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A b s t r a c t

SUBJECTIVE AGE IDENTITY AND OLDER 

CONSUMERS' RESPONSES TO NEW PRODUCT ADVERTISING

by

Cynthia  Weinman 

A d v ise r :  P ro f e s s o r  Leon G. Schiffman

A f i e l d  experim en t was conducted to  de te rm ine  whether 

s u b je c t iv e  age or c h ro n o lo g ic a l  age i s  a b e t t e r  p r e d ic to r  o f 

o ld e r  consumers' r e a c t io n s  to  a new p ro d u c t a d v e r t i s in g  com­

m u n ic a t io n . An a d d i t io n a l  g o a l was t o  ex p lo re  how consumer 

r e a c t io n s  vary  as a fu n c t io n  of how th e  communication i s  

d e l iv e r e d  and which p ro d u c t c a te g o r ie s  a re  th e  s u b je c ts  of 

th e  communication.

Random te lep h o n e  sc re e n in g  i d e n t i f i e d  900 women, 300 in  

each  of th r e e  s u b je c t iv e  by c h ro n o lo g ic a l  age c a te g o r ie s :  

th o se  who a re  c h r o n o lo g ic a l ly  aged 65-79 and a l s o  p e rce iv e  

th em se lv es  to  be in  t h e i r  6 0 ' s  or 7 0 ' s  ( th e  " s u b je c t iv e  

e l d e r l y " ) ,  th o se  who a re  c h r o n o lo g ic a l ly  aged 65-79 bu t 

p e rc e iv e  them selves to  be in  t h e i r  4 0 ' s  or 5 0 ' s  ( th e  

" s u b je c t iv e  m id d le -ag ed " ) ,  and th o se  who a re  c h ro n o lo g ic a l ly  

aged 40-54 and p e rc e iv e  them selves  to  be in  t h e i r  4 0 ' s  or 

5 0 's  ( th e  " a c tu a l  m id d le -a g e d " ) .  Each group o f  300 women 

was d iv id e d  in to  th r e e  c o n d i t io n s  and s e n t  a m a i l -o rd e r



c a ta lo g  which p o r tra y e d  e i t h e r :  an en d o rse r  ( th e  c a ta lo g

maker) who was both c h ro n o lo g ic a l ly  and s u b je c t iv e ly  

e l d e r l y ,  an en d o rse r  who was c h ro n o lo g ic a l ly  e l d e r ly  but 

s u b je c t i v e ly  younger, o r  a no en d o rse r  c o n d i t io n .  The 

c a ta lo g  c o n s is te d  o f  a s e r i e s  o f  new p ro d u c ts  which v a r ie d  

on th e  b a s i s  o f  type o f  r i s k  each p roduc t re p re se n te d  to  the  

consumer i f  pu rchased . A q u e s t io n n a i r e  which measured 

r e a c t io n s  to  th e  c a ta lo g  and i t s  p ro d u c ts  was a l s o  s e n t  to  

re sp o n d e n ts .  Thus, th e  r e se a rc h  u t i l i z e d  a 3 x 3 x 3 

re p e a te d  measures d es ig n  in  which th e  between f a c t o r s  were 

S u b je c t iv e  Age I d e n t i t y  x E ndorser S u b je c t iv e  Age and the  

w ith in  f a c t o r  was p roduct Type Of R isk . The key dependent 

v a r i a b le  was purchase  i n t e r e s t  f o r  th e  p ro d u c ts  in  the  

c a t a l o g .

The re s e a rc h  r e s u l t s  dem onstra ted  th e  v i a b i l i t y  o f  th e  

s u b je c t iv e  age c o n s t r u c t .  S p e c i f i c a l l y ,  th e  f in d in g s  showed 

t h a t  in  most in s t a n c e s ,  th o se  w ith  e q u iv a le n t  s u b je c t iv e  

ages were more s im i la r  to  each o th e r  in  t h e i r  consumer a t t i ­

tu d es  and behav io r  than  were th o se  with e q u iv a le n t  chrono­

lo g ic a l  a g e s .  A n o ta b le  ex c ep tio n  was th e  unexpected 

f in d in g  t h a t  c h ro n o lo g ic a l ly  e l d e r ly  consumers ( r e g a rd le s s  

o f  s u b je c t iv e  age) d isp lay ed  more w i l l in g n e s s  than d id  

c h ro n o lo g ic a l ly  m iddle-aged consumers to  t r y  new p ro d u c ts  

when th o se  p ro d u c ts  a re  s p e c i f i c a l l y  ta rg e te d  to  them.



A d d it io n a l  an a ly se s  exp lored  o th e r  e f f e c t s  o f  en d o rse r  and 

p ro d u c t r i s k  ca teg o ry  as w ell  as  th e  impact o f  i d e n t i f i c a ­

t io n  w ith  th e  en d o rse r  as a key m oderator v a r ia b le  in  th e  

r e s e a r c h .  Im p lic a t io n s  fo r  g e r o n to lo g ic a l  th e o ry ,  m arketing 

to  o ld e r  consumers, and s o c i e t a l  s te re o ty p in g  o f  o ld  age 

were d is c u s s e d .



Acknowledgments

O f f i c i a l l y ,  I am th e  so le  au th o r  o f  t h i s  d i s s e r t a t i o n .  

However, th e  work h e re in  r e f l e c t s  th e  generous and t a l e n t e d  

c o n t r ib u t io n s  of many p e o p le .  I  hope th e s e  people  w i l l  bear 

w ith  me th rough  t h i s  s in c e r e  a t tem p t to  thank  them.

I am g r a t e f u l  to  my d i s s e r t a t i o n  a d v i s e r ,  P ro fe s s o r  

Leon Schiffm an, fo r  h i s  i n t e l l e c t u a l  guidance and en thusiasm  

f o r  my work — bo th  of which he am azingly m a in ta ined  a t  high 

l e v e l s  th ro u g h o u t th e  e n t i r e  p r o j e c t .  I t  was P ro fe sso r  

S ch iffm an 's  e x c e l l e n t  work on th e  c o g n i t iv e  age of o ld e r  

people which p rov ided  much of th e  impetus and framework fo r  

my t h e s i s .

D esp ite  numerous o b l ig a t i o n s ,  P ro fe s s o r  Morton Bard 

c o n s i s t e n t ly  managed to  f in d  time to  p ro v id e  me w ith  h i s  

in v a lu a b le  advice and su p p o r t .  Throughout my g rad u a te  

s tu d i e s ,  I have admired P ro fe s s o r  Bard f o r  th e  im portan t 

work he has done and fo r  th e  impact he has had both  w ith in  

and o u ts id e  th e  academic community. I  f e e l  t r u l y  p r iv i l e g e d  

to  have had th e  o p p o r tu n i ty  to  work with him.

P ro fe s s o r  Alden Wessman has been an e n d le ss  source  of 

th e  h ig h e s t  q u a l i t y  in p u t  and encouragement. At every  

c r u c i a l  s te p  in  t h i s  long p ro c e s s ,  P ro fe s s o r  Wessman had 

j u s t  th e  p e r f e c t  advice to  keep me on t r a c k .  He i s  w ell 

d e sc r ib e d  by th e  ph rase  "a s c h o la r  and a  gen tlem an ."



I  would a l s o  l i k e  to  e x p re s s  my g r a t i t u d e  to  my o u ts id e  

r e a d e r s .  I  was e s p e c i a l l y  honored t h a t  P ro fe s s o r  Douglas 

Kimmel agreed  to  se rv e  on my com m ittee. I t  was th rough  

P ro fe s s o r  Kimmel t h a t  I  f i r s t  became ac q u a in ted  w ith ,  and 

enamoured o f ,  th e  f i e l d  o f  g e ro n to lo g y . I  am a ls o  a p p re c ia ­

t i v e  o f  th e  tim e and su p p o r t  which P ro fe s s o r  S teven Schnaars 

h as  k in d ly  expended du r in g  th e  f i n a l  s ta g e s  of my d o c to ra l  

work.

I 'm  g r a t e f u l  f o r  a l l  th e  h e lp  p rov ided  to  me by 

P ro fe s s o r  Howard Ehrlichm an. As head of th e  s o c i a l /  

p e r s o n a l i t y  psychology d o c to ra l  program, he d is p la y e d  a 

g r e a t  d e a l  of p a t ie n c e  and unders tand ing  re g a rd in g  my 

e f f o r t s  to  do a d i s s e r t a t i o n  w h ile  working f u l l - t i m e .

The r e s e a r c h  which I  conducted would l i t e r a l l y  no t have 

been p o s s ib le  w ith o u t  th e  generous su p p o r t  o f  my company, 

Oxtoby-Smith, th e  f i n e s t  m arketing  re s e a rc h  f irm  in  th e  

c o u n t ry .  I ' l l  be e t e r n a l l y  g r a t e f u l  t o  Dr. Joseph  Smith and 

Mr. Jack  Goldberg fo r  p e rm i t t in g  me to  use th e  company's 

r e so u rc e s  to  ex e cu te  th e  s tu d y .  I ' d  a l s o  l i k e  to  thank  each 

member o f  our e x c e l l e n t  s t a f f  fo r  making su re  th e  r e s e a r c h  

was conducted acco rd ing  to  th e  h ig h e s t  p r o f e s s io n a l  s ta n d ­

a r d s .



S p e c ia l  th an k s  goes t o  Ms. Judy P i l o f ,  who a rranged  f o r  

and d i r e c te d  th e  p r e p a r a t io n  of th e  key s t im u lu s  in  th e  

r e s e a r c h .  I ' d  a l s o  l i k e  to  th an k  Mrs. M uriel Bases who 

g r a c io u s ly  v o lu n te e re d  t o  be made-up and photographed a s  

b o th  th e  s u b je c t i v e ly  "o ld e r"  and "younger" e n d o rse rs  in  

t h i s  s tu d y .

P ro f e s s o r  E l le n  Langer and D r . ' s  Thomas Dupont, Donald 

Payne, and Robert Schnee k in d ly  reviewed e a r l i e r  v e r s io n s  o f  

t h i s  m an u sc r ip t  and p ro v id ed  many u s e fu l  su g g e s t io n s  and 

comments. I  am most g r a t e f u l  to  each  o f  them.

My fam ily  never l o s t  co n fid en ce  t h a t  I  would com plete 

my d o c to r a l  work and were c o n s i s t e n t l y  p a t i e n t  and proud of 

me. I  lo v e  them a l l  —  my p a r e n t s ,  B e t ty  and M orris  

Weinman, my s i s t e r  and b r o th e r - i n - l a w ,  Debbie and Marty 

Taub, and my nephews and n ie c e ,  J e f f r e y ,  E r i c ,  and Lauren 

Taub.

I ' d  a l s o  l i k e  to  thank  a l l  my f r i e n d s  who were 

c o n s ta n t ly  i n t e r e s t e d  in  my work and c o n t in u o u s ly  s u p p o r t iv e  

o f  my p r o g re s s .  In p a r t i c u l a r ,  I h o n e s t ly  would n o t have 

been ab le  t o  com plete my degree  w ithou t th e  i n t e l l e c t u a l  and 

em otiona l su p p o r t  of Dr. M a rjo r ie  W iener. So much o f  h e r  

in p u t  i s  c o n ta in e d  w ith in  my d i s s e r t a t i o n  t h a t  i t  i s  

im p o ss ib le  to  imagine th e  work w ith o u t i t .  I ' l l  never be 

a b le  to  th an k  h e r  enough fo r  th e  c a r in g  and guidance she has 

g iven  me.



I must no t f o r g e t  to  thank my c a t ,  Murray, who 

d ev o ted ly  sp en t much o f  h i s  tim e s le e p in g  in  my la p  as I was 

w r i t in g  my t h e s i s .

F i n a l l y ,  I ' d  l i k e  to  ex p ress  my a p p re c ia t io n  to  a l l  my 

resp o n d en ts  — who helped  me dem onstra te  t h a t  "o ld  age" 

can be bu t a s t a t e  o f  mind.

x



TABLE OF CONTENTS

P age

LIST OF T A B L E S ......................................................................................  x iv

LIST OF FIGURES.................................................................................  xvi

INTRODUCTION ............................................................................................  1

CHAPTER

I .  THEORETICAL FRAMEWORK ....................................................... 8

S u b je c t iv e  P e rc e p t io n s  Of Age ....................................  8

E m p ir ica l Research .................................................. 11
M ethodological C o n s id e ra t io n s  ...........................  13
B eh av io ra l Im p l ic a t io n s  .........................................  14

Reference Group Appeals ..................................................  17

Concept Of R eference Groups ................................  18
Types Of P roduct E n d o r s e r s ................................  19
Age Of E n d o r s e r ...........................................................  20

P e rc e p t io n s  Of R isk In  The E ld e r ly  Consumer . . 22

C au tiousness   ......................      22
Degree And Type Of Risk  ............................ 24

I I .  THE RESEARCH DESIGN AND SUMMARY OF HYPOTHESES . 29

The Research D e s i g n ...........................................................  29

Summary Of Hypotheses ......................................................  32



TABLE OF CONTENTS ( C o n t i n u e d / 2 )

Page

I I I .  METHOD......................................................................................  33

S u b je c ts  ......................................................  . . . . . .  33

M a te r ia ls  And Procedure ..................................................  39

Dependent V a r ia b le s  ...........................................................  43

Q u e s t io n n a ire  ................................................................ 43
B eh av io ra l M e a s u r e    . 46

IV. RESULTS......................................................................................  47

C h a r a c t e r i s t i c s  Of The S a m p le ..................................... 47

In c id en ce  Of Younger Vs. O lder 
S u b je c t iv e  Ages W ithin The
P o p u la t io n  Of Those Aged 65-79   47
Demographic C o r r e la te s  Of S u b je c t iv e  Age . 49
A t t i t u d i n a l  C o r re la te s  Of S u b je c t iv e  Age . 56

S u b je c t iv e  Age I d e n t i t y  And
Product Purchase I n t e r e s t  .........................................  60

E f f e c t s  Of I d e n t i f i c a t i o n  With The Endorser . . 63

E s ta b l i s h in g  I d e n t i f i c a t i o n  With The
E ndorser As A Moderator V a r ia b le  ................... 63
I d e n t i f i c a t i o n  With Endorser And
I t s  E f f e c t  On Purchase I n t e r e s t  .......................  68
R e la t io n s h ip  Between I d e n t i f i c a t i o n
V ersus Lack Of I d e n t i f i c a t i o n  With An
Endorser And Non-Exposure To An Endorser . 73
A t t r i b u t e s  Which C o r re la te
With I d e n t i f i c a t i o n ..................................................  76
I d e n t i f i c a t i o n  With An "A p p ro p ria te"
Endorser And I t s  E f f e c t  On Measures
Other Than Purchase I n t e r e s t ............................ 78

x i i



TABLE OF CONTENTS ( C o n t i n u e d / 3 )

Page

Summary: C o n d itio n s  Under Which
The E f f e c t s  Of S u b je c t iv e  Age Are Apparent . 80

P e rc e p t io n s  Of The E n d o r s e r ............................  81

R a tin g s  Of Endorser On P e rso n a l  A t t r i b u t e s .  82
P erce iv ed  Age of E n d o r s e r ..................................... 85
E f f e c t  Of E ndorser On
P roduct Purchase I n t e r e s t  ..................................... 87

S u b je c t iv e  Age I d e n t i t y  And Type Of Risk . . .  87

S u b je c t iv e  Age I d e n t i t y  And Type Of Risk
When S u b je c t iv e  Age I d e n t i t y  Matches 
Endorser S u b je c t iv e  Age .............................................. 92

B ehav io ra l Measure ...........................................................  95

Summary Of S t a t i s t i c a l l y  S ig n i f i c a n t  F in d in g s  . 97

V. DISCUSSION....................................  98

Key F ind ings  And A sso c ia te d  I s s u e s  .......................  98

I m p l ic a t io n s  And A p p l ic a t io n s  ..................................... 109

T h e o r e t i c a l  Im p l ic a t io n s   ................................  109
Im p l ic a t io n s  For Communicating
With O lder Consumers  ................................  112
Im p lic a t io n s  For S o c ie t a l
S te re o ty p in g  Of Old A g e .........................................  114

APPENDIX A: PRETEST MEASURES .................................................  118

APPENDIX B: MANIPULATION CHECKS ........................................  126

APPENDIX C: STIMULI AND QUESTIONNAIRE MATERIALS . . 131

BIBLIOGRAPHY ......................................................................................  158

x i i i



LIST OF TABLES

T a b le

1 I n i t i a l  Screen ing  For S u b je c t iv e  Age I d e n t i t y  
Among Those Who Are C h ro n o lo g ic a l ly  Aged 65-79

2 Respondent Demographics

3 Key Measures By C h ro n o lo g ica l  Age Subgroups 
W ith in  " S u b je c t iv e  E ld e r ly "  Group

4 Key Measures By C h ro n o lo g ica l Age Subgroups 
W ithin " S u b je c t iv e  Middle-Aged" Group

5 R esponden ts ' Usage Of And A t t i t u d e s  Toward 
Mail Order C ata logs

6 R esponden ts ' P a r t i c i p a t i o n  In S e le c te d  
Consumer Behavior

7 Repeated Measures A nalys is  Of V ariance  On 
F u l l  Design: S u b je c t iv e  Age I d e n t i t y  x
Endorser S u b je c t iv e  Age x Type of R isk

8 Number Of Respondents In  Each S u b je c t iv e
Age I d e n t i t y  Group Who I d e n t i f i e d  With Endorser

9 Four-Way Repeated Measures A n a ly s is  Of 
V arian ce : S u b je c t iv e  Age I d e n t i t y  x Endorser
S u b je c t iv e  Age x Type Of R isk  x I d e n t i f i c a t i o n  
With Endorser

10a S tepw ise  R eg ress io n  A n a ly s is :  Purchase
I n t e r e s t  Scores R egressed On E ndorser R a tin g s

10b I n t e r c o r r e l a t i o n  M atrix : P u rchase  I n t e r e s t
By Endorser R a tin g s

11 Mean Purchase I n t e r e s t  R a tin g s  For I n t e r a c t i o n  
Of S u b je c t iv e  Age I d e n t i t y  By I d e n t i f i c a t i o n  
With Endorser

12 Mean P urchase  I n t e r e s t  R a tin g s  For I n t e r a c t i o n
Of S u b je c t iv e  Age I d e n t i t y  By Endorser S u b je c t iv e  
Age By I d e n t i f i c a t i o n  With Endorser

x i v

P age

48

51

54

55

58

59

61

62

65

67

67

69

70



LIST OF TABLES ( C o n t i n u e d / 2 )

T a b le  P a g e

13 S tandard  D ev ia tio n s  For Purchase I n t e r e s t
Scores  By I d e n t i f i c a t i o n  With And Lack 
Of I d e n t i f i c a t i o n  With "A pprop ria te"
Versus " In a p p ro p r ia te "  Endorser 72

14a Mean Purchase  I n t e r e s t  Scores For I d e n t i f i c a t i o n
With E ndorser Versus No Exposure To E ndorser 75

14b Mean Purchase I n t e r e s t  Scores For I d e n t i f i c a t i o n
With "A p p ro p ria te"  Endorser Versus No Exposure 
To Endorser 75

15 R eg ress io n  A nalyses: V a r ia b le s  Which P r e d ic t
I d e n t i f i c a t i o n  With "Younger Emily" 77

16 Mean R atings  Of V a r ia b le s  O ther Than
P urchase  I n t e r e s t  By I d e n t i f i c a t i o n  79

17 Mean R a tin g s  Of The Endorser On A S e r ie s
Of P e rso n a l  A t t r i b u t e s  84

18 P e rce iv ed  Age Of Endorser 86

19a Mean Purchase  I n t e r e s t  R a tin g s  Of S u b je c t iv e
Age I d e n t i t y  And Type Of R isk  89

19b Mean P erce iv ed  Risk R a tings  By Type Of
R isk Experienced  89

20 Mean Purchase  I n t e r e s t  R a tin g s  And S tandard
D ev ia t io n s  A cross P roduc ts  By C h ro n o lo g ic a l  Age 
Subgroups W ith in  S u b je c t iv e  Age I d e n t i t y  Groups 91

21 Mean Purchase  I n t e r e s t  R a tin g s  By Type Of 
R isk  Among Those Who Saw An E ndorser Who
Matched T h e ir  S u b je c t iv e  Age I d e n t i t y  94

22 A ctua l Purchase  Of New P ro d u c ts  Among
C allback  Respondents 96

23 Summary C h art:  S im i l a r i t y  Of Response
Between C h ro n o lo g ica l  Age Groups Versus 
S u b je c t iv e  Age Groups 97

x v



LIST OF FIGURES

F i g u r e

1 Mean P urchase  I n t e r e s t  R a tin g s  Of Each 
S u b je c t iv e  Age I d e n t i t y  Group By 
I d e n t i f i c a t i o n  With Endorser

2 Mean E ndorser P e rsu a s iv e n e s s  R a tin g s  By 
S u b je c t iv e  Age I d e n t i t y  And Endorser 
S u b je c t iv e  Age

xv  i

Page

69

83



INTRODUCTION

The p ro p o r t io n  of e l d e r ly  peop le  in  th e  p o p u la t io n  of 

th e  United  S ta t e s  i s  growing r a p id ly .  According to  c u r r e n t  

d a t a  and p r o je c t io n s  (Conference Board, 1985; U.S. Bureau Of 

The Census, 1983; American Demographics, 1982; N a tio n a l 

Council On The Aging, 1978), t h e r e  a re  ap p rox im ate ly  26 

m i l l io n  Americans who a re  age 65 o r  o ld e r ,  c o n s t i t u t i n g  more 

th a n  11% o f th e  t o t a l  U.S. p o p u la t io n .  This p e rce n tag e  i s  

expected  to  sw e ll  to  over 12% of th e  p o p u la t io n  by 1990, 13% 

by 2000, and an in c r e d ib le  21% by th e  y ea r  2030. Not 

s u r p r i s i n g l y ,  c o n s id e r in g  t h i s  r a t e  of grow th, th e  e l d e r l y  

p o p u la t io n  has become a to p ic  of c o n s id e ra b le  i n t e r e s t  in  

v a r io u s  t h e o r e t i c a l  and a p p l ie d  f i e l d s .  The p r e s e n t  s tu d y  

i s  concerned w ith  a p a r t i c u l a r  a r e a  w ith in  th e  s o c i a l -  

p sy c h o lo g ic a l  b eh av io r  o f e l d e r l y  p e rso n s :  how th e  e l d e r l y

fu n c t io n  as consumers.

The r a t i o n a l e  fo r  s tu d y in g  th e  consumer behav io r  o f  

e l d e r l y  perso n s  i s  tw o fo ld . F i r s t  of a l l ,  many t h e o r i s t s  

have sugges ted  t h a t  th e  e l d e r l y ,  as a g roup , a re  p a r t i c u ­

l a r l y  v u ln e ra b le  to  lo s s  of p e rso n a l  c o n t r o l .  This lo s s  of 

c o n t r o l  can in c lu d e  p h y s ic a l  d e c l in e ,  lo s s  of income and 

r o l e s ,  d e a th  of loved  ones , p o ss ib le , sex u a l d i f f i c u l t i e s ,  

r e t i r e m e n t ,  and t h r e a t  o f  i n s t i t u t i o n a l i z a t i o n  (Cumming and



Henry, 1961; R i le y  and F oner, 1968; Seligm an, 1975; Langer 

and Rodin, 1976; Kimmel, 1980). As a r e s u l t ,  i t  i s  

d i f f i c u l t  t o  conduct m eaningful r e s e a rc h  on a g e - r e l a t e d  

changes in  b eh av io r  because th e r e  a re  few a re a s  of b ehav io r  

in  which th e  e l d e r l y  m a in ta in  e q u iv a le n t  c o n t r o l  to  th e  

c o n t r o l  th e y  had when th e y  were younger. However, consumer 

b eh av io r  rem ains a p r e s e n t  and c o n t r o l l a b l e  r o l e  th ro u g h o u t 

a d u l t  l i f e ,  even though f l u c t u a t i o n s  in  income undoubtedly  

r e g u la t e  pu rchase  b e h a v io r .  T h e re fo re ,  consumer b ehav io r  i s  

an a p p r o p r ia te  a re n a  in  which t o  i n v e s t i g a t e  th e  c h a r a c t e r ­

i s t i c s  and psychology of an e l d e r l y  p o p u la t io n .

A second a s p e c t  of th e  consumer b eh av io r  o f  e l d e r l y  

p e rso n s  which makes t h i s  a r e a  p a r t i c u l a r l y  im p o r ta n t  i s  t h a t  

i t  d e a ls  d i r e c t l y  w ith  th e  is s u e  o f  communicating w ith  o ld e r  

p e o p le .  S ince p eop le  do ex p e r ien ce  se n so ry  as w e ll as 

s o c ia l - p s y c h o lo g ic a l  changes as th e y  g e t  o ld e r ,  th e  b a r r i e r s  

t o  communicating w ith  e l d e r l y  peop le  may become s u b s t a n t i a l .  

These b a r r i e r s  r e f l e c t  v a r i a t i o n s  w ith  age in  m o tiv a t io n  and 

a b i l i t y  to  communicate and in  modes of communication. None­

t h e l e s s ,  t h e r e  a re  some a re a s  of communication which a re  

common to  a l l  age g roups . Mass communication —  e . g . ,  news, 

in fo rm a t io n ,  and a d v e r t i s in g  — i s  one example of such an 

a r e a  in  t h a t  i t  i s  an im portan t means th ro u g h  which a l l  

peop le  m a in ta in  communication l i n k s  w ith  th e  r e s t  o f
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s o c i e t y .  However, because so l i t t l e  r e s e a rc h  has been done 

on communicating w ith  o ld e r  peop le  in  g e n e ra l  (Oyer and 

Oyer, 1976), v e ry  l i t t l e  i s  known about how to  p r e s e n t  

in fo rm a tio n  v ia  th e  mass media in  a manner which most e f f e c ­

t i v e l y  communicates w ith  o ld e r  p e o p le .  S p e c i f i c a l l y ,  in  th e  

ca se  of consumer b e h a v io r ,  th e  is s u e  i s  how to  p r e s e n t  

in fo rm a tio n  about p ro d u c ts  in  a way t h a t  i s  u n d e rs ta n d ab le  

to  o ld e r  peop le  and w i l l  h e lp  them make p u rch as in g  d e c i ­

s io n s .  The b e t t e r  m ark e te rs  unders tand  how to  communicate 

w ith  o ld e r  p e o p le ,  th e  more l i k e l y  i t  i s  t h a t  o ld e r  peop le  

w i l l  r e t a i n  t h e i r  r o l e s  as a c t i v e ,  inform ed consumers.

The market aud ience  known as th e  " e ld e r ly  consumer" has 

long been an enigma to  m ark e te rs  (L aze r , 1986). One key 

problem r e l a t e s  t o  d e f i n i t i o n .  There seems to  be l i t t l e  

agreem ent among m ark e te rs  (o r  among b e h a v io ra l  s c i e n t i s t s ,  

f o r  t h a t  m a t te r )  as  to  which age should  be co n s id e red  th e  

beg inn ing  of "o ld  age" (A d v e r t is in g  Age, 1987). A v a r i e t y  

of recommendations have emerged, in c lu d in g  age 50 p lu s  

(B a r to s ,  1979 and 1980; Langer, 1983), age 65 p lu s  (Brotman, 

1976; Ogilvy and Mather A d v e r t is in g ,  1977; Grey A d v e r t is in g ,  

1981), and o th e r s .  This la ck  of consensus on what d e f in e s  

an e l d e r l y  consumer t y p i f i e s  th e  broad m isunders tand ing  o f  

t h i s  age group on th e  p a r t  of m a rk e te rs ,  and many sim ply 

choose to  avoid  t h i s  market segment a l t o g e t h e r  (Schiffman 

and Kanuk, 1983).
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Although t h e r e  i s  s t i l l  a g r e a t  d e a l  o f n e g le c t  of th e  

e l d e r l y  segment of th e  m ark e tp lace  (French and Fox, 1985; 

G a r f i e ld ,  1984; P h i l l i p s  and S t e r n t h a l ,  1977; Gage, 1980), 

th e  r e c e n t  in c re a s e  of p ro d u c ts  and a d v e r t is e m e n ts  t a r g e te d  

a t  o ld e r  consumers c l e a r l y  i n d ic a t e s  t h a t  m ark e te rs  a re  

beg inn ing  to  reco g n ize  th e  p r o f i t  p o t e n t i a l  o f  t h i s  aud ience  

(V isvabhara thy  and Rink, 1986; P e t r e ,  1986; K irkeby, 1980). 

However, most m a rk e te rs  who do d i r e c t  e f f o r t s  a t  o ld e r  

consumers ten d  to  t r e a t  th e  e l d e r l y  a s  a homogeneous group , 

i . e . ,  th e y  assume t h a t  consumers w ith in  t h i s  c h ro n o lo g ic a l  

age group w i l l  a l l  behave a l i k e  (Greco, 1984; Schewe, 1984; 

B a r to s ,  1981; Towle and M artin ,  1976). While t h i s  may be 

co n v en ien t from a m arke ting  p e r s p e c t iv e ,  th e  e x i s t in g  

ev idence  su g g e s ts  t h a t  e l d e r l y  peop le  a re  as he terogeneous  

and d i f f e r e n t i a t e d  as any o th e r  age group . S tu d ie s  of 

a d u l t  p e r s o n a l i t y  development have g e n e ra l ly  found t h a t  

e l d e r ly  peop le  d i s p la y  th e  same i n t e r n a l l y  s t a b l e  and s e p a r ­

a te  p e r s o n a l i ty  ty p es  a s  do younger p eop le  (N eugarten , 1964; 

R e ich a rd , L ivson , and P e te r s o n ,  1962; Reedy, 1983).

Moreover, many i n v e s t i g a t o r s  have c r i t i c i z e d  th e  use of 

c h ro n o lo g ic a l  age as  an in d i c a t o r  of an i n d i v i d u a l ' s  p e rso n ­

a l i t y  o r  b e h a v io r ,  s in c e  i t  on ly  p a r t i a l l y  d e s c r ib e s  th e
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complex b lend  of b i o l o g i c a l ,  s o c i a l ,  and p sy c h o lo g ic a l  

f a c t o r s  which d e f in e  any in d iv id u a l  (Kimmel, 1980; Ward, 

1979; N eugarten , 1977).

In s h o r t ,  i t  i s  c l e a r  t h a t  th e  m arket aud ience  known as 

th e  " e ld e r ly  consumer" should  be f u r t h e r  segmented in  o rd e r  

to  be a b le  to  communicate w ith  and t o  u n d ers tan d  th e  beha­

v io r  of in d iv id u a l s  w ith in  t h i s  age group . The q u e s t io n  

becomes: What i s  a  m eaningful way to  su b d iv id e  t h i s

m arket? Some r e c e n t  r e s e a rc h  su g g e s ts  t h a t  s e l f - p e r c e iv e d  

age or s u b je c t iv e  age id e n t i ty ®  may p ro v id e  th e  c l e a r e s t  

p i c t u r e  of age c a te g o r ie s  such as  "young," "middle ag e ,"  or 

"o ld  age" (Barak and Sch iffm an, 1981; Kastenbaum and Durkee, 

1964; D re v e n s te d t ,  1976). Indeed , i t  would make sense  t h a t  

th e  way in  which an in d iv id u a l  c l a s s i f i e s  h i m s e l f / h e r s e l f  

would be more i n d i c a t i v e  of o n e 's  p a r t i c u l a r  l i f e  s ta g e  than  

an a r b i t r a r y  c h ro n o lo g ic a l  i n d ic a t o r  o f  age . However, th e  

r e s e a r c h  conducted  to  d a te  on s u b je c t i v e  age i d e n t i t y  has 

been p r im a r i ly  d e s c r i p t i v e  in  n a tu re  and , c o n se q u e n t ly ,  

t h e r e  a re  no s tu d i e s  in  th e  l i t e r a t u r e  which s p e c i f i c a l l y

® I t  shou ld  be no ted  t h a t  th e  te rm s " s u b je c t iv e  age iden­
t i t y , "  " s e l f - p e r c e iv e d  a g e ,"  and "age co n sc io u sn e ss"  each 
have somewhat d i f f e r e n t  m eanings, however d i s t i n c t i o n s  
between th e s e  te rm s have n o t been c o n s i s t e n t l y  m ain ta ined  
in  th e  re s e a rc h  l i t e r a t u r e .  In t h i s  p a p e r ,  th e s e  term s 
a re  n o t  d i f f e r e n t i a t e d  from each o th e r  and w i l l  be used 
i n t e  r  ch ange a b ly .
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r e l a t e  th e  s e l f - p e r c e iv e d  age of o ld e r  consumers to  t h e i r  

response  to  p ro d u c t  a d v e r t i s in g  and subsequen t pu rchase  

b e h a v io r .

The purpose of th e  c u r r e n t  s tu d y  i s  t o  e x p lo re  w hether 

th e  s u b je c t iv e  age of o ld e r  consumers i s  more p r e d ic t iv e  of 

how th e y  might r e a c t  t o  a p e r s u a s iv e  communication than  i s  

t h e i r  c h ro n o lo g ic a l  age . An a d d i t i o n a l  o b je c t iv e  i s  to  

a s s e s s  how t h i s  r e a c t io n  v a r i e s  as a fu n c t io n  of c e r t a i n  

a s p e c ts  of th e  p e r s u a s iv e  communication, s p e c i f i c a l l y  how 

th e  communication i s  d e l iv e re d  and which p ro d u c t c a te g o ry  i s  

being a d v e r t i s e d .  Broadly sp eak in g , th e  s tu d y  w i l l  in v e s ­

t i g a t e  th e  i n t e r a c t i o n  of th r e e  Components p r e d ic t in g  

accep tance  of a message acco rd ing  t o  communication th e o ry :  

c h a r a c t e r i s t i c s  of th e  t a r g e t ,  sou rce  of th e  communication, 

and th e  communication i t s e l f  (Wrightsman, 1973). In t h i s  

c a s e ,  th e  t a r g e t  w i l l  be o ld e r  consumers who e i t h e r  p e rc e iv e  

them se lves  to  be younger th a n  o r  e q u iv a le n t  to  t h e i r  chrono­

l o g i c a l  age . These consumers w i l l  be exposed (by m ail)  to  a 

p e r s u a s iv e  message in  which th e  sou rce  i s  e i t h e r  a s u b je c ­

t i v e l y  o ld e r  or a s u b je c t i v e ly  younger e n d o rs e r .  F in a l l y ,  

th e  communication i t s e l f  w i l l  c o n s i s t  of a s e r i e s  of new 

p ro d u c ts  w ith in  s e v e r a l  e x i s t i n g  p ro d u c t c a te g o r ie s  v a r ie d
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on th e  b a s i s  o f type of r i s k  each p ro d u c t r e p r e s e n t s  to  th e  

consumer i f  pu rchased , e . g . ,  f i n a n c i a l  r i s k ,  perform ance 

r i s k ,  s o c ia l - p s y c h o lo g ic a l  r i s k ,  e t c .

The nex t c h a p te r  w i l l  d e s c r ib e . t h e  r e le v a n t  l i t e r a t u r e  

in  su p p o rt o f  th e  r e se a rc h  d e s ig n ,  fo llow ed by a d e s c r ip t io n  

o f  what w i l l  be done.
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CHAPTER I

THEORETICAL FRAMEWORK

S u b je c t iv e  P e rc e p t io n s  Of Age

Although th e  n o t io n  of s u b je c t iv e  p e rc e p t io n s  of age o r  

age i d e n t i f i c a t i o n  in  th e  e l d e r l y  has been exp lo red  

p r im a r i ly  th rough  e m p ir ic a l  r e s e a r c h ,  th e r e  a re  some b a s ic  

t h e o r e t i c a l  and p h i lo s o p h ic a l  th r e a d s  which u n d e r l ie  th e  

co n cep t.  An example of such a t h e o r e t i c a l  b a s i s  i s  a key 

is s u e  in  a d u l t  p e r s o n a l i ty  developm ent: s t a b i l i t y  v e rsu s

change o f  p e r s o n a l i t y  in  o ld  age . I f  a s u b s t a n t i a l  p ro p o r ­

t i o n  of a d u l t s  who a re  c h ro n o lo g ic a l ly  over 65 r e a l l y  

p e rc e iv e  t h e i r  own age as much younger th an  t h a t ,  t h i s  would 

r e p r e s e n t  an argument f o r  s t a b i l i t y  of th e  p e r s o n a l i ty  

system  w ith  age . That i s ,  th e s e  a d u l t s  might be expected  to  

co n t in u e  to  behave in  a manner t h a t  i s  r e l a t i v e l y  c o n s i s t e n t  

w ith  how th e y  behaved when th e y  were younger and n o t in  

accordance  w ith  some s t e r e o t y p i c a l  n o t io n s  of b eh av io r  in  

o ld  age ( i . e . ,  d isen g ag ed , s o c i a l l y  and p s y c h o lo g ic a l ly  

w ithdraw n, and i n a c t i v e ) .  On th e  o th e r  hand, th o s e  e l d e r l y  

a d u l t s  who p e rc e iv e  them selves as "o ld"  would, in  a l l  l i k e ­

l ih o o d ,  behave d i f f e r e n t l y  from th e  way th e y  d id  when th e y  

were younger.
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O ther examples of a t h e o r e t i c a l  b a s i s  f o r  th e  

s u b je c t i v e  age c o n s t r u c t  can be found in  th e  c o g n i t iv e  

th e o ry  of th e  aging p ro c e s s  d e s c r ib e d  by Thomae, and in  

N e u g a r te n 's  concep t of a " s o c ia l  c lo c k ."  Thomae (1979, 

1970) f e e l s  t h a t  t h e r e  a re  i n t e r n a l  o r  " c o g n it iv e "  

p e rc e p t io n s  of ag ing  — i . e . ,  how th e  in d iv id u a l  sees  

h i s / h e r  own aging p ro c e s s  — which a re  causes  of b e h a v io ra l  

change. In  o th e r  words, r a th e r  th a n  examining o b je c t iv e  

changes in  p erson  and environm ent, i t  i s  th e s e  s u b je c t iv e  

p e rc e p t io n s  of change t h a t  a re  most r e l a t e d  to  and 

p r e d i c t i v e  of changes in  b eh av io r  ( i . e . ,  i f  an in d iv id u a l  

f e e l s  o ld ,  h e /s h e  w i l l  a c t  o ld ) .  According to  Thomae, th e  

g e n e ra l  sequence of b e h a v io ra l  change in  adu lthood  i s  as 

fo l lo w s :  The in d iv id u a l  has c e r t a i n  e x p e c ta t io n s  and

b e l i e f s  about what h e /sh e  needs. Changes in  th e s e  

e x p e c ta t io n s  le a d  to  changes in  s e l f - p e r c e p t i o n ,  which in  

tu r n  le a d  to  changes in  b e h a v io r .  (In  c o n t r a s t ,  i f  th e  

e x p e c ta t io n s  do n o t  change, th e r e  i s  s t a b i l i t y  of 

b e h a v io r ) .  Thomae a rgues  s t r o n g ly  a g a in s t  any approach 

which looks  a t  th e  aging p e r s o n a l i t y  as  fo llo w in g  an 

i n e v i t a b l e  o r  u n iv e r s a l  c o u rse ,  because  such an approach 

does n o t c o n s id e r  s u b je c t iv e  p e rc e p t io n s  of ag in g . In  a 

s im i l a r  v e in ,  N eugarten  (as c i t e d  in  Kimmel, 1980) a rgues  

a g a in s t  e x p la in in g  b e h a v io ra l  changes as a consequence of
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o b je c t iv e  s o c i a l  m ile s to n e s  which occur w ith  age . She has 

no ted  t h a t  on ly  ev en ts  t h a t  occur " o f f  tim e" — i . e . ,  e i t h e r  

to o  e a r l y  o r  to o  l a t e  acco rd ing  to  s o c i a l  norms — a re  th o se  

t h a t  cause  c r i s e s .  T his  im p lie s  t h a t  i f  a s o c i a l  even t such 

as  m a r r ia g e ,  p a ren th o o d , o r  r e t i r e m e n t  i s  expected  w i th in  an 

i n d i v i d u a l ' s  s u b je c t i v e  p e rc e p t io n  of s o c i a l  t im e ,  no c r i s i s  

(and th e r e f o r e  no m ajor developm ental change) shou ld  o ccu r.  

