, we expect the percent of retailers with which the

buyer is satisfied to increase as both measures of age increase.

Hia: As chronological age increases, Saty, increases.

Hyp: As cognitive age increases, Saty, increases.

Mathur & Moschis (2005) report that consumers who feel relatively older tend to live less
active lifestyles. It has also been shown that older consumers are less mobile than their younger
counterparts (Karani and Fraccastoro, 2010). Therefore, we expect that as both forms of age
increase, the total number of visits to coffee shops per year will decrease.

Ho,: As chronological age increases, Visits,,; decreases.

Hap: As cognitive age increases, Visitsy decreases.

In general, as consumers grow older, income levels tend to increase, at least until one
enters the retirement years, and greater career success may drive higher cognitive age self-

perceptions. Also, age has a positive impact on consumer spending as well (Green and
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Hendershott, 2007). Specifically, households headed by persons older than age 40 tend to spend
relatively more on retail than households headed by persons under the age of 40. Consequently,
we expect that as both forms of age increase, the amount of money that a respondent spends per
retail coffee shop visit will also increase.

Haa: As chronological age increases, Spend increases.

Hap: As cognitive age increases, Spend increases.

Coffee consumption can be thought of as a ritualized experience associated with pleasure,
companionship and extended relationships (Richelieu and Korai, 2014). There is also a strong
likelihood that the ritualistic and symbolic associations linked to coffee consumption may
gradually develop. In addition, many long-term studies have begun to emerge suggesting that
coffee has many health benefits, including reducing the risk of dying early from heart attacks or
strokes, and protecting against some types of cancers (Lee, 2009). Therefore, we expect that as

age increases, total coffee consumption will also increase.

Haa: As chronological age increases, Cofig,y increases.

Hap: As cognitive age increases, Cofig,, increases.

Table 1 shows the correlations of both Agecy and Agech with the retail consumption
variables described in the hypotheses. Note that the “n” values are between 613 and 616 for each
correlation. As shown in the table, Agecoq and Agecn, are significantly correlated with each of the
five outcome variables. Additionally, the direction of the correlations is similar between the age
indicators. Therefore, Agecoq is shown to act regarding these variables in the same manner as
Agecr, lending support to the criterion-related predictive validity of the proposed cognitive age
measure.

Table 1: Correlations of AGE.,q and AGE., with Coffee Consumption Variables

Agecnr Agecog Findings
Saty, “r” 0.157 0.147 * as Age increases, people are satisfied
“p” <0.01 <0.01 with more of their retail choices
Visitsior “p» -0.281 -0.241 * as Age increases, people visit coffee
“p” <0.01 <0.01 shops less often
Spend “” 0.156 0.147 * as Age increases, so does the
“p” <0.01 <0.01 amount spent in coffee shops
Cofigay “r” 0.154 0.161 *as Age increases, people drink
“p” <0.01 <0.01 more coffee
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7. Discussion and Managerial Implications

The purpose of this manuscript was to address questions concerning both the appropriate
number of dimensions and the appropriate measurement procedure that should be used to represent
the cognitive age construct when applied to the Middle Eastern market. As such, we introduced a
re-conceptualized version of the cognitive age construct, Agecq, that contained five sub-
dimensions, including feel-age, look-age, act/do-age, interests-age, and think-age. Additionally,
the study demonstrates that this measure is a reliable and valid indicator of self-perceived age for
Middle Eastern consumers. Furthermore, this study validated the proposed construct by presenting
evidence that Agecoq is internally consistent, reliable, correlated with chronological age, and acts
on consumer retail consumption variables in the same manner as chronological age.

Our study demonstrates that, consistent with chronological age, as Agecoq increases, Middle
Eastern consumers are satisfied with more of their retail choices. Also, as age increases, people
visit retail coffee shops less often. Nevertheless, as age increases, the amount of money spent in
retail coffee shops per visit tends to increase. Finally, as age increases, people tend to drink more
coffee. Therefore, older Middle Eastern consumers, although they make fewer visits overall to
retail coffee shops, appear to enjoy their retail visits. This translates into greater retail spending
and higher overall coffee consumption. Their retail visits might be described as more engaging
retail encounters. Rather than making numerous quick stops for coffee, these consumers may
immerse themselves more fully in the coffee experience. Moreover, coffee consumption may also
be extended to other venues beyond retail coffee shops, such as the home. Perhaps the most
interesting aspect of our findings is that these behavioral patterns tend to be associated not only
with chronological age, but with cognitive age as well. Therefore, both actual and self-perceived
age tend to have a similar impact on consumer behavior for the Middle Eastern consumer.

Another interesting result is the strong similarity found between cognitive and
chronological ages in our sample. Most studies on cognitive age report age self-perceptions well
below actual chronological ages. In fact, Chang (2008), in a study focusing on younger
consumers, discovered that many respondents also reported feeling younger than their
chronological age. Consistent with the preponderance of studies on chronological age, Middle
Eastern respondents also tended to perceive themselves as younger than their chronological ages.
However, the reported differences between the two constructs were much smaller than what has

been previously found in many other studies. When studying senior consumers, studies typically
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report differences of 10 or more years between the two age constructs. For example, in a sample
of French seniors, Guiot (2001) found an average difference of 11.97 years. In a recent study of
elderly Western Europeans, Teller et al. (2013) found an average age difference of 10.83 years,
while in an Australian sample of seniors, Cleaver and Muller (2002) found an average difference
of 10.2 years. Even when studying a broad cross section of consumers in different chronological
age categories, average differences between the two age-oriented constructs are typically larger,
with most respondents reporting cognitive ages in the range of 3 to 5 years below chronological
age (Barak et al.,, 2011). Instead, with an average cognitive age only 1.16 years below
chronological age, the age self-perceptions of Middle Eastern consumers appear to be much closer
to their actual ages. This small difference between Agech and Agecg may be due to the expanded
sampling frame for this study which focuses on all adults, rather than just seniors who usually
show a larger gap.

An alternative explanation for the findings on age may be cultural. In Middle Eastern
society, the ageism often found in Western cultures is far less pronounced. For instance, in a study
of age perceptions focused on the Kuwait market, Musaiger and D’Souza (2007) note that despite
the extensive socio-cultural changes frequently associated with modernization, elderly family
members still maintain an important status within the typically Kuwaiti family. Therefore,
although the results of the current study demonstrate that the Ageco,q measure is a useful and robust
tool for future research into Middle Eastern consumer studies involving age-related issues, there is
nevertheless a strong correlation between the overall Age.,q measure and actual chronological age.
As such, rather than summarizing the five dimensions of Agecq into a single cognitive age
construct, future studies focused on the Middle Eastern market may choose to isolate the individual
Agecog components.  For example, Musaiger and D’Souza (2007) show that physical appearance
and body image are important in the classification of women as “elderly”. Therefore, the
individual components of the Agecog construct may prove to provide greater predictive power for
specific categories of consumer behaviors and lifestyles among Middle Eastern consumers than
broadly defined cognitive age. Consequently, future studies may choose to focus on the specific
sub-dimensions of Agecg, and the development of multi-item scales for each distinct sub-

dimension, including feel-age, look-age, act/do-age, interests-age, and think-age.
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