Again, i t  i s  th e  s u b je c t i v e  assessm en t o f  th e  s i t u a t i o n ,  

r a t h e r  th a n  th e  o b je c t iv e  o cc u rre n c e ,  which i s  most im pact­

f u l  in  e f f e c t i n g  a g e - r e l a t e d  changes in  p e r s o n a l i t y  a n d /o r  

b e h a v io r .

Thus, th e  t h e o r e t i c a l  fo u n d a tio n  of th e  a g e - i d e n t i f i c a -  

t i o n  l i t e r a t u r e  s t r o n g ly  im p lie s  t h a t  b eh a v io r  o f o ld e r  

p eo p le  can be e x p la in e d  or even p r e d ic te d  th rough  an under­

s ta n d in g  of how th e y  p e rc e iv e  t h e i r  own age . With reg a rd  to  

th e  e m p ir ic a l  l i t e r a t u r e  on s u b je c t iv e  age , th e  focus i s  

l a r g e l y  m e th o d o lo g ic a l:  how i s  th e  passage  of tim e

measured? To a la rg e  e x t e n t ,  most of th e  s o c ia l -p s y c h o -  

l o g i c a l  t h e o r i e s  and re s e a rc h  on a g e - r e l a t e d  changes in  

b eh av io r  u t i l i z e  " o b je c t iv e "  i n d i c a t o r s  of tim e p a s sa g e ,  

such as  c h ro n o lo g ic a l  age , to  measure how o ld  an in d iv id u a l  

i s  and to  o f f e r  an e x p la n a t io n  o f  consequen t b e h a v io r .  Of
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c o u rs e ,  t h i s  i s  u n d e rs ta n d a b le  s in c e  th e s e  o b je c t i v e  in d ic a ­

t o r s  a r e  more e a s i l y  understood  and more o b j e c t i v e l y  measur­

a b le  th a n  a re  s u b je c t iv e  p e rc e p t io n s  of age (N eugarten , 

1977). N o n e th e le s s ,  s u b je c t i v e  p e rc e p t io n s  o f  c h ro n o lo g ic a l  

age , s o c i a l  c o n te x t ,  o r  p sy c h o lo g ic a l  f e e l in g  may be th e  

most a c c u ra te  i n d i c a t o r s  fo r  e x p la in in g  o n e 's  developm ental 

c a te g o ry .  T his  i s  so because th e  concep t of s u b je c t iv e  age 

i d e n t i f i c a t i o n  d i r e c t l y  ad d re s se s  th e  meaning to  th e  i n d i ­

v id u a l  of h i s / h e r  b i o l o g i c a l ,  s o c i a l  o r  p sy c h o lo g ic a l  age — 

any of which may o r  may n o t  c o in c id e  w ith  a c tu a l  chrono­

lo g i c a l  ag e . In  o th e r  words, w h ile  c h ro n o lo g ic a l  age may be

a f a c t o r  in  age i d e n t i f i c a t i o n ,  i t  i s  on ly  p a r t  o f th e  

p i c t u r e .  As Ward (1979) s t a t e s :  "C h ro n o lo g ica l age i s  a t

b e s t  a very  rough in d ic a t o r  of what an in d iv id u a l  i s  l i k e ,  

s in c e  i t  on ly  p a r t i a l l y  r e f l e c t s  th e  b i o l o g i c a l ,  p sycho lo ­

g i c a l ,  o r  s o c io lo g ic a l  p ro c e s se s  which t r u l y  d e f in e  l i f e  

s t a g e s .  Indeed , i t  i s  u n fo r tu n a te  t h a t  we s te r e o ty p e  peop le

accord ing  t o  age a s  much as we d o . 11

E m p ir ica l R esearch  

S ev e ra l  s t u d i e s  have in d ic a te d  t h a t  s u b je c t i v e  age 

o f te n  does n o t  c o in c id e  w ith  c h ro n o lo g ic a l  age (Z o la , 1962; 

Kastenbaum and Durkee, 1964; R i le y ,  Poner and A s s o c ia te s ,  

1968; Shanus, 1970; Ward, 1977; C u t le r ,  1983; P u b lic  

O pin ion , 1984; e t c . ) .  In f a c t ,  th e  re s e a rc h  t y p i c a l l y  f in d s
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t h a t  th e  m a jo r i ty  of peop le  aged 60 o r  o ld e r  a p p a re n t ly  

p e rc e iv e  them selves  as  younger th an  t h e i r  c h ro n o lo g ic a l  

ag e . For example, B u ltena  and Powers (1978), in  t h e i r  te n  

year  l o n g i t u d in a l  s tudy  of age i d e n t i f i c a t i o n ,  found t h a t  in  

1960, 70% of t h e i r  235 n o n - i n s t i t u t i o n a l i z e d  resp o n d en ts  

( a l l  of whom were over th e  age of 60) c o n s id e red  them selves 

t o  be "m id d le -a g e d ,” 19% c o n s id e red  them selves  to  be 

" e ld e r ly , "  and on ly  6% co n s id e red  them selves to  be " o ld ."

In 1970, th e  same re sp o n d e n ts ,  a l l  of whom were now over 70 

(w ith  a median age of 7 6 ) ,  s t i l l  d id  n o t ,  in  th e  m a jo r i ty  of 

c a s e s ,  c o n s id e r  them selves to  be " o ld ."  T h ir ty - tw o  p e rc e n t  

(32%) c o n s id e re d  them selves to  be "m idd le -aged ,"  38% claim ed 

th e y  were " e l d e r l y , "  and on ly  25% co n s id e re d  them selves  to  

be " o ld " .  Indeed , 52% of th e  peop le  in  t h i s  s tu d y  who were 

over th e  age of 85 viewed them selves  as  e i t h e r  "m iddle-aged" 

o r  " e ld e r ly "  — n o t  as " o ld ."  A s tudy  conducted by Linn and 

Hunter (1979) found s im i la r  f in d in g s .  They asked 150 

re sp o n d e n ts ,  aged 65 and o ld e r  (mean age = 74 ): "Compared

w ith  o th e r s  your age, do you th in k  you f e e l  o ld e r ,  younger, 

o r  abou t th e  same?" S ix ty - fo u r  p e r c e n t  (64%) r e p o r te d  t h a t  

th e y  f e l t  younger, a f in d in g  which i s  s u b s t a n t i a t e d  by 

r e s e a rc h  conducted by Tuckman and Lorge (1953), A isenberg 

(1964), and o th e r s .
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I t  m ight be argued t h a t  p eop le  deny being  "o ld" because 

o f  th e  s tigm a a t ta c h e d  t o  th e  l a b e l  r a th e r  th a n  as a r e f l e c ­

t i o n  of t h e i r  s u b je c t iv e  age i d e n t i t y .  However, Baum 

(1984), in  a review  of th e  e m p ir ic a l  l i t e r a t u r e  on age id en ­

t i f i c a t i o n ,  r e p o r t s  t h a t  t h e r e  i s  l i t t l e  ev idence  to  su p p o rt 

th e  n o t io n  t h a t  resp o n d en ts  in  th e  v a r io u s  s tu d i e s  a re  deny­

ing being  "o ld"  because th ey  a re  being  in f lu e n c e d  by th e  

n e g a t iv e  s tigm a a t ta c h e d  to  th e  word. I n s te a d ,  Baum s t a t e s  

t h a t  th e  d a ta  su g g e s t  " . . .  'younger f e e l i n g '  r e p r e s e n t s  

v a r io u s  dim ensions of p h y s ic a l ,  p s y c h o lo g ic a l ,  and s o c i a l  

w e l l - b e in g ."  In  o th e r  words, peop le  who f e e l  good about 

them selves  do n o t  b e l ie v e  them selves to  be o ld  — r e g a rd le s s  

o f  how o ld  th e y  r e a l l y  a r e .

M ethodological C o n s id e ra t io n s  

A m eth o d o lo g ica l  shortcom ing of th e  p re v io u s ly  c i t e d  

s tu d i e s  i s  t h a t  th e y  measured s u b je c t i v e  age in  term s of a 

n o n -o b je c t iv e  c r i t e r i o n  — i . e . ,  re sp o n d e n ts  c a te g o r iz e d  

t h e i r  s u b je c t i v e  age in  r e f e r e n t i a l  te rm s ,  such a s  "young," 

"m id d le -ag ed ,"  " e l d e r l y , "  o r  " o ld ."  However, in  t h i s  p ro ce­

dure, s e l f - p e r c e iv e d  age i s  confounded w ith  th e  s u b je c t iv e  

meaning of th e s e  r e f e r e n t i a l  c a te g o r ie s  t o  each in d iv id u a l  

re sp o n d e n t .  In an a t tem p t to  c ircum ven t t h i s  problem , Barak 

and Schiffm an (1981) developed a measure of s e l f - p e r c e iv e d  

age which uses  an o b je c t i v e  c r i t e r i o n :  u n i t s  o f y e a r s .
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Using th e  fo u r  age d im ensions o p e r a t io n a l i z e d  by Kastenbaum,

D erbin , S a b a t in i ,  and A r t t  (1972) — i . e . ,  f e e l - a g e ,  lo o k -

age , d o -ag e , and i n t e r e s t - a g e  — Barak and Schiffm an had 324

re sp o n d e n ts ,  who were aged 55 or o l d e r ,  c l a s s i f y  them selves

on each age dim ension  accord ing  t o  which c h ro n o lo g ic a l  age

group th e y  f e l t  th e y  be longed : th e  tw e n t ie s ,  t h i r t i e s ,

f o r t i e s ,  f i f t i e s ,  s i x t i e s ,  s e v e n t ie s ,  o r  e i g h t i e s .  In  t h i s

way, th e y  were ab le  to  c r o s s - t a b u la t e  a c tu a l  c h ro n o lo g ic a l

age w ith  a c h ro n o lo g ic a l  measure of s e l f - p e r c e iv e d  age

(which th e y  termed " c o g n i t iv e  a g e " ) .  Barak and Schiffm an

found t h a t  t h e i r  re sp o n d en ts  were s u b s t a n t i a l l y  more l i k e l y

to  c l a s s i f y  them selves  as  younger th a n  t h e i r  c h ro n o lo g ic a l

age , a f in d in g  which e s s e n t i a l l y  p a r a l l e l s  th o s e  found by

o th e r  i n v e s t i g a t o r s .  The a u th o rs  s t a t e :

These r e s u l t s  r e v e a l  t h a t  f o r  th e  m a jo r i ty  of our 
e l d e r l y  s u b j e c t s ,  t h e i r  c h ro n o lo g ic a l  age does n o t 
a d e q u a te ly  correspond  to  t h e i r  p e rce iv ed  age as 
r e f l e c t e d  by any of th e  fou r  c o g n i t iv e  age dimen­
s io n s .  More im p o r ta n t ly ,  th e  r e s u l t s  can be 
i n t e r p r e t e d  as  su g g e s tin g  t h a t  th e  c o g n i t iv e  
d im ensions of age c a p tu re  d i s t i n c t l y  d i f f e r e n t  
a s p e c ts  of age th a n  i s  r e f l e c t e d  by c h ro n o lo g ic a l  
age (Barak and Schiffm an, 1981, p . 604).

B ehavoria l Im p l ic a t io n s  

Although th e r e  i s  much evidence to  su p p o r t  th e  id ea  

t h a t  many, i f  n o t  m ost, o ld e r  peop le  p e rc e iv e  them selves  to  

be younger th a n  t h e i r  c h ro n o lo g ic a l  age , t h e r e  i s  l i t t l e
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in fo rm a tio n  on s p e c i f i c  a t t i t u d i n a l  o r  b e h a v io ra l  im p lic a ­

t i o n s  of such a  p e r c e p t io n .  I n s te a d ,  th e  l i t e r a t u r e  has 

focused  on th e  demographic o r  p sy c h o lo g ic a l  c o r r e l a t e s  of a 

y o u n g e r - th a n -c h ro n o lo g ic a l  age p e r c e p t io n ,  such as  h ig h  

soc io -econom ic s t a t u s  (Rosow, 1967; P e t e r s ,  1971; Bengston, 

Kasschau, and Ragan, 1977; U n d e rh il l  and C a ld w ell ,  1983), 

r e l a t i v e l y  h igh  l e v e l s  of a c t i v i t y  (B lau , 1956), p o s i t i v e  

reg a rd  fo r  th e  f u tu r e  (Kastenbaum and Durkee, 1964; 

Kastenbaum, 1977), i n t e r n a l  lo c u s  of c o n t r o l  (Linn and 

H unter, 1979), g e n e ra l ly  good ad ju s tm en t and h igh  s e l f ­

esteem  (B u ltena  and Powers, 1978; Linn and H unter , 1979), 

r e l a t i v e l y  h igh  e d u c a tio n  l e v e l s  (Markides and B o ld t,  1983; 

P e t e r s ,  1971), good h e a l th  (Ward, 1979), and a l i b e r a l  and 

l e s s  t r a d i t i o n a l  s o c i a l ,  p o l i t i c a l ,  and economic ou tlook  

( C u t le r ,  1983). In s h o r t ,  th e  l i t e r a t u r e  to  d a te  has 

p r im a r i ly  been d e s c r i p t i v e  in  n a tu r e .

With re g a rd  to  consumerism, a r e c e n t  s tu d y  by Smith and 

Moschis (1984) found t h a t  a younger s e l f - p e r c e iv e d  age in  

th e  e l d e r l y  i s  r e l a t e d  to  f a v o ra b le  a t t i t u d e s  toward adver­

t i s i n g .  O u ts ide  of t h i s  s tu d y , th e r e  i s  v i r t u a l l y  no 

re s e a rc h  on how consumer a t t i t u d e s  o r  b eh a v io r  a re  i n f l u ­

enced by s e l f - p e r c e iv e d  age . N o n e th e less ,  th e r e  a re  i n d ic a ­

t i o n s  t h a t  some m ark e te rs  and a d v e r t i s e r s  have recogn ized  

t h a t  consumers sometimes a c t  in  accordance w ith  how o ld  th e y
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p e rc e iv e  th em se lv es  to  be r a th e r  th a n  w ith  how o ld  th e y  

a r e .  For exam ple, B usiness  Week (1971) r e p o r te d  t h a t  

s e v e r a l  com panies, rang ing  from food to  c lo th in g  manufac­

t u r e r s ,  abandoned t h e i r  campaigns f o r  "mature t a s t e s "  when 

th e y  d isc o v e red  t h a t  o ld e r  consumers seemed to  p r e f e r  a 

y o u n g e r -o r ie n te d  approach (and a c t u a l l y  r e se n te d  th e  o ld -  

a g e -o r ie n te d  a d s ) .  K o tle r  (1976) r e l a t e s  how th e  Ford Motor 

Company d isc o v e re d  t h a t  th e  p r o je c te d  t a r g e t  market fo r  i t s  

Mustang c a r  — young peop le  — was a p p a re n t ly  in c o r r e c t  in  

t h a t  o ld e r  peop le  were buying th e  c a r  as w e l l .  Ford con­

cluded  t h a t  th e  c a r  appea led  n o t  to  th o s e  who were ch ro n o lo ­

g i c a l l y  young b u t  to  th o s e  who were p s y c h o lo g ic a l ly  young. 

And f i n a l l y ,  some a d v e r t i s e r s  who s p e c i a l i z e  in  reac h in g  th e  

e l d e r l y  m arket have concluded t h a t  th e s e  consumers may be 

b e s t  reached  by using  two d i f f e r e n t  c r e a t i v e  approaches: 

one t a r g e t e d  a t  th o s e  who l i k e  or a re  i n d i f f e r e n t  to  growing 

o ld ,  and th e  o th e r  t a r g e te d  a t  th o se  who wish to  be th o u g h t  

o f as  young (Gage, 1980).

R e c e n tly ,  a number of a u th o rs  have recogn ized  t h a t  con­

sumer b eh a v io r  o f  o ld e r  peop le  might be in f lu e n c e d  by t h e i r  

s u b je c t iv e  age (Mertz and S tep h en s , 1986; L e p is to ,  1985; 

E x te r ,  1986; S u th e r la n d ,  1984), and many have supported  th e
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need f o r  e m p ir ic a l  r e s e a rc h  to  su p p o r t  t h i s  v iew p o in t.  As

s t a t e d  by Mertz and S tephens (1986):

A second a r e a  worthy of s tu d y  i s  th e  comparison 
between p e r s o n a l  age and c h ro n o lo g ic a l  a g e . . .
Peop le  o f t e n  buy a  p ro d u c t  as  much fo r  what i t  says 
about them as fo r  what i t  does fo r  them. Given 
t h i s  k ind  of buying p a t t e r n ,  i t  i s  ex trem ely  r e l e ­
van t to  know how o ld e r  Americans see th em se lv es .
I f  s i x t y - y e a r - o l d s  see  them se lves  as  f o r t y - f i v e -  
y e a r - o ld s ,  t h e i r  consumption w i l l  a lm ost c e r t a i n l y  
r e f l e c t  such a  view . B u s in esses ,  th e n ,  would have 
t o  p lan  p ro d u c ts  and s e r v ic e s  t h a t  ap p ea l to  th e  
f o r t y - f i v e - y e a r - o l d  p e rso n a l  age , n o t  to  th e  more 
o b j e c t i v e ly  d e f in e d  s i x t y - f i v e - y e a r - o l d  ch ro n o lo ­
g i c a l  a g e . . .  More s tu d y  i s  needed to  de te rm ine  what 
v a r i a b le s  a re  r e le v a n t  to  p e rso n a l  age and how th e y  
a r e  r e l e v a n t  (Mertz and S tephens , 1986, pp. 5 6 -5 7 ) .

R eference Group Appeals

The c u r r e n t  s tu d y  w i l l  e x p lo re  th e  a t t i t u d i n a l  and 

b e h a v io ra l  consequences o f  s u b je c t iv e  age i d e n t i t y  in  th e  

o ld e r  consumer. H ypothesis  I i s  t h a t  s u b je c t iv e  age w i l l  be 

a  b e t t e r  p r e d i c to r  of consumer response  to  p ro d u c t  ad v er­

t i s i n g  th a n  w i l l  c h ro n o lo g ic a l  age . This h y p o th e s is  w i l l  be 

examined th rough  an assessm en t of consumer r e a c t io n s  to  

a d v e r t is e m e n ts  which a re  des igned  to  appea l e i t h e r  to  a 

s u b j e c t i v e ly  younger o r  o ld e r  aud ience  by f e a tu r in g  e i t h e r  a 

s u b je c t i v e ly  younger o r  o ld e r  e n d o rs e r .  S u b je c t iv e  age of 

e n d o rse r  i s  an example of a " r e fe re n c e  group a p p e a l ,"  o r  an 

appea l which p o r t r a y s  a  member of a group w ith whose
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id e o lo g y , s t y l e ,  and norms a consumer i d e n t i f i e s  (Markin, 

1974). T h e o r e t i c a l ly ,  use of s u b j e c t i v e ly  younger as 

opposed to  s u b je c t i v e ly  o ld e r  e n d o rse rs  shou ld  make c l e a r  to  

consumers to  which age group th e  appeal i s  in tended  and, 

t h e r e f o r e ,  resp o n ses  to  such an ad should  vary  accord ing  to  

which a g e - r e l a t e d  r e f e r e n c e  group th e  consumer s u b je c t i v e ly  

i d e n t i f i e s  h i m s e l f / h e r s e l f . Research on e n d o rse r  e f f e c t s  

su p p o r ts  th e  n o t io n  t h a t  r e f e re n c e  group ap p e a ls  a re  among 

th e  most e f f e c t i v e  s t r a t e g i e s  f o r  segmenting m arkets 

(Schiffman and Kanuk, 1983). A b r i e f  review  of t h i s  

l i t e r a t u r e  fo l lo w s .

Concept Of R eference Groups 

In th e  1 9 3 0 's ,  Newcomb (1943) made a d i s t i n c t i o n  

between "membership groups" and " re fe re n c e  g ro u p s ."  He 

d e f in e d  a membership group as  one to  which th e  in d iv id u a l  

belongs fo rm a lly  ( e . g . ,  B lacks , Jews, e t c . ) ,  bu t n o t n eces­

s a r i l y  p s y c h o lo g ic a l ly .  In c o n t r a s t ,  a r e f e re n c e  group was 

d e f in e d  as one in  which th e  in d iv id u a l  i s  a genuine psycho­

lo g ic a l  p a r t i c i p a n t  — w hether o r n o t h e /sh e  fo rm a lly  ho lds 

membership (M arkin, 1974). Because an in d iv id u a l  i d e n t i f i e s  

s t r o n g ly  w ith  h i s / h e r  r e f e re n c e  group, such groups a re  among 

th e  most pow erful so u rces  of p e r s u a s iv e  p re s s u re  (Markin, 

1974; Freedman, C a r lsm ith ,  and S e a rs ,  1974). As th e  source
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of a p e r s u a s iv e  m essage, a  r e p r e s e n t a t i v e  of a  g iven  r e f e r ­

ence group i s  p e rc e iv e d  by o th e r  group members as s im i l a r  to  

th e m se lv e s ,  p r e s t i g i o u s ,  l i k e a b l e ,  and c r e d i b l e .  Not 

s u r p r i s i n g l y ,  th e s e  same a t t r i b u t e s  have long been c o n s id ­

e re d  by s o c i a l  p s y c h o lo g is ts  t o  be th e  most l i k e l y  to  

produce a t t i t u d e  change (Hovland and W eiss, 1952; Aronson, 

T u rn e r ,  and C a r lsm ith ,  1963; Freedman, C a rlsm ith ,  and S e a rs ,  

1974; e t c . ) .

Types Of P roduct E ndorsers  

With r e s p e c t  to  consumer a d v e r t i s i n g ,  a p ro d u c t 

e n d o rse r  i s  used as  th e  so u rce  o f  a p e r s u a s iv e  communication 

w ith  th e  in t e n t io n  t h a t  h e /sh e  appears  as a r e p r e s e n ta t i v e  

o f  a  s p e c i f i c  r e f e r e n c e  group. In  s h o r t ,  i t  has been found 

t h a t  a  p ro d u c t e n d o rse r  i s  most e f f e c t i v e  when th e  t a r g e t  

consumer i d e n t i f i e s  w ith  t h i s  p ro d u c t u se r  (Schiffm an and 

Kanuk, 1983). Friedman and Friedman (1979) i d e n t i f i e d  th r e e  

ty p e s  o f  e n d o rse rs  u s e d . in  a d v e r t i s i n g ;  th e  c e l e b r i t y  

( i . e . ,  an e n t e r t a i n e r ,  a c t o r ,  s p o r t s  f i g u r e ,  e t c .  who i s  

known f o r  achievem ents in  a re a s  o th e r  th a n  th e  p ro d u c t c l a s s  

e n d o rse d ) ,  th e  p r o f e s s io n a l  e x p e r t  ( i . e ,  an in d iv id u a l  who 

p o sse s se s  s u p e r io r  knowledge re g a rd in g  th e  p ro d u c t  c l a s s  

e n d o rse d ) ,  and th e  "common man" ( i . e . ,  an o rd in a ry  person  

who has no s p e c ia l  knowledge o f  th e  p ro d u c t  c l a s s  endo rsed ,
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ex c ep t  t h a t  ac q u ired  by normal use of th e  p ro d u c t ) .  While 

a l l  of th e s e  e n d o rse r  ty p e s  a re  examples of r e f e re n c e  group 

a p p e a ls ,  use of a  "common man" e n d o rse r  i s  s p e c i f i c a l l y  

in ten d ed  to  dem onstra te  th e  e n d o r s e r 's  s i m i l a r i t y  to  th e  

p r o s p e c t iv e  consumer (Schiffm an and Kanuk, 1983) and sh o u ld , 

t h e r e f o r e ,  invoke th e  g r e a t e s t  degree  of p e r s o n a l  i d e n t i f i ­

c a t io n  w ith  th e  e n d o rse r  (Friedman and Friedm an, 1979). 

A ccord ing ly , an ap p ea l to  o n e 's  a g e - r e l a t e d  r e fe re n c e  group 

would, in  a l l  l i k e l ih o o d ,  be most e f f e c t i v e  by u t i l i z i n g  a 

"common man" e n d o rse r .

Age Of Endorser 

Because e n d o rse rs  a re  so im portan t to  a d v e r t i s in g  

e f f e c t i v e n e s s ,  m a rk e te rs  and a d v e r t i s e r s  a re  concerned w ith  

th e  s o c i a l  s t a t u s  of th e  spokesperson  or "pitchm an" used in  

prom otion of a p ro d u c t (Harmon and Coney, 1982). Unfor­

t u n a t e l y ,  t h i s  t r a n s l a t e s  in to  a p a u c i ty  of o ld e r  e n d o rse rs  

in  a d v e r t i s i n g ,  s in c e  o ld e r  peop le  a re  p e rc e iv e d  by mass 

a d v e r t i s e r s  as u n a t t r a c t i v e  e n d o rse rs  in  t h a t  th e y  remind 

consumers of r o le  lo s s  and d e p r iv a t io n  (Hess, 1974). On th e  

o th e r  hand, s e v e r a l  m ark e te rs  — such as Levi S t r a u s s ,  

Germaine M o n te il ,  Helena R u b in s te in ,  and o th e r s  — have 

s u c c e s s f u l ly  used o ld e r  e n d o rse rs  in  ads (Ad Forum, 1981; 

Barak and S te rn ,  1985; P roduct M arketing , 1977) by em phasiz­

ing a y o u th fu l  image.
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There i s  no form al l i t e r a t u r e  on re sp o n se  o f  e l d e r ly  

consumers to  th e  age o f  an e n d o rs e r .  However, th e r e  i s  

ev idence  t h a t  o ld e r  peop le  a re  s e n s i t i v e  to  how o th e r  o ld e r  

peop le  a re  p o r t ra y e d  in  th e  mass media. Research in d ic a t e s  

t h a t  p o s i t i v e  p o r t r a y a l s  of th e  e l d e r l y  on t e l e v i s i o n  c o r r e ­

l a t e s  w ith  p o s i t i v e  s e l f - im a g e  among o ld e r  v ie w e rs ,  and v ice  

v e r s a  (Korzenny and Neuendorf, 1980). For a very  long tim e , 

a p reponderance of n e g a t iv e  s te r e o ty p e s  o f  e l d e r l y  peop le  

appeared  on t e l e v i s i o n  (Tamir, 1979; A tk in s ,  1976), and 

th e s e  p o r t r a y a l s  were c e r t a i n l y  damaging to  an o ld e r  

p e r s o n 's  s e l f - c o n c e p t  (Hess, 1974). Although n o t  s p e c i f i c ­

a l l y  i n v e s t ig a t e d ,  i t  seems l o g i c a l  to  assume t h a t  t h i s  

n e g a t iv e  s e l f - c o n c e p t  i s  a  r e s u l t  of i d e n t i f i c a t i o n  w ith  th e  

n e g a t iv e ly -p o r t r a y e d  o ld e r  p e rso n .  C onverse ly , i f  an 

e l d e r l y  in d iv id u a l  does n o t  i d e n t i f y  w ith  th e  n e g a t iv e ly -  

p o r t ra y e d  o ld e r  person  because t h a t  person  i s  n o t  r e p r e s e n t ­

a t i v e  o f  th e  e l d e r l y  i n d i v i d u a l ' s  r e f e r e n c e  group , no lo s s  

in  s e l f - e s te e m  should  r e s u l t .

Following th e  above re a s o n in g ,  H ypothesis  I I  o f  th e  

p r e s e n t  s tu d y  i s  t h a t  a s u b j e c t i v e ly  o ld e r  e n d o rse r  w i l l  be 

most p e r s u a s iv e  to  th o se  e l d e r l y  who i d e n t i f y  w ith  t h e i r  

a c tu a l  c h ro n o lo g ic a l  age group , w hile  a s u b j e c t i v e ly  younger 

e n d o rse r  w i l l  be most p e r s u a s iv e  t o  th o se  e l d e r l y  who
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s u b j e c t i v e l y  i d e n t i f y  w ith  a younger r e f e r e n c e  group. 

C onfirm ation  of t h i s  h y p o th e s is  would have im p o r ta n t 

im p l ic a t io n s  f o r  a d v e r t i s in g  to  o ld e r  p eo p le .

P e rc e p t io n s  Of R isk In  The E ld e r ly  Consumer

A f i n a l  v a r i a b le  in  t h i s  s tu d y  d e a ls  w ith  whether o r  

n o t  th e  e f f e c t s  of s e l f - p e r c e iv e d  age on resp o n se  to  ad v er­

t i s i n g  and consequent consumer b eh a v io r  vary  as a f u n c t io n  

o f  which p ro d u c t  c a teg o ry  i s  be ing  a d v e r t i s e d .  That i s ,  i t  

may be th e  case  t h a t  w ith  c e r t a in  p ro d u c t c a t e g o r i e s ,  sub­

j e c t i v e  age i s  th e  b e s t  p r e d i c to r  of pu rch ase  b eh a v io r  w hile  

w ith  o th e r  p ro d u c t c a t e g o r i e s ,  c h ro n o lo g ic a l  age i s  th e  b e s t  

p r e d i c t o r .  An example of how consumer p ro d u c ts  can be 

c l a s s i f i e d  i s  on th e  b a s i s  of ty p e  of r i s k  a g iven  p ro d u c t 

i s  p e rc e iv e d  to  r e p r e s e n t  to  th e  consumer. T h is  s e c t io n  

w i l l  d e s c r ib e  why p e rce iv ed  r i s k  i s  a  p a r t i c u l a r l y  

m eaningfu l way to  su b d iv id e  p ro d u c t c a te g o r i e s  when s tu d y in g  

o ld e r  consum ers, and how t h i s  v a r i a b le  r e l a t e s  to  th e  

r e s e a rc h  d e s ig n .

C au tiousness

Much of th e  r e s e a rc h  on p e r s o n a l i t y  and aging  su g g e s ts  

t h a t  p e r s o n a l i t y  rem ains f a i r l y  s t a b l e  du ring  th e  aging 

p ro ce s s  (Reedy, 1983; Kimmel, 1980; H all and L indzey , 1978;
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Schaie and Parham, 1976; Woodruff and B i r r e n ,  1972).

However, some p e r s o n a l i ty  dim ensions appear to  change w ith  

age. Many r e s e a rc h e r s  have noted an ap p a re n t in c re a s e  in  

c a u t io u sn e s s  as  one g e ts  o ld e r  (B otw inick, 1978; E l ia s  and 

E l ia s ,  1977; Chown, 1977; J a rv ic k  and Cohen, 1973). In 

o th e r  words, as  one ages, th e re  seems to  be an in c re ase d  

need f o r  c e r t a i n t y  and a d e s i r e  to  avoid f a i l u r e  — due 

e i t h e r  to  f e a r  o f f a i l u r e  or to  a d ec rease  in  s e l f - c o n f i ­

dence concern ing  o n e 's  own a b i l i t i e s  (Reedy, 1983). In 

f a c t ,  f in d in g s  comparing o ld e r  people to  younger people on 

c a u t io u sn e s s  as  measured by performance have in d ic a te d  t h a t  

o ld e r  peop le  w i l l  more r e a d i ly  choose in a c t io n  r a th e r  than  

r i s k  ( e . g . ,  o m it t in g  q u e s t io n s  in  a t e s t  s i t u a t i o n  r a th e r  

than  answer them i n c o r r e c t l y ,  or avo id ing  making a d e c is io n  

when one p o s s ib le  course  of a c t io n  i s  i n a c t i o n ) ,  even when 

only  a sm all r i s k  i s  invo lved  (Botw inick, 1978; Gergen and 

Back, 1969; Thorndike e t  a l ,  1928; Rapoport, 1982).

However, i t  i s  q u i te  p o s s ib le  t h a t  degree of expressed  

ca u t io u sn e s s  may vary  fo r  d i f f e r e n t  o ld e r  p eo p le , as  i t  

might be expected  to  vary  fo r  d i f f e r e n t  members of any age 

group (Schiffman and Kanuk, 1983). Of s p e c i f i c  concern to  

th e  c u r r e n t  i n v e s t ig a t io n  i s  how c a u t io u sn e s s  i s  a f f e c te d  by 

s e l f - p e r c e iv e d  age . Drawing on th e  re se a rc h  on c a u t io u s ­

n e s s ,  we can hypo thes ize  t h a t  o ld e r  people who p e rc e iv e
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them selves  as younger th an  t h e i r  c h ro n o lo g ic a l  age would be 

l e s s  c a u t io u s  ( e . g . ,  more l i k e l y  to  pu rch ase  a p ro d u c t which 

has some d eg ree  of r i s k  a s s o c ia te d  w ith  i t )  th a n  th o se  who 

p e rc e iv e  them selves  as  e q u iv a le n t  to  t h e i r  c h ro n o lo g ic a l  

age . T h e re fo re ,  H yporhesis I I I  i s  t h a t  c a u t io u s n e s s  in  th e  

e l d e r l y  w i l l  vary  w ith  s u b je c t iv e  age.

Degree And Type Of Risk

As th e  above d is c u s s io n  s u g g e s ts ,  p e rc e p t io n  of r i s k  

a t ta c h e d  to  p u rch as in g  a p ro d u c t  i s  an im p o r ta n t f a c t o r  to  

c o n s id e r  when s tu d y in g  th e  consumer b ehav io r  of o ld e r  

p e o p le .  However, p e rce iv ed  r i s k  i s  a r a th e r  e lu s iv e  con­

c e p t .  What one person  may p e rc e iv e  as  r i s k y  may be p e r ­

ce iv ed  as  n o t  r i s k y  by a n o th e r  person  (Markin, 1974). In 

a d d i t i o n ,  on ly  r i s k  t h a t  i s  p e rce iv ed  (whether o r  n o t  r i s k  

a c t u a l l y  e x i s t s )  can in f lu e n c e  consumer b eh av io r  (Schiffman 

and Kanuk, 1983). F i n a l l y ,  what may be a r i s k y  purchase  

p r o p o s i t io n  f o r  a p a r t i c u l a r  age group ( e . g . ,  a "F lash  

Gordon" T - s h i r t  f o r  an o ld e r  consumer) may be low r i s k  fo r  

a n o th e r  age group.

I t  seems, t h e r e f o r e ,  t h a t  th e  broad concept of p e r ­

ce ived  r i s k  should  be broken down in to  s m a lle r  components in  

o rd e r  t o  be a b le  to  understand  th e  a c t io n  of t h i s  v a r i a b le  

in  a  r e s e a rc h  paradigm . Two key m odera tor v a r i a b l e s  a s so ­

c i a t e d  w ith  p e rce iv e d  r i s k  a re  degree and type  of r i s k .  In
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o th e r  words, p e r c e p t io n  of r i s k  can vary  by d eg ree  ( e . g . ,  

h ig h ,  medium, o r  low) or acco rd ing  to  ty p e  ( e . g . ,  f i n a n c i a l ,  

s o c ia l - p s y c h o lo g ic a l ,  p h y s ic a l ,  e t c . ) .  In  th e  c u r r e n t  

s tu d y ,  deg ree  of p e rce iv ed  r i s k  should  i d e a l l y  be h igh  in  

o rd e r  to  a c c e n tu a te  d i f f e r e n c e s  in  c a u t io u s n e s s  between 

th o se  e l d e r l y  who s u b je c t i v e ly  p e rc e iv e  them selves  as 

younger v e rsu s  o ld e r .  While v i r t u a l l y  any p ro d u c t which i s  

pu rchased  c o n ta in s  some degree  of p e rc e iv e d  r i s k  (Bauer, 

1960; M arkin, 1974), a new p ro d u c t i s  a lm ost always p e r ­

ce ived  as  r i s k i e r  th a n  an e s t a b l i s h e d  p ro d u c t (Brooker,

1984; Zikmund and S c o t t ,  1977; Zaltman and W allendo rf ,

1979). This i s  so because new p ro d u c ts  a r e  u n f a m i l ia r ,  

o f te n  ambiguous, and induce a low degree  o f  c e r t a i n t y  in  th e  

consumer when pu rchased  (P o p ie la r z ,  1967). In a d d i t io n ,  

t h e r e  i s  ev idence  t h a t  o ld e r  a d u l t s  may be more r e l u c t a n t  

th an  younger ones t o  adopt a new p ro d u c t ( P h i l l i p s  and 

S t e r n t h a l ,  1977; Mertz and S tephens , 1986; R obertson , 1971) 

— a  f in d in g  which i s  su p p o rted  by th e  l i t e r a t u r e  on 

c a u t io u s n e s s .  A cco rd ing ly , th e  s t im u l i  in  th e  c u r r e n t  s tudy  

w i l l  be new p ro d u c ts  (w ith in  e x i s t i n g  p roduc t c a te g o r i e s )  to  

e n s u re ,  t o  th e  e x te n t  p o s s i b l e ,  t h a t  th ey  w i l l  be p e rce iv ed  

as r e p r e s e n t in g  h igh  r i s k  to  th e  o ld e r  consumers.
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A second m odera tor v a r i a b le  of im portance i s  ty p e  of 

r i s k .  There have been f iv e  r i s k  d im ensions commonly 

r e f e r r e d  to  in  th e  consumer b eh av io r  l i t e r a t u r e  (Jacoby and 

Kaplan, 1972; Friedman and Friedman, 1979? Schiffm an and 

Kanuk, 1983): F u n c tio n a l  or perform ance r i s k  — th e  r i s k

t h a t  th e  p ro d u c t w i l l  n o t  work p r o p e r ly ;  f i n a n c i a l  r i s k  — 

th e  r i s k  t h a t  money w i l l  be l o s t  on pu rchase  of th e  product?  

p h y s ic a l  r i s k  — th e  r i s k  t h a t  th e  p ro d u c t may cause 

p h y s ic a l  harm t o  th e  u s e r ;  s o c i a l  r i s k  — th e  r i s k  t h a t  a 

poor p ro d u c t  cho ice  may a f f e c t  th e  way o th e r s  th in k  of th e  

consumer? and p sy c h o lo g ic a l  r i s k  — th e  r i s k  t h a t  th e  p rod­

uc t cho ice  w i l l  n o t f i t  w ell w ith  th e  consum er's  s e lf - im a g e  

o r  b r u i s e  h i s / h e r  ego. D i f f e r e n t  p ro d u c t c a te g o r ie s  have 

d i f f e r e n t  ty p e s  of r i s k  a s s o c ia te d  w ith  them (Bauer, 1960; 

Schiffm an and Kanuk, 1983). For example, Friedman and 

Friedman (1979) i d e n t i f i e d  th r e e  p ro d u c t c a t e g o r i e s ,  each of 

which re p re s e n te d  d i f f e r e n t  com binations o f  r i s k  ty p e s :  a

vacuum c l e a n e r ,  which was r a te d  by a sample of female 

re sp o n d en ts  as  h igh  on p h y s ic a l ,  f i n a n c i a l  and perform ance 

r i s k  and low on th e  o th e r  types?  costume je w e lry ,  which was 

r a te d  h igh  on s o c i a l  and p sy c h o lo g ic a l  r i s k  and low on th e  

o th e r  types?  and a box of c o o k ie s ,  which was r a te d  low on 

a l l  f iv e  d im ensions of p e rc e iv e d  r i s k .  O ther i n v e s t i g a to r s
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have a l s o  shown t h a t  v a r io u s  p ro d u c t c a te g o r ie s  can be 

d iv id e d  acco rd in g  to  type  of r i s k  th e y  a re  p e rc e iv e d  to  

r e p r e s e n t  (Jacoby and Kaplan, 1972; V incen t and Zikmund, 

1975; B rooker, 1984).

The p r e s e n t  i n v e s t ig a t io n  w i l l  expose re sp o n d en ts  to  

a d v e r t ise m e n ts  f o r  new p ro d u c ts  w ith in  e x i s t i n g  p ro d u c t 

c a t e g o r i e s ,  d iv id e d  in to  somewhat s im i l a r  r i s k  ty p e  combina­

t i o n s  as  th o se  employed by Friedman and Friedman (1979).

That i s ,  resp o n d en ts  w i l l  see th r e e  ty p e s  of p ro d u c ts :  

th o s e  which a re  h igh  on f u n c t io n a l  and p h y s ic a l  r i s k ,  bu t 

low on o th e r s ;  th o s e  which a re  h igh  on s o c i a l  and psycho­

lo g i c a l  r i s k  bu t low on o th e r s ;  and as a c o n t r o l ,  th o s e  

which a re  low on a l l  d im ensions of p e rc e iv e d  r i s k .  F inan­

c i a l  r i s k  w i l l  be c o n t r o l l e d  a c ro s s  p ro d u c ts  by p r ic in g  a l l  

p ro d u c ts  e q u iv a le n t ly  and in e x p e n s iv e ly .  The reason  f o r  

doing t h i s  i s  to  p re v en t  f i n a n c i a l  c o n s id e r a t io n s  from over­

whelming a l l  o th e r  c o n s id e r a t io n s  e n te r in g  in to  th e  pu rchase  

d e c i s io n ,  s in c e  many e l d e r ly  peop le  a re  in  a low-income 

c a te g o ry  (E ld e r ,  1987; S ch ick , 1986; N a tio n a l  C ouncil On The 

Aging, 1978).

With re g a rd  to  ty p e s  of p e rc e iv e d  r i s k ,  th e r e  w i l l  be 

two h y p o th e ses .  H ypothesis IVa i s  t h a t  th o se  e l d e r l y  who 

s u b je c t i v e ly  p e rc e iv e  them selves t o  be younger th a n  t h e i r
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c h ro n o lo g ic a l  age w i l l  be r e l a t i v e l y  u n l ik e ly  to  buy p rod­

u c ts  which th e y  p e rc e iv e  as  h igh  in  s o c ia l / p s y c h o lo g ic a l  

r i s k .  The r a t i o n a l e  f o r  t h i s  h y p o th e s is  i s  based on th e  

w ell  documented f in d in g  t h a t  people become more in t r o v e r t e d  

o r  i n n e r - d i r e c t e d  w ith  advancing age (N eugarten , 1968; 

Cumming and Henry, 1961; B otw in ick , 1978; Chown, 1977). 

B u ild in g  on t h i s  f in d in g ,  i t  seems re a so n a b le  to  assume t h a t  

th o se  e l d e r l y  who s u b je c t i v e ly  p e rc e iv e  th em se lv es  to  be 

younger shou ld  be as  concerned as younger peop le  w ith  th e  

s o c ia l - p s y c h o lo g ic a l  w orld , in  t h a t  th e s e  e l d e r l y  have n o t , 

in  a l l  l i k e l i h o o d ,  become in n e r - d i r e c t e d  o r  l e s s  a t t e n t i v e  

to  o u ts id e  o p in io n s .  C onsequently , th e y  might be q u i te  

r e l u c t a n t  to  ta k e  h igh  s o c ia l / p s y c h o lo g ic a l  r i s k s  because of 

concern  w ith  th e  consequences.

H ypothesis  IVb i s  t h a t  th o se  e l d e r l y  who s u b je c t i v e ly  

p e rc e iv e  them se lves  to  be as  o ld  as  t h e i r  c h ro n o lo g ic a l  age 

w i l l  be r e l a t i v e l y  u n l ik e ly  t o  buy p ro d u c ts  which th ey  

p e rc e iv e  as  h igh  in  f u n c t io n a l /p h y s ic a l  r i s k .  This hypo the­

s i s  i s  based on th e  o b s e rv a t io n  t h a t  a s  p eo p le  g e t  o ld e r  

(p s y c h o lo g ic a l ly  as  w ell  as c h r o n o lo g ic a l ly ) ,  t h e i r  number 

one concern  i s  t h e i r  h e a l th  and p h y s ic a l  c o n d i t io n  (Louis 

H a rr is  and A s s o c ia te s ,  1976). For t h i s  re a so n ,  th o s e  

e l d e r l y  who p e rc e iv e  them selves  to  be as  o ld  as  t h e i r  chron­

o lo g ic a l  age shou ld  t h e o r e t i c a l l y  be l e s s  l i k e l y  to  ta k e  a 

h igh  f u n c t io n a l /p h y s i c a l  r i s k .



CHAPTER I I

THE RESEARCH DESIGN AND SUMMARY OP HYPOTHESES

The Research  Design

As m entioned, th e  p r e s e n t  i n v e s t i g a t i o n  i s  in ten d ed  t o  

e x p lo re  w hether th e  s u b je c t i v e  age of e l d e r l y  consumers i s  

more p r e d i c t i v e  of how th e y  might r e a c t  to  a p e r s u a s iv e  

communication th a n  i s  t h e i r  c h ro n o lo g ic a l  ag e , and i f  t h i s  

r e a c t io n  v a r i e s  as a fu n c t io n  of how th e  communication i s  

d e l iv e r e d  ( i . e . ,  acco rd in g  to  s u b je c t iv e  age of e n d o rse r)  

and which p ro d u c t c a te g o ry  i s  be ing  a d v e r t i s e d  ( i . e ,  acco rd ­

ing to  ty p e  of r i s k ) .  This s tu d y  w i l l  u t i l i z e  a 3 X 3 X 3 

f a c t o r i a l  d e s ig n  in  which th e  v a r i a b le s  of i n t e r e s t  a re  

S u b je c t iv e  Age I d e n t i t y ,  Endorser S u b je c t iv e  Age, and Type 

o f R isk . For th e  S u b je c t iv e  Age I d e n t i t y  v a r i a b l e ,  t h e r e  

w i l l  be t h r e e  g ro u p s: th o s e  who a re  c h ro n o lo g ic a l ly  aged 

65 -  79 and a l s o  p e rc e iv e  them selves  to  be in  t h e i r  6 0 's  or 

7 0 's  ( th e  " s u b je c t iv e  e l d e r l y " ) ,  th o s e  who a re  c h ro n o lo g i­

c a l l y  aged 65 -  79 bu t p e rc e iv e  them selves  to  be in  t h e i r  

4 0 ' s  or 5 0 ' s  ( th e  " s u b je c t iv e  m id d le -a g e d " ) ,  and th o s e  who 

a re  c h ro n o lo g ic a l ly  aged 40 -  54 and p e rc e iv e  them selves to  

be in  t h e i r  4 0 's o r  5 0 's ( th e  " a c tu a l  m id d le -ag ed " ) .
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Although th e s e  proposed age b reak s  a re  somewhat a r b i t r a r y ,  

t h e r e  i s  c e r t a i n l y  a g r e a t  d e a l  o f  l i t e r a t u r e  i n d ic a t in g  

t h a t  age 40 t o  54 i s  r e p r e s e n t a t i v e  of what i s  commonly 

r e f e r r e d  to  a s  "m id d le -ag e ,, and age 65 t o  79 i s  r e p r e s e n ta ­

t i v e  o f  what i s  commonly r e f e r r e d  t o  as  " e l d e r l y . "

The v a r i a b l e  of E ndorser S u b je c t iv e  Age w i l l  be n es ted  

w i th in  th e  s u b je c t iv e  age v a r i a b l e .  That i s ,  each of th e  

t h r e e  S u b je c t iv e  Age I d e n t i t y  groups w i l l  be d iv id e d  in to  

t h r e e  c o n d i t io n s :  th o se  who see  p ro d u c ts  a d v e r t i s e d  by a

s u b j e c t i v e l y  e l d e r l y  e n d o r s e r ,  th o se  who see p ro d u c ts  a d v e r  

t i s e d  by a s u b je c t i v e ly  m iddle-aged  e n d o r s e r ,  and th o se  who 

see  p ro d u c ts  w ith  no e n d o rse r  in  th e  a d v e r t is e m e n t .  The 

l a t t e r  c o n d i t io n  (no en d o rse r)  w i l l  se rv e  as  th e  b a s e l in e  

a g a in s t  which to  a s s e s s  responses  to  th e  o th e r  two co n d i­

t i o n s .

F i n a l l y ,  Type of Risk w i l l  be a rep e a te d  f a c t o r  a c ro s s  

th e  S u b je c t iv e  Age I d e n t i t y  X E ndorser S u b je c t iv e  Age con­

d i t i o n s .  Each re sponden t w i l l  see th e  fo llo w in g  ty p e s  o f  

p ro d u c ts :  th o s e  t h a t  a re  h igh  in  s o c ia l / p s y c h o lo g ic a l  r i s k

bu t low on o th e r  r i s k  d im ensions, th o se  t h a t  a re  h igh  in  

f u n c t io n a l /p h y s i c a l  r i s k  b u t low on th e  o th e r  r i s k  dimen­

s io n s ,  and th o s e  t h a t  a re  low on a l l  r i s k  d im ensions 

d is c u s s e d  by Jacoby and Kaplan (1972). Again, t h i s  l a t t e r  

group (no r i s k )  i s  n e c e s s a ry  to  p ro v id e  a benchmark a g a in s t
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which t o  a s s e s s  w hether th e r e  i s  a main e f f e c t  f o r  Type of 

R isk . Respondents w i l l  see two examples o f  each p ro d u c t 

c a te g o ry  (and th e  d a ta  on each o f  th e s e  two examples w i l l  be 

c o l la p s e d  in  th e  a n a ly s i s )  so t h a t  any e f f e c t  which i s  seen 

canno t be a t t r i b u t a b l e  to  r e a c t io n s  t o  a p a r t i c u l a r  p ro d u c t 

b u t  r a t h e r  to  th e  ty p e  o f  r i s k  a s s o c ia t e d  w ith  a p ro d u c t 

c a te g o ry .

The r e s e a r c h  d e s ig n  can be d e p ic te d  as  fo l lo w s :

TYPE OF RISK

SUBJECTIVE ENDORSER
SOCIAL/

PSYCHOLOGICAL
FUNCTIONAL/
PHYSICAL NO RISK

AGE IDENTITY SUBJECTIVE AGE (2 Products) (2 Products) (2 Products)
SUBJECTIVELY

ELDERLY
ENDORSER

SUBJECTIVE
ELDERLY

SUBJECTIVELY
MIDDLE-AGED

ENDORSER

NO
ENDORSER

SUBJECTIVELY
ELDERLY
ENDORSER

SUBJECTIVE
HIDDLE-AGED

SUBJECTIVELY
MIDDLE-AGED

ENDORSER

NO
ENDORSER

SUBJECTIVELY
ELDERLY
ENDORSER

ACTUAL
HIDDLE-AGED

SUBJECTIVELY
MIDDLE-AGED

ENDORSER

NO
ENDORSER
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Summary Of Hypotheses

The fo l lo w in g  a re  th e  major hypo theses  in  th e  s tu d y :

I .  S u b je c t iv e  age w i l l  be a b e t t e r  p r e d i c to r  o f  consumer
response  t o  p ro d u c t  a d v e r t i s in g  th a n  w i l l
c h ro n o lo g ic a l  a g e . That i s ,  i t  i s  expected  t h a t  th e
resp o n ses  o f . t h e  " s u b je c t iv e  m iddle-aged" group w i l l  
be more s im i la r  to  th e  " a c tu a l  m iddle-aged" group th an  
t o  th e  " s u b je c t iv e  e ld e r ly "  group.

I I .  E ndorsers  o f d i f f e r e n t  s u b je c t iv e  ages w i l l  have a
d i f f e r e n t  im pact on o ld e r  consumers acco rd ing  to  th o se  
consum ers1 a g e - r e l a t e d  r e f e re n c e  g ro u p s . A 
s u b je c t i v e ly  e l d e r l y  e n d o rse r  w i l l  be most p e r s u a s iv e  
t o  th e  " s u b je c t iv e  e ld e r ly "  group, w h ile  a 
s u b je c t i v e ly  m iddle-aged e n d o rse r  w i l l  be most 
p e r s u a s iv e  to  th e  " s u b je c t iv e  m iddle-aged" group.

I I I .  C au tio u sn ess—in  th e  e l d e r l y  w i l l  .vary w ith  s u b je c t iv e  
a g e . S p e c i f i c a l ly , .  th e  ." s u b je c t iv e  m iddle-aged" group 
w i l l  be l e s s  c a u t io u s  ( i . e . ,  show h ig h e r  pu rchase  
i n t e r e s t  in  r i s k y  p ro d u c ts )  th a n  th e  " s u b je c t iv e  
e ld e r ly "  group. ___

IV. R eac tions  o f  e l d e r l y  consumers t o  v a r io u s  p ro d u c ts
w i l l  vary  as  a fu n c t io n  o f  s u b je c t i v e  age and ty p e  of 
r i s k  a s s o c ia te d  w ith  a p r o d u c t .

a .  The " s u b je c t iv e  m iddle-aged" group w i l l  be 
r e l a t i v e l y  u n l ik e ly  to  buy p ro d u c ts  which th ey  
p e rc e iv e  as h igh  in  s o c ia l /p s y c h o lo g ic a l  r i s k .

b . The " s u b je c t iv e  e ld e r ly "  group w i l l  be . r e l a t i v e l y  
u n l ik e ly  to  buy p ro d u c ts  which th e y  p e rc e iv e  as 
h igh  in  f u n c t io n a l /p h y s ic a l  r i s k .
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CHAPTER I I I

METHOD

S u b jec ts

P a r t i c i p a t i o n  in  th e  c u r r e n t  r e s e a rc h  was l im i te d  to  

fem ales o n ly . There were s e v e r a l  rea so n s  f o r  t h i s  

d e c is io n .  F i r s t  o f a l l ,  s in c e  th e r e  i s  ev idence of gender 

d i f f e r e n c e s  in  th e  consumer b eh a v io r  o f o ld e r  people 

(Sherman and Schiffm an, 1984) and in  th e  way males and 

fem ales r e l a t e  to  t h e i r  s u b je c t i v e  age i d e n t i t y  (B engston, 

Kasschau, and Ragan, 1977; P e t e r s ,  1971), t h e r e  was reason  

t o  b e l ie v e  t h a t  th e  re sp o n ses  of m ales and fem ales cou ld  no t 

be e f f e c t i v e l y  combined in  th e  p r e s e n t  r e s e a r c h .  Second, 

th e  r e se a rc h  exposed consumers to  r e l a t i v e l y  inexpensive  

item s in  c a te g o r ie s  such as household  p ro d u c ts ,  h e a l th  and 

beau ty  a i d s ,  and c lo th in g  a c c e s s o r ie s  — c a te g o r ie s  in  which 

p rev io u s  r e se a rc h  in d i c a t e s  t h a t  fem ales  a re  more l i k e l y  

th an  males to  be th e  prim ary  pu rch ase  d ec is io n -m ak ers  

(C h ilto n  Research S e rv ic e s ,  1985; B o n f ie ld ,  1978; Cunningham 

and Green, 1974). F i n a l l y ,  t h e  c u r r e n t  s tudy  u t i l i z e d  th e  

d i r e c t  m arketing  te c h n iq u e  of m ail o rd e r  c a ta lo g  buy ing , a 

te ch n iq u e  which has been h e a v i ly  t a r g e t e d  to  women (Dudek, 

1984; S p a ld in g , 1982).
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The key s u b je c ts  grouping in  th e  r e se a rc h  was th e  

S u b je c tiv e  Age I d e n t i t y  f a c t o r .  Three S u b je c tiv e  Age Iden­

t i t y  groups were d ef in ed  accord ing  to  th e  fo llow ing  opera­

t i o n a l  c r i t e r i a :  Group 1, th e  " s u b je c t iv e  e l d e r l y , " were

d e f in e d  as th o se  who a re  c h ro n o lo g ic a l ly  aged 65-79 and a lso  

p e rce iv e  them selves to  be in  t h e i r  6 0 's  o r  7 0 's ;  Group 2, 

th e  " s u b je c t iv e  m idd le -aged ,"  were, de fined  as  th o se  who are  

c h ro n o lo g ic a l ly  aged 65-79 bu t p e rc e iv e  them selves to  be in  

t h e i r  4 0 ' s  or 5 0 's ;  and Group 3, th e  " a c tu a l  m idd le-aged ,"  

were d e f in ed  as th o se  who a re  c h ro n o lo g ic a l ly  aged 40-54 and 

p e rc e iv e  them selves to  be in  t h e i r  4 0 ' s  or 5 0 ' s .  In o th e r  

words, Groups 1 and 2 sha re  th e  same c h ro n o lo g ic a l  age bu t 

n o t  s u b je c t iv e  age w h ile  Groups 2 and 3 s h a re  th e  same 

s u b je c t iv e  age bu t no t c h ro n o lo g ic a l  age .

The above o p e ra t io n a l  c r i t e r i a  were fo rm ula ted  in  o rder 

to  e s t a b l i s h  boundaries  around what could be co n s id e red  

e q u iv a le n t  a c tu a l  and s u b je c t iv e  ages and what could be con­

s id e re d  d is c re p a n t  ones. S p e c i f i c a l l y ,  f o r  Groups 1 and 3 

( i . e . ,  th o se  whose ch ro n o lo g ic a l  and s u b je c t iv e  ages m atch), 

th e  age gap between o n e 's  a c tu a l  and s u b je c t iv e  ages could 

n o t  exceed te n  y e a r s .  Indeed , f o r  v i r t u a l l y  a l l  o f th e  

s u b je c ts  in  th e s e  two groups, th e re  was e i t h e r  no age gap or 

th e  gap d id  no t exceed f iv e  y e a r s .  For Group 2, however.
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th e  minimum age gap between o n e 's  a c tu a l  and s u b je c t iv e  ages 

was s ix  yea rs  and, fo r  th e  m a jo r i ty  of s u b j e c t s ,  th e  age gap 

was much g r e a t e r  than  t h a t .  (See Appendix B, Table 1 f o r  a 

m a tr ix  which p ro v id es  a d e t a i l e d  breakdown of a c tu a l  age by 

s u b je c t iv e  age as i t  d i s t r i b u t e s  in  th e  sam ple.)

I t  should be noted h e re  t h a t  w hile  th e r e  i s  no o v er lap  

i n  th e  s u b je c t i v e  ages of Groups 1 and 2 ( i . e . ,  th e  two 

groups who a re  c h r o n o lo g ic a l ly  aged 6 5 -7 9 ) , th e re  i s  a  

s l i g h t  o v e r la p  f o r  th e s e  two groups in  term s of th e  age gap 

between t h e i r  a c tu a l  and s u b je c t i v e  ag e s .  That i s ,  fo r  a 

sm a ll  p ro p o r t io n  ( rough ly  10%) of Group 1 s u b j e c t s ,  th e  age 

gap between t h e i r  a c tu a l  and s u b je c t iv e  ages i s  t e n  y e a rs  —

which i s  th e  same a s  th e  age gap of a m in o r i ty  of Group 2

s u b j e c t s .  D espite  t h i s  s l i g h t  o v e r la p ,  th e  r e s u l t s  in d ic a t e  

t h a t  Groups 1 and 2 a re  in  f a c t  o p e ra t in g  in d ep en d en tly  as  a

fu n c t io n  of t h e i r  d i s c r e p a n t  s u b je c t iv e  ages (see  R e su lts

s e c t i o n  fo r  more d e t a i l s ) .

S e le c t io n  of th e  re s e a rc h  s u b je c t s  was conducted v ia  

te le p h o n e  by an independen t m arketing  r e s e a rc h  f irm  using 

two so u rc e s :  a  n a t io n a l  p r o b a b i l i t y  sample of U.S. house­

h o ld s  from a l i s t  p rov ided  by Survey Sampling, In c .  and a 

random sampling o f  U.S. households drawn from th e  te le p h o n e  

d i r e c t o r i e s  o f abou t f o r t y  g e o g ra p h ic a l ly  d isp e rs e d  c i t i e s .
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The te lep h o n e  sc re en in g  i d e n t i f i e d  a s t a r t i n g  sample of n ine 

hundred (900) a d u l t  fem ales who were w i l l i n g  to  p a r t i c i p a t e  

in  th e  r e se a rc h  and who belonged to  one of th e  th r e e  

p re v io u s ly  d e s c r ib e d  S u b je c t iv e  Age I d e n t i t y  g roups: th e

" s u b je c t iv e  e l d e r l y , "  th e  " s u b je c t iv e  m id d le -ag ed ,"  and th e  

" a c tu a l  m id d le -ag ed ."  Sampling con tinued  u n t i l  we o b ta in ed  

an equa l number of s u b je c ts  ( i . e . ,  300) in  each group .

The sc re en in g  in te rv ie w  (see  Appendix C) c o n s is te d  of 

two q u e s t io n s  in tended  to  de term ine  each i n d i v i d u a l ' s  a c tu a l  

and s u b je c t iv e  age fo r  placem ent in to  one of th e  above c a t e ­

g o r i e s .  As d is c u s s e d ,  th e re  i s  no s ta n d a rd  measure of 

S u b je c t iv e  Age I d e n t i t y  which has been agreed  upon by 

r e s e a r c h e r s  i n t e r e s t e d  in  t h i s  c o n s t r u c t .  In th e  p r e s e n t  

i n v e s t i g a t i o n ,  i t  seemed p r e f e r a b le  to  use a measure which 

i s  based on an o b je c t iv e  c r i t e r i o n  ( e . g . ,  y e a r s ) ,  such as 

th e  one developed by Barak and Schiffm an (1981). Accord­

i n g ly ,  S u b je c t iv e  Age I d e n t i t y  was measured using a m odified 

v e r s io n  of th e  Barak and Schiffman " c o g n i t iv e  age" i n s t r u ­

m ent, and was phrased  as fo l lo w s :

"You mentioned t h a t  you a re  in  your (DECADE MEN­
TIONED) . R esearch  has shown t h a t  some people in  
t h e i r  (DECADE MENTIONED) r e a l l y  th in k  of them selves 
a s  being in  t h e i r  (DECADE MENTIONED) , w hile  o th e r  
peop le  in  t h e i r  (DECADE MENTIONED) r e a l l y  th in k  of 
th em se lv es  as  being in  a d i f f e r e n t  age group — 
e i t h e r  o ld e r  o r younger. P lea se  t e l l  me which of 
t h e  fo llo w in g  age groups you f e e l  most s im i la r  t o :  
th e  tw e n t ie s ,  t h i r t i e s ,  f o r t i e s ,  f i f t i e s ,  s i x t i e s ,  
s e v e n t i e s ,  or e i g h t i e s . "
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The above measure was developed in  l i e u  of  using a mean 

composite of fou r  age dimensions as  sugges ted  by Barak and 

Schiffman f o r  two r e a s o n s .  F i r s t  of a l l ,  i t  i s  more p rac ­

t i c a l  from a p ro ced u ra l  s t a n d p o in t  to  ask one S u b je c t iv e  Age 

I d e n t i t y  q u e s t io n  over t h e  te lephone  r a t h e r  than  fo u r .  

Second, and more im p o r tan t ,  a mean composite score  of fo u r  

age dimensions ( i . e . ,  f e e l - a g e ,  lo o k -a g e ,  d o -ag e ,  and 

i n t e r e s t - a g e )  may no t  be r e p r e s e n t a t i v e  of  t h e  way each 

in d i v i d u a l  p e r s o n a l l y  combines th e s e  d imensions t o  d e s c r ib e  

h i m s e l f / h e r s e l f .  That i s ,  a composite sco re  assumes an 

equa l  weight t o  each age d imension ,  and t h i s  i s  not  neces­

s a r i l y  how a  g iven i n d iv i d u a l  would weight th e s e  compo­

n e n t s .  This  new S u b je c t iv e  Age I d e n t i t y  measure was 

su b je c te d  t o  t e s t - r e t e s t  r e l i a b i l i t y  p r e t e s t i n g  p r i o r  t o  i t s  

use in t h e  r e s e a r c h  (see  Appendix A), and a b inomial t e s t  

i n d i c a t e d  r e l i a b i l i t y  a t  a l e v e l  s i g n i f i c a n t l y  above chance 

(p = .0 4 ) .

Each of th e  t h r e e  S u b je c t iv e  Age I d e n t i t y  groups was 

d iv id e d  i n t o  t h r e e  t r e a tm e n t  groups accord ing  to  th e  

Endorser  S u b je c t iv e  Age v a r i a b l e .  That i s ,  o n e - th i r d  of 

responden ts  in  each S u b je c t iv e  Age I n d e n t i t y  group rece ived  

in  th e  mail  an a d v e r t i s i n g  s t im u lu s  — s p e c i f i c a l l y ,  a mail  

o rd e r  c a ta lo g  — which f e a tu re d  a c h r o n o lo g ic a l l y  and
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s u b j e c t i v e l y  e l d e r l y  endo rse r  ( h e r e a f t e r  r e f e r r e d  to  as 

"Older Emily," s in c e  th e  f i c t i t i o u s  c a ta lo g  endorse r  i s  

named Emily Horton);  o n e - t h i r d  saw a c h r o n o lo g ic a l l y  e l d e r l y  

but  s u b j e c t i v e l y  middle-aged e n d o r se r  ( h e r e a f t e r  r e f e r r e d  t o  

as  "Younger Emily");  and o n e - th i r d  saw no endorse r  (see 

Appendix C). In o th e r  words, th e  p re -m a i l  sample c o n s i s t e d  

o f  100 responden ts  ass igned  to  each of  n ine  c e l l s :  t h r e e

S u b je c t iv e  Age I d e n t i t y  x t h r e e  Endorser S u b je c t iv e  Age 

c o n d i t i o n s .

In an a t tem p t  t o  ach ieve  a h igh  response r a t e  from th e  

m a il  p o r t i o n  of  th e  s tu d y ,  two i n c e n t i v e s  were o f f e re d  (see 

Appendix C) and a second m a i lo u t  t o  non-responders  was con­

d u c te d .  The ne t  of th e s e  e f f o r t s  was a r a t h e r  good response 

r a t e  of 575 out o f  900, o r  64%. The 575 consumers broke 

down i n to  t h e  fo l low ing  c e l l  s i z e s  f o r  each of  th e  nine 

a n a l y t i c  g roups:

CELL SIZES FOR MAIN ANALYTIC GROUPS

ENDORSER SUBJECTIVE AGE

"Older "Younger No 
Emily" Emily" Endorser

S u b je c t iv e  
E l d e r l y  5050 62 71 183

SUBJECTIVE -----------------------------
S u b je c t iv e  

AGE Middle-Aged 53 63 82 198

IDENTITY Actua l
Middle-Aged 61 64 69 194

164 189 222 TOTAL=575
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I n t e r e s t i n g l y ,  t h e  response r a t e  was d i r e c t i o n a l l y  

a l though  no t  s i g n i f i c a n t l y  lower among th e  " s u b j e c t i v e  

e l d e r l y "  (61%) th an  among th e  " s u b j e c t iv e  middle-aged"  (66%) 

or " a c tu a l  m iddle-aged"  (65%).

M a te r ia l s  And Procedure

During th e  te lep h o n e  in te rv ie w ,  each q u a l i f i e d  respon­

d en t  was t o l d  t h a t  she was being in te rv iew e d  by a marke ting  

r e s e a r c h  f i rm  which r e p r e s e n t s  a m anufac tu rer  of household 

p ro d u c ts ,  and t h a t  t h i s  m anufac tu rer  i s  c o n s id e r in g  th e  

i n t r o d u c t i o n  of a mail  o rde r  c a t a l o g .  Respondents were 

asked i f  th e y  would agree  t o  re ce iv e  a mail  sample of t h i s  

c a t a l o g  along with  a q u e s t io n n a i r e  which measures t h e i r  

r e a c t i o n s  t o  th e  c a t a lo g  and t o  th e  p roduc ts  d e s c r ib e d  in  

t h e  c a t a l o g .  I t  was a n t i c i p a t e d  t h a t  use of  a  mail  o rde r  

c a ta lo g  as a  s t im u lu s  would work well w ith  o ld e r  consumers 

because t h e r e  i s  some ev idence  t h a t  th e  e l d e r l y  tend  to  r e l y  

on in-home shopping s e r v i c e s  and newspapers f o r  consumer 

in fo rm a t io n  (Meadow, Cosmas, and P l o t k i n ,  1981) and t h a t  

s e l f - r e g u l a t e d  in fo rm a t io n  p rocess ing  among o ld e r  people  

s i g n i f i c a n t l y  enhances t h e i r  comprehension ( P h i l l i p s  and 

S t e r n t h a l ,  1977? V isvabhara thy  and Rink, 1986).
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Respondents who agreed to  p a r t i c i p a t e  rece ived  by mail  

a c a ta lo g  d e s c r ib in g  s i x  new p roduc ts  and a q u e s t i o n n a i r e  

(see  Appendix C ) . There were th r e e  types  of  c a t a l o g s  

correspond ing  with  th e  Endorser  S u b je c t iv e  Age t r e a tm e n t  

c e l l s .  The f i r s t  c a t a lo g  con ta ined  a photograph of a woman 

who appeared t o  be around 70 and both  her  appearance and th e  

accompanying i n t r o d u c t o r y  t e x t  e s t a b l i s h e d  h e r  s u b je c t i v e  

age t o  be e q u i v a l e n t  t o  h e r  ch ro n o lo g ic a l  age .  The t e x t  

read as  fo l lo w s :

" I 'm  Emily Horton and I ' d  l i k e  to  in t ro d u c e  my new 
m a i l - o r d e r  c a ta lo g  'From Me To You. '  In th e  pages 
t h a t  fo l lo w ,  y o u ' l l  see  some examples of t h e  ty p e s  
o f  p ro d u c ts  I ' l l  be o f f e r i n g .

As we g e t  o l d e r ,  much o f  what we used to  do w ithout  
even th in k in g  now seems a l i t t l e  h a rd e r  and ta k e s  a 
l i t t l e  l o n g e r .  I  b e l i e v e  t h a t  i t ' s  t ime t o  tak e  
th in g s  a b i t  more s low ly .  The p roduc ts  I ' v e  
s e l e c t e d  f o r  my c a ta lo g  have made my l i f e  e a s i e r  and 
more co m fo r ta b le ,  and I  would recommend them f o r  
anyone who welcomes co n v e n ien t ,  easy  t o  use i tems in  
t h e i r  mature y e a r s .  A f te r  a l l ,  why should  we s t r a i n  
o u r s e lv e s  when th in g s  can be made more p l e a s a n t?

A unique f e a t u r e  o f  my c a ta lo g  i s  t h a t  ev e ry th in g  
you see i s  p r i c e d  a t  j u s t  $4 .95 .  My a t t i t u d e  i s  
t h a t  t h i n g s  d o n ' t  have t o  c o s t  a l o t  t o  be of h igh  
q u a l i t y .

I hope you en joy  th e  c a t a l o g .  P lease  l e t  me know 
what you t h i n k . "
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The second c a ta lo g  f e a tu r e d  th e  same 7 0 ' i s h  woman, but 

t h i s  t ime her  appearance and th e  accompanying t e x t  e s t a b ­

l i s h e d  her  s u b j e c t i v e  age t o  be younger th an  her  chrono lo­

g i c a l  age. S p e c i f i c a l l y ,  t h e  second parag raph  of  t h e  t e x t  

was a l t e r e d  t o  read :

" J u s t  because w e ' r e  g e t t i n g  o ld e r  d o e s n ' t  mean we 
should  slow down. I  b e l i e v e  t h a t  th e  b e s t  i s  y e t  
t o  come. The p ro d u c ts  I ' v e  s e l e c t e d  f o r  my c a t a l o g  
have improved the  q u a l i t y  of  my l i f e ,  and I would 
recommend them f o r  anyone who i s  a c t i v e  and i s  
i n t e r e s t e d  in  keeping young. A f te r  a l l ,  d o n ' t  we 
dese rve  t o  make th in g s  more p l e a s a n t  f o r  o u r ­
s e lv e s ? "

Respondents in  t h e  no en d o rse r  c o n d i t io n  rece iv ed  a 

c a t a l o g  with  no p i c t u r e  and no r e f e r e n c e  t o  t h e  maker.

Since th e  "Older Emily" and "Younger Emily" e n d o r s e r s  

were a c t u a l l y  t h e  same woman photographed with  d i f f e r e n t  

makeup and je w e l ry  (designed t o  a l t e r  h e r  s u b j e c t i v e  r a t h e r  

t h a n  a c t u a l  a g e ) , t h e  two e n d o r se r s  v a r ie d  on ly  on s u b je c ­

t i v e  age and no t  on o th e r ,  p o s s i b ly  i n t a n g i b l e ,  f a c t o r s .  

There were a coup le  of  checks t o  v e r i f y  t h a t  th e  two 

e n d o r se r s  d i f f e r e d  only  on s u b j e c t i v e  age .  F i r s t ,  a p r e t e s t  

was conducted which c l e a r l y  showed t h a t  t h e  two e n d o r se r s  

were pe rce iv ed  as having th e  same c h ro n o lo g ic a l  age ,  bu t  

t h e i r  s u b j e c t i v e  ages were p e rce iv ed  as  d i f f e r i n g  in  th e
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p r e d i c t e d  d i r e c t i o n  (see  Appendix A). Second, responden ts  

who rece iv ed  a mail  c a t a lo g  with  one of  t h e  two en d o rse rs  

were asked t o  guess  th e  age o f  th e  e n d o r s e r .  Again, t - t e s t s  

confirmed t h a t  t h e  two e n d o rse rs  were pe rce iv ed  as  having 

e q u i v a l e n t  c h ro n o lo g ic a l  ages (see  Appendix B, Table 2 ) .

The c a ta lo g s  them selves  c o n s i s t e d  of p i c t u r e s  and 

d e s c r i p t i o n s  of  s ix  new p roduc ts  w i th in  e x i s t i n g  product  

c a t e g o r i e s  ( i . e . ,  household p ro d u c t s ,  c l o th in g  a c c e s s o r i e s ,  

h e a l t h  and beau ty  a i d s ,  e t c . ) ,  w ith  th e  o rder  of p roduct  

p r e s e n t a t i o n  r o t a t e d  a c ro s s  r e sp o n d en ts .  A ll  p roduc ts  were 

p r i c e d  e q u i v a l e n t l y  and in e x p en s iv e ly  ( i . e . ,  $4.95) t o  

nega te  a f i n a n c i a l  f a c t o r  from a f f e c t i n g  th e  r e s u l t s .  The 

s i x  new p ro d u c ts  were segmented in to  t h r e e  p roduc t  types  

( i . e . ,  two new p ro d u c ts  in  each p roduc t  ty p e )  which were 

r e p r e s e n t a t i v e  o f  th e  t h r e e  com binat ions  o f  r i s k  d imensions 

d e s c r ib e d  e a r l i e r .  More s p e c i f i c a l l y ,  th e  p roduc t  types  

used in  th e  r e s e a r c h  were: s o c i a l / p s y c h o l o g i c a l  r i s k

p ro d u c ts  ( i . e . ,  a new type  of g loves  and a new kind of  

costume j e w e l r y ) ,  f u n c t i o n a l / p h y s i c a l  r i s k  p roduc ts  ( i . e . ,  a 

new type  of v i tam ins  which a id s  in  d i g e s t i o n  and a new 

k ind  o f  oven c l e a n e r  which works with  c o n s id e r a b le  f o r c e ) , 

and no r i s k  p ro d u c ts  ( i . e . ,  a new kind of c r a c k e r  and a new 

ty p e  of deck of  c a r d s ) . Respondents examined the  ca ta lo g
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and r a t e d  each p roduc t  on v a r io u s  measures (d e sc r ib e d  in  the 

fo l low ing  s e c t i o n ) . There were t h r e e  checks on th e  v a l i d i t y  

o f  th e  p ro d u c ts  chosen to  r e p r e s e n t  Type of  R isk .  F i r s t ,  

sy n d ic a te d  s t a t i s t i c a l  d a t a  ( i . e . ,  MRI and Simmons) were 

examined to  v e r i f y  t h a t  t h e  above mentioned p ro d u c ts  are  not 

purchased  a t  d r a m a t i c a l l y  d i f f e r e n t  r a t e s  by middle-aged 

v e r s u s  e l d e r l y  people  (see  Appendix A). In t h i s  way, th e r e  

was no reason  t o  s u sp e c t  a t  t h e  o u t s e t  t h a t  t h e r e  a r e  age 

d i f f e r e n c e s  in  th e  degree of  r i s k  which i s  a s s o c i a t e d  with 

t h e s e  p ro d u c ts  in  th e  absence of a m a n ip u la t io n .  Second, a 

p r e t e s t  was conducted to  confirm t h a t  each p roduc t  r e p re ­

sen ted  th e  a p p r o p r i a t e  Type of Risk c o n d i t io n  as hypothe­

s i z e d  (See Appendix A).  F i n a l l y ,  a measure was inc luded  in 

th e  r e s e a r c h  t o  v a l i d a t e  t h a t  t h e  p roduc t  r i s k  ty p e s  were 

p e rc e iv e d  a s  expected  (see  Appendix B, T ab les  3 - 4 ) .

Dependent V a r ia b le s

Q u es t io n n a i r e

The mail  q u e s t io n n a i r e  which accompanied th e  c a ta lo g  

was comprised of  f i v e  s e c t i o n s  ( see  Appendix C). The f i r s t  

s e c t i o n  c o n s i s t e d  of q u e s t io n s  which measured r e a c t i o n s  t o  

each  a d v e r t i s e d  p roduc t  ( i . e . ,  purchase  i n t e r e s t  and
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r e a s o n s ,  and p roduc t  a t t r i b u t e  r a t i n g s ) .  Next,  respondents  

were asked to  r a t e  each p ro d u c t  on t h e  f i v e  r i s k  d im ensions ,  

us ing  th e  Jacoby and Kaplan (1972) in s t ru m e n t ,  to  v a l i d a t e  

t h a t  t h e  p r e t e s t  was a c c u r a te  in  d e l i n e a t i n g  Type of Risk 

d imensions  accord ing  t o  th o se  h ypo thes ized  f o r  each prod­

u c t .  The Jacoby and Kaplan s c a l e  has been found, in  

p re v io u s  r e s e a r c h ,  to  be both r e l i a b l e  and v a l id  (Jacoby and 

Kaplan, 1972; Brooker,  1984). The s c a l e  was ad m in is te red  by 

ask ing  responden ts  to  r a t e  a l l  s ix  p ro d u c ts  by one r i s k  type 

a t  a t ime in  o rd e r  t o  minimize a "ha lo  e f f e c t "  (Friedman and 

Friedman, 1979; Jacoby and Kaplan, 1972). Following t h i s ,  

responden ts  were asked to  r a t e  th e  ca ta lo g  endorse r  o v e r a l l  

and on a  s e r i e s  of p e r so n a l  a t t r i b u t e s .  A d d i t i o n a l l y ,  

respondents  in  th e  "Older Emily" and "Younger Emily" 

en d o r s e r  c o n d i t io n s  were asked to  guess  th e  age of  th e  

e n d o r s e r .  Responses t o  t h i s  q u e s t io n  se rved  as a v a l i d i t y  

check t h a t  t h e  two e n d o r se r s  d id  no t  vary  on pe rce ived  

ch ro n o lo g ic a l  age (see  Appendix B). The fo u r th  s e c t io n  of 

t h e  q u e s t io n n a i r e  ob ta ined  in fo rm at ion  on what image th e  

c a ta lo g  conveys ( i . e . ,  what type  of  woman would be most 

i n t e r e s t e d  in  th e  c a t a l o g ) .  F i n a l l y ,  e x t e n s iv e  demographic 

d a t a  were c o l l e c t e d  on each re sponden t .  There were two 

ty p e s  of demographics measured. F i r s t ,  d a t a  on re sp o n d en ts '
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soc io-econom ic  s t a t u s  ( e . g . ,  o c c u p a t io n ,  income, e d u c a t io n ,  

e t c . ) ,  h e a l t h ,  and m a r i t a l  s t a t u s  were g a th e re d .  In a d d i ­

t i o n ,  responden ts  were asked some g e n e ra l  q u e s t io n s  concern­

ing t h e i r  consumer behav io r  and ex p e r ien ce  ( e . g . ,  a t t i t u d e s  

toward and p r i o r  ex p e r ien ce  w ith  mail o rd e r  c a t a l o g s ,  

whether th ey  belong to  any consumer o r g a n i z a t i o n s ,  what 

ty p e s  of  co n su m er- re la ted  p u b l i c a t i o n s  th e y  read ,  e t c . ) .

This l a t t e r  group of  q u e s t io n s  was in ten d ed  to  a s c e r t a i n  

what a t t i t u d e s  and ex pe r ience  responden ts  b r ing  in to  th e  

s i t u a t i o n ,  which can be used as a d i a g n o s t i c  t o o l  in  

e x p la in in g  th e  r e s u l t s .  The c o m p re h e n s ib i l i ty  of  th e  mail  

q u e s t i o n n a i r e  was p r e t e s t e d  p r i o r  t o  i t s  use in  t h e  

r e s e a r c h .

I t  should  be noted t h a t  key demographic c h a r a c t e r i s t i c s  

such as e d u c a t io n ,  income, m a r i t a l  s t a t u s ,  and h e a l th  of 

responden ts  were no t  c o n t r o l l e d  f o r  in  t h i s  s tu d y .  This i s  

because  t h e r e  i s  ev idence  t h a t  th e s e  f a c t o r s  a r e  h ig h ly  

c o r r e l a t e d  with  s e l f - p e r c e i v e d  age (Rosow, 1967; P e t e r s ,  

1971; Bengston, Kasschau, and Ragan, 1977; Ward, 1979; 

U n d e rh i l l  and Cadwell , 1983) and t h e r e f o r e ,  any a t tem p t  t o  

m an ip u la te  t h e  v a r i a b i l i t y  of  th e s e  f a c t o r s  would have 

r e s u l t e d  in  u n r e p r e s e n ta t i v e  g roups .  Moreover, t h e  p r e s e n t  

r e s e a r c h  i s  concerned with  th e  consequences of s u b je c t i v e
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p e r c e p t i o n s  of age on consumer b eh a v io r ,  and not  w ith  th e  

f a c t o r s  which de te rm ine  th o se  p e r c e p t i o n s .  N one the les s ,  

demographic d a t a  on th e s e  key v a r i a b l e s  were g a th e red  to  

confirm p rev ious  f i n d in g s  on th e  demographic c o r r e l a t e s  o f  

s u b j e c t i v e  age and th e re b y  to  v a l i d a t e  th e  r e p r e s e n t a t i v e ­

ness of th e  c u r r e n t  sample.

B ehav io ra l  Measure 

Since i t  might be argued t h a t  i n t e n t  to  purchase  i s  not 

as  r i s k y  as  a c t u a l  purchase  ( in  t h a t  i t  a d d re s se s  a t t i t u d e s  

r a t h e r  than  b e h a v io r ) ,  a b e h a v io r a l  measure was inc luded  in  

th e  r e s e a r c h .  Respondents were c a l l e d  back about a month 

a f t e r  r e c e i p t  of t h e i r  completed q u e s t io n n a i r e s  and asked i f  

th e y  would l i k e  t o  a c t u a l l y  purchase  t h e  i tems from the  

c a ta lo g  i f  th e  i tems were a v a i l a b l e .  (Of co u rse ,  respon­

d e n t s  were d e b r i e f e d  immediately a f t e r  th e y  expressed  t h e i r  

w i l l i n g n e s s  or u n w i l l in g n es s  t o  a c t u a l l y  purchase  th e  s ix  

p r o d u c t s ) . A t o t a l  of 550 s u b j e c t s  p a r t i c i p a t e d  in  th e  

c a l l b a c k ,  which r e p r e s e n t s  96% of th e  t o t a l  sample. A copy 

o f  th e  c a l l b a c k  in te rv i e w  i s  inc luded  in  Appendix C.
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CHAPTER IV

RESULTS

C h a r a c t e r i s t i c s  Of The Sample

This s e c t i o n  w i l l  d e s c r ib e  th e  c h a r a c t e r i s t i c s  o f  th e  

r e s e a r c h  p o p u la t io n .  The remainder  of  the  R e su l t s  ch a p te r  

w i l l  p r e s e n t  f in d in g s  r e l a t i n g  to  th e  r e s e a r c h  hypo theses .

In c id en ce  Of Younger Vs. O lder  S u b je c t iv e  Ages 
Within The P o p u la t io n  Of Those Aged 65-7 9

■As noted in  th e  I n t r o d u c t i o n ,  one f in d in g  t h a t  has been 

very  well  documented in the  l i t e r a t u r e  i s  t h a t  among o ld e r  

peo p le ,  th o se  who p e rc e iv e  themselves  as younger than  t h e i r  

c h ro n o lo g ic a l  age g r e a t l y  outnumber those  who p e r c e iv e  them­

s e lv e s  t o  be e q u iv a le n t  t o  o r  o ld e r  than  t h e i r  ch ro n o lo g ica l  

age .  The c u r r e n t  i n v e s t i g a t i o n  found s i m i l a r  r e s u l t s .

Table 1 shows t h a t  among a l l  resp o n d en ts  aged 65-79 who 

completed a sc reen in g  in te rv ie w  to  de te rm ine  t h e i r  e l i g i ­

b i l i t y  t o  p a r t i c i p a t e  in  th e  r e s e a r c h  (a t o t a l  of  1,043 

p e o p le ) ,  75% f e l t  younqer than  t h e i r  c h ro n o lo g ic a l  age while 

25% f e l t  as o ld  o r  o ld e r  than t h e i r  ch ro n o lo g ic a l  age .  

Moreover, among those  who f e l t  younger,  a l a rg e  m a jo r i ty  

f e l t  much younger ,  t h a t  i s ,  they  s a id  they  f e l t  most s i m i l a r  

to  people  in  t h e i r  2 0 ' s ,  3 0 ' s ,  4 0 ' s  o r  5 0 ' s .
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T a b l e  1

INITIAL SCREENING FOR 
SUBJECTIVE AGE IDENTITY AMONG THOSE 

THOSE WHO ARE CHRONOLOGICALLY AGED 65-79 ©

CHRONOLOGICAL AGE 
65-69 70-79

% %

S u b je c t iv e  Age I d e n t i t y

80' s © 1 5

70 ' s 1 8

60 ' s 11 11

4 0 's  o r 50 ' s 17 12

2 0 ' s  o r 30 ’ s © 23 12

BASE:® 1,043

© T a b l e  p re s e n te d  in  p e r c e n ta g e s ,  rounded o f f  to  
th e  n e a r e s t  i n t e g e r .

©  Not inc luded  in  s tu d y  as d id  no t  meet opera ­
t i o n a l  c r i t e r i a .

©  In c lu d e s  a l l  responden ts  aged 65-79 who com­
p l e t e d  th e  s c re en in g  in te rv i e w .

-  48 -



Demographic C o r r e l a t e s  Of S u b je c t iv e  Age

Before examining whether or no t  t h e  exper im en ta l  t r e a t ­

ments were e f f e c t i v e ,  i t  i s  im por tan t  to  e s t a b l i s h  t h a t  th e  

s e l e c t e d  sample subgrouping — i . e . ,  on th e  b a s i s  of 

S u b je c t iv e  Age I d e n t i t y  — was indeed v i a b l e .  That i s ,  in  

o rde r  t o  j u s t i f y  t h e  d i v i s i o n  of a c h ro n o lo g ic a l  coho r t  by 

s u b j e c t i v e  age,  th e  newly c r e a te d  s u b j e c t i v e  age subgroups 

should  meet c e r t a i n  c o n d i t i o n s ,  namely: (1) t h e r e  should  be

demographic d i f f e r e n c e s  between th e  subgroups and (2) those  

d i f f e r e n c e s  should be c o n s i s t e n t  w ith  f in d in g s  from p rev ious  

r e s e a r c h  on th e  s u b j e c t i v e  age c o n s t r u c t .

Table 2 p r e s e n t s  demographic in fo rm a t io n  fo r  t h e  575 

resp o n d en ts  who completed th e  m ail  q u e s t i o n n a i r e  and who 

c o n s t i t u t e  th e  a n a l y t i c  sample of th e  r e s e a r c h .  S evera l  

s i g n i f i c a n t  d i f f e r e n c e s  in  th e  demography of  t h e  " s u b j e c t iv e  

m iddle-aged"  group ( i . e . ,  th o s e  aged 65-79 who p e rc e iv e  

them se lves  t o  be in  t h e i r  4 0 ' s  and 5 0 ' s )  compared with  th e  

" s u b j e c t i v e  e l d e r l y "  group ( those  aged 65-79 who p e rc e iv e  

them se lves  t o  be in  t h e i r  6 0 ' s  and 7 0 ' s )  were found, a l l  of  

which correspond  with  p rev io u s  r e s e a r c h  ( see  I n t r o d u c t i o n ) .  

S p e c i f i c a l l y ,  t h e  " s u b j e c t iv e  middle-aged" were s i g n i f i ­

c a n t l y  more l i k e l y  than  th e  " s u b j e c t i v e  e l d e r l y "  t o  r a t e  

t h e i r  h e a l t h  as  e x c e l l e n t  or very  good ( t  = 2 .57 ,  d f  = 379,
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p < .02) and to  be employed ( t  -  2 .30 ,  d f  = 379, p < .0 5 ) .  

A d d i t io n a l ly ,  th e  " s u b je c t iv e  middle-aged" were s i g n i f ­

i c a n t l y  l e s s  l i k e l y  than the  " s u b je c t iv e  e ld e r ly "  to  have no 

more than  a high school educa t ion  ( t  = 1.97, d f  = 379, 

p = .05) and to  have a household income of under $15,000 per  

year  ( t  = 2 .17 ,  d f  = 379, p < .0 5 ) .

Of course ,  a r e l a t i o n s h i p  a l s o  e x i s t s  between o n e 's  

a c tu a l  age and c e r t a i n  demographic c h a r a c t e r i s t i c s .  Not 

s u r p r i s i n g l y ,  those  who are  c h ro n o lo g ic a l ly  aged 40-54 were 

s i g n i f i c a n t l y  more l i k e l y  than  th o se  who a re  ch ro n o lo g ic a l ly  

aged 65-79 ( i . e . ,  d i s r e g a rd in g  s u b je c t i v e  age) t o  r a t e  t h e i r  

h e a l t h  as e x c e l l e n t  or very  good ( t  = 4 .96 ,  d f  = 573, 

p < .001) ,  t o  l i v e  with  o th e r  people ( t  = 8 .61 ,  d f  = 573, 

p < .001) ,  to  be employed ( t  = 11.00, d f  = 573, p < .001 ) ,  

and to  have a household income of $30,000 or  more per  year  

( t  = 8 .93 ,  d f  = 573, p < .001) .
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Table 2 
RESPONDENT DEMOGRAPHICS

Personal
Description Of Health
Excellent/very good 
Good
Pair/poor 
No answer

SUBJECTIVE AGE IDENTITY______
Subjective Subjective Actual 
Elderly Middle-Aged Middle-Aged

% % %

39
33
26

2

52
34
10
4

67
26
4
3

Marital Status
Married
Widowed
Divorced/separated 
Never married 
No answer

55
35

6
2
3

51
35
7
4
4

79
3
13
3
3

Number Of People 
In Household
One
Two
Three or more 
No answer

34
53
7
3

37
49
11
3

10
27
621

Employment

Employed
Pull-time
Part-time

19
3
16

29
4

25

68
42
26

Not employed 
No answer

76
5

66
5

29
3

Occupation
Volunteer 
Craftsman 
Sales/clerical 
Professional 
Manager 
Technical 
Not employed 
No answer

9
4
3 
2 
1 
1

76
4

12
3
6
3
3
2

66
5

2
8

21
11
13
14 
29

1

Education
High school or less 60
Some college or more 35
No answer. 5

SO
43

6

40
55
4

Income
Under $15,000 
$15,000 - $29,999 
$30,000 or more 
No answer

51
31

8
10

40
33
13
14

11
29
46
14

Aae
40 - 44 
45 - 49 
50 - 54 
65 - 69 
70 - 74 
75 - 79

37
39
25

58
31
12

30
28
41

BASE . © 183 198 194

© T h o s e  who participated in the mail portion of the study 
(Total =575).
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Table  2 a l s o  i n d i c a t e s  some d i f f e r e n c e s  in  th e  chrono­

l o g i c a l  age d i s t r i b u t i o n  among responden ts  aged 65-79 on th e  

b a s i s  o f  t h e i r  S u b je c t iv e  Age I d e n t i t y  group.  S p e c i f i c a l l y ,  

th e  " s u b j e c t iv e  e l d e r l y "  were more l i k e l y  than  th e  " s u b j e c ­

t i v e  m iddle-aged"  t o  be aged 75-79 w hi le  th e  " s u b j e c t iv e  

m iddle-aged"  were more l i k e l y  th an  th e  " s u b j e c t iv e  e l d e r l y "  

t o  be aged 6 5-69 — t h a t  i s ,  th e  " s u b j e c t iv e  middle-aged" 

group skewed younger than  th e  " s u b j e c t iv e  e l d e r ly "  group.

In f a c t ,  t h i s  f in d in g  should  no t  be s u r p r i s i n g  when we 

c o n s id e r  t h a t  i t  i s  much more l i k e l y  f o r  a 65-69 yea r  o ld  t o  

f e e l  s i m i l a r  t o  peop le  in  t h e i r  4 0 ' s  or 5 0 ' s  than  i t  i s  fo r  

a 75-79 year  o ld  t o  f e e l  t h i s  way. Consequent ly ,  du r ing  

sam pling ,  an i n e v i t a b l e  outcome was t h a t  th e  " s u b j e c t iv e  

m iddle-aged"  quo ta  group would be sooner f i l l e d  w ith  th o s e  

on th e  younger s i d e  of  th e  s p e c i f i e d  6 5-79 age range than  

w ith  th o s e  on th e  o ld e r  s i d e .

N o n e th e le s s ,  t h e  f in d in g  t h a t  th e  " s u b j e c t iv e  middle-  

aged" group skews somewhat younger th an  th e  " s u b j e c t i v e  

e l d e r l y "  group (a l th o u g h  a l l  a re  over th e  age of 65) r a i s e s  

a key q u e s t io n :  i s  t h i s  c h ro n o lo g ic a l  age confound ac co u n t ­

ing fo r  most of th e  r e p o r ted  demographic ( o r ,  as  w i l l  be 

p re se n ted  l a t e r ,  b e h a v io r a l )  d i f f e r e n c e s  between th e s e  two 

S u b je c t iv e  Age I d e n t i t y  groups or i s  t h i s  ch ro n o lo g ic a l  age
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confound e s s e n t i a l l y  i r r e l e v a n t  t o  th e  e f f e c t s  r e l a t e d  to  

th e s e  s u b j e c t i v e  age g roup ings?  To ad d res s  t h i s  i s s u e ,  each 

o f  t h e  two S u b je c t iv e  Age I d e n t i t y  groups was d iv id ed  in to  

th e  t h r e e  c h ro n o lo g ic a l  age subgroups from which th e y  were 

comprised - -  ages 65-69, 70-74,  and 75-79 — and the  demo­

g ra p h ic s  of each c h ro n o lo g ic a l  age subgroup were examined to  

a s c e r t a i n  whether t h e r e  were any major d i f f e r e n c e s  from sub­

group t o  subgroup w i th in  each S u b je c t iv e  Age I d e n t i t y  c e l l .  

As can be seen in  Tables  3 -4 ,  t h e r e  were v i r t u a l l y  no s i g n i ­

f i c a n t  d i f f e r e n c e s  between c h r o n o lo g ic a l  age subgroups 

w i th in  e i t h e r  S u b je c t iv e  Age I d e n t i t y  g roup ,  e . g . ,  w i th in  a 

g iven  S u b je c t iv e  Age I d e n t i t y  g roup ,  th o s e  aged 65-69 were 

a s  l i k e l y  as  th o se  aged 70-74 o r  75-79 t o  r a t e  t h e i r  h e a l th  

as f a i r  or poor ,  t o  have some c o l l e g e  e d u c a t io n ,  e t c .  Based 

on th e s e  d a t a ,  i t  was concluded t h a t  d i f f e r e n c e s  between the  

" s u b j e c t i v e  e l d e r l y "  and th e  " s u b j e c t i v e  m iddle-aged"  groups 

a r e  mainly a f u n c t io n  o f  t h e i r  d i s c r e p a n t  s u b j e c t i v e  ages  

and not  t h e i r  somewhat d i s c r e p a n t  c h ro n o lo g ic a l  ages .  

C onsequen t ly ,  t h e  r e s u l t s  of  t h i s  r e s e a r c h  a r e  no t  being 

in f lu e n c e d  t o  any s i g n i f i c a n t  degree  by th e  age d i s t r i b u t i o n  

w i th in  a g iven  S u b je c t iv e  Age I d e n t i t y  group.
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T a b l e  3

KEY MEASURES BY CHRONOLOGICAL AGE 
SUBGROUPS WITHIN "SUBJECTIVE ELDERLY" GROUP

P e rs o n a l
D e s c r i p t i o n  Of H ea l th
E x c e l l e n t / v e r y  good/good 
P a i r /p o o r

Employment
Employed f u l l - t i m e  
Employed p a r t - t i m e  
Not employed

Educa t ion
High schoo l  or  l e s s  
Some c o l l e g e  o r  more

Income
Less than  $15,000 
$15,000 -  $29,999 
$30,000 o r  more

CHRONOLOGICAL AGES OF 
"SUBJECTIVE ELDERLY" GROUP
T o ta l  65-69 70-74 75-79

% % % %

72 72 73 71
26 28 23 27

3 4 1 2
16 21 13 16
76 73 77 78

60 67 58 51
35 33 33 40

51 48 51 56
31 33 31 31

8 10 7 4

BASE 183 67 71 45



T a b l e  4

KEY MEASURES BY CHRONOLOGICAL AGE 
SUBGROUPS WITHIN "SUBJECTIVE MIDDLE-AGED" GROUP

P e rs o n a l
D e s c r ip t io n  Of H ea l th
E x c e l l e n t / v e r y  good/good 
P a i r /p o o r

Employment
Employed f u l l - t i m e  
Employed p a r t - t i m e  
Not employed

E duca t ion
High school or l e s s  
Some c o l l e g e  or more

Income
Less th a n  $15,000 
$15,000 -  $29,999 
$30,000 or more

CHRONOLOGICAL AGES 
OP "SUBJECTIVE 

MIDDLE-AGED" GROUP
T o ta l  65-69 70-74 75-79

% % % %

85 85 85 87
10 10 10 9

4 4 3 4
25 31 20 13
66 59 74 78

50 46 57 52
43 46 39 39

40 39 41 48
33 32 39 22
13 15 10 9

BASE 198 114 61 23



A t t i t u d i n a l  C o r r e l a t e s  Of S u b je c t iv e  Age 

In a d d i t i o n  t o  th e  above-mentioned demographic d i f f e r ­

ences between S u b je c t iv e  Age I d e n t i t y  g roups ,  the  d a ta  

showed some a t t i t u d i n a l  c o r r e l a t e s  of s u b j e c t i v e  age pe rcep ­

t i o n  which were no t  d i r e c t l y  connected with  th e  exper im enta l  

m a n ip u la t io n .  The a t t i t u d i n a l  dimensions examined were 

drawn from some q u e s t io n s  responden ts  were asked about t h e i r  

usage of and a t t i t u d e s  toward mail o rder  c a t a l o g s ,  what 

magazines they  r ea d ,  and whether th ey  belong to  any consumer 

o r g a n i z a t i o n s .  The purpose of th e s e  q u e s t io n s  was to  he lp  

de te rm ine  what a t t i t u d e s  and ex p e r ien ces  responden ts  brought 

i n t o  th e  expe r im en ta l  s i t u a t i o n  and whether responses  t o  

t h e s e  q u e s t io n s  d i f f e r e d  as  a f u n c t io n  of S u b jec t iv e  Age 

I d e n t i t y .  Severa l  t r e n d s  were found, w ith  some approaching 

s i g n i f i c a n c e .  More s p e c i f i c a l l y ,  t h e  r e s u l t s  show t h a t  the  

" s u b j e c t i v e  middle-aged" were d i r e c t i o n a l l y  more l i k e l y  than  

t h e  " s u b j e c t i v e  e l d e r l y "  to  value mail  o rder  c a t a l o g s  fo r  

t h e i r  range of o p t io n s  and f o r  th e  added c o n t r o l  th e y  a l low  

over  o n e 's  t ime ( t  = 1.58, d f  = 379, p < .12) and to  vo ice  

d i s l i k e s  about mail  o rde r  c a t a l o g s  ( t  = 1.59, d f  = 379, 

p < . 1 2 ) ,  (Table  5 ) .  These f in d in g s  sugges t  an enhanced 

sense  of p e r so n a l  c o n t r o l  on th e  p a r t  of th e  " s u b j e c t iv e  

m iddle-aged"  as  compared with the  " s u b j e c t iv e  e l d e r l y "  —
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which i s  i n d i c a t i v e  of in c reased  conf idence  on th e  p a r t  of 

th e  " s u b j e c t iv e  middle-aged"  rega rd ing  t h e i r  a b i l i t y  t o  

in f lu e n c e  t h e i r  environment (Langer and Rodin, 1976; Langer,  

Rodin, Beck, Weinman, and S p i t z e r ,  1979). F i n a l l y ,  t h e  

" s u b j e c t i v e  m iddle-aged"  were d i r e c t i o n a l l y  more l i k e l y  than  

th e  " s u b j e c t iv e  e l d e r l y "  t o  read consum er-o r ien ted  

magazines ,  a l though  th ey  were no t  more l i k e l y  to  belong to  a 

consumer o r g a n iz a t io n  (Table 6 ) .
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T a b l e  5

RESPONDENTS' USAGE OF 
AND ATTITUDES TOWARD MAIL ORDER CATALOGS

SUBJECTIVE AGE IDENTITY______
S u b jec t iv e  S u b je c t iv e  Actual 

E ld e r ly  Middle-Aged Middle-Aged
% % %

Whether Made A Purchase  
From A Mail Order 
Ca ta log  In  P a s t  Year
Yes 66 71 73
No 34 29 27

A t t i t u d e s  About Mail 
Order C a ta lo g s :
A t t r i b u t e  D escr ibes  
"Extremely/Very Well"
I s  a conven ien t  way to  shop 70 67 74
O ffe rs  unusual p ro d u c ts  
Makes shopping en jo y ab le  
Usual ly  o f f e r s  

b e t t e r  va lue  fo r  
th e  money th an  a s t o r e

Anything Liked About ^  
Mail Order C a ta logs  Cl) 
Convenience
D on ' t  have to  le av e  home 
B e t te r  s e l e c t i o n  
B e t t e r  p r i c e / v a l u e  
Have c o n t r o l  over my t ime

Anything D is l i k e d  About 
Mail Order C a ta logs  0
Poor s e r v i c e  
C a n ' t  examine

p roduc ts  be fo re  buying 
Problems w ith  merchandise 
Items c o s t  more 
Takes too  much time
No d i s l i k e s

54 55 68
51 47 46

39 41 32

53 53 61
29 28 30
25 31 36
18 15 19
15 17 26

33 35 43

28 33 43
20 26 29
17 16 16
15 19 22
28 21 16

BASE 183 198 194

CD Based on open-ended r e sp o n se s .
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T a b l e  6

RESPONDENTS' PARTICIPATION IN SELECTED CONSUMER BEHAVIOR

_____ SUBJECTIVE AGE IDENTITY______
S u b je c t iv e  S u b je c t iv e  Actual 

E ld e r ly  Middle-Aged Middle-Aged
% % %

Magazines Read On 
A Regular  Bas is

Mature market ( e . g . ,  
Modern M atu r i ty )  

H e a l th /b e a u ty  
News ( e . g . ,

Time, Newsweek) 
Women's
Consumer ( e . g . ,  

Consumer Reports)  
T r a v e l / l e i s u r e  
Home l i v i n g / d e c o r a t i n g

60 56 14
40 36 17

33 33 34
28 31 27

18 23 26
15 14 9
12 13 15

Whether Belong To
Any Consumer O rg a n iz a t io n s

Yes 6 6 5
No 94 94 95

BASE 183 198 194
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S u b je c t iv e  Age I d e n t i t y  And P roduc t  Purchase  I n t e r e s t

Hypothes is  I i s  t h a t  th e  re sponses  o f  the  " s u b j e c t iv e  

middle-aged" group w i l l  be more s i m i l a r  t o  th e  " a c tu a l  

m iddle-aged" group than  to  the  " s u b j e c t i v e  e l d e r l y "  group.

To t e s t  t h i s  h y p o th e s i s ,  a rep ea ted  measures MANOVA with 

purchase  i n t e r e s t  as the  dependent v a r i a b l e  was conducted on 

the  f u l l  S u b je c t iv e  Age I d e n t i t y  x Endorser  S u b je c t iv e  Age x 

Type of  Risk ( 3 x 3 x 3 )  f a c t o r i a l  d e s ig n ,  with Endorser 

S u b je c t iv e  Age n es ted  w i th in  S u b je c t iv e  Age I d e n t i t y  and 

Type o f  Risk as th e  r ep ea ted  measure.® The repea ted  

measures MANOVA (Table 7) showed a s i g n i f i c a n t  main e f f e c t  

f o r  S u b je c t iv e  Age I d e n t i t y ;  however,  t h i s  e f f e c t  i s  due to  

s i m i l a r i t y  between th e  matched c h ro n o lo g ic a l  age groups 

r a t h e r  than  the  matched s u b j e c t i v e  age groups (see  Table 

1 9 a ) . Fur therm ore ,  t h e r e  were no s i g n i f i c a n t  i n t e r a c t i o n s  

between S u b je c t iv e  Age I d e n t i t y ,  Endorser S u b je c t iv e  Age, 

and Type Of Risk.  Consequent ly ,  Hypothesis  I i s  

d iscon f i rm ed  in  t h a t  S u b je c t iv e  Age I d e n t i t y  had no o v e r a l l  

e f f e c t  on purchase  i n t e n t .

(*)As mentioned p r e v io u s l y ,  each o f  the  th r e e  Type Of Risk 
c a t e g o r i e s  ( i . e . ,  s o c i a l / p s y c h o l o g i c a l  r i s k ,  f u n c t i o n a l /  
p h y s ic a l  r i s k ,  and no r i s k )  c o n s i s t e d  o f  two new p roduc ts  
which were r e p r e s e n t a t i v e  of  t h a t  r i s k  ty p e .  This was 
done so t h a t  any e f f e c t  which i s  seen cannot be a t t r i b u ­
t a b l e  t o  a p a r t i c u l a r  p roduct  but  r a t h e r  to  th e  type o f  
r i s k  a s s o c i a t e d  with  a p roduc t  c a te g o ry .  A measure which 
was inc luded  in  the  r e s e a rc h  (see  Method s e c t io n )  
v a l i d a t e d  t h a t  each p roduct  r i s k  type  was pe rce ived  as  
ex p e c te d .  Consequent ly ,  th roughou t  th e  a n a l y s i s ,  th e  new 
p ro d u c ts  w i l l  be analyzed w i th in  t h e i r  r e s p e c t i v e  Type Of 
Risk c a t e g o r i e s ,  t h a t  i s ,  the  i n d iv i d u a l  p roduc ts  w i l l  not  
be ana lyzed  s e p a r a t e l y .

-  60 -



T ab le  7

REPEATED MEASURES ANALYSIS 
OF VARIANCE ON POLL DESIGN; SUBJECTIVE 

AGE IDENTITY x ENDORSER StlBJECTIVE AGE X TYPE OF RISK

SOURCE SS df MS F P

Between Subjects
Subjective Age Identity 22.80 2 12.90 6.43 .002
Endorser Subjective Age 4.04 2 2.02 1.01 .366
SAI x ESA 10.96 4 2.74 1.37 .245
Subjects Within Groups 1126.23 561 2.01

Within Subjects
Type Of Risk 112.49 2 56.25 82.99 .000
SAI x TOR 5.36 4 1.34 1.98 .090
ESA x TOR 7.40 4 1.85 2.73 .030
SAI X ESA x TOR 7.29 8 0.91 1.35 .220
TOR x Subjects Within Groups 760.45 1122 .68

Mote; This table pools the individual univariate F-tests to obtain an 
averaged F-test, meaning that the hypothesis and error Suras of 
Squares and the associated degrees of freedom are summed. This 
is the same F-statistic obtained by specifying a repeated meas­
ures design as a "mixed model" univariate analysis of variance 
(Winer 1971, and Norusis 1985 as cited in SPSS-x Advanced 
Statistics Guide 1985, page 266).
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W h i l e  i n v e s t i g a t i n g  why t h e  h y p o t h e s i s  was n o t

su p p o r ted ,  i t  was d i sco v e red  t h a t  a s u b s t a n t i a l  number of

s u b j e c t s  d id  no t  i d e n t i f y  with th e  " a p p ro p r i a t e "  e n d o r s e r ,  

t h a t  i s ,  th e  e n d o rse r  whose s u b j e c t i v e  .age matched t h e i r

own. (The measure o f  i d e n t i f i c a t i o n  with  th e  en d o r se r  was

th e  p r o p o r t i o n  o f  those  r a t i n g  the  en d o r se r  as "someone j u s t  

l i k e  me.") In f a c t ,  th e  p e rce n tag e  o f  responden ts  in  any o f  

th e  S u b je c t iv e  Age I d e n t i t y  x Endorser  S u b je c t iv e  Age groups 

who claimed i d e n t i f i c a t i o n  with an e n d o rse r  — a p p r o p r i a t e  

o r  no t  — d id  no t  exceed 60% (Table 8 ) .

Table 8

NUMBER OF RESPONDENTS IN EACH SUBJECTIVE 
AGE IDENTITY GROUP WHO IDENTIFIED WITH ENDORSER

IDENTIFICATION 
WITH ENDORSER CP

Do Not 
Identify Identify

# t

SUBJECTIVE AGE IDENTITY X 
ENDORSER SUBJECTIVE AGE

Subjective Elderly
"Older Emily" 24 (48%) 26 (52%)
"Younger Emily" 35 (56ft) 27 (44%)

Subjective Middle-Aqed
"Older Emily" 32 (60«) 21 (40%)
■Younger Emily" 38 (60ft) 25 (40ft)

Actual Middle-Aged
"Older Emily" 28 (46ft) 33 (54ft)
"Younger Emily" 31 (48%) 33 (52ft)

Note: Numbers in parentheses represent the proportion of
subjects in each Subjective Age Identity x Endorser 
Subjective Age group who did or did not identify with 
the endorser they saw. Percentages read across.

^Identification with an endorser was defined as those who 
said the attribute "someone just like me" described the 
endorser extremely well, very well, or somewhat well.
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There i s  no q u e s t io n  t h a t  t h i s  unexpected ly  low p ropor­

t i o n  of i d e n t i f i c a t i o n  w ith  th e  en d o rse r  would a l t e r  th e  

r e s e a r c h  r e s u l t s .  Indeed ,  a major assumption of the  e x p e r i ­

mental  d e s ig n  was t h a t  t h e  e n d o rse rs  would r e p r e s e n t  a 

r e f e r e n c e  group appea l  — an appeal  which depends on i d e n t i ­

f i c a t i o n  between th e  s u b j e c t  and th e  communicator.  Conse­

q u e n t ly ,  i t  seemed e s s e n t i a l  t o  a s c e r t a i n  i f  i d e n t i f i c a t i o n  

with th e  en d o rse r  i s  a key moderating v a r i a b l e  in  th e  

c u r r e n t  r e s e a rc h  t h a t  in f lu e n c e s  th e  r e l a t i o n s h i p  between 

S u b je c t iv e  Age I d e n t i t y  x Endorser S u b jec t iv e  Age and 

p u rchase  i n t e r e s t  in  th e  new p ro d u c t s .  I f  i d e n t i f i c a t i o n  

w ith  th e  endo rse r  i s  e s t a b l i s h e d  as a moderator v a r i a b l e ,  

t h e n  i t  would be p roper  to  t e s t  th e  r e s e a r c h  hypo theses  by 

su b d iv id in g  th e  S u b je c t iv e  Age I d e n t i t y  x Endorser Subjec­

t i v e  Age t r e a tm e n t  groups by th e  i d e n t i f i c a t i o n  v a r i a b l e .

E f f e c t s  Of I d e n t i f i c a t i o n  With The Endorser

E s t a b l i s h i n g  I d e n t i f i c a t i o n  With The Endorser  
As A Moderator V a r iab le

A modera tor  v a r i a b l e  has been de f in ed  in  th e  l i t e r a t u r e  

as  "one which s y s t e m a t i c a l l y  m od if ie s  e i t h e r  th e  form an d /o r  

s t r e n g t h  of th e  r e l a t i o n s h i p  between a p r e d i c t o r  and a 

c r i t e r i o n  v a r i a b l e "  (Sharma, Durand, and Gur-Arie ,  1981;
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Arnold ,  1982; Saunders ,  1956). According to  Sharma, Durand, 

and Gur-Arie (1981), a v a r i a b l e  can be co n s id e red  to  be a 

modera tor  v a r i a b l e  i f  i t  meets two c o n d i t i o n s :  (1) th e

hypo thes ized  moderator v a r i a b l e  must show a s i g n i f i c a n t  

i n t e r a c t i o n  with  the  p r e d i c t o r  v a r i a b l e ;  and (2) th e  

hypo thes ized  moderator v a r i a b l e  may be r e l a t e d  t o  th e  

c r i t e r i o n  v a r i a b l e  i f  t h i s  can be j u s t i f i e d  on t h e o r e t i c a l  

g rounds .

To t e s t  th e  f i r s t  c o n d i t io n ,  a four-way rep ea ted  meas­

ures  MANOVA was conducted (S u b je c t iv e  Age I d e n t i t y  x 

Endorser  S u b je c t iv e  Age x I d e n t i f i c a t i o n  With Endorser as 

th e  between measures,  Type Of Risk as th e  r ep ea ted  measure,  

and new p roduct  purchase  i n t e r e s t  as  th e  dependent  meas­

ure)  . These were the  u sua l  t h r e e  l e v e l s  of  S u b je c t iv e  Age 

I d e n t i t y  and Type Of R isk ,  but  two l e v e l s  of Endorser Sub­

j e c t i v e  Age ( i . e . ,  th o s e  who were exposed t o  "Older Emily" 

v e r s u s  "Younger Emily") and two l e v e l s  of I d e n t i f i c a t i o n  

With Endorser ( those  who claimed t o  i d e n t i f y  with  th e  

e n d o rse r  v e rsu s  those  who d id  n o t ) . The hypo thes ized  moder­

a t o r  v a r i a b l e  was I d e n t i f i c a t i o n  With Endorser and t h e r e  

were two p r e d i c t o r  v a r i a b l e s :  S u b je c t iv e  Age I d e n t i t y  and

S u b je c t iv e  Age I d e n t i t y  x Endorser S u b jec t iv e  Age. The
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a n a l y s i s  found s i g n i f i c a n t  i n t e r a c t i o n s  between I d e n t i f i c a ­

t i o n  With Endorser  and S u b je c t iv e  Age I d e n t i t y  (F = 3 .3 3 ,  

p < .04)  and between I d e n t i f i c a t i o n  With Endorser  and 

S u b je c t iv e  Age I d e n t i t y  x Endorser  S u b je c t iv e  Age (F = 3 .7 4 ,  

p < . 0 3 ) ,  t h e r e b y  s a t i s f y i n g  th e  f i r s t  c o n d i t io n  (Table 9 ) .

Table 9

FOUR-WAY REPEATED MEASURES ANALYSIS OP VARIANCE: 
SUBJECTIVE AGE IDENTITY X ENDORSER SUBJECTIVE AGE x 

TYPE OF RISK X IDENTIFICATION WITH ENDORSER

SOURCE SS df MS F P

Between Subjects
Subjective Age Identity 25.70 2 12.85 6.61 .002
Endorser Subjective Age 1.23 1 1.23 0.63 .427
Identification With Endorser 61.27 1 61.27 31.49 .000
SAI x ESA 5.67 2 2.84 1.46 .234
SAI X IWE 12.97 2 6.48 3.33 .037
ESA X IWE .66 1 .66 .34 .562
SAI X ESA X IWE 14.54 2 7.27 3.74 .025

Subjects Within Groups 661.50 340 1.95

Within Subjects
Type Of Risk 57.47 2 28.73 44.87 .000
SAI x TOR 5.99 4 1.50 2.34 .054
ESA x TOR 3.97 2 1.99 3.10 .046
IWE x TOR 1.22 2 .61 .95 .388
SAI x ESA X TOR 5.71 4 1.43 2.23 .064
SAI X IWE X TOR 5.89 4 1.47 2.30 .057
ESA X IWE X TOR .30 2 .15 .24 .791
SAI x ESA X IWE X TOR .98 4 .25 .38 .822

TOR x Subjects Within Groups 435.47 680 .64

Source; SPSS-X, 1986
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The second c o n d i t io n  was t e s t e d  v ia  a s tepw ise  r e g r e s ­

s io n  on each of th e  e n d o rse r  r a t i n g s  (see  q u e s t io n n a i r e  in  

Appendix C) t o  a s s e s s  th e  m u l t i v a r i a t e  n a tu re  of the  r e l a ­

t i o n s h i p  between th e  en d o r se r  r a t i n g s  (among which i s  "some­

one j u s t  l i k e  me," t h e  h ypo thes ized  moderator v a r i a b l e )  and 

p roduc t  purchase  i n t e r e s t  ( i . e . ,  t h e  c r i t e r i o n  v a r i a b l e ) .

For each en d o rse r  v a r i a b l e ,  th e  computer program s y s t e m a t i ­

c a l l y  sought out  th e  b e s t  combinat ion of  p r e d i c t o r s  then  

ceased  when no a d d i t i o n a l  en d o rse r  r a t i n g  could s i g n i f i ­

c a n t ly  add t o  th e  v a r ia n ce  a l r e a d y  exp la ined  ( i . e . ,  a t  a 

l e v e l  of  .05 or  above) .  As Table 10a i n d i c a t e s ,  th e  b e s t  

p r e d i c t o r  of p roduct  purchase  i n t e r e s t  i s  th e  en d o rse r  

r a t i n g  "someone j u s t  l i k e  me." This v a r i a b l e  accounts  fo r  

a lmost  25% of th e  purchase  i n t e r e s t  v a r ia n c e  ( a d ju s t e d  = 

.2 4 1 ) ,  which i s  a h ig h ly  s i g n i f i c a n t  amount ( t  = 5 .34 ,  

p < .001) .  This r e s u l t  i s  no t  s u r p r i s i n g  i n s o f a r  as t h e  

t h e o r e t i c a l  b a s i s  of  a r e f e r e n c e  group appeal  ( i . e . ,  i d e n t i ­

f i c a t i o n  with  a communicator) being r e l a t e d  to  p e r s u a s iv e ­

ness  i s  w e l l  e s t a b l i s h e d  (Markin, 1974; Freedman, C ar lsm ith  

and S ea r s ,  1974). Consequent ly ,  t h e  second c o n d i t io n  i s  

a l s o  s a t i s f i e d  and t h e r e f o r e ,  I d e n t i f i c a t i o n  With Endorser 

can be cons ide red  a l e g i t i m a t e  moderator  v a r i a b l e .  A t e s t  

o f  th e  r e s e a r c h  hypo theses  using I d e n t i f i c a t i o n  With 

Endorser to  d e l i n e a t e  th e  independent  v a r i a b l e s  fo l low s  

below.
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T able  10a

STEPWISE REGRESSION ANALYSIS;
PURCHASE INTEREST SCORES REGRESSED ON ENDORSER RATINGS

(Among Those Who Saw An Endorser)

Variable
AdjustedR2

Coefficient
(B)

Coefficient 
(beta) t sic

Someone just 
like me .241 .219 .340 5.34 .0001

Knowledqeable .290 .236 .274 4.31 .0001

BASE: 258

Source: SPSS-X, 1986

Table 10b

INTERCORRELATION MATRIX; PURCHASE INTEREST BY ENDORSER RATINGS
(Among Those who Saw An Endorser)

ENDORSER RATINGS
Purchase Just Per- Believ- Knowledge- Trust­
Interest Like Me suasive able able worthy Likeable competent Sincere

Purchase Interest 1.00 .49 .41 .44 .47 .42 • .34 .39 .42

Endorser Ratinqs .
Just Like Me 1.00 .49 .60 .56 .60 .59 .60 .53
Persuasive 1.00 .62 .63 .59 .58 .56 .54
Believable 1.00 .74 .77 .70 .73 .76
Knowledgeable 1.00 .73 .70 .74 .71
Trustworthy 1.00 .79 .76 .78
Likeable • 1.00 .73 .70
Competent 1.00 .79
Sincere 1.00

BASE: 258
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I d e n t i f i c a t i o n  With Endorser  And I t s  E f f e c t  
On Purchase  I n t e r e s t

The four-way rep e a te d  measures MANOVA found a s i g n i f i ­

can t  main e f f e c t  f o r  I d e n t i f i c a t i o n  With Endorser 

(F = 31 .49 ,  p < .001) which in d ic a t e d  t h a t  th o se  who i d e n t i ­

f i e d  with  an en d o rse r  had s i g n i f i c a n t l y  h ig h e r  purchase  

i n t e r e s t  than  those  who d id  not  i d e n t i f y  (Table 11). More­

o v e r ,  as p r e v io u s ly  mentioned, the  MANOVA found a number o f  

s i g n i f i c a n t  i n t e r a c t i o n s  among the  v a r i a b l e s .  The two-way 

i n t e r a c t i o n  o f  S u b je c t iv e  Age I d e n t i t y  x I d e n t i f i c a t i o n  With 

Endorser (F = 3 .3 3 ,  p < .04) r e v e a l e d ,  v ia  a s e r i e s  o f  a 

p r i o r i  c o n t r a s t s ,  t h a t  both the  " s u b j e c t i v e  middle-aged"

( t  = 4 .48 ,  p < .001) and " a c tu a l  middle-aged" ( t  = 4 .24 ,  

p < .001) had s i g n i f i c a n t l y  h ig h e r  purchase  i n t e r e s t  when 

they i d e n t i f i e d  with  an en d o rse r  compared with  when they  d id  

n o t ,  while  the  " s u b j e c t i v e  e l d e r l y "  showed no such d i f f e r ­

ences .  This p a r a l l e l  behav io r  between the  " s u b j e c t i v e  

middle-aged" and " a c tu a l  m idd le -aged ,"  as i l l u s t r a t e d  in  

F igure  1, su g g e s ts  t h a t  a r e l a t i o n s h i p  which would be 

p r e d ic t e d  by Hypothes is  I ( t h a t  the  responses  o f  the  

" s u b j e c t i v e  middle-aged" w i l l  be more s i m i l a r  to  th e  " a c tu a l  

middle-aged" than  to  the  " s u b j e c t i v e  e l d e r l y " )  i s  found 

under c o n d i t io n s  when I d e n t i f i c a t i o n  With Endorser i s  taken  

i n t o  accoun t .
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Table 11
MEAN PURCHASE INTEREST RATINGS FOR INTERACTION 

OF SUBJECTIVE AGE IDENTITY BY IDENTIFICATION WITH ENDORSER

SUBJECTIVE AGE IDENTITY
Subjective Subjective Actual 
Elderly Middle-Aged Middle-Aged

Identification 
With Endorser

Identify 3.17 3.30 3.06 3.18*

Do Hot Identify 3.01 2.62 2.45 2.68

3.09* 3.03* 2.74

Note: Individual cell size ranges from 46 to 70 subjects.
* Row and column totals (main effects) are significantly 

different from other groups (p < .05)

F igu re  1
M ean P u r c h a s e  I n t e r e s t  R a t in g s  o f  
E a c h  S u b j e c t i v e  A g e  Identity  G roup  

By Id e n t i f ic a t io n  With E n d o r s e r

S ubjective Elderly

.......
, Subjective Middle Aged

—‘----

Aotual M lddle'Aged

Identify Oo Not Identify
Identification With E ndorser
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The s i g n i f i c a n t  th ree -w ay  i n t e r a c t i o n  of S u b jec t iv e  Age 

I d e n t i t y  x Endorser  S u b jec t iv e  Age x I d e n t i f i c a t i o n  With 

Endorser  (P = 3 .7 4 ,  p < .03)  showed some d i f f e r e n c e s  in 

purchase  i n t e r e s t  between th e  " s u b j e c t iv e  middle-aged"  and 

th e  " s u b j e c t i v e  e l d e r l y "  by whether o r •no t  th e y  i d e n t i f i e d  

w ith  th e  " a p p ro p r i a t e "  e n d o rse r  ( i . e . ,  an en d o rse r  whose 

s u b j e c t i v e  age matched w ith  th e  r e s p o n d e n t ' s  s u b j e c t i v e  

a g e ) . A p r i o r i  c o n t r a s t s  on th e  mean pu rchase  i n t e r e s t  

s c o r e s  p r e s e n te d  in Table  12 r ev ea led  t h a t  th o se  " s u b j e c t iv e  

m idd le-aged"  who i d e n t i f i e d  with  "Younger Emily" had s i g n i ­

f i c a n t l y  h ig h e r  purchase  i n t e r e s t  than  th o se  who d id  no t  

( t  = 4 .03 ,  p < .0 0 1 ) .  However, t h e r e  was no s i g n i f i c a n t  

d i f f e r e n c e  in  purchase  i n t e r e s t  by i d e n t i f i c a t i o n  versus  

la ck  of i d e n t i f i c a t i o n  with  "Older Emily" among th e  " su b je c ­

t i v e  e l d e r l y . "

Table 12

MEAN PURCHASE INTEREST RATINGS FOR 
INTERACTION OF SUBJECTIVE AGE IDENTITY BY 

ENDORSER SUBJECTIVE AGE BY IDENTIFICATION WITH ENDORSER

SOBJECTIVE AGE IDENTITY X 
ENDORSER SUBJECTIVE AGE

SUBJECTIVE SUBJECTIVE ACTUAL
ELDERLY MIDDLE-AGED MIDDLE-AGED

Older
Emily

Younger
Emily

Older
Emily

Younger
Emily

Older Younger 
Emily Emily

Identification 
With Endorser

Identify 3.17 3.17 3.23 3.36 3.13 2.99

Do Not Identify 3.09 2.93 2.73 2.53 2.15 2.74

Note: Individual cell sizes range from 24 to 38 subjects.
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T able  12 a l s o  shows a s i g n i f i c a n t l y  h ig h e r  mean 

purchase  i n t e r e s t  sco re  among th o se  " a c tu a l  m iddle-aged"  who 

i d e n t i f i e d  with  "Older Emily" ( i . e . ,  an " in a p p r o p r i a t e  

en d o rse r )  v e rsus  th o s e  who d id  n o t  ( t  = 4 .73 ,  p < .001 ) .  A 

c l o s e r  lo o k ,  however, r e v e a l s  t h a t  t h i s  r e s u l t  i s  p r i m a r i l y  

due t o  an u n u su a l ly  low mean purchase  i n t e r e s t  sco re  among 

th o s e  " a c tu a l  m iddle-aged"  who d id  no t  i d e n t i f y  with  "Older 

Emily." In f a c t ,  t h i s  s c o re  i s  lower by f a r  th an  any o th e r  

mean purchase  i n t e r e s t  s c o re  among th o se  who d id  no t  iden­

t i f y  with  an e n d o rse r  ( t  = - 4 .1 4 ,  p < .001 ) .  C l e a r ly ,  

th o s e  " a c tu a l  m iddle-aged"  who d id  no t  i d e n t i f y  w ith  "Older 

Emily" d id  so because of a very  n eg a t iv e  r e a c t i o n  t o  h e r .

In  c o n t r a s t ,  f o r  a l l  o th e r  S u b je c t iv e  Age I d e n t i t y  x 

Endorser  S u b je c t iv e  Age g roups ,  th e  reason  f o r  any s i g n i f i ­

c a n t  d i f f e r e n c e s  between i d e n t i f i c a t i o n  and la c k  of  i d e n t i ­

f i c a t i o n  with an en d o rse r  seemed p r i m a r i l y  due t o  a p o s i t i v e  

r e a c t i o n  to  the  en d o rse r  w ith  whom one i d e n t i f i e d  r a t h e r  

th an  a n eg a t iv e  r e a c t i o n  t o  th e  en d o rse r  w ith  whom one d id  

n o t  i d e n t i f y .

Table 13 p ro v id es  some co n f i rm a t io n  r eg a rd in g  th e  

v a l i d i t y  of conducting a n a ly se s  by i d e n t i f i c a t i o n  ve rsus  

la ck  of i d e n t i f i c a t i o n  w ith  an " a p p ro p r i a t e "  e n d o r s e r .  As 

i s  e v i d e n t ,  th e  s ta n d a rd  d e v i a t i o n s  from th e  mean purchase
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i n t e r e s t  r a t i n g s  fo r  each S u b je c t iv e  Age I d e n t i t y  group a re  

lower among th o s e  who i d e n t i f i e d  w ith  an " a p p r o p r i a t e ” 

en d o r s e r  ("Older  Emily" f o r  th e  " s u b j e c t i v e  e l d e r l y "  and 

"Younger Emily" fo r  th e  " s u b j e c t iv e  middle-aged"  and " a c tu a l  

m idd le-aged")  th an  among e i t h e r  th o se  who d id  not  i d e n t i f y  

w i th  an " a p p ro p r ia t e "  en d o rse r  or  th o s e  who i d e n t i f i e d  w ith  

an " in a p p ro p r i a t e "  e n d o r s e r .  These f i n d in g s  i n d i c a t e  t h a t  

i d e n t i f i c a t i o n  w ith  an " a p p ro p r ia t e "  e n d o rse r  as hypoth­

e s i z e d  seems to  form th e  most cohes ive  g roups ,  and t h a t  

e i t h e r  lack  of i d e n t i f i c a t i o n  w i th  an " a p p ro p r i a t e "  endo rse r  

o r  i d e n t i f i c a t i o n  w ith  an " in a p p ro p r i a t e "  en d o rse r  produces 

t h e  g r e a t e s t  amount of group v a r i a b i l i t y .

Table 13
STANDARD DEVIATIONS FOR PURCHASE INTEREST SCORES 
BY IDENTIFICATION WITH AND LACK OF IDENTIFICATION 

WITH" APPROPRIATE" VERSOS "INAPPROPRIATE" ENDORSER

SUBJECTIVE AGE IDENTITY______
Subjective Subjective Actual 
Elderly Middle-Aged Middle-Aged

Identified With: 
"Older Emily" 
"Younger Emily"

.6757

.8372
.8475
.8264

.9519

.6396

Did Not Identify With;
"Older Emily" .8960 .7610 .6198
"Younger Emily" .7343 .9288 .8590

Note: Individual cell sizes range from 24 to 38 subjects.
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R e l a t i o n s h i p  Between I d e n t i f i c a t i o n  Versus Lack 
Of I d e n t i f i c a t i o n  With An Endorser  And 

Non-Exposure To An Endorser

As th e  th ree -w ay  rep ea ted  measures MANOVA on th e  f u l l  

3 x 3 x 3  (S u b je c t iv e  Age I d e n t i t y  x Endorser  S u b je c t iv e  Age 

x Type Of Risk) f a c t o r i a l  d es ign  rev ea led  (see  Table 7 

a b o v e ) , t h e r e  was no s i g n i f i c a n t  main e f f e c t  fo r  Endorser  

S u b je c t iv e  Age. This su g g es ts  t h a t  purchase  i n t e r e s t  was 

n o t  h ig h e r  among th o se  who saw an en d o rse r  ve rsus  th o se  who 

d id  n o t .  However, as  we have s in c e  d i s c o v e re d ,  la ck  of  

i d e n t i f i c a t i o n  with  an endorse r  ten d s  to  d ep res s  purchase  

i n t e r e s t  r a t i n g s  and th e re b y  confounds t h i s  main e f f e c t .  

Consequen t ly ,  t o  a s c e r t a i n  whether see ing  an endorse r  has a 

p o s i t i v e  e f f e c t  on purchase  i n t e r e s t  in  t h e  p r e s e n t  i n v e s t i ­

g a t i o n ,  i t  i s  n ecessa ry  to  compare t h r e e  s e t s  of mean 

purchase  i n t e r e s t  s c o re s  w i th in  each S u b je c t iv e  Age I d e n t i t y  

g roup:  among th o se  who saw an endorse r  and i d e n t i f i e d  with

h e r ;  among th o se  who saw an endorse r  bu t  d id  not  i d e n t i f y  

w i th  h e r ;  and among those  who d id  no t  see an e n d o r s e r .

The r e s u l t s  of t h i s  a n a l y s i s  showed s i g n i f i c a n t l y  

h ig h e r  mean purchase  i n t e r e s t  s c o re s  among those  who iden­

t i f y  with  an en d o rse r  v e rsu s  th o se  who were no t  exposed t o  

an en d o rse r  f o r  each S u b je c t iv e  Age I d e n t i t y  group ( f o r  th e  

" s u b j e c t iv e  e l d e r l y , "  t  = 2 .34 ,  p = .02 ;  f o r  th e  " s u b j e c t iv e
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m id d le -ag ed ,"  t =  2 .2 4 ,  p <  .03;  and fo r  the  " a c tu a l  middle-  

aged ,"  t  = 1.98, p < .0 5 ) .  This dem ons tra te s  t h a t  w ith  

en d o rse r  i d e n t i f i c a t i o n ,  a main e f f e c t  f o r  endorse r  e x i s t s  

such t h a t  exposure t o  an en d o rse r  g e n e ra te s  h ig h e r  purchase  

i n t e r e s t  than  does no exposure .  An a d d i t i o n a l  f in d in g  i s  

t h a t  f o r  both  th e  " s u b j e c t i v e  middle-aged"  ( t  = - 2 .5 0 ,  

p < .02) and th e  " a c tu a l  middle-aged" ( t  = - 2 .2 5 ,  p < . 0 3 ) ,  

mean purchase  i n t e r e s t  s c o re s  were s i g n i f i c a n t l y  lower among 

th o s e  who d id  no t  i d e n t i f y  with  an endorse r  than  among those  

who saw no en d o rse r  a t  a l l .  This e f f e c t  d id  not  occur f o r  

t h e  " s u b j e c t iv e  e l d e r l y "  (Table 1 4 a ) . These same d a t a  among 

th o se  who d id  or d id  not i d e n t i f y  with  an " a p p ro p r ia t e "  

e n d o r s e r  show s i m i l a r  t r e n d s  (Table 14b).
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Table 14a

MEAN PURCHASE INTEREST SCORES FOR IDENTIFICATION ' 
WITH ENDORSER VERSUS NO EXPOSURE TO ENDORSER

SUBJECTIVE AGE IDENTITY
Subjective Subjective Actual 
Elderly Middle-Aged Middle-Aged

Condition
Identified
With Endorser 3.17 3.30 3.06

Did Not Identify 
With Endorser 3.01 2 . 6 2 2.45

Were Not Exposed 
To Endorser 2.83 3.00 2.77

Note; Individual cell sizes range from 46 to 82 subjects.

Table 14b

MEAN PURCHASE INTEREST SCORES FOR IDENTIFICATION 
WITH "APPROPRIATE" ENDORSER VERSUS NO EXPOSURE TO ENDORSER

SUBJECTIVE AGE IDENTITY
Subjective Subjective Actual 
Elderly Middle-Aged Middle-Aged

Condition
Identified With

"Appropriate" Endorser 3.17 3.36 2.99

Did Not Identify With
"Appropriate" Endorser 3.09 2.53 2.74

Were Not Exposed 
To Endorser 2.83 3.00 2.77

Note: Individual cell sizes range from 24 to 82 subjects.
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A t t r i b u t e s  Which C o r r e l a t e  With I d e n t i f i c a t i o n

In c o n s id e r a t i o n  of  th e  appa ren t  importance of  f o s t e r ­

ing i d e n t i f i c a t i o n  w ith  th e  endo rse r  — p a r t i c u l a r l y  f o r  the  

" s u b j e c t iv e  middle-aged" and " a c tu a l  middle-aged"  — s e v e r a l  

a n a ly s e s  were conducted to  a s c e r t a i n  which v a r i a b l e s  a re  

r e l a t e d  t o  i d e n t i f i c a t i o n .  F i r s t ,  r e g r e s s io n  an a ly se s  were 

conducted t o  see  which en d o rse r  r a t i n g s  and which c a t a l o g -  

buyer image r a t i n g s  were b e s t  a t  p r e d i c t i n g  i d e n t i f i c a t i o n  

w i th  "Younger Emily" among th e  " s u b j e c t iv e  middle-aged" and 

" a c tu a l  m id d le -ag ed ."  R e su l ts  of th e s e  an a ly se s  a r e  found 

i n  Table  15. In terms of endorse r  r a t i n g s ,  " b e l i e v a b i l i t y "  

i s  most s t r o n g ly  r e l a t e d  t o  i d e n t i f i c a t i o n .  This v a r i a b l e  

a c co u n ts  f o r  a h ig h ly  s i g n i f i c a n t  ( t  = 6 .13 ,  p < .001) 45% 

of t h e  v a r ia n c e  in  i d e n t i f i c a t i o n  ( a d ju s te d  R^ = .455 ) .  

According t o  th e  r e g r e s s io n  e q u a t io n ,  th e  g r e a t e s t  increment 

t o  " b e l i e v a b i l i t y "  i s  provided by " p e r s u a s iv e n e s s . "  These 

two v a r i a b l e s  combined account fo r  almost h a l f  th e  i d e n t i f i ­

c a t i o n  v a r ia n ce  ( a d ju s te d  R2 = .473 ) .

Looking a t  c a ta lo g -b u y e r  image r a t i n g s ,  " i n t e l l i g e n c e "  

accoun ts  f o r  more th a n  a q u a r t e r  of th e  v a r ia n c e  in  i d e n t i ­

f i c a t i o n  ( a d ju s t e d  R2 = .273,  t  = 2 .57 ,  p < .02) and " l i v e ­

l i n e s s "  b r in g s  th e  t o t a l  v a r ia n ce  accounted f o r  t o  j u s t  

under a t h i r d  ( a d ju s te d  R2 = .314,  t  = 2 .5 7 ,  p < .0 2 ) .
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These d a t a  imply t h a t  i n c r e a s in g  i d e n t i f i c a t i o n  with  

"Younger Emily" among t h e  " s u b j e c t i v e  m iddle-aged" and 

" a c t u a l  m iddle-aged"  i s  r e l a t e d  t o  i n c r e a s in g  th e  p e rc e p t io n  

t h a t  t h e  c a t a lo g  i s  s u i t e d  t o  i n t e l l i g e n t  and l i v e l y  women.

Table 15

REGRESSION ANALYSES: VARIABLES
WHICH PREDICT IDENTIFICATION WITH "YOUNGER EMILY"

(Among The "Subjective Middle-Aged" And The "Actual Middle-Aged")

Adjusted
R2

Coefficient
(B)

Coefficient
(beta) t sig

Regression I:
Identification By 
Endorser Ratings
Believable .455 .703 .554 6.13 .000
Persuasive .473 .277 .208 2.30 .024

Regression II: Identi­
fication By Catalog 
Buyer Image Ratings
Intelligent .273 .359 .311 2.57 .012
Lively .314 .333 .310 2.57 .012

BASE: 127

With regard  t o  whether  t h e r e  a r e  any demographics which 

were r e l a t e d  t o  i d e n t i f i c a t i o n  w ith  "Younger Emily" among 

t h e  " s u b j e c t i v e  m iddle-aged"  or " a c tu a l  m idd le -aged ,"  a 

s e r i e s  of  c h i - s q u a re  an a ly s e s  r ev ea led  no s i g n i f i c a n t  

r e l a t i o n s h i p s .
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I d e n t i f i c a t i o n  With An "A ppropr ia te"  Endorser  And I t s  
E f f e c t  On Measures O ther  Than Purchase  I n t e r e s t

We have seen t h a t  when the  i d e n t i f i c a t i o n  moderator 

v a r i a b l e  i s  inc luded  in  the  a n a l y s i s ,  a Hypothesis  I 

r e l a t i o n s h i p  ( t h a t  the  responses  of  th e  " s u b j e c t iv e  

middle-aged" w i l l  be more s i m i l a r  to  the  " a c tu a l  

middle-aged" than to  the  " s u b j e c t i v e  e l d e r l y " )  i s  supported  

when looking a t  mean purchase  i n t e r e s t  r a t i n g s  (see  Table 11 

above) .  With regard  to  o th e r  measures in  th e  r e s e a r c h ,

Table 16 p r e s e n t s  mean endorse r  r a t i n g s ,  mean ca ta lo .g-buyer  

image r a t i n g s ,  and mean o v e r a l l  r a t i n g  of  m a i l - o rd e r  

c a t a lo g s  by S u b je c t iv e  Age I d e n t i t y  and I d e n t i f i c a t i o n  With 

Endorser  — s p e c i f i c a l l y  by whether o r  not  the  respondent  

i d e n t i f i e d  with  the  " a p p ro p r ia t e "  e n d o r s e r .  The f in d in g s  

i n d i c a t e  t h a t  the  Hypothesis  I r e l a t i o n s h i p  f in d s  suppor t  in 

v i r t u a l l y  a l l  th e se  measures in  t h a t  th e  " s u b j e c t iv e  

middle-aged" and " a c tu a l  middle-aged" almost  always showed 

s i g n i f i c a n t  d i f f e r e n c e s  by whether o r  no t  they  i d e n t i f i e d  

with the  " a p p ro p r ia t e "  endo rse r  while  the  " s u b j e c t iv e  

e l d e r l y "  almost never showed such d i f f e r e n c e s .©

(*)I d e n t i f i c a t i o n  with an endo rse r  may be an i r r e l e v a n t  
c o n s t r u c t  f o r  the  " s u b j e c t iv e  e l d e r l y . "  As Table 16 
shows, those  who i d e n t i f i e d  with  "o ld e r  Emily" d id  not 
d i f f e r  on most measures from th o se  who d id  no t  i d e n t i f y  
with h e r .  Moreover, a s e p a r a te  a n a l y s i s  showed t h a t  the  
same was t r u e  f o r  those  " s u b j e c t i v e  e l 'de r ly"  who 
i d e n t i f i e d  with "Younger Emily" v e r su s  th o se  who did  n o t .
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T ab le  16

MEAN RATINGS OF VARIABLES OTHER THAN PURCHASE INTEREST BY IDENTIFICATION (D
(When Subjective Age Identity And Endorser Subjective Age Match)

SUBJECTIVE AGE IDENTITY X ENDORSER SUBJECTIVE AGE
"SUBJECTIVE 

ELDERLY" 
EXPOSED TO 

"OLDER EMILY"

"SUBJECTIVE 
MIDDLE-AGED" 
EXPOSED TO 

"YOUNGER EMILY"

"ACTUAL 
MIDDLE-AGED" 
EXPOSED TO 

"YOUNGER EMILY"

Identify
Do Not 
Identify Identify

Do Not 
Identify Identify

DO Not 
Identify

Endorser Ratinqs
Persuasive 4.05 4.10 4.14 3.44 3.65 2.89
Believable 4.00 3.82 4.40 3.13 3.87 3.00
Knowledgeable 4.13 4.00 4.39 3.53 3.80 3.07
Trustworthy 1 4.17 3.50 I 4.32 3.44 3.83 2.85
Likeable 4.13 3.86 4.27 3.60 4.03 3.00
Competent 3.96 3.77 4.36 3.57 3.90 3.07
Sincere 4.35 3.94 4.46 3.69 4.03 3.24
Overall . 3.88 3.56 4.08 3.17 3.48 2.52

Cataloq-Buyer Imaqe Ratings
Intelligent 3.96 4.00 3.97 3.47 3.70 2.77
Fashionable 3.41 3.07 3.78 2.73 3.30 2.50
Contemporary 3.59 3.29 3.94 3.14 3.47 2.69
Healthy 3.83 3.89 3.94 3.06 3.69 2.70
Confident 3.96 3.60 4.19 3.19 3.53 2.84
Attractive 3.78 3.31 3.94 3.07 3.43 2.61
Lively 3.68 3.38 3.97 3.29 3.39 2.61
Old-Fashioned 3.17 2.47 2.47 2.57 2.83 2.84

OVERALL RATING OF 
MAIL-ORDER CATALOGS 3.88 3.93 4.11 3.71 3.73 3.77

BASE 24 26 38 25 31 33

t m -  Indicates a signiCicant difference at least at the .05 level.
©  Scale goes from 1 » Does not describe at all, to 5 ■ Describes extremely well
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Summary: Conditions Under Which The
Effects Of Subjective Age Identity Are Apparent

The p receding  an a ly se s  have shown t h a t  Hypothesis  I, 
i . e . ,  groups matched on S u b je c t iv e  Age w i l l  be more s i m i l a r  

to  each o th e r  than w i l l  groups matched on ch ro n o lo g ic a l  age ,  

i s  no t  supported  when looking a t  the  main e f f e c t  o f  the  

S u b je c t iv e  Age I d e n t i t y  grouping o r  a t  the  i n t e r a c t i o n  of 

S u b je c t iv e  Age I d e n t i t y ,  Endorser S u b je c t iv e  Age and Type Of 

Risk with  regard  to  product  purchase  i n t e r e s t  (see Table 7 

above) .  But,  when I d e n t i f i c a t i o n  With Endorser i s  taken 

i n t o  account and responden ts  a re  c a te g o r iz e d  according  to  

whether o r  no t  they  i d e n t i f y  with  an " a p p ro p r ia t e "  endorse r  

( i . e . ,  one whose s u b je c t i v e  age matches the  r e s p o n d e n t ' s  

s u b j e c t i v e  a g e ) , then suppo r t  i s  found f o r  s e v e ra l  

r e l a t i o n s h i p s  which would be p r e d i c t e d  by Hypothesis  I .

Thus, we f in d  t h a t  when i d e n t i f i c a t i o n  with an " a p p ro p r ia te "  

endo rse r  o c c u rs ,  the  " s u b j e c t i v e  middle-aged" and " a c tu a l  

middle-aged" groups a re  s i m i l a r  to  each o th e r  on measures of  

product  purchase  i n t e r e s t  (see  Table 11),  r e a c t i o n s  to  the  

en d o rse rs  ( see  Tables 14a, 14b, and 16) ,  c a ta lo g -b u y e r  image 

r a t i n g s  (see  Table 16), and o v e r a l l  r a t i n g  o f  mail o rd e r  

c a ta lo g s  (see  Table 16). Converse ly ,  th e  " s u b j e c t i v e  

e l d e r ly "  group d i s p l a y s  a response  p a t t e r n  t h a t  d i f f e r s  from 

t h a t  o f  e i t h e r  o f  the  o th e r  two groups on a l l  o f  these  

measures.
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Having found that Subjective Age Identity is indeed 
relevant when Identification With Endorser is considered, 
further analyses were conducted which compare the two chron­
ologically elderly groups who differ on subjective age —  
the "subjective elderly" and the "subjective middle-aged" —  
in terms of persuasiveness of the endorsers (Hypotheses II), 
cautiousness in buying risky products (Hypothesis III), and 
reactions to different product risk categories (Hypothesis 
IVa and Hypothesis IVb). It should be noted, however, that 
Hypothesis I is implicitly supported in these further 
analyses whenever differences among the "subjective elderly" 
and the "subjective middle-aged" groups are simultaneously 
complemented with similarities among the "subjective 
middle-aged" and the "actual middle-aged" groups, that is, 
when the two matched subjective age groups are more similar 
to each other than are the two matched chronological age 
groups.

Perceptions Of The Endorser
Respondents in both the "Older Emily" and "Younger 

Emily" endorser treatment conditions were asked to rate the 
catalog endorser on a series of personal attributes and to 
try to guess the chronological age of the endorser.
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R a t in g s  Of Endorser  On P e rso n a l  A t t r i b u t e s

Hypothesis  I I ,  t h a t  "Older Emily" would be most p e r su a ­

s i v e  t o  th e  " s u b j e c t iv e  e l d e r l y "  while  "Younger Emily" would 

be most p e r s u a s iv e  to  th e  " s u b j e c t iv e  m id d le -ag ed ,"  was 

t e s t e d  using th r e e  d i f f e r e n t  measures of p e r su a s io n :  

r a t i n g s  of en d o rse r  p e r s u a s iv e n e s s ;  purchase  i n t e r e s t  in  th e  

c a t a l o g  p ro d u c ts ;  and agreement to  purchase  th e  p ro d u c ts .

The l a t t e r  two measures,  which w i l l  be d i s c u s se d  l a t e r  in  

t h i s  s e c t i o n ,  a r e  somewhat c l o s e r  to  a c t u a l  behavior  on the  

a t t i t u d e - b e h a v i o r  continuum than  i s  th e  f i r s t  measure.  

N o n e th e le s s ,  en d o rse r  p e r s u a s iv e n e s s  r a t i n g s  do g ive  an 

in d i c a t i o n  of th e  degree  of r a p p o r t  e s t a b l i s h e d  between a 

g iven  S u b je c t iv e  Age I d e n t i t y  group and th e  e n d o r s e r s .

D if fe ren ces  in  r a t i n g s  of en d o rse r  p e r s u a s iv e n e s s  were 

t e s t e d  using a p r i o r i  c o n t r a s t s  and, as Table 17 shows, 

Hypothesis  I I  i s  suppor ted  f o r  t h i s  measure a t  a near s i g n i ­

f i c a n t  l e v e l .  Among th e  " s u b j e c t iv e  e l d e r l y , "  th e  mean 

p e r s u a s iv e n e s s  r a t i n g  f o r  "Older Emily" was h ig h e r  than  f o r  

"Younger Emily" ( t  = 1.28, p = .10)  w h ile  among the  

" s u b j e c t iv e  m idd le -aged ,"  th e  mean p e r su a s iv e n e s s  r a t i n g  fo r  

"Younger Emily" was h igher  than  fo r  "Older Emily" ( t  =

- 1 .5 5 ,  p < .0 7 ) .  F igu re  2 dem ons tra te s  t h i s  i n t e r a c t i o n .
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Figure 2
M ean  E n d o r s e r  P e r s u a s i v e n e s s  R a t i n g s  

By S u b j e c t i v e  A g e  Identity  
And E n d o r s e r  S u b j e c t i v e  A g e

4.10- ■ Subjective Elderly
.= 4.10-•

0> 3.85* *

© 3.73* *
" O

l5 3.70- •
§ 3.83- •

3.eo-- subjective Middle Aged
3.B3- ■
3J0;'- " ■ ■■ ■

Older Emily Y ounger Emily
E ndorser Subjective Age

The remaining en d o r se r  r a t i n g s  in  Table  17 show very 

few s i g n i f i c a n t  d i f f e r e n c e s  between th e  r a t i n g s  of  "Older 

Emily" v e r s u s  "Younger Emily" among any of  th e  t h r e e  

S u b je c t iv e  Age I d e n t i t y  g roups .  However, t h e r e  i s  a t r e n d  

f o r  "Younger Emily" t o  be ra te d  more p o s i t i v e l y  on most 

a t t r i b u t e s ,  p a r t i c u l a r l y  among th e  " s u b j e c t i v e  m iddle-aged"  

and " a c t u a l  middle-aged" g roups .  A d d i t i o n a l l y ,  "Younger 

Emily" was r a te d  more h ig h ly  among th e  " s u b j e c t i v e  e l d e r l y "  

on th e  a t t r i b u t e  "someone j u s t  l i k e  me" — an unexpected
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f i n d i n g .  F i n a l l y ,  r e g a r d l e s s  of  en d o rse r  c o n d i t i o n ,  mean 

e n d o rse r  r a t i n g s  f o r  th e  " a c tu a l  m iddle-aged"  were 

c o n s id e r a b ly  lower than  fo r  th e  " s u b j e c t i v e  e l d e r l y "  or 

" s u b j e c t i v e  m id d le -ag ed ."

Table 17
MEAN RATINGS OF THE ENDORSER ON A SERIES OP PERSONAL ATTRIBUTES®  

(Among Those Exposed To An Endorser)
SUBJECTIVE AGE IDENTITY X ENDORSER SUBJECTIVE AGE
SUBJECTIVE

ELDERLY

Sincere 
X
(SD)

Persuasive 
X
(SD)

Knowledgeable 
X
(SD)

Likeable 
X
(SD)

Believable 
X
(SD)

Trustworthy 
X
(SD)

Competent 
X
(SD)

Someone Just Like Me 
X
(SD)

Overall 
X
(SD)

4.07 4.20
(0.81) (0.76)

4.03 4.08
(0.83) (0.85)

3.93 4.06
(0.66) (0.76)

3.89 4.02
(0.71) (0.91)

2.80 3.40
(1.28) (1.15)

SUBJECTIVE
MIDDLE-AGED

Older Younger Older Younger
Emily Emily Emily Emily

4.18 4.13 4.11 4.23
(0.87) (0.86) (0.91) (0.93)

4.07 3.84 3.64 3.92
(0.75) (0.97) (1.03) (0.80)

4.00 4.14
(0.94) (0.83)

4.07 4.08
(0.96) (0.79)

3.77 4.04
(1.01) (0.99)

3.92 3.96 3.91 4.06
(0.86) (0.87) (1.01) (0.94)

3.85 4.14
(0.94) (0.81)

3.07 3.23
(1.36) (1.34)

3.71 3.75 3.65 3.73
(0.79) (1.01) (1.03) (1.03)

ACTUAL
MIDDLE-AGED

Older Younger 
Emily Emily

3.38 3.65
(1.25) (0.94)

3.18 3.29
(1.16) (0.97)

3.38 3.44
(1.12) (0.95)

3.44 3.53
(0.99) (0.94)

3.23 3.44
(0.98) (0.90)

3.02 3.37
(1.03) (0.92)

3.13 3.52
(1.10) (0.96)

2.32 2.40
(1.33) (1.04)

2.93 3.00
(1.21) (0.99)

BASE 50 62 53 63 61 64

©  Scale goes £rom 1 = Does not describe at all to 5 = Describes 
extremely well
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P e rce iv e d  Age Of Endorser  

On th e  measure of pe rce ived  age of e n d o r s e r ,  no s i g n i ­

f i c a n t  d i f f e r e n c e s  emerged in  p e r c e p t io n s  of th e  e n d o r s e r ' s  

c h ro n o lo g ic a l  age between th o s e  who saw "Older Emily" v e rsu s  

th o s e  who saw "Younger Emily" ac ro ss  any of  th e  S u b je c t iv e  

Age I d e n t i t y  groups (Table 18). This confirm s th e  p r e t e s t  

f i n d i n g s  t h a t  th e  "two" en d o rse rs  ( a c t u a l l y  t h e  same person 

photographed tw ice )  were pe rce ived  as having e q u i v a l e n t  

c h ro n o lo g ic a l  ages .  Thus, t h i s  v a r i a b l e  was held  c o n s ta n t  

a c ro s s  t r e a tm e n t  g roups .

A look  ac ro s s  S u b je c t iv e  Age I d e n t i t y  groups shows t h a t  

th e  " s u b j e c t iv e  e l d e r l y "  tended to  p e rce iv e  both e n d o r s e r s  

a s  o ld e r  than  did  e i t h e r  th e  " s u b j e c t iv e  middle-aged" or 

" a c tu a l  m id d le -ag ed ."  The d i f f e r e n c e  between th e  " s u b je c ­

t i v e  e l d e r l y "  and th e  o th e r  two groups i s  s i g n i f i c a n t  

( t  = 2 .73 ,  p = .007) .
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T a b l e  18

PERCEIVED AGE OF ENDORSER®  
(Among Those Exposed To An Endorser)

SUBJECTIVE AGE IDENTITY GROUP:
S u b je c t iv e  S u b je c t iv e  Actual  

E ld e r ly  Middle-Aged Middle-Aged
% % %

P e rc e p t io n s  Of
C hrono log ica l  Age Of:

"Older  Emily11
X 65 61 60

(SD) (12.96) (16.34) (16.88)

"Younger Emily"
X 66 64 61

(SD) (11.20) (11.91) (12.43)

BASE 112 116 125

Means rounded to nearest integer

-  86 -



Effect Of Endorser On Product Purchase Interest
As p re v io u s ly  noted (see  Table 7 above) ,  the  repea ted  

measures MANOVA in d ic a t e d  no s i g n i f i c a n t  i n t e r a c t i o n  between 

S u b je c t iv e  Age I d e n t i t y  and Endorser S u b je c t iv e  Age with 

regard  t o  p roduc t  purchase  i n t e r e s t .  Consequently ,  t h a t  

a n a l y s i s  y ie ld ed  no suppor t  f o r  Hypothesis  I I .  Likewise,  

even when we co n s id e r  i d e n t i f i c a t i o n  with  an "a p p ro p r ia t e "  

en d o rse r  ( see  Table 12),  Hypothesis  I I  i s  not  supported  in 

terms o f  purchase  i n t e r e s t .

Subjective Age Identity And Type Of Risk
Hypothesis  I I I ,  t h a t  the  " s u b j e c t iv e  middle-aged" group 

— l i k e  th e  " a c tu a l  middle-aged" group — w i l l  be l e s s  

c a u t io u s  ( i . e . ,  show h ig h e r  purchase  i n t e r e s t  in  r i s k y  prod­

uc ts )  than  the  " s u b j e c t iv e  e l d e r l y "  group, was t e s t e d  v ia  a 

r ep ea ted  measures MANOVA on the  f u l l  f a c t o r i a l  des ign  using 

p roduc t  purchase  i n t e r e s t  as th e  dependent v a r i a b l e  (see  

Table 7 above) .  R e su l t s  o f  t h a t  MANOVA in d ic a t e d  s i g n i f i ­

can t  main e f f e c t s  f o r  S u b je c t iv e  Age I d e n t i t y  (F = 6 .43 ,  p = 

.002) and Type Of Risk (F = 82 .99 ,  p < .0 0 1 ) .

Table 19a shows the  mean purchase  i n t e r e s t  s co re s  f o r  

the  two s i g n i f i c a n t  main e f f e c t s .  A Scheffe  p o s t  hoc 

a n a l y s i s  in d ic a t e d  t h a t  both the  " s u b j e c t iv e  e l d e r ly "  and
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t h e  " s u b j e c t i v e  m idd le -aged11 showed h ig h e r  o v e r a l l  purchase 

i n t e r e s t  in  th e  new p ro d u c ts  than  d id  th e  " a c tu a l  m idd le -  

aged" (p < . 0 5 ) .  The former two groups were not d i f f e r e n t  

from one a n o th e r .  A s i m i l a r  r e s u l t  was found when looking  

a t  p e r c e p t io n s  of th e  type  of r i s k  a s s o c i a t e d  with th e  new 

p ro d u c ts :  the  " s u b j e c t iv e  e l d e r l y "  and th e  " s u b j e c t iv e

m iddle-aged"  perce ived  l e s s  p roduc t  r i s k  than  did th e  

" a c tu a l  middle-aged" (Table 19b). These f in d in g s  d isc o n f i rm  

Hypothes is  I I I .  In  f a c t ,  th e  r e s u l t s  show t h a t  people  who 

a re  c h ro n o lo g ic a l l y  aged 65-79 a r e  more w i l l i n g  than  a re  

much younger people  ( i . e . ,  those  aged 40-54) t o  t r y  new 

p ro d u c ts  when such p roduc ts  a re  s p e c i f i c a l l y  t a r g e t e d  to  

them. This  outcome i s  e s p e c i a l l y  im press ive  in  l i g h t  of the  

f a c t  t h a t  sy n d ica ted  s t a t i s t i c a l  d a t a  ( i . e . ,  Simmons and 

MRI) confirmed t h a t  in th e  absence of any exper im en ta l  

m a n ip u la t io n ,  th e  p roduc t  c a t e g o r i e s  t o  which responden ts  

were exposed were no t  purchased d i f f e r e n t i a l l y  by th e  two 

ch ro n o lo g ic a l  age groups who p a r t i c i p a t e d  in  t h e  r e se a rc h  

(see  Appendix A).
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T ab le  19a

MEAN PURCHASE INTEREST RATINGS OF 
SUBJECTIVE AGE IDENTITY AND TYPE OF RISK©

SUBJECTIVE AGE IDENTITY GROUP:
Subjective Subjective Actual 
Elderly Middle-Aged Middle-Aged

Type Of Risk
Social/

Psychological 2.73 2.72 2.51 2.65
Functional/

Physical 2.87 2.90 2.74 2.84
No Risk 3.38 3.43 2.99 3.27*

2.99* 3.02* ,2.75

BASE 183 198 194

* Significantly different from other groups (p < .05)
©  Scale goes from 1 = definitely would not buy to 

5 = definitely would buy

Table 19b

MEAN PERCEIVED RISK RATINGS BY TYPE OP RISK EXPERIENCED©

SUBJECTIVE AGE IDENTITY GROUP;
Subjective Subjective Actual 
Elderly Middle-Aged Middle-Aged

Type of Risk Experienced
Social/Psychological Risk 3.07 2.98 3.20
Functional/Physical Risk 3.33 3.22 3.99

Total Perceived Risk 3.20 3.10 3.59

BASE 183 198 194

©  Across all products
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A Scheffe  t e s t  was a l s o  conducted to  determine which 

group or  groups w i th in  Type Of Risk produced th e  s i g n i f i c a n t  

main e f f e c t .  The a n a l y s i s  found t h a t  n o - r i s k  p roducts  

g e n e ra te  h ig h e r  purchase i n t e r e s t  th an  do r i s k y  p ro d u c ts  

(p < . 0 5 ) ,  a f in d in g  which e s s e n t i a l l y  se rv e s  as a check on 

the  expe r im en ta l  t r e a tm e n t  (Table 19a).

As was done f o r  responden t  demographics ,  a v e r i f i c a t i o n  

procedure  was conducted t o  ensu re  t h a t  th e  responses  of 

n e i t h e r  the  " s u b j e c t i v e  e l d e r l y "  nor th e  " s u b j e c t iv e  middle-  

aged" group were d i f f e r e n t  a c ro s s  th e  t h r e e  c h ro n o lo g ic a l  

age subgroups from which each was comprised ( i . e . ,  those  

aged 65-69, 70-74, and 75-79) .  Table 20 i n d i c a t e s  no 

s i g n i f i c a n t  d i f f e r e n c e s  in  purchase  i n t e r e s t  between 

c h ro n o lo g ic a l  age subgroups w i th in  e i t h e r  S u b jec t iv e  Age 

I d e n t i t y  group.  This f in d in g  p ro v id es  f u r t h e r  j u s t i f i c a t i o n  

f o r  co n s id e r in g  th e  age d i s t r i b u t i o n  w i th in  a g iven  

S u b je c t iv e  Age I d e n t i t y  group to  be i n c o n s e q u e n t i a l .
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T a b l e  20

MEAN PURCHASE INTEREST RATINGS 
AND STANDARD DEVIATIONS ACROSS PRODUCTS BY CHRONOLOGICAL 

AGE SUBGROUPS WITHIN SUBJECTIVE AGE IDENTITY GROUPS

•
II

CHRONOLOGICAL AGES OP 
SUBJECTIVE ELDERLY" GROUP

T o ta l 65-69 70-74 75-79

Purchase
Across

I n t e n t
P roduc ts

X
(SD)

2.99
( .8107)

2.92
( .8026)

3.04 
( .7747)

3.02 
( .8860)

BASE 183 67 71 45

CHRONOLOGICAL 
"SUBJECTIVE MIDDLE

AGES OP 
-AGED" GROUP

T o ta l 65-69 70-74 75-79

Purchase
Across

I n t e n t
P roduc ts

X
(SD)

3.02 
( .8453)

3.08 
( .8327)

2.94 
( .8831)

2.93
( .8131)

BASE 198 114 61 25
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The four-way r e p e a te d  measures MANOVA ( see Table 9 

ab o v e ) , as d id  the  th ree-way r ep ea ted  measures MANOVA which 

did not inc lude  the  I d e n t i f i c a t i o n  With Endorser  f a c t o r  (see  

Table 7 above) ,  found s i g n i f i c a n t  main e f f e c t s  f o r  Subjec­

t i v e  Age I d e n t i t y  (F = 6 .6 1 ,  p = .002) and f o r  Type Of Risk 

(F = 44 .87 ,  p < .0 0 1 ) .  These f in d in g s  were s i m i l a r  to  those 

a l r e a d y  mentioned: t h a t  th e  " s u b j e c t i v e  e l d e r ly "  and the

" s u b j e c t iv e  middle-aged" showed h ighe r  o v e r a l l  purchase 

i n t e r e s t  in  th e  new p ro d u c ts  than  d id  th e  " a c tu a l  middle- 

aged ,"  and t h a t  n o - r i s k  p ro d u c ts  gen e ra ted  h ig h e r  purchase 

i n t e r e s t  than  did  r i s k y  p ro d u c t s .

S u b je c t iv e  Age I d e n t i t y  And Type Of Risk When
S u b je c t iv e  Age I d e n t i t y  Matches Endorser  S u b je c t iv e  Age

As Table 19a above i n d i c a t e s ,  t h e r e  a re  no s i g n i f i c a n t  

d i f f e r e n c e s  in  purchase  i n t e r e s t  between p ro d u c ts  which 

r e p r e s e n t  a s o c i a l / p s y c h o l o g i c a l  r i s k  and p ro d u c ts  which 

r e p r e s e n t  a f u n c t i o n a l / p h y s i c a l  r i s k  w i th in  e i t h e r  the  

" s u b j e c t i v e  e l d e r l y "  o r  the  " s u b j e c t iv e  middle-aged" 

g roups .  Consequent ly ,  t h e s e  d a t a  do not  suppor t  Hypotheses 

IVa and IVb ( t h a t  t h e  " s u b j e c t i v e  middle-aged" w i l l  be 

r e l a t i v e l y  u n l ik e ly  t o  buy p ro d u c ts  which they  p e rc e iv e  as 

high in  s o c i a l / p s y c h o l o g i c a l  r i s k  while  the  " s u b j e c t i v e  

e l d e r l y "  w i l l  be r e l a t i v e l y  u n l ik e ly  to  buy p roduc ts  which
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they  p e rc e iv e  as high in  f u n c t i o n a l / p h y s i c a l  r i s k ) .

However, i t  was b e l iev ed  t h a t  th e  p r e d i c t e d  e f f e c t  might be 

rev ea led  under th e  c o n d i t io n  in  which a g iven  S u b je c t iv e  Age 

I d e n t i t y  group was exposed to  an " a p p ro p r ia t e "  en d o r se r ,  

i . e . ,  an en d o rse r  whose s u b je c t i v e  age matched the  

s u b j e c t i v e  age o f  the  re sp o n d en t .  This a n a l y s i s  seems 

w arran ted  s in c e  the  " a p p ro p r ia t e "  endo rse r  was the  same one 

r a t e d  as most p e r s u a s iv e  by each S u b je c t iv e  Age I d e n t i t y  

group (see  Table 17 above) .

A ccord ingly ,  mean purchase  i n t e r e s t  s c o re s  were c a lc u ­

l a t e d  f o r  each Type Of Risk ca teg o ry  among those  exposed to  

an en d o rse r  who matched t h e i r  s u b j e c t i v e  ag es ,  t h a t  i s ,  

among th o se  " s u b j e c t iv e  e l d e r l y "  who were exposed to  "Older 

Emily" and among those  " s u b j e c t i v e  middle-aged" (as  w el l  as 

those  " a c tu a l  middle-aged")  who were exposed to  "Younger 

Emily." A s e r i e s  o f  â  p r i o r i  c o n t r a s t s  were conducted which 

showed t h a t  both the  " s u b j e c t iv e  middle-aged" ( t  = - 1 .9 8 ,  

p < .02) and the  " a c tu a l  middle-aged" ( t  = - 3 .1 6 ,  p = .001) 

were s i g n i f i c a n t l y  l e s s  l i k e l y  to  be i n t e r e s t e d  in buying 

p roduc ts  which r e p r e s e n t  a h igh s o c i a l / p s y c h o l o g i c a l  r i s k ,  

while the  " s u b j e c t iv e  e l d e r l y "  were not s i g n i f i c a n t l y  but 

were d i r e c t i o n a l l y  l e s s  l i k e l y  t o  be i n t e r e s t e d  in  buying
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p ro d u c ts  which r e p r e s e n t  a high f u n c t i o n a l / p h y s i c a l  r i s k  

(Table 21) .  These d a ta  i n d i c a t e  t h a t  a l t e r n a t e  forms of  

Hypotheses IVa and ivb a re  supported  when the  hypotheses  a re  

made more s p e c i f i c ,  t h a t  i s ,  when an " a p p ro p r i a t e "  endo rse r  

(one who matches a r e s p o n d e n t ' s  s u b j e c t i v e  age) i s  employed 

to  b r in g  ou t  t h i s  e f f e c t .

Table 21

MEAN PURCHASE INTEREST RATINGS BY 
TYPE OF RISK AMONG THOSE WHO SAW AN ENDORSER 

WHO MATCHED THEIR SUBJECTIVE AGE IDENTITY

SUBJECTIVE AGE IDENTITY X 
_______ ENDORSER SUBJECTIVE AGE_______
" S u b jec t iv e  " S u b je c t iv e  "Actual 
E ld e r ly "  Middle-Aged" Middle-Aged" 

Exposed To Exposed To Exposed To 
"Older "Younger "Younger
Emily"________Emily"________Emily"

Type Of Risk

S o c ia l /P s y c h o lo g ic a l  3.06 2.66 2.60

F u n c t io n a l /P h y s ic a l  2.95 2.95 3.06

No Risk 3.37 3.48 2.91

BASE 50 63 64
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B eh av io ra l  Measure

About a month a f t e r  r e c e i p t  of  r e sp o n d e n ts '  completed 

q u e s t i o n n a i r e s ,  an a t tem p t  was made t o  r e c o n t a c t  a l l  respon­

d en ts  by te lep h o n e  to  measure t h e i r  w i l l i n g n e s s  t o  a c t u a l l y  

purchase  th e  s ix  p ro d u c ts  d e s c r ib e d  in  th e  mail  c a t a l o g .  

S p e c i f i c a l l y ,  each responden t  was t o l d  t h a t  they  could a t  

t h a t  time p la c e  an o rd e r  t o  purchase any or a l l  of th e  new 

produc ts  from th e  c a t a lo g  f o r  $4.95 each .  (Of co u rse ,  

responden ts  were d e b r i e fe d  immediately a f t e r  they  "p laced  

t h e i r  o r d e r . " )  A t o t a l  of  550 responden ts  p a r t i c i p a t e d  in  

t h e  c a l lb a c k  in t e rv i e w ,  which r e p r e s e n t s  96% o f  th e  t o t a l  

sample.

The d a t a  show no s i g n i f i c a n t  d i f f e r e n c e s  between or 

w i th in  S u b je c t iv e  Age I d e n t i t y  groups on a c t u a l  purchase  of 

any o f  th e  p ro d u c t  ty p e s  (Table 22 ) .  This  may have occurred  

because of th e  l e n g th  of t ime which e lap se d  between r e c e i p t  

o f  th e  re sp o n d e n ts '  q u e s t i o n n a i r e s  and th e  c a l lb a c k  ( i . e . ,  

i t  i s  q u i t e  p o s s i b l e  t h a t  many d id  no t  remember t h e  o r i g i n a l  

p ro d u c t  d e s c r i p t i o n s ) .  L ikew ise ,  t h e r e  were no d i f f e r e n c e s  

between or w i th in  S u b je c t iv e  Age I d e n t i t y  groups by Endorser  

S u b je c t iv e  Age or by I d e n t i f i c a t i o n  With E ndorse r ,  p robab ly
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because  whatever e f f e c t s  th e  en d o rse r  had on responden ts  had 

s in c e  d i s s i p a t e d .  These assumptions seem p l a u s i b l e  c o n s id ­

e r in g  how few responden ts  were w i l l i n g  to  purchase  any of 

th e  p ro d u c t s .

Table  22

ACTUAL PURCHASE OF NEW PRODUCTS AMONG CALLBACK RESPONDENTS©

SUBJECTIVE AGE IDENTITY GROUP
S u b je c t iv e S u b je c t iv e A ctua l

E ld e r ly Middle-Aged Middle-Aged
% % %

Type Of Product
A c tu a l ly  Purchased

S o c ia l /P s y c h o lo g ic a l  R isk  16 16 19

F u n c t io n a l /P h y s i c a l  R isk  21 18 17

No R isk  21 20 22

BASE 178 186 186

Conducted one month a f t e r  r e c e i p t  of th e  completed ques 
t i o n n a i r e s .
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Summary Of S t a t i s t i c a l l y  S i g n i f i c a n t  F ind ings

Table 23 p ro v id es  a summary o f  s i m i l a r  response  

p a t t e r n s  between those  whose s u b j e c t i v e  ages match ( i . e . ,  

th e  " s u b j e c t i v e  middle-aged" and th e  " a c tu a l  m iddle-aged")  

and between th o se  whose c h ro n o lo g ic a l  ages match ( i . e . ,  the  

" s u b j e c t i v e  middle-aged" and th e  " s u b j e c t i v e  e l d e r l y " ) .

Table 23
SUMMARY CHART; SIMILARITY OF RESPONSE BETWEEN 

CHRONOLOGICAL AGE GROUPS VERSUS SUBJECTIVE AGE GROUPS

SUBJECTIVE AGE IDENTITY
Subjective Subjective Actual 
Elderly Mlddle-Aged Middle-Aged

Endorser Persuasiveness Ratings 0© x x

Perceived Age Of E n d o r s e r ®  X X
Purchase Interest For

Punctional/Physical Risk 
Products Versus Social/ 
Psychological Risk Products ©©

Measures By Identification Versus
Lack of Identification With Endorser
Purchase Interest ©  X X
Endorser R a t i n g s ©  X
Catalog-Buyer Image R a t i n g s ®  x

Purchase Interest Across P r o d u c t s ®  X X
Perceived Risk R a t i n g s ®  X X

X
X

X ■ Indicates rating similarity
Note: The "subjective elderly" and the "subjective middle-aged" are

in the same chronological age group and the "subjective 
middle-aged" and "actual middle-aged" are in the same 
subjective age group.

© P r o v i d e s  support for relationships which would be predicted by 
Hypothesis I

© P r o v i d e s  support for relationships which would be predicted by 
Hypothesis II

® D o e s  not provide support for Hypothesis III
© P r o v i d e s  support for relationships which would be predicted by 

Hypotheses IVa and IVb
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CHAPTER V

DISCUSSION

Key F ind ings  And A ssoc ia ted  I s s u e s

The main goa l  o f  th e  p r e s e n t  i n v e s t i g a t i o n  was to  

extend p rev io u s  r e s e a r c h  on the  demographic o r  p sy c h o lo g ica l  

c o r r e l a t e s  o f  a y o u n g e r - th a n -c h ro n o lo g ic a l  age p e r c e p t io n  by 

focus ing  on the  a t t i t u d i n a l  and b e h a v io ra l  im p l i c a t io n s  of  

such a p e r c e p t io n .  S p e c i f i c a l l y ,  th e  c u r r e n t  s tudy  

addressed  th e  i s s u e  of  whether o r  n o t  th e  s u b j e c t i v e  age of  

o l d e r  consumers i s  more p r e d i c t i v e  o f  how they  might r e a c t  

to  a p e r s u a s iv e  communication than  i s  t h e i r  ch ro n o lo g ic a l  

age .  Moreover, the  c u r r e n t  s tu d y  explo red  whether th e se  

consumer r e a c t i o n s  vary  as a f u n c t io n  o f  how th e  communica­

t i o n  i s  d e l iv e r e d  and which p roduc t  c a t e g o r i e s  a re  the  

s u b j e c t s  o f  the  communication.

The r e s e a r c h  found c o n s id e r a b le  suppor t  f o r  the  

v i a b i l i t y  o f  th e  s u b je c t i v e  age c o n s t r u c t  s i n c e ,  in  most 

a n a ly se s  o f  consumer re sp o n se s ,  i t  was the  two matched 

s u b j e c t i v e  age groups ( i . e . ,  the  " s u b j e c t iv e  middle-aged" 

and th e  " a c tu a l  middle-aged")  who behaved s i m i l a r l y  r a t h e r  

than th e  two matched ch ro n o lo g ic a l  age groups ( i . e . ,  the
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" s u b j e c t iv e  middle-aged" and th e  " s u b j e c t i v e  e l d e r l y " ) .  

Within t h i s  f i n d i n g ,  s e v e r a l  a n c i l l a r y  hypotheses  and 

expected concom itan ts  o f  s u b j e c t i v e  age were a l s o  

confirmed. S p e c i f i c a l l y ,  d i f f e r e n t i a t i o n  was found between 

those  who a re  c h r o n o lo g ic a l ly  aged 65-79 and s u b j e c t i v e l y  in 

t h e i r  6 0 ' s o r  7 0 ' s  v e r su s  th o se  who a re  c h r o n o lo g ic a l ly  aged 

65-79 but  s u b j e c t i v e l y  in  t h e i r  4 0 ' s  o r  5 0 ' s  in  terms o f :

(1) which en d o rse r  they  found most p e r s u a s iv e  ( th e  " su b je c ­

t i v e  e l d e r l y "  found "Older Emily" t o  be most p e r s u a s iv e  

w hile  th e  " s u b j e c t i v e  middle-aged" found "Younger Emily" to  

be most p e r s u a s iv e ) ;  (2) t h e i r  r e a c t i o n s  t o  th e  d i f f e r e n t  

p roduc t  r i s k  c a t e g o r i e s  ( th e  " s u b j e c t i v e  e l d e r l y "  were 

d i r e c t i o n a l l y  l e s s  l i k e l y  to  show i n t e r e s t  in  p ro d u c ts  which 

r e p re s e n te d  a f u n c t i o n a l / p h y s i c a l  r i s k  while  the  " s u b j e c t iv e  

m iddle-aged" were s i g n i f i c a n t l y  l e s s  l i k e l y  to  show i n t e r e s t  

in  p ro d u c ts  which r e p re s e n te d  a s o c i a l / p s y c h o l o g i c a l  r i s k ) ;  

and (3) demographic d i f f e r e n c e s ,  which have p r e v io u s ly  been 

noted in  the  l i t e r a t u r e  ( th e  " s u b j e c t i v e  e l d e r ly "  were l e s s  

l i k e l y  than the  " s u b j e c t iv e  middle-aged" to  r a t e  t h e i r  

h e a l th  as  e x c e l l e n t  o r  very  good, t o  be employed, to  be 

c o l l e g e  e d u c a te d ,  o r  to  have r e l a t i v e l y  high household 

incom es) .
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A key v a r i a b l e  which moderated th e  r e l a t i o n s h i p  between 

S u b jec t iv e  Age I d e n t i t y  and th e  main c r i t e r i o n  measure in  

t h e  r e s e a r c h  — purchase  i n t e r e s t  in  new p roduc ts  — was 

I d e n t i f i c a t i o n  With Endorser .  S u r p r i s i n g l y ,  only  about h a l f  

t h e  t o t a l  sample r ep o r te d  i d e n t i f i c a t i o n  w ith  th e  endo rse r  

t o  whom they  were exposed, w ith  no t  much d i f f e r e n c e  in  r a t e  

o f  i d e n t i f i c a t i o n  by whether or no t  th e  endo rse r  matched 

with  o n e 's  same S u b jec t iv e  Age I d e n t i t y .  N one the less ,  t h e  

s i m i l a r i t i e s  between th e  " s u b j e c t i v e  middle-aged" and 

" a c tu a l  middle-aged" a re  bo th  m agnif ied  and extended when 

t h e s e  groups a r e  d e l in e a t e d  accord ing  to  th e  i d e n t i f i c a t i o n  

v a r i a b l e ,  p a r t i c u l a r l y  in  th o se  cases  where S u b jec t iv e  Age 

I d e n t i t y  and Endorser  S u b je c t iv e  Age matched. These r e s u l t s  

e s t a b l i s h  t h a t  i d e n t i f i c a t i o n  with  an endo rse r  i s  a c r i t i c a l  

f a c t o r  when measuring th e  e f f e c t s  o f  a p e r s u a s iv e  communica­

t i o n ,  a f in d in g  which i s  c o n s i s t e n t  w ith  p rev io u s  r e se a rch  

(Schiffman and Kanuk, 1983; Markin, 1974; Freedman, 

C a r l sm i th ,  and S e a r s ,  1974).

C ons ider ing  th e  s i g n i f i c a n c e  of  t h e  i d e n t i f i c a t i o n  

v a r i a b l e ,  an im por tan t  q u e s t io n  a r i s i n g  from t h i s  r e se a rch  

i s  why more people  d id  n o t  i d e n t i f y  w i th  th e  endo rse r  th ey  

saw. While t h e r e  i s  no d e f i n i t i v e  answer t o  t h i s  q u e s t io n ,  

some s p e c u la t i o n  i s  p o s s i b l e  based on th e  r e s e a r c h  f in d in g s
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and methodology. With regard  to  th e  r e s e a r c h  f i n d i n g s ,  a 

s e r i e s  of r e g r e s s io n  an a ly se s  were conducted t o  a s c e r t a i n  

which a t t i t u d i n a l  or demographic v a r i a b l e s  were th e  b e s t  

p r e d i c t o r s  of i d e n t i f i c a t i o n  w ith  an en d o rse r  of o n e ' s  same 

s u b j e c t i v e  age .  These a n a ly se s  were conducted with  the  

i n t e n t  of  f in d in g  v a r i a b l e s  which f o s t e r  i d e n t i f i c a t i o n  with  

"Younger Emily" among th e  " s u b je c t iv e  middle-aged" and the  

" a c tu a l  m id d le -ag ed ."  (The " s u b j e c t iv e  e l d e r l y "  were 

excluded from th e  a n a l y s i s  s in c e  i d e n t i f i c a t i o n  w ith  an 

en d o rse r  had v i r t u a l l y  no impact on t h e i r  purchase  i n t e r ­

e s t . )  The r e g r e s s i o n  d a t a  sugges ted  t h a t  r e sp o n d e n ts '  a t t i ­

tu d es  toward an endorse r  and toward m a i l -o rd e r  c a t a lo g s  a re  

more r e l a t e d  to  i d e n t i f i c a t i o n  than  a re  r e sp o n d e n ts '  demo­

g rap h ic  c h a r a c t e r i s t i c s .  S p e c i f i c a l l y ,  th e  r e g r e s s io n  

a n a ly s e s  i n d i c a t e d  t h a t  in c re a s in g  the  e n d o r s e r ' s  b e l i e v a -  

b i l i t y  and p e r s u a s iv e n e s s  and in c r e a s in g  th e  p e r c e p t io n  t h a t  

t h e  m a i l -o rd e r  c a ta lo g  i s  s u i t e d  t o  i n t e l l i g e n t  and l i v e l y  

women should  produce in c re a se d  i d e n t i f i c a t i o n  with  "Younger 

Emily ."  In c o n t r a s t ,  f u r t h e r  a n a l y s i s  showed t h a t  none of 

th e  demographic v a r i a b l e s  measured in  th e  r e s e a r c h  ( i . e . ,  

h e a l t h ,  m a r i t a l  s t a t u s ,  employment s t a t u s ,  e d u c a t io n a l  back­

ground, or annual household  income) were s i g n i f i c a n t l y  a s s o ­

c i a t e d  with  i d e n t i f i c a t i o n .  N o n e th e les s ,  i t  may be t h a t
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o t h e r  demographic ( e . g . ,  r a c e ,  r e g io n ,  e t c . )  or a t t i t u d i n a l  

v a r i a b l e s  which were no t  inc luded  in  th e  c u r r e n t  i n v e s t i g a ­

t i o n  might be h e l p f u l  in  p r e d i c t i n g  i d e n t i f i c a t i o n .

M ethodological  c o n s id e r a t i o n s  may a l s o  have c o n s t r a in e d  

t h e  e x t e n t  o f  r e sp o n d e n ts '  i d e n t i f i c a t i o n  with  an e n d o rse r .  

For example, i t  could be t h a t  th e  s t u d y ' s  use of a m a i l ­

o rd e r  c a ta lo g  may have decreased  th e  l i k e l i h o o d  of i d e n t i f i ­

c a t i o n  o c c u r r in g .  That i s ,  perhaps  a s t r o n g e r  bond would 

have developed between s u b je c t  and en d o rse r  had th e  p e r s u a s ­

ive  s t im u lu s  been in  t e l e v i s e d  l i v e - a c t i o n  r a t h e r  th an  p r i n t  

form or had t h e r e  been more c o n t r o l  in th e  exper im en ta l  

s e t t i n g  on the  amount of exposure t ime one had to  th e  

e n d o r s e r .  On th e  o th e r  hand, i d e n t i f i c a t i o n  with  any 

en d o rse r  i s  a complex p sy c h o lo g ic a l  phenomenon and i t  i s  

d o u b t f u l ,  c o n s id e r in g  th e  obvious h e t e r o g e n e i t y  of people 

over  65 y ea rs  of age,  t h a t  any th ing  c lo s e  t o  complete iden­

t i f i c a t i o n  could have been ach ieved .

Another im por tan t  q u e s t io n  r a i s e d  by th e  f i n d in g s  on 

i d e n t i f i c a t i o n  i s :  why d i d n ' t  th e  " s u b j e c t iv e  e l d e r l y "

( t h a t  i s ,  th o se  who a re  both c h r o n o lo g ic a l l y  and s u b je c ­

t i v e l y  in  t h e i r  6 0 ' s  or 7 0 ' s )  show s i g n i f i c a n t  d i f f e r e n c e s  

in  response  when th ey  i d e n t i f i e d  w ith  an endo rse r  ve rsus  

when th e y  d id  no t  i d e n t i f y ?  One p o s s i b i l i t y  i s  t h a t  i d e n t i ­

f i c a t i o n  i s  not  a r e l e v a n t  c o n s t r u c t  f o r  t h e  " s u b j e c t i v e
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e l d e r l y . "  This s u g g e s t io n  i s  based on th e  concept  of 

in c re a se d  p reo cc u p a t io n  among some o ld e r  people  w i th  th e  

i n t e r n a l  r a t h e r  th a n  th e  e x t e r n a l  world.  I d e n t i f i c a t i o n  i s  

a  s o c i a l  concept  which depends on i n t e r a c t i o n  between a 

person  and someone o u t s i d e  of h im s e l f  or h e r s e l f .  A w e l l -  

documented f in d in g  in  l i t e r a t u r e  on p e r s o n a l i t y  change with  

age s u g g e s ts  t h a t  f o s t e r i n g  a s o c i a l l y - b a s e d  f e e l i n g  l i k e  

i d e n t i f i c a t i o n  may be very  d i f f i c u l t  t o  accomplish  with  

o ld e r  peop le  because many a d u l t s  become more i n t r o v e r t e d  and 

a t t e n t i v e  t o  t h e i r  in n e r  s e lv e s  r a t h e r  th a n  to  o u t s i d e  

i n f l u e n c e s  as th e y  g e t  o ld e r  (Reedy, 1983; Neugarten ,  1977? 

Botwinick,  1978; Chown, 1968; R i ley  and Foner,  1968). One 

could  s p e c u l a t e ,  g iven  th e  e s t a b l i s h e d  c o r r e l a t e s  of a sub­

j e c t i v e l y  o ld e r  age p e r c e p t io n  ( e . g . ,  lower SES, r e l a t i v e l y  

low l e v e l s  of  a c t i v i t y ,  e x t e r n a l  locus  of c o n t r o l ,  poore r  

h e a l t h ,  e t c . ) ,  t h a t  th e  " s u b j e c t iv e  e l d e r l y "  a r e  t h e  l e a s t  

l i k e l y  of  any o f  t h e  S u b je c t iv e  Age I d e n t i t y  groups in  the  

r e s e a rc h  t o  be a t t e n t i v e  t o  th e  s o c i a l  world.  The q u e s t io n  

th e n  becomes: Why did  about h a l f  th e  " s u b j e c t i v e  e l d e r l y "

cla im  i d e n t i f i c a t i o n  w ith  an en d o rse r?  I t  may be t h a t  what­

ev e r  i d e n t i f i c a t i o n  th e y  d id  claim was l a r g e l y  due t o  "yea 

s a y in g . "  (For example, th e  r e l a t i v e l y  h igh  l e v e l  of  i d e n t i ­

f i c a t i o n  w ith  "Younger Emily" on th e  p a r t  of  th e  " s u b j e c t iv e
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e l d e r l y "  may be a m a t te r  of w ish fu l  t h i n k i n g . )  A response 

b ia s  i s  su spec ted  in  t h i s  case  s in c e  t h e r e  a re  few t a n g i b l e  

b e h a v io r a l  c o r r e l a t e s  of  I d e n t i f i c a t i o n  With Endorser among 

th e  " s u b j e c t i v e  e l d e r l y . "

A t h i r d  q u e s t io n  which i s  r a i s e d  by the  f in d in g s  on 

i d e n t i f i c a t i o n  i s :  what i s  th e  l i k e l i h o o d  t h a t  th e  observed

e f f e c t s  of i d e n t i f i c a t i o n  w ith  "Younger Emily" among the  

" s u b j e c t iv e  middle-aged" and " a c tu a l  middle-aged"  and th e  

l a c k  of  any e f f e c t  of i d e n t i f i c a t i o n  w i th  "Older Emily" 

among th e  " s u b j e c t iv e  e l d e r l y "  might be due t o  d i f f e r e n t i a l  

appea l  o f  th e  two e n d o r se r s  r a t h e r  than  to  d i f f e r e n c e s  in 

th e  e n d o r s e r s '  s u b j e c t i v e  ages? In o th e r  words, was 

"Younger Emily" simply more appea l ing  than  "Older Emily,"  

r e g a r d le s s  of how responden ts  pe rce ived  an e n d o r s e r ' s  

s u b j e c t i v e  age? The d a t a  i n d i c a t e  t h a t  t h e r e  i s  no reason 

t o  b e l i e v e  t h a t  th e  two en d o rse rs  d i f f e r e d  in  a p p e a l .

F i r s t ,  th e  "two" en d o rse rs  were a c t u a l l y  th e  same woman 

photographed w ith  d i f f e r e n t  c l o th in g  and makeup t o  a l t e r  he r  

s u b j e c t i v e  age.  The photographs were c a r e f u l l y  s e l e c t e d  to  

c a p tu re  th e  same ex p re s s io n  on th e  woman's face  t o  ensure  

t h a t  th e  "endo rse rs"  d id  no t  d i f f e r  on f a c t o r s  o th e r  than  

s u b j e c t i v e  age. Second, t h e r e  were no s i g n i f i c a n t  d i f f e r ­

ences  in  purchase  i n t e r e s t  w i th in  any S u b je c t iv e  Age 

I d e n t i t y  group on th e  b a s i s  of whether one i d e n t i f i e d  with
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"Older Emily" or "Younger Emily."  F i n a l l y ,  s u b je c t s  were 

not  much more l i k e l y  t o  i d e n t i f y  w i th  "Younger Emily" than  

"Older Emily," which im p l ie s  t h a t  one endorse r  was no t  more 

ap p ea l in g  than  th e  o t h e r .

One of  th e  r e s e a r c h  hypo theses  concerning  expected 

d i f f e r e n c e s  between th e  " s u b j e c t iv e  e l d e r l y "  and th e  

" s u b j e c t i v e  middle-aged" r ece iv ed  on ly  p a r t i a l  su p p o r t .  I t  

was found, as p r e d i c t e d ,  t h a t  a s u b j e c t i v e l y  e l d e r l y  

en d o r se r  ("Older Emily") was r a t e d  as most p e r s u a s iv e  by the  

" s u b j e c t iv e  e l d e r l y "  group and a s u b j e c t i v e l y  middle-aged 

en d o r se r  ("Younger Emily") was r a te d  as  most p e r s u a s iv e  by 

th e  " s u b j e c t iv e  middle-aged" group. However, t h e s e  d i f f e r ­

ences  in  endo rse r  p e r s u a s iv e n e s s  r a t i n g s  d id  no t  c a r r y  over 

t o  o th e r  p e r su a s io n  m easures ,  such as  purchase  i n t e r e s t  in  

t h e  new p ro d u c t s .  More s p e c i f i c a l l y ,  f o r  both  th e  " su b je c ­

t i v e  e l d e r l y "  and th e  " s u b j e c t iv e  m id d le -ag ed ,"  purchase  

i n t e r e s t  was no t  s i g n i f i c a n t l y  h ig h e r  among those  who were 

exposed t o  an " a p p ro p r ia t e "  en d o rse r  (one whose s u b j e c t i v e  

age matched th e  r e s p o n d e n t ' s  s u b j e c t i v e  age) ve rsus  those  

who were exposed t o  an " in a p p ro p r i a t e "  e n d o r s e r .  ( I t  should  

be n o te d ,  however, t h a t  when i d e n t i f i c a t i o n  with  th e  "appro­

p r i a t e "  endo rse r  o ccu rred ,  t h e  p r e d i c t e d  t r e n d  toward 

in c re a s e d  purchase  i n t e r e s t  among th e  " s u b j e c t iv e  middle-  

aged" was e v i d e n t . )  In o th e r  words, th e  p r e d ic t e d  e f f e c t  of
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exposure to  an endorse r  o f  o n e ' s  own s u b j e c t i v e  age appears  

as an ex p res s io n  o f  a t t i t u d e  ( e n d o rse r  p e r s u a s iv e n e s s  

r a t i n g s )  r a t h e r  than as an ex p re s s io n  o f  in tended  behav ior  

(purchase  i n t e n t ) .  T h e o r e t i c a l l y ,  t h e s e  f in d in g s  a re  not 

s u r p r i s i n g  in  t h a t  a t t i t u d e s  o f t e n  f a i l  to  p r e d i c t  behavior  

(L aP ie re ,  1934; Gross and Niman, 1975; Wicker, 1969). More 

p r a c t i c a l l y ,  however, the  r e s e a r c h  r e s u l t s  sugges t  t h a t  an 

i n i t i a l  r a p p o r t  between s u b je c t  and en d o rse r  was e s t a b ­

l i s h e d ,  and t h a t  in  o rd e r  to  e f f e c t  a co n c u r ren t  change in  

b e h a v io r ,  c e r t a i n  v a r i a b l e s  in  the  expe r im en ta l  t r e a tm en t  

may need to  be f u r t h e r  c o n t r o l l e d  ( e . g . ,  making the  con ten t  

o f  the  e n d o r s e r ' s  message more p e r s o n a l ,  s t r e n g th e n in g  the  

l i n k  between the  endo rse r  and the  p ro d u c ts  she i s  e n d o rs in g ,  

e t c . ) .  Indeed,  th e se  c o n t r o l s  may a l s o  enhance the  l i k e l i ­

hood of  i d e n t i f i c a t i o n  with the  e n d o r s e r .

The d i s c u s s io n  th u s  f a r  has focused on th e  s u b je c t i v e  

age phenomenon, however, i t  i s  im por tan t  to  no te  t h a t  th e re  

was one key f in d in g  fo r  which c h ro n o lo g ic a l  age overwhelmed 

s u b j e c t i v e  age: those  aged 65-79, r e g a r d l e s s  o f  s u b je c t i v e

age ,  were more w i l l i n g  to  t r y  new p ro d u c ts  and perce ived  

l e s s  r i s k  in the  new p ro d u c ts  than  d id  th o se  aged 40-54. 

(Prev ious  r e s e a r c h  has a l s o  found t h a t  an in v e rs e  r e l a t i o n ­

sh ip  e x i s t s  between pe rce ived  r i s k  and in n o v a t iv e n ess  among 

o ld e r  consumers — see  Schiffman, 1976). Although t h i s  

r e s u l t  was not in  the  p r e d ic t e d  d i r e c t i o n ,  i t  i s  encouraging
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to  f in d  t h a t  o ld e r  people  a re  w i l l i n g  to  t r y  new p roduc ts  i f  

those  p ro d u c ts  a re  s p e c i f i c a l l y  t a r g e t e d  to  them v i a  an 

endorse r  who i s  c h ro n o lo g ic a l l y  o ld e r  and who uses language 

t h a t  i s  a p p r o p r i a t e l y  worded f o r  communication with  the  

e l d e r l y .  This  outcome i s  e s p e c i a l l y  im press ive  in l i g h t  o f  

the  f a c t  t h a t  sy n d ica te d  survey d a t a  co n su l ted  p r i o r  to  

ex e cu t io n  o f  the  r e s e a r c h  confirmed t h a t  the  p roduct  

c a t e g o r i e s  to  which responden ts  were exposed a r e  not  

purchased d i f f e r e n t i a l l y  by the  two ch ro n o lo g ic a l  age groups 

who p a r t i c i p a t e d  in t h i s  s tu d y .  In o th e r  words, th e  new 

p ro d u c ts  in  the  r e s e a rc h  were no t  "p roduc ts  f o r  o ld e r  

p eo p le " ;  i n s t e a d ,  they  were commonly-used p ro d u c ts  which 

were a p p a re n t ly  made more appea l ing  to  o ld e r  people  v ia  the  

expe r im en ta l  t r e a tm e n t .

N o n e th e le s s ,  the  f in d in g  t h a t  o ld e r  people  were more 

i n t e r e s t e d  than were younger people  in buying the  new prod­

u c t s  i s  c o n t r a ry  to  p rev io u s  l i t e r a t u r e  which p rov ides  

ev idence  t h a t  o ld e r  people  a re  more ca u t io u s  (Botwinick,

1978) and more r e l u c t a n t  than  a re  younger people  to  t r y  new 

p ro d u c ts  ( P h i l l i p s  and S t e r n t h a l , 1977). D i f fe re n c e s  in  

method may account f o r  t h i s  in c o n s i s t e n c y .  In the  e a r l i e r  

r e s e a r c h ,  much o f  the  evidence f o r  in c re a se d  c a u t io u sn e s s  

with age i s  based on responses  o f  o ld e r  people  to  s ta n d a rd ­

ized  p e r s o n a l i t y  i n v e n to r i e s  ( u s u a l l y  th e  Choice Dilemmas
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Q u e s t io n n a i r e ,  which measures deg rees  of r i s k - t a k i n g ) ,  and 

t h i s  r e s e a r c h  t y p i c a l l y  f i n d s  t h a t  o ld e r  people  a re  more 

l i k e l y  th an  younger people  to  avoid making d e c i s io n s  a t  a l l  

when th o se  d e c i s io n s  in v o lv e  r i s k  (Botwinick,  1978; Calhoun 

and H utch ison ,  1981). The c u r r e n t  r e s e a rc h  provided a more 

n a t u r a l ,  consum er-o r ien ted  s e t t i n g  f o r  r e sponden ts ,  and 

o th e r  a s p e c t s  of th e  ex p e r im en ta l  s i t u a t i o n  ( e . g . ,  measure­

ment of i n t e n t  t o  purchase  r a t h e r  th an  a c tu a l  pu rchase ;  

o f f e r  of  i n c e n t i v e s  f o r  p a r t i c i p a t i n g ;  e t c . )  made r e lu c ta n c e  

to  d ec ide  an u n l ik e ly  e v e n t .  P rev ious  r e s e a rc h  su g g es ts  

t h a t  under such r e l a t i v e l y  n a t u r a l  c o n d i t io n s  where o ld e r  

people  a r e  provided with  s u f f i c i e n t  in fo rm a t io n  about 

p r o d u c t s ,  they  a re  more r e c e p t iv e  t o  th e  p roduc ts  (Bikson 

and Goodchilds ,  1979). Furtherm ore ,  Botwinick (1978) f i n d s  

t h a t  when th e  o p t ion  f o r  i n a c t i o n  i s  e l im in a ted  from the  

dec is ion-m aking  p r o c e s s ,  o ld e r  s u b j e c t s  tak e  as  many r i s k s  

a s  do younger s u b j e c t s .  Thus, t h e r e  i s  reason to  b e l i e v e  

t h a t  when o ld e r  people  f e e l  com for tab le  in a dec is ion-m aking  

s i t u a t i o n ,  they  should be as  f l e x i b l e  as any o th e r  age 

group.
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I m p l i c a t i o n s  And A p p l i c a t i o n s

T h e o r e t i c a l  Im p l i c a t i o n s  

The f in d in g s  of th e  c u r r e n t  r e s e a r c h  p ro v id e  i l l u m in a ­

t i o n  on some o f t e n - c i t e d  t h e o r e t i c a l  i s s u e s  in th e  g e ro n to ­

l o g i c a l  l i t e r a t u r e .  One such i s s u e  i s  a g e - r e l a t e d  change 

v e r s u s  c o n s i s te n c y  of p e r s o n a l i t y  development.  Some au th o rs  

have focused  on th e  many s o c i a l ,  b i o l o g i c a l ,  and psycho­

l o g i c a l  changes t h a t  occur du r ing  th e  aging p ro c e s s .  Other 

au th o rs  have po in te d  t o  c e r t a i n  c e n t r a l  a s p e c t s  of th e  

p e r s o n a l i t y  system ( e . g . ,  t r a i t s ,  c o g n i t i v e  s t y l e s )  as  well  

as many s o c i a l  r o l e s  and b i o l o g i c a l  p ro c e s se s  t h a t  seem t o  

remain r e l a t i v e l y  s t a b l e  th roughou t  th e  course  of a d u l t ­

hood. Not s u r p r i s i n g l y ,  t h e r e f o r e ,  d a t a  on change v e rsu s  

s t a b i l i t y  in  a d u l t  p e r s o n a l i t y  development have t y p i c a l l y  

been i n c o n s i s t e n t  (Reedy, 1983; Neugarten ,  1977; Kimmel, 

1980).  C u rren t  th in k in g  i s  t h a t  a l though  c e r t a i n  a s p e c t s  of 

p e r s o n a l i t y  — e . g . ,  in c re a se d  i n t r o v e r s i o n  and a s h i f t  from 

a c t i v e  t o  p a s s iv e  m astery  — appear  to  change w ith  age, 

r e s e a r c h  g e n e r a l l y  su p p o r ts  th e  concep t  of a r e l a t i v e  

s t a b i l i t y  of  p e r s o n a l i t y  du r ing  th e  aging p rocess  (Reedy, 

1983; B i r re n  e t  a l ,  1981). The p r e s e n t  i n v e s t i g a t i o n  

f u r t h e r  su p p o r ts  th e  id e a  of s t a b i l i t y  of p e r s o n a l i t y  in old
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age by dem ons tra t ing  t h a t  those  e l d e r l y  with  a younger-  

t h a n -c h ro n o lo g ic a l  p e rce iv ed  age m a in ta in  a t t i t u d e s  and 

i n t e r e s t s  t h a t  most c l o s e l y  resemble th o se  of  younger 

peop le .  Cons ider ing  t h a t  th e  v a s t  m a jo r i ty  of people  aged 

65 and over a c t u a l l y  f e e l  much younger than  t h e i r  chrono­

l o g i c a l  age (demonstra ted  by both  th e  c u r r e n t  s tudy  and by 

much p rev io u s  r e s e a r c h ) ,  t h e  p r e s e n t  r e s e a rc h  su g g es ts  t h a t  

subd iv id in g  o ld e r  people  on the  b a s i s  of t h e i r  S u b je c t iv e  

Age I d e n t i t y  in  f u t u r e  i n v e s t i g a t i o n s  of s t a b i l i t y  ve rsus  

change in  a d u l t  p e r s o n a l i t y  development might lead  to  more 

c o n s i s t e n t  f i n d i n g s .

Another t h e o r e t i c a l  i s s u e  addressed  by th e  c u r r e n t  

r e s e a r c h  i s  the  e x t e n t  to  which p e r so n a l  p e r c e p t io n s  i n f l u ­

ence a t t i t u d e s  and behav io r  in  old age .  Many psychodynamic 

and ego psychology t h e o r i s t s  sugges t  t h a t  p sy ch o lo g ica l  

w e l l -b e in g  in  old age i s  more a f u n c t io n  of an i n d i v i d u a l ' s  

s e l f - p e r c e p t i o n  of l i f e  e x p e r ien ces  than  i t  i s  a f u n c t io n  of 

" o b je c t iv e  markers" such as  b i o l o g i c a l  d e c l i n e  (Buhler and 

M assa r ik ,  1968; E r ik so n ,  1963; Peck, 1968). A d d i t i o n a l l y ,  

o th e r  t h e o r i e s  such as th e  " c o g n i t iv e "  th e o ry  of t h e  aging 

p ro c e s s  d e s c r ib e d  by Thomae (1979, 1970) and N eu g a r te n 's  

concept  of a " s o c i a l  c lock"  (as c i t e d  i n  Kimmel,, 1980) 

s u g g e s t  t h a t  knowing an i n d i v i d u a l ' s  s u b j e c t i v e  assessm ent
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o f  a s i t u a t i o n ,  r e g a r d l e s s  of th e  o b j e c t i v e  o cc u rren ce ,  i s  

most h e l p f u l  f o r  p r e d i c t i n g  a g e - r e l a t e d  changes in  a t t i t u d e s  

a n d /o r  b e h a v io r .  The p r e s e n t  s tu d y  p ro v id es  em p ir ic a l  e v i ­

dence t o  su p p o r t  th e  n o t io n  t h a t  s u b j e c t i v e  p e r c e p t io n  of 

age i s  more c l o s e l y  a s s o c i a t e d  with l i f e  s i t u a t i o n s  ( e . g . ,  

h e a l t h ,  income, employment, e t c . )  and a t t i t u d e s  than  i s  

c h ro n o lo g ic a l  age.

An a d d i t i o n a l  c o n t r i b u t i o n  of th e  c u r r e n t  i n v e s t i g a t i o n  

i s  t h a t  the  measurement of s u b j e c t i v e  age p e rc e p t io n  was 

done v ia  a new techn ique  which has promising r e l i a b i l i t y ©  

(see  Appendix A f o r  d a ta  on t e s t - r e t e s t  r e l i a b i l i t y )  and 

which proved to  be v a l i d  ( the  te ch n iq u e  used to  d i f f e r e n ­

t i a t e  a ch ro n o lo g ic a l  c o h o r t  by S u b je c t iv e  Age I d e n t i t y  

produced s i g n i f i c a n t  e f f e c t s  in  th e  p r e d i c t e d  d i r e c t i o n  and 

s i m i l a r  to  th o se  found by o th e r  r e s e a r c h ) . The new easy -  

t o - a d m i n i s t e r  te chn ique  can c e r t a i n l y  be used in  f u t u r e  

e x p l o r a t i o n s  of  im p l i c a t io n s  of s u b j e c t i v e  age on a t t i t u d e s  

and behav io r  o th e r  than  consumer b e h a v io r .

©  R e l i a b i l i t y  of th e  te ch n iq u e  i s  r e f e r r e d  to  as  "promising" 
s in c e  th e  t e s t / r e t e s t  r e l i a b i l i t y  measurement was done v ia  
a r e l a t i v e l y  small  sample. However, t h e r e  i s  some a d d i ­
t i o n a l  r e l i a b i l i t y  t e s t i n g  which was b u i l t  i n to  the  
r e s e a rc h  in  t h a t  a pe r io d  of t ime in v a r i a b ly  passed 
between th e  measurement of s u b j e c t i v e  age and exposure to  
th e  s t im u lu s  (u s u a l ly  between two and four  weeks).  As was 
e v i d e n t ,  t h e  s u b j e c t i v e  age measurement formed meaningful 
and c o n s i s t e n t  groupings d e s p i t e  t h i s  passage of t im e ,  
len d in g  f u r t h e r  su p p o r t  t o  t h e  r e l i a b i l i t y  of the  
t e c h n iq u e .
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I m p l i c a t io n s  For Communicating With O lder  Consumers 

This s tudy  i n v e s t i g a t e d  consumer behav io r  in  the  

e l d e r l y ,  and th u s  th e  r e s u l t s  have p a r t i c u l a r  im p l i c a t io n s  

f o r  m arke te rs  who wish to  communicate e f f e c t i v e l y  with o ld e r  

p e o p le .  Recent l i t e r a t u r e  on m arketing  to  the  e l d e r l y  i s  

r e p l e t e  with  "h o r ro r  s t o r i e s "  about u n su c c es s fu l  a t tem p ts  t o  

s e l l  p ro d u c ts  to  o ld e r  consumers (Lazer ,  1986; C onl in ,  1986; 

Sugarman, 1985; V isvabhara thy  and Rink, 1986; Kirkeby, 1980; 

G a r f i e l d ,  1984; S u th e r lan d ,  1984). O ften ,  th e  marketing 

s t r a t e g y  in  th e s e  f a i l e d  e f f o r t s  i s  t o  s e l l  commonly used 

p r o d u c t s  or s p e c i a l t y  p roduc ts  to  o ld e r  people  by p o s i t i o n ­

ing them as s p e c i f i c a l l y  f o r  o ld e r  peop le .  Some examples 

a r e  H .J .  H e in z ' s  " se n io r  fo o d s ,"  a l i n e  of s o f t  foods fo r  

o ld e r  people  with  chewing problems which d id  not  succeed 

( G a r f i e l d ,  1984; S u th e r la n d ,  1984) and Johnson & J o h n s o n 's  

A f f i n i t y  shampoo, which was f a i l i n g  in  th e  m arke tp lace  u n t i l  

i t  ceased being marketed as a shampoo fo r  "o ld e r  h a i r "  

(C onlin ,  1986). These u n su c ce s s fu l  marketing a t tem p ts  a r e  

n o t  s u r p r i s i n g  in  l i g h t  of the  c u r r e n t  f in d in g s  and p r e ­

v io u s ly  c i t e d  r e se a rch  on p e rce iv ed  age ,  which p r e d i c t  t h a t  

c h r o n o l o g i c a l l y  o ld e r  bu t  s u b j e c t i v e l y  younger consumers 

( i . e . ,  th e  v a s t  m a jo r i ty  of o ld e r  consumers) w i l l  r e j e c t  

ap p e a l s  which a re  c l e a r l y  t a r g e t e d  a t  o ld e r  p eo p le .  None­

t h e l e s s ,  such neg a t iv e  ex p e r ien ces  make many m anufac tu re rs
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r e l u c t a n t  t o  market p roduc ts  to  o ld e r  consumers. Moreover, 

t h i s  h e s i t a t i o n  about m arketing  to  o ld e r  people i s  magnif ied  

by a common a d v e r t i s e r s '  f e a r  t h a t  using o ld e r  people  as a 

t a r g e t  w i l l  a l i e n a t e  th e  young (Visvabhara thy  and Rink,

1986).

A key f in d in g  of th e  p r e s e n t  s tudy  was t h a t  m a rk e te rs  

can indeed r e t a i n  younger consumers w h ile  marketing  e f f e c ­

t i v e l y  t o  o ld e r  ones .  The r e s e a rc h  dem ons tra te s  t h a t  a 

c h r o n o lo g ic a l l y  o ld e r  r o l e  model whose s u b je c t i v e  age i s  

well  below 65 and with  whom consumers have ra p p o r t  i s  an 

e f f e c t i v e  a d v e r t i s i n g  endorse r  f o r  both o ld e r  consumers and 

younger ones .  Conversely ,  use of a s u b j e c t i v e l y  e l d e r l y  

r o l e  model does not in c re a s e  p e r s u a s i b i l i t y  among o ld e r  con­

sumers and may cause a s t ro n g  n e g a t iv e  r e a c t io n  in  younger 

consumers.

Some m arke te rs  have a l r e a d y  recognized  t h a t  many o ld e r  

consumers f e e l  younger than  t h e i r  ch ro n o lo g ic a l  age would 

su g g es t  (Bus iness  Week, 1971; K o t le r ,  1976; Gage, 1980).

But t h e s e  m ark e te rs  have o f te n  assumed t h a t  an a p p r o p r i a t e  

a d v e r t i s i n g  approach f o r  th e  e l d e r l y  market i s  t o  p r e s e n t  an 

en d o rse r  of a younger c h ro n o lo g ic a l  age (A d v e r t i s in g  Age,

1987). The p r e s e n t  r e s e a rc h  shows, however, t h a t  an
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e n d o r s e r  who i s  c h r o n o lo g ic a l l y  o ld e r  but  s u b j e c t i v e l y  

younger w i l l  e s t a b l i s h  an e f f e c t i v e  r a p p o r t  w ith  o ld e r  

consumers and might w el l  be more e f f e c t i v e  than  a 

c h r o n o lo g ic a l l y  younger e n d o r s e r .

An a d d i t i o n a l  im p l i c a t io n  of the  c u r r e n t  s tudy  fo r  

m ark e te rs  i s  t h a t  o ld e r  people  should no t  be pe rce ived  as  

being r e l u c t a n t  to  t r y  new p ro d u c t s .  The r e s e a r c h  shows 

t h a t  a s e n s i t i v e ,  r e l e v a n t  appea l  w i l l  encourage o ld e r  

peo p le  to  t r y  p roduc ts  — even when th o se  p roduc ts  a re  not  

mainly  fo r  o ld e r  peo p le .  Indeed,  th e  e x t e n t  t o  which an 

ap p e a l  can c r e a t e  a p o s i t i v e  s e l f - im a g e  in  o ld e r  people 

( i . e . ,  through i d e n t i f i c a t i o n  with  a s u b j e c t i v e l y  younger 

spokesperson)  may be h ig h ly  r e l a t e d  to  p roduc t  purchase 

i n t e r e s t .

I m p l i c a t io n s  For S o c i e t a l  S te re o ty p in g  Of Old Age 

S te reo ty p in g  of people on th e  b a s i s  of age i s  a  common 

occu rren c e  in  our s o c i e t y .  U n fo r tu n a te ly ,  th e  s t e r e o ty p e s  

of o ld e r  age groups a re  o f ten  n e g a t iv e :  o ld  age i s

p e rc e iv e d  by many as  a pe r io d  of  i s o l a t i o n ,  poor h e a l t h ,  and 

dependency (Nardi ,  1973; Louis H ar r i s  And A s s o c ia t e s ,  1976; 

Ward, 1979; Kimmel, 1980; Sherman, 1986). These s o c i e t a l  

s t e r e o t y p e s  a re  very  d i f f i c u l t  to  d i s p l a c e  because ,  as  i s  

f r e q u e n t l y  th e  case  w ith  myths or s t e r e o t y p e s ,  th ey  co n ta in  

some degree  of t r u t h  — a l b e i t  exaggera ted  or a t ten d e d  to  

s e l e c t i v e l y .
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Two p a r t i c u l a r l y  damaging s t e r e o t y p e s ,  both  of which 

a r e  i n d i r e c t l y  addressed  by th e  c u r r e n t  s tu d y ,  a re  t h a t :

(1) peop le  aged 65 and over a re  " o ld , "  and (2) a l l  "old" 

people  a re  a l i k e  in  th e  above-mentioned n eg a t iv e  ways. As 

t h e  p r e s e n t  r e s e a r c h  and much p rev io u s  r e s e a r c h  a t t e s t s ,  the  

f i r s t  s t e r e o t y p e  i s  l a r g e l y  i n a c c u r a t e  in  t h a t  most people  

aged 6 5 and over  do no t  co n s id e r  them selves  to  be "o ld ."®  

This im p l ies  t h a t  t h e s e  people  w i l l  a l s o  no t  behave l i k e  

"o ld"  peop le  —  n o t  in t h e i r  consumer b eh a v io r ,  as  the  

p r e s e n t  s tu d y  d em o n s t ra te s ,  and l i k e l y  no t  in o th e r  sp h e re s  

o f  a t t i t u d e s ,  b e h a v io r s ,  and v a lu e s .  C l e a r l y ,  i f  our 

s o c i e t y  p e r s i s t s  in  c l a s s i f y i n g  an o v e r -6 5 -y e a r -o ld  person  

a s  "o ld" while  he or she c l a s s i f i e s  h im se l f  or h e r s e l f  as 

"young" or "m idd le -aged ,"  many nee d le s s  s o c i a l  and psycho­

l o g i c a l  problems w i l l  be c r e a t e d .  One u n fo r tu n a te  outcome 

of th e s e  d i s c r e p a n t  p e r c e p t io n s  of age i s  a r e s u l t a n t  

b a r r i e r  between younger and o ld e r  people  which p rev en ts  

t h e s e  d i f f e r e n t  c h ro n o lo g ic a l  age groups from en joy ing  each 

o th e r  as  p e e r s .  A second unnecessary  outcome i s  t h a t  

younger people  a r e  s e p a ra te d  from t h e i r  own f u t u r e s  in  t h a t  

th e y  a re  encouraged to  f e e l  a sense  of a n x i e ty  and t h r e a t  

about  what i t  means t o  be c h r o n o lo g i c a l l y  " o ld . "

0  Indeed,  th e  l a r g e s t  group of responden ts  aged 65 and over 
who were screened  fo r  p a r t i c i p a t i o n  in  th e  c u r r e n t  
r e s e a r c h  were th o se  who f e l t  as i f  th e y  were in  t h e i r  2 0 ' s 
or  3 0 ' s !  These people  were not  inc luded  in  the  c u r r e n t  
i n v e s t i g a t i o n  because th e y  d id  no t  meet th e  de f in ed  
c r i t e r i a ;  however, f u t u r e  r e se a rch  should i n v e s t i g a t e  the  
a t t i t u d e s  and behav ior  of t h i s  group.
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With rega rd  to  the  second s t e r e o ty p e  ( t h a t  a l l  "old" 

people  a re  a l i k e  and sh a re  n e g a t iv e  c h a r a c t e r i s t i c s  such as 

poor h e a l th  or  s o c i a l  i s o l a t i o n ) ,  th e  p r e s e n t  r e s e a r c h  con­

f i rm s  t h a t  ch ro n o lo g ic a l  age encompasses a wide v a r i e t y  o f  

i n d iv id u a l  d i f f e r e n c e s .  The concept  o f  s u b j e c t i v e  age 

p ro v id es  an im portan t  means fo r  d i f f e r e n t i a t i n g  among 

people  aged 65 and over© and argues  f o r  th e  h e t e r o g e n e i ty  of  

t h i s  age g roup .  Moreover, t h e  s tudy  confirmed t h a t  th e se  

" s u b j e c t i v e l y  young" o ld e r  people  tend  to  sh a re  many p o s i ­

t i v e  c h a r a c t e r i s t i c s ,  such as good h e a l th  and high l e v e l s  of 

a c t i v i t y .  Indeed ,  i t  i s  becoming i n c r e a s i n g l y  apparen t  t h a t  

t o d a y ' s  o l d e r  r o l e  models — from Arthur  R ub ins te in  to  

Ronald Reagan — could come to  r e p r e s e n t  th e  norm r a t h e r  

than the  excep t ion  f o r  o ld e r  people  in  our  s o c i e t y .

In s h o r t ,  the  c u r r e n t  r e s e a r c h  adds to  th e  growing body 

of  ev idence  which i n d i c a t e s  t h a t  th e  a t t i t u d e s  and behav io r  

of  the  v a s t  m a jo r i ty  of  o ld e r  peop le  — the  s u b j e c t i v e l y  

young — do n o t  adhere  to  s o c i e t y ' s  s t e r e o t y p e s .  Indeed,  

even the  s u b j e c t i v e l y  e l d e r l y  people  in  the  r e se a rc h  d id  not 

behave s t e r e o t y p i c a l l y , as evidenced by t h e i r  w i l l i n g n e s s

®  I t  should be noted t h a t  s u b j e c t i v e  age p ro v id es  bu t  one 
example of  the  d i v e r s i t y  o f  o l d e r  peo p le .  There a re  many 
o th e r  p o s s i b l e  s u b d iv i s io n s ,  i n c lu d in g  o th e r  s e l f - p e r c e p ­
t i o n s  b e s id e s  age .  Subsequent r e s e a r c h  should i d e n t i f y  
o th e r  r e l e v a n t  subgroups w i th in  th e  c h ro n o lo g ic a l  e l d e r l y  
and examine t h e i r  i n f lu e n c e s  on b eh a v io r .
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t o  t r y  new p ro d u c ts .  As more d a t a  become a v a i l a b l e ,  th e se  

s t e r e o t y p i c a l  m isconcep t ions  about aging w i l l  have to  be 

r e v i s e d .  These r e v i s i o n s  w i l l ,  in  t u r n ,  in f lu e n c e  our 

a t t i t u d e s ,  p o l i c i e s ,  and behav io r  toward o ld e r  p eo p le .  

S p e c i f i c a l l y ,  as  s o c i e t y  abandons an emphasis on 

c h ro n o lo g ic a l  age and recogn izes  s u b j e c t i v e  age as  a key 

d e te rm in a n t  of a t t i t u d e s  and b e h a v io r ,  f e a r  of  th e  aging 

p rocess  should d e c l in e  r a p i d l y .  Perhaps most im p o r ta n t ly ,  

t h e s e  new s o c i e t a l  a t t i t u d e s  w i l l  f o s t e r  a p o s i t i v e  

s e l f - c o n c e p t  in  o ld e r  people  them selves  and in c r e a s e  th e  

l i k e l i h o o d  t h a t  they  remain happy and p ro d u c t iv e  members of 

s o c i e t y .
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APPENDIX A: 

P r e t e s t  Measures
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APPENDIX A: PRETEST MEASURES

Each of t h e  independent  and dependent  v a r i a b l e s  in  th e  

r e s e a r c h  was su b je c te d  to  t h e  fo l low ing  s e l e c t i o n  and p r e ­

t e s t i n g  p ro ced u res .

A. S u b je c t iv e  Age I d e n t i t y

The measure o f  S u b je c t iv e  Age I d e n t i t y  d ev ised  f o r  t h i s  

r e s e a r c h  ( see  Screening  Q u es t io n n a i re  in  Appendix C) was 

p r e t e s t e d  fo r  t e s t - r e t e s t  r e l i a b i l i t y .  Between March 14-15, 

1985, te lep h o n e  in te rv ie w s  were completed with  25 women 

s e l e c t e d  a t  random from th e  Denver, Colorado te lep h o n e  

d i r e c t o r y .  These r e sp o n d e n ts ,  a l l  of whom answered th e  two 

q u e s t io n s  which measured t h e i r  a c t u a l  and s u b j e c t i v e  ages ,  

belonged to  th e  fo l low ing  S u b je c t iv e  Age I d e n t i t y  g roups:  

Nine (9) were aged 65-79 and p e rc e iv e d  them selves  t o  be in  

t h e i r  6 0 ' s  o r  7 0 ' s ,  f i v e  (5) were aged 65-79 bu t  p e rce iv ed  

them selves  t o  be in  t h e i r  4 0 ' s  or  5 0 ' s ,  and e leven  (11) were 

aged 40-54 and p e rce iv ed  them selves  t o  be in  t h e i r  4 0 ' s o r  

50 1 s .
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About two months l a t e r ,  between May 10-11, 1985, 

fo l low -up  te lep h o n e  in te rv ie w s  were conducted with  16 o f  the  

25 women. The fo l low -up  in te rv ie w s  r ep ea ted  th e  S u b je c t iv e  

Age I d e n t i t y  measure with th e  fo l low ing  i n t r o d u c t o r y  

comment:

"We spoke with  you a couple o f  months ago and asked 
you a few q u e s t io n s  about the  way you f e e l  about 
your age .  I have j u s t  one more q u e s t io n  I need to  
a s k . "

In t o t a l ,  12 o f  th e  16 women reached on th e  fo l low -up  

in te rv ie w  gave th e  same response  t o  th e  S u b je c t iv e  Age 

I d e n t i t y  measure as they  had two months e a r l i e r .  A binomial 

t e s t  (McNemar, 1969) i n d ic a t e d  t h a t  12 out  of  16 c o r r e c t  i s  

s i g n i f i c a n t l y  above chance (p = .0 4 ) .  Of c o u rse ,  f u t u r e  

r e s e a rc h  should t e s t  t h i s  measure with l a r g e r  samples to  

c o r ro b o ra te  t h i s  f i n d in g .
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B. Endorser  S u b je c t iv e  Age

The two en d o rse r  c o n d i t io n s  used in  t h i s  r e s e a r c h  — 

the  c h r o n o lo g ic a l l y  and s u b j e c t i v e l y  e l d e r l y  en d o rse r  and 

the  c h ro n o lo g ic a l l y  e l d e r l y  but s u b j e c t i v e l y  middle-aged 

en d o rse r  — were a c t u a l l y  th e  same woman photographed twice 

with s i m i l a r  f a c i a l  e x p re s s io n s  bu t  with je w e lry  and makeup 

a l t e r a t i o n s  to  v a ry  h e r  s u b j e c t i v e  age.  (The photography 

was conducted a t  the  s tu d i o s  of  J e r r y  Simpson, I n c .  and the  

model used was in  a c t u a l i t y  70 y ea rs  o f  a g e ) .  A p r e t e s t  was 

conducted to  v e r i f y  t h a t  th e  two photographs  p o r t ray ed  

e n d o rse rs  o f  th e  same ch ro n o lo g ic a l  age but  o f  d i f f e r e n t  

s u b j e c t i v e  ag e s ,  i . e . ,  the  e n d o r s e r s '  s u b j e c t i v e  age should 

have been p e rce iv ed  as s u b s t a n t i a l l y  younger in  th e  

" s u b j e c t iv e  middle-aged"  photograph than in  the  " s u b j e c t i v e  

e l d e r l y "  photograph .  The two photographs were p re se n ted  to  

30 people  (o rd e r  of  photograph p r e s e n t a t i o n  was r o t a t e d )  and

f o r  each photograph the  fo l low ing  two q u e s t io n s  were asked:

1. "How o ld  i s  t h i s  woman?"

2. "How o ld  does t h i s  woman f e e l  t h a t  she i s ? "
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i n t e r e s t i n g l y ,  even upon p r e s e n t a t i o n  o f  both photo­

g rap h s ,  many d id  no t  r e a l i z e  t h a t  the  women in  the  photo­

graphs were a c t u a l l y  the  same p e rso n .

The p r e t e s t  f in d in g s  confirmed t h a t  while  the  pe rce ived  

ch ro n o lo g ic a l  ages o f  th e  two e n d o rse rs  were s i m i l a r ,  the  

p e rce ived  s u b je c t i v e  ages v a r ie d  in  the  p r e d ic t e d  d i r e c t i o n .

MEANS OF PERCEIVED 
CHRONOLOGICAL AGE AND SUBJECIVE AGE OF ENDORSER CD

C hrono log ica l  S u b je c t iv e  
 Age  Age

S u b je c t iv e  E ld e r ly  Endorser
X 70 67

S u b je c t iv e  Middle-Aged Endorser
X 68 | 5~5~

BASE: 30

Note : Photographs p re se n te d  in  r o t a t e d  o r d e r ,  no d i f f e r ­
ences by r o t a t i o n .

G  Means rounded to  n e a r e s t  in t e g e r  

| | = For emphasis
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C. Type o f  Risk

1. s e l e c t i o n  Of P ro d u c ts

The key c r i t e r i o n  fo r  p roduc t  s e l e c t i o n  was t h a t  the  

e x i s t i n g  p roduc t  c a t e g o r i e s  from which th e  new p roduc ts  

would be formed must no t  be used a t  d r a m a t i c a l ly  d i f f e r e n t  

r a t e s  by middle-aged v e r su s  e l d e r l y  p e o p le .  In t h i s  way, 

th e re  would be no reason  to  su sp e c t  a t  the  o u t s e t  t h a t  th e r e  

a re  age d i f f e r e n c e s  in the  degree  o f  r i s k  which i s  a s so ­

c i a t e d  with  th e se  p roduc ts  in  the  absence o f  a manipula­

t i o n .  The second c r i t e r i o n  fo r  p ro d u c t  s e l e c t i o n  was t h a t  

the  p ro d u c ts  be r e l a t i v e l y  in ex p en s iv e ,  s in c e  a l l  p ro d u c ts  

in  the  c a ta lo g  were to  be p r i c e d  a t  $4 .95 .

Two sources  o f  sy nd ica ted  s t a t i s t i c a l  d a t a  were con­

s u l t e d :  Mediamark Research ,  I n c .  ( MRI) ,  Spring 1983 and

Spring  1984 and Simmons Market Research Bureau, I n c . ,  1984. 

Both surveys  a re  conducted y e a r l y  among about 20,000 

consumers and p rov ide  d e t a i l e d  demographic and purchase 

behav io r  in fo rm at ion  fo r  v a r io u s  p roduc t  c a t e g o r i e s .
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According to  th e se  sy n d ic a te d  s o u rc e s ,  usage of  the  

p roduc t  c a t e g o r i e s  from which th e  new p ro d u c ts  were formed 

was as fo l lo w s :

PRODUCT USAGE AMONG WOMEN AGED 35-54 AND 65+

USAGE 
AMONG WOMEN AGED:

Costume j e w e l r y ® ® ®  13 4

Oven c l e a n e r s  ®  56 50
Vitamins ©  49 47

35-54 65+
% %

S e le c te d  Product  C a teg o r ie s

C r a c k e r s ®  85 82
Play ing  c a r d s ®  32 21

G l o v e s ®  12 6

( In d ig e s t i o n  A ids /
Upset Stomach Remedy) (48) (56)

®  Purchased /used  p roduct  w i th in  p a s t  s ix  months 
® P u r c h a s e d / u s e d  p roduct  w i th in  p a s t  year  
® D raw n  from Simmons, a l l  o t h e r s  drawn from MRI 
CD All a d u l t s ,  a l l  o th e r s  women only
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2. P r e t e s t  Of P ro d u c ts

The Jacoby and Kaplan (1972) p e rce iv ed  r i s k  s c a l e  was 

adm in is te red  to  12 a d u l t s  in  o rd e r  to  confirm t h a t  each o f  

the  p ro d u c ts  which were to  be used in the  r e s e a r c h  

r e p re s e n te d  the  a p p r o p r i a t e  Type Of Risk c o n d i t io n  as 

h ypo thes ized .  A t o t a l  o f  e i g h t  p ro d u c ts  were r a t e d ;  two 

were dropped from the  s tudy  as the  p r e t e s t  found them to  be 

not r e p r e s e n t a t i v e  o f  a r i s k  ca teg o ry .

The mean r a t i n g s  o f  the  p roduc ts  on the  b a s i s  o f  type 

o f  r i s k  were:

MEAN OF PERCEIVED RISK RATINGS BY PRODUCT®

________________ TYPE OF RISK:_________________
S o c ia l  P sy ch o lo g ica l  F u n c t io n a l  P h y s ica l

P ro d u c t :
Crackers 1.75 1 .88 2.22 1 .67
Cards 1.63 2.13 3.75 2.88

Gloves 5.02 6.89 3.11 1.56
B ra c e le t 4.25 8.29 3.89 3.44

Oven c l e a n e r 2.25 4.75 5.78 5.33
Vitamins 3.00 6.06 7.44 7.11

BASE: 12

Measured on a 1-10 s c a le  where 1 = low perce ived  r i s k  and 
10 = high pe rce ived  r i s k .

| | = For emphasis
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APPENDIX B: 

M an ipu la t ion  Checks
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APPENDIX B

Table 1

MATRIX OF ACTUAL AGE x SUBJECTIVE AGE 
(Number Of S u b jec ts  P e r  Condit ion)

SUBJECTIVE AGE

ACTUAL AGE

40

45

50

44

49

54

65 -  69 

70 -  74 

75 -  79

4 0 ' s 5 0 ' s 6 0 ' s 70’s

53

58

58

23

63

27

28 86

50

20

BASE: 575

© G r o u p  1, th e  " S u b je c t iv e  E ld e r ly "
(DGroup 2 ,  th e  " S u b jec t iv e  Middle-Aged" 
© G r o u p  3 ,  the  "Actual Middle-Aged"
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APPENDIX B

Table 2

PERCEIVED AGE OF ENDORSER©  
(By S u b je c t iv e  Age I d e n t i t y  Group)

______ SUBJECTIVE AGE IDENTITY GROUP:______
S u b jec t iv e  S u b je c t iv e  Actual  

T o ta l  E ld e r ly  Middle-Aged Middle-Aged

P e rc e p t io n s  
Of Chrono­
l o g i c a l  Age Of:

"Older  Emily11
X 62 65 61 60

(SD) (15.70) (12.96) (16 .34)  (16.88)

"Younger Emily"
X 64 66 64 61

(SD) (11.99) (11.20) (11 .91)  (12 .43)

BASE© 353 112 116 125

N o te : T - t e s t s  i n d i c a t e  no s i g n i f i c a n t  d i f f e r e n c e s  in
p e rc e p t io n s  o f  c h ro n o lo g ic a l  age o f  "Older Emily" 
v s .  "Younger Emily" among t o t a l  sample nor by any 
S u b jec t iv e  Age I d e n t i t y  group.

©  Means rounded to  n e a r e s t  in t e g e r  
©  Among those  who saw an endorse r
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APPENDIX B

Table 3

MEANS AND STANDARD DEVIATIONS 
FOR PERCEIVED RISK RATINGS BY PRODUCT©

(Tota l  Sample)

PRODUCT:

TYPE OF RISK:
S o c ia l  P sy ch o lo g ica l  F u n c t io n a l  P h y s ic a l

B ra c e le t
X

(SD)
3.01 4.52

(2.75)  (3.12)
4.35 2.25

(2.75) (2 .08)

Gloves
X

(SD) (2 .74)
3.01 I 1 4.18

(3 .02)
4.02 1.84

(2 .57) (1 .75)

Vitamins
X

(SD)
2.57

(2.47)
4.55

(3.15)
5.08 5.30

(2.70)  (2 .82)

Oven Cleaner
X 2.31 3.55

(SD) (2 .40 )  (3 .00)

P lay in g  Cards
X 2.20 2.82

(SD) (2 .28)  (2 .77)

4.64

2.74
( 2 . 2 2 )

~5^46l
(2 .73)  (2 .78)

1 .52 
(1.44)

Crackers
X

(SD)
2 . 1 0

( 2 . 1 0 )
2.80

(2 .52)
3.37

(2 .34)
2.77

(2 .32)

BASE: 575

©  Measured on a 1-9 s c a l e  where 1 * low perce ived  r i s k  and 
9 = high p e rce iv e d  r i s k .

I I = For emphasis
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APPENDIX B

Table 4

MEANS AND STANDARD DEVIATIONS 
FOR PERCEIVED RISK RATINGS BY RISK CATEGORY 

(To ta l  Sample)

TYPE OF RISK:
S o c ia l  P sy ch o lo g ica l  F u n c t io n a l  P h y s ic a l

RISK CATEGORY:

S o c i a l /  ^
Psycholog i c a l
X

(SD)
I 3.01
(2.51)

4.29
(2.67)

4.11 
( 2 . 2 1 )

2 . 01  
(1.65)

F u n c t io n a l / -^
P hysicaT t^j
X

(SD)
2.41

(2 .15)
3.96

(2 .67)
4.73 ) 

(2 .32)
5.35

(2.49)

No R i s k ®
X

(SD)
2.19

(1.91)
2.81

(2 .16)
2.97

(1 .94)
2 . 1 0  

(1 .60)

BASE: 575

(5 B r a c e le t  and g loves
(1) Vitamins and oven c lean e r
® P l a y i n g  ca rds  and c rack e rs

| | = For emphasis
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APPENDIX C:

S t im u l i  And Q u es t io n n a i re  M a te r ia l s
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SCREENER



OXTOBY-SMITH, INC. 150 EAST 58 STREET NEW YO RK , NY 10155 #700-98-85
FEMALES ONLY

SCREENING 'QUESTIONNAIRE

Hello, my name is  _ _ _ _ _ _ _ _  from Oxtoby-Smith, a national marketing research firm.
May I apeak with the lady of the house? (WHEN LADY OF THE HOUSE IS AVAILABLE, CONTINUE). 
He are conducting a brief survey among vomen in your area and would like to ask you a few 
questions.

a. F irst of a ll ,  into which of the following categories does your age fall? (HEAD LIST)

UNDER 18 12 [ i - r
18 -  29 I I-2 - (TERMINATE)
30 -  39 . I ]-3_
40 -  44 t i - r
45 -  49 I 1-5 - (CHECK QUOTA)
50 -  54 t ] 6

55 -  59 I i - r i - (TERMINATE)
60 -  64 I ]-jL ' •
65 -  69 I 1-T
70 -  74 I l-o • (CHECK QUOTA)
75 -  79 [ ]“X_
80 OR OVER I 1-y (TERMINATE)

Now I would like to ask you a different kind of question about age.' It has to do with the 
way you feel about yourself, ao please listen  carefully to the question. (READ THE FOL­
LOWING QUESTION VERBATIM)

b. You mentioned that you are in your (DECADE MENTIONED). Research has shown that some 
people in their (DECADE MENTIONED) really  think of themselves as being in their 
(DECADE MENTIONED), while other people in their (DECADE MENTIONED) really think of 
themselves as being in a different age group — either older or younger. Please cell 
me which of the following age groups you feel most similar to: the twenties, 
th ir t ie s ,  forties, f if t ie s , six ties, seventies, or eighties.

2 0 ' s 13 i i - r (TERMINATE)
30* s I ]-!_
40*s ( ]-3*
50’s I 1-4 - (CHECK QUOTA GROUPS BELOW
60’s I 1-5 Q.a, AND 60's OR 70's IN
70's [ J-6_
80’s 1 1-7 (TERMINATE)

NOTE: IF 40-54 IN

RESPONDENT’S NAME 
ADDRESS _ _ _ _ _  
CITY
INTERVIEWED BY 
VALIDATED BY

STATE
TELEPHONE NO. (
ZIP CODE ______
DATE_________
DATE

Screening Page 1 — Q.a-b
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THERE ARE THREE QUOTA CROUPS: (SUPERVISOR, PLEASE RECORD BELOW)

(i) THOSE AGED 65-79 WHO THINK OF THEMSELVES AS IN THEIR 60's OR 70'a 14 [ ]-l
( i i ) THOSE AGED 65-79 WHO THINK OF THEMSELVES AS IN THEIR 40's OR 50's t 1-2 •
( i i i ) THOSE AGED 40-54 WHO THINK OF THEMSELVES AS IN.THEIR 40's OR 50's I J-3

(READ THE FOLLOWING TO ALL QUALIFIED RESPONDENTS)

A manufacturer of household products is  thinking of introducing a mail order catalog and 

has asked us to find out that people think of the catalog. We would like to send you a 

sample of the catalog, which describes some new household products, and get your reactions 

to the products and to Che catalog. We only want your opinions; you will not be asked to 

buy anything. We will send the catalog along with a questionnaire which will take about 

20 minutes to f i l l  out. In return for your participation, we will send you a free g ift 

and enter your name in a lo ttery  from which four people will win $50.00 cash each. Kay we 

send you the catalog?. We value your opinions.

ACCEPTED MAIL QUESTIONNAIRE 15 [ ]-l

REFUSED HAIL QUESTIONNAIRE [ ]-2

(INTERVIEWER: VERIFY NAME AND ADDRESS SO THAT MAIL QUESTIONNAIRE CAN BE SENT.)

I 16-18R |
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LETTERS TO RESPONDENTS: 

INITIAL AND FOLLOW-UP MAILINGS
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OXTOBY-SMITH INC 
f t  v -  150 EAST58lh STREET
S  - j j  NEW YORK. NY 10155 
|  a  -« « * j TEL 212-421-5100 
■ M M h H  CABLE: OXTBYSMITH

CYNTHIA WEINMAN Vice President

Sear Friend:

Recently you were interviewed by telephone and, at that time, you kindly 
agreed to take part in a mail survey to give us your reactions to a new mail 
order catalog. Aa we mentioned when we spoke with you, we are offering two 
g ifts  in return for your completing the enclosed questionnaire:

...We will send you a free g ift set of personal care products which we're 
sure you'll find useful; and

...We will enter your name in a lo ttery from which four people will win 
$50.00 each.

The enclosed questionnaire is not a te s t. We are only interested in your 
frank, honest opinions as consumers. In filling  out the questionnaire, we 
would appreciate your following these simple instructions:

...P lease read the message from the maker of the catalog which you will 
find attached to the front of the questionnaire.

...S ix  different products from the new catalog are described in the
questionnaire. For each product, please read the description and then 
answer the questions that immediately follow.

...A lso, please answer the questions on the final pages of the question­
naire which ask for some more of your opinions about the new catalog, 
as well as some classification information.

...A fter you complete the entire questionnaire, please return i t  in the 
enclosed, postage-paid envelope on or before March 15, 1986.

Again, thank you so much for participating in our study. We really value your

February, 1986

opinions.

Cordially,
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OXTOBY-SMITH INC 
150 EAST 58ltl STREET 
NEW YORK. NY 10155 
TEL 212-4 2W100 
CABLE: OXTBVSMITH

CYNTHIA WEINMAN Vice President

February, 1986

Dear Friend:

Recently you were interviewed by telephone and, at that time, you kindly 
agreed to take part in a mail survey to give us your reactions to a new mail 
order catalog. As we mentioned when we spoke with you, we are offering two 
g ifts  in return for your completing the enclosed questionnaire:

...He will send you a free g ift set of personal care products which we're 
sure you'll find useful; and

...He will enter your name in a lottery from which four people will win 
$50.00 each.

The enclosed questionnaire is not a te s t. He are only interested in your 
frank, honest opinions as consumers. In f illin g  out the questionnaire, we 
would appreciate your following these simple instructions:

...Six different products from the new catalog are described in the
questionnaire. For each product, please read the description and then 
answer the questions that immediately follow.

...A lso, please answer the questions on the final pages of the question­
naire which ask for some more of your opinions about the new catalog, 
as well as some classification information.

. ...A fter you complete the entire questionnaire, please return i t  in the 
enclosed, postage-paid envelope on or before March 15, 1986.

Again, thank you so much for participating in our study. He really  value your 
opinions.

Cordially,
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OXIDBY ‘ SMITH INC 
K  r  150 EAST 58lti STREET
9  f -  - J  NEW YORK. MY 10155 
■  A  TEL 2t2-42W>100

CABLE: OXTBVSMITH

CVNIHIA WEINMAN Vice President

Dear Friend:

Recently you were interviewed by telephone and, at that time, you kindly 
agreed to take part in a mail survey to give us your reactions to a new mail 
order catalog. We sent you the mail questionnaire; however, as of yet, we 
bave not received i t  from you. In case you have discarded or misplaced the 
questionnaire, we are sending you a second copy which we would appreciate your 
fillin g  out promptly. As we mentioned, we are offering two g ifts  in return 
for your completing the enclosed questionnaire:

...We will send you a free g ift set of personal care products which we're 
sure you 'll find useful; and

...We will enter your name in a lottery from which four people will win 
$50.00 each.

In order to benefit from these two g ifts , you must return the completed 
questionnaire postmarked no later than April 4, 1986.

The enclosed questionnaire is not a te s t. We are only interested in your 
frank, honest opinions as consumers. In fillin g  out the questionnaire, we 
would appreciate your following these simple instructions:

...P lease read the message from the maker of the catalog which you will 
find attached to the front of the questionnaire.

...S ix  different products from the new catalog are described in the
questionnaire. For each product, please read the description and then 
answer the questions that immediately follow.

...A lso, please answer the questions on the final pages of the question­
naire which ask for some more of your opinions about the new catalog, . 
as well aB some classification information.

...A fter you complete the entire questionnaire, please return i t  in the 
enclosed, postage-paid envelope on or before April 4, 1986.

Again, thank you so much for participating in our study.

March, 1986

Cordially,
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OXTOBY-SMITH INC 
150 EAST 56th STREET 
NEW YORK NY10155 
TEL2T2-42W100 
CABLE: OXTBYSMITH

CYNTHTA WEINMAN Vice President

March, 1986

Dear Friend:

Recently you were interviewed by telephone and, at that time, you kindly 
agreed to take part in a mail survey to give us your reactions to a new mail 
order catalog. We sent you the mail questionnaire; however, as 06 yet, we 
have not received i t  from you. In case you have discarded or misplaced the 
questionnaire, we are sending you a second copy which we would appreciate your 
f illin g  out promptly. As ve mentioned, we are offering two g ifts  in return 
for your completing the enclosed questionnaire:

...We will send you a free g ift set of personal care products which we're 
sure you'll find useful; and

...We will enter your name in a lo ttery from which four people will win 
$50.00 each.

In order to benefit from these two g ifts , you must return the completed 
questionnaire postmarked no la ter than April 4, 1986.

The enclosed questionnaire is not a tes t. We are only interested in your 
frank, honest opinions as consumers. In fillin g  out the questionnaire, we 
would appreciate your following these simple instructions:

...S ix  different products from the new catalog are described in the
questionnaire. For each product, please read the description and then 
answer the questions that immediately follow.

...A lso, please answer the questions on the final pages of the question­
naire which ask for some more of your opinions about the new catalog, 
as well as some classification information.

...A fter you complete the entire questionnaire, please return i t  in the 
enclosed, postage-paid envelope on or before April 4, 1986.

Again, thank you so much for participating in our study.

Cordially,

ItA
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Maker of the Catalog

FROM ME TO YOU

Emily Horton

©

Dear Customer,

I'm Emily Horton and I'd like to introduce my new mail-order 
catalog "Erom Me to You." in the pages that follow, you’ll 
see some examples of the types of products i'll be offering.

As we get older, much of what we used to do without even 
thinking now seems a little harder and takes a little longer.
I believe that it's time to take things a bit more slowly.
The products I've selected for my catalog have made my life 
easier and more comfortable, and I would recommend them for 
anyone who welcomes convenient, easy to use items in their 
mature years. After all, why should we strain ourselves 
when things can be made more pleasant?

A unique feature of my catalog is that everything you see is 
priced at just $4.95. My attitude is that things don't have 
to cost a lot to be of high quality.

a

I hope you enjoy the catalog. Please let me know what you think.

Sincerely



Emily Horton 

Maker of the Catalog 

FROM ME TO YOU

Dear Customer,

I'm Emily Horton and I'd like to introduce my new mail-order 
catalog "Erom Me to You." In the pages that follow, you’ll 
see some examples of the types of products i'll be offering.

Just because we're getting older doesn't mean we should slow 
down. I believe that the best is yet to come. The products 
I've selected for my catalog have improved the quality of my 
life, and I would recommend them for anyone who is active 
and is interested in keeping young. After all, don't we 
deserve to make things more pleasant for ourselves?

A unique feature of my catalog is that everything you see is 
priced at just $4.95. My attitude is that things don't have 
to cost a lot to be of high quality.

I hope you enjoy the catalog. Please let me know what ypu 
think.

Sincerely,
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MAIL QUESTIONNAIRE
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OXTOBY-SMITH, INC. 150 EAST 58 STREET NEW YORK, NY 10155 #700-98-85

I MAIN QUESTIONNAIRE
18-3
19-2

For Questions la through 6c, please read each product description carefully and answer the 
questions.

NON-STICK PLAYING CARDS

If  you are tired of cards that stick together when 
you try to deal them, then these new cards are for 
you. These cards are made of specially coated 
plastic so that they slide off one another 
smoothly. The result is a deck of cards \dtich is 
easy to deal and therefore more fun to play with.

ITEM #6343, SIX DECKS OF CARDS — $4.95

la . How likely would you be to buy this product?

I  DEFINITELY WOULD BUY IT 
I  PROBABLY WOULD BUY IT
I MIGHT OR MIGHT NOT BUY IT
I  PROBABLY WOULD NOT BUY IT
I  DEFINITELY WOULD NOT BUY IT

50 ] - l
1-2
1-3
1-4
1-5

lb. Why do you say that? (ANY COMMENTS WILL BE VERY HELPFUL)

1c. For each of the following items, please indicate (with a check mark) how’ well that 
item describes the above product, that is , whether the item describes the above 
product EXTREMELY WELL, VERY WELL, SOMEWHAT, NOT VERY WELL, or NOT AT ALL.

THE ITEM DESCRIBES THE ABOVE PRODUCT:
EXTREMELY VERY NOT VERY NOT AT

WELL WELL SOMEWHAT WELL ALL

GOOD VALUE FOR THE MONEY. 51 I 1-1 I 1-2 ( 1-3 I 1-4 I 1-5
DURABLE 52 [ 1-1 I 1-2 I 1-3 I 1-4 I 1-5
ATTRACTIVE 53 I 1-1 ( 1-2 I 1-3 [ 1-4 I 1-5
EASY TO USE 54 I 1-1 I 1-2 I 1-3 I 1-4 I 1-5
MODERN 55 [ 1-1 I 1-2 C 1-3 I 1-4 I 1-5

Page 1 -- Q.la-lc

I CARD l/50-55~|
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NEW OVEN "GREASE BOMB" MAKES OVEN CLEANING EASIER

cleans

No more messy foam cleaners or scrubbing to clean 
your oven. To operate the oven grease bomb, you 
simply place the can inside the oven remove the 
cap, and close the oven door. In about 30 
seconds, the can will release its  contents into 
the oven. After 15 minutes, you can wipe the oven 
clean with a dry cloth. I t 's  that easy.

ITEM #0224, PACKAGE OF THREE "GREASE BOMBS" — $4.95

2a. How likely would you be to buy this product?

I DEFINITELY WOULD BUY IT 44 [ 1-1
I PROBABLY WOULD BUY IT [ J-2
I MIGHT OR MIGHT NOT BUY IT I J-3
I PROBABLY WOULD NOT BUY IT I 1-4
I DEFINITELY WOULD NOT BUY IT ( ]-5

2b. Why do you say that? (ANY COMMENTS WILL BE VERY HELPFUL)

2c. For each of the following items, please indicate (with a check mark) how well that 
item describes the above product, that is , whether the item describes the above 
product EXTREMELY WELL, VERY WELL, SOMEWHAT, NOT VERY WELL, or NOT AT ALL.

THE ITEM DESCRIBES THE ABOVE PRODUCT:
EXTREMELY VERY NOT VERY NOT AT

WELL WELL SOMEWHAT WELL ALL

GOOD VALUE FOR THE MONEY 45 [ J -l I 1-2 I 1-3 I 1-4 I 1-5
DURABLE 46 [ 1-1 1 1-2 I 1-3 ( 1-4 1 1-5
ATTRACTIVE 47 [ 1-1 I 1-2 t 1-3 I 1-4 I 1-5
EASY TO USE 48 [ J - l 1 1-2 I 1-3 I 1-4 I 1-5
MODERN 49 [ J-l I 1-2 I 1-3 I 1-4 I 1-5

Page 2 — Q.2a-2c 

| CARD 1/44-49 1
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SIMULATED GOLD BRACELET

Now experience Che elegance of 14K gold for a - 
fraction of the coat. Thia lovely bracelet looka 
like real gold, but ia actually made through a 
revolutionary new process that makes inexpensive 
metal look like the real thing. No one will know 
that you aren 't wearing genuine gold.

ITEM #5819, ONE BRACELET — $4.95

3a. How likely would you be to buy this-product?

I DEFINITELY WOULD BUY IT 
I PROBABLY WOULD BUY IT
I MIGHT OR MIGHT NOT BUY IT
I PROBABLY WOULD NOT BUY IT
I DEFINITELY WOULD NOT BUY IT

38 M
] -2

]-3
1-4
]-5

3b. Why do you say that? (ANY COMMENTS WILL BE VERY HELPFUL)

3c. For each of the following items, please indicate (with a check mark) how well that 
item describes the above product, that is, whether the item describes the above 
product EXTREMELY WELL, VERY WELL, SOMEWHAT, NOT VERY WELL, or NOT AT ALL.

THE ITEM DESCRIBES THE ABOVE PRODUCT:
EXTREMELY VERY NOT VERY NOT AT

WELL WELL SOMEWHAT WELL ALL

GOOD VALUE FOR THE MONEY 39 [ J - l I 1-2 I 1-3 I 1-4 [ 1-5
DURABLE 40 I J - l I J-2 I 1-3 I 1-4 I 1-5
ATTRACTIVE 41 I J - l I J-2 I 1-3 I 1-4 I 1-5
EASY TO USE 42 [ J - l I J-2 I 1-3 I J-4 I 1-5
MODERN 43 I J - l I J-2 I 1-3 I 1-4 I 1-5

Page 3 — Q.3a-3c

| CARD 1 /3 8 -4 3  |
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MIRACLE VITAMINS WHICH AID DIGESTION

&

For the f irs t time, you can actually prevent 
indigestion or that "bloated" feeling before i t  
happens with these special vitamin-based p ills .
We discovered that a combination of seven secret 
vitamin-based substances, when taken right before 
a meal, actually helps you digest your food more 
easily — even i f  you overeat.

ITEM #1789, DOTTLE OF 100 TABLETS — $4.95

4a. How likely would you be to buy this product?

1-1 
1-2  

]-3 
]-4
I' 5

4b. Why do you say that? (ANY COMMENTS WILL BE VERY HELPFUL)

I DEFINITELY WOULD BUY IT 32 
I PROBABLY WOULD BUY IT
I MIGHT OR MIGHT NOT BUY IT
I PROBABLY WOULD NOT BUY IT
I DEFINITELY WOULD NOT BUY IT

4c. For each of the following items, please indicate (with a check mark) how well that 
item describes the above product, that is, whether the item describes the above 
product EXTREMELY WELL, VERY WELL, SOMEWHAT, NOT VERY WELL, or NOT AT ALL.

THE ITEM DESCRIBES THE ABOVE PRODUCT:
EXTREMELY VERY NOT VERY NOT AT

WELL WELL SOMEWHAT WELL ALL

GOOD VALUE FOR THE MONEY 33 [ J - l I J-2 I J-3 I J-4 I 1-5
DURABLE 34 [ J - l I J-2 I 1-3 t 1-4
ATTRACTIVE 35 [ J - l I J-2 I 1-3 t 1-4
EASY TO USE 36 ( J - l I J-2 I J-3 I J-4 I 1-5
MODERN 37 I J - l I J-2 I 1-3 t  I* [ 1-5

Page 4 — Q.4a-4c

f CARD 1/32-37 |
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I

WAFER-THIN CRACKERS IDEAL FOR SNACKS

This new Caste sensation ia good enough to be 
eaten alone or ideal as an accompaniment. These 
crackers are unlike others you may have tasted. 
They are carefully baked thin enough so they won’t 
f i l l  you up, yet firm so they won't break when 
spread with cheese, jam, or ocher toppings.

ITEM #3863, THREE 12-OZ. BOXES OF CRACKERS — $4.95

5a. How likely would you be to buy this product?

I DEFINITELY WOULD BUY IT 26
I PROBABLY WOULD BUY IT
I MIGHT OR MIGHT NOT BUY IT
I PROBABLY WOULD NOT BUY IT
I DEFINITELY WOUID NOT BUY IT

1 - 1

1-2

J-3
J-4
1-5

5b. Why do you say that? (ANY COMMENTS WILL BE VERY HELPFUL)

5c. For each of the following items, please indicate (with a check mark) how well that 
item describes the above product, that is whether the item describes the above 
product EXTREMELY WELL, VERY WELL, SOMEWHAT, NOT VERY WELL, or NOT AT ALL.

THE ITEM DESCRIBES THE ABOVE PRODUCT:
EXTREMELY VERY NOT VERY NOT AT

WELL WELL SOMEWHAT WELL ALL

GOOD VALUE FOR THE MONEY 27 [ 1-1 I 1-2 I 1-3 I 1-4 I 1-5
DURABLE 28 [ J - l C 1-2 I 1-3 I 1-4 I 1-5
ATTRACTIVE 29 [ 1-1 I 1-2 I 1-3 I 1-4 I 1-5
EASY TO USE 30 [ J - l t 1-2 I 1-3 [ 1-4 I 1-5
MODERN 31 I 1-1 [ 1-2 I 1-3 I 1-4 I 1-5

Page 5 - -  Q.5a-5c

I CARD 1 /2 6 -3 1  |
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REVERSIBLE CLOVES

These fashionable gloves are really two pairs of 
gloves in one. Simply turn these pretty tan 
cotton gloves inside out and presto — you're now 
wearing a pair of brown and tan two-tone gloves in 
crinkle cotton. People will ask you i f  the gloves 
you're wearing are famous designer gloves.

ITEM #2502, ONE PAIR OF GLOVES — $4.95

6a. How likely would you be to buy this product?

I DEFINITELY WOULD BUY IT 20 [ ]-l 
I PROBABLY WOULD BUY IT [ ]-2
I MIGHT OR MIGHT NOT BUY IT I ]-3
I PROBABLY WOULD NOT BUY IT [ ]-4
I  DEFINITELY WOULD NOT BUY IT [ ]-5

6b. Why do you say that? (ANY COMMENTS WILL BE VERY HELPFUL)

6c. For each of the following items, please indicate (with a check mark) how well that 
item describes the above product, that is, whether the item describes the above 
product EXTREMELY WELL, VERY WELL, SOMEWHAT, NOT VERY WELL, or NOT AT ALL.

THE ITEM DESCRIBES THE ABOVE PRODUCT:
EXTREMELY VERY NOT VERY NOT AT

WELL WELL SOMEWHAT WELL ALL

GOOD VALUE FOR THE MONEY 21 I 1-1 I 1-2 I 1-3 ( J-4 I J-5
DURABLE 22 [ J - l I J-2 I 1-3 ( 1-4 I 1-5
ATTRACTIVE 23 I J - l I J-2 I J-3 I 1-4 I J-5
EASY TO USE 24 [ J - l I J-2 f 1-3 [ 1-4 I 1-5
MODERN 25 [ J - l I 1-2 I J-3 1 J-4 1 1-5

Page 6 — Q.6a-6c

I Card 1/20-25 |
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Please answer questions 7a through 7d about each of the products you just saw. Circle the 
, number which best represents your answer.

7a. What is the likelihood that there will be something wrong with that product or that 
i t  will not work properly?

LOW HIGH
LIKELIHOOD LIKELIHOOD

PLAYING CARDS 1 2 3 4 5 6 7 8 9 -56
BRACELET 1 2 3 4 5 6 7 8 9 -57
VITAMINS 1 2 3 4 5 6 7 8 9 -58
GLOVES 1 2 3 4 5 6 7 8 9 -59
CRACKERS 1 2 3 4 5 6 7 8 9 -60
OVEN CLEANER 1 2 3 4 5 6 7 8 9 -61

7b. What are the chances 
harmful or injurious

that the product 
to your health?

may not be safe , i .e . ,  may be (or become)

LOW
LIKELIHOOD

HIGH
LIKELIHOOD

PLAYING CARDS 1 2 3 4 5 6 7 8 9 -62
BRACELET 1 2 3 4 5 6 7 8 9 -63
VITAMINS 1 2 3 4 5 6 7 8 9 -64
GLOVES 1 2 3 4 5 6 7 8 9 -65
CRACKERS 1 2 3 4 5 6 7 8 9 -66
OVEN CLEANER 1 2 3 4 5 6 7 8 9 -67

7c. What are the chances that the product will not f i t  in well with your self-image or
self-concept ( i .e . ,  the way you think about yourself)?

LOW HIGH
LIKELIHOOD LIKELIHOOD

PLAYING CARDS 1 2 3 4 5 6 7 8 9 -68
BRACELET 1 2 3 4 5 6 7 8 9 -69
VITAMINS 1 2 3 4 5 6 7 8 9 -70
GLOVES 1 2 3 4 5 6 7 8 9 -71
CRACKERS 1 2 3 4 5 6 7 8 9 -72
.OVEN CLEANER 1 2 3 4 5 6 7 8 9 -73

7d. What are the chances that the product will affect the way others think of you?
LOU

LIKELIHOOD .. . . .
HIGH

LIKELIHOOD
PLAYING CARDS 1 2 3 4 5 6 7 8 9 -74
BRACELET 1 2 3 4 .5 6 7 8 9 -75
VITAMINS 1 2 3 4 5 6 7 8 9 -76
GLOVES 1 2 3 4 5 6 7 8 9 -77
CRACKERS 1 2 3 4 5 6 7 8 9 -78
OVEN CLEANER 1 2 3 4 5 6 7 8 9 -79

Psge 7 — Q.7a-7d

1 END CARD 1/56-79
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Ne w ould l i k e  Co g e t y o u r  r e a c t i o n s  to  th e  m aker o f  t h i s  c a t a l o g .

8a. For each of the following items, please indicate (with a check mark) how well that 
item describes the maker of the catalog, that is ,  whether the item describes the 
maker of the catalog EXTREMELY HELL, VERY HELL, SOMEWHAT, NOT VERY HELL, or NOT AT 
ALL.

THE ITEM DESCRIBES THE MAKER OF THE CATALOG:
EXTREMELY

HELL
VERY
HELL SOMEWHAT

NOT VERY 
WELL

NOT AT 
ALL

PERSUASIVE 13 I }-l I J-2 I J-3 I J-4 I J-5

BELIEVABLE 14 I 1-1 I 1-2 I J-3 I J-4 I 1-5

KNOWLEDGEABLE 15 [ ] - l I J-2 I J-3 I J-4 [ J-5

TRUSTWORTHY 16 I 1-1 I 1-2 1 J-3 [ J-4 t 1-5

LIKABLE 17 ( J - l I J-2 I 1-3 I J-4 [ J-5

SOMEONE JUST LIKE ME IS [ 1-1 [ J-2 I 1-3 I 1-4 I J-5

COMPETENT 19 [ J - l I J-2 I J-3 I 1-4 [ 1-5

SINCERE 20 [ J - l I J-2 t 1-3 I J-4 I 1-5

is  your overa ll opinion of the maker of th is  catalog?

EXCELLENT 21 1-1
VERY GOOD J-2
GOOD 1-3
FAIR J-4
POOR 1-5

j r~22-23R I

I
Page 8 — Q.8a-8b
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9. We would like eo get your opinion regarding what type of woman would be moat
interested in this catalog. For each of the following adjectives, please indicate 
(with a check mark) how well that adjective describes the type of woman who would be 
moat interested in th is (catalog, that is, whether the adjective describes that type of 
woman EXTREMELY WELL, VERY WELL, SOMEWHAT, NOT VERY WELL, or NOT AT ALL.

THE ADJECTIVE DESCRIBES THE TYPE OF WOMAN 
WHO WOULD BE MOST INTERESTED IN THIS CATALOG:

EXTREMELY VERY NOT VERY NOT AT
WELL WELL SOMEWHAT WELL ALL

INTELLIGENT 24 [ 1-1 I 1-2 I 1-3 I 1-4 [ 1-5

FASHIONABLE. 25 [ 1-1 I 1-2 I 1-3 I 1-4 f 1-5
/ CONTEMPORARY 26 [ 1-1 [ 1-2 I 1-3 I 1-4 I 1-5

HEALTHY 27 I I 1-2 t 1-3 t 1-4 [ 1-5

CONFIDENT 28 [ 1-1 I 1-2 I 1-3 I 1-4 [ 1-5

ATTRACTIVE 29 [ [ 1-2 I 1-3 I 1-4 I 1-5

• LIVELY 30 [ 1-1 I 1-2 I 1-3 I 1-4 ( 1-5

I OLD-FASHIONED 31 [ 1-1 [ 1-2 [ 1-3 I 1-4 I 1-5

Page 9 — Q.9
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Now, we w ould l i k e  to  g e t  y o u r  im p re s s io n s  o f  m a i l  o r d e r  c a t a l o g s ,  i n  g e n e r a l .

10. Within the past year, have you made a purchase from a mail order or department store
catalog?

YES 32 [ ]-l 
NO [ ]-2

11. For each of the following items, please indicate (with a check mark) how well that
item describes mail order catalogs in general, that is , whether the item describes
mail order catalogs EXTREMELY WELL, VERY WELL, SOMEWHAT, NOT VERY WELL, OR NOT AT 
ALL.

THE ITEMS DESCRIBES MAIL ORDER CATALOGS, IN GENERAL;
EXTREMELY NOT VERY NOT AT

WELL VERY WELL SOMEWHAT . WELL ALL

USUALLY OFFERS BETTER VALUE 33 [ ] - l I J-2 I J-3 I J-4 I J-5
FOR THE MONEY THAN A STORE

MAKES SHOPPINS ENJOYABLE 34 ( J - l [ J-2 I J-3 I J-4 f J-5

IS A CONVENIENT WAY TO SHOP 35 f J - l [ J-2 I J-3 I J-4 I J-5

OFFERS UNUSUAL PRODUCTS 36 [ J-l [ J-2 ( 1-3 I 1-4 I J-5

# 12a. What if anything, do you particularly like about mail order catalogs? (PLEASE
ANSWER IN AS MUCH DETAIL AS YOU CAN).

12b. What, if  anything, do you particularly dislike about mail order catalogs? (PLEASE 
ANSWER IN AS MUCH DETAIL AS YOU CAN).

Page 10 — Q. 10-12b
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The f o l lo w in g  q u e s t io n !  a r e  f o r  c l a s s i f i c a t i o n  p u rp o s e s  o n ly .

13. Generally speaking, how would you describe your health on an overall basis? 
you say your health is . . .

EXCELLENT 37 [ ] - l
VERY GOOD [ J-2
GOOD { J-3
FAIR I J-4
POOR [ J - 5

14. Please indicate your marital status.
SINGLE (NEVER MARRIED) 38 [ J - l
MARRIED J J-2
DIVORCED OR SEPARATED [ J-3
WIDOWED I J-4

15. Including yourself, how many people live in your household?

-39
(WRITE IN NUMBER OF PEOPLE)

16. Which of the following magazines, i f  any, do you read on a regular basis?

TIME 40 [ J - l
CONSUMER REPORTS [ J-2
NEWSWEEK [ J-3
MODERN MATURITY ( J-4
PRIME TIME [ J-5
PEOPLE I J-6
50 PLUS [ J-7
OTHER (PLEASE SPECIFY:)
___________________________  I 1-8

17. Do you belong to any consumer organizations?

YES 41 [ J - l  —* If  so, which? (PLEASE WRITE IN 
NAMES OF ORGANIZATIONS)

NO I J-2

Would

E5TJ
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18a. Are you employed auteide the home, either paid or volunteer work?

43 [ ]-l 
[ J-2
I 1-3 (PLEASE SKIP TO QUESTION 19)

18b. Which of the following beat describes your occupation?

YES, FULL TIME 
YES, PART TIME 
HO

PROFESSIONAL (Lawyer, M.D., professor, 44
C.P.A., architect, e tc .)

MANAGER/EXECUTIVE/SELF EMPLOYED MANUFACTURER
TECHNICAL/ENGINEER/ARTISAN (Research assistant, 

teacher, librarian , computer programmer, etc.)
SALES/CLERICAL/OWNER OF SMALL RETAIL STORE 

(white collar worker)
CRAFTSMAN/SERVICE WORKER/FARMER/LABORER 

(blue collar worker)
VOLUNTEER

J - l

J-2

J-3

1-4

J-5
J-6

19. Which of the following categories best describes your educational background?

DID NOT ENTER OR FINISH HIGH SCHOOL
HIGH SCHOOL GRADUATE
SOME COLLEGE
COLLEGE GRADUATE
SOME GRADUATE SCHOOL
OTHER (SPECIFY:) ___

45 J - l
J-2
J-3
J-4
J-5
J-6

20. Which of the following categories best describes your total family income after 
taxes?

UNDER $15,000 
$15,000 -  $19,999 
$20,000 -  $24,999 
$25,000 -  $29,999 
$30,000 OR OVER

46 1 -1

J-2
1-3
J-4
J-5

Thank you very much for participating in this research. Please return the questionnaire 
to us in the enclosed envelope. We'll send out your free g ift and notify you in s. few 
weeks if  you have won $50.00 in the lottery.

Page 12 — Q.18a-20
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OXTOBY-SMITH. INC. 150 EAST 58 STREET NEW YORK. NY 10155 07 0 0 - 9 8 -8 5

(INT. #)

CALLBACK INTERVIEW

F. 0. U. 0

Hello, I'm ___________  from Oxcoby-Smich. I want Co thank you for participating in our
study about some new household products. I just have one more question Co ask you.

Those products that you saw in the catalog we sent you are not yet on the market. 
However, the manufacturer of the catalog is considering introducing these products. If 
they become available you can purchase them, i f  you wish, for $4.95 each. We can take 
your order now, and contact you if  the products become available.

Would you like to order Che . . .  (READ LIST)

YES NO

NON-STICK PLAYING CARDS 70 [ 1-1 71 [ 1-1
SIMULATED GOLD BRACELET { 1-2 I 1-2
VITAMINS WHICH AID DIGESTION [ 1-3 I 1-3
REVERSIBLE GLOVES ,1 1-4 f 1-4
WAFER-THIN CRACKERS I 1-5 I 1-5
"GREASE BOMB" OVEN CLEANER I 1-6 I 1-6

Again, we are not sure i f  these products will become available. In no case should you 
send us any money or checks until we recontact you. If  you haven't heard from us in 
th irty  days, you can assume Chat the manufacturer has decided not to sell.Che products at 
this time.
We have sent out your free g ift and you will receive i t  shortly.

Thank you again so much for your help.

NAME: ___ ____________________________

PHONE: ( )__________________________

. 1 END CARD 3/70-71 I
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