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This study used the two-step structural equations modeling (SEM) to explore the issue that if the fashion goods can make consumers

feel themselves more young or more aged. Moreover, this study also discussed the reverse influence—if the perceived age (cognitive

age) influences consumers’ behaviors and attitudes about the fashion goods shopping. Several nested models compared with the base

model to verify the based model is the better one. The implications of cognitive age and fashion goods shopping are discussed.
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positivity bias. However, more personal information such as the result of self-diagnosis inventory increased individuals’ risk perceptions
and helped to reduce the self-positivity bias. That is to say, non-depressed individuals showed self-positivity but depressed individuals
showed realism on the risk perception of getting depression(i.e.,“depressive realism,” Tennen & Herzberger, 1987). Built on the findings
of study 1 and the impersonal impact hypothesis(Tyler & Cook, 1984), study 2 and study 3 showed that if people believe that the base-
rate information is highly relevant to them, then this more self-relevant base-rate information can work the same as personal level
information. For depressed individuals, providing higher relevant base-rate information increased their risk estimations for getting
depression and they showed realism regarding their own chances and those of others of getting depression. For non-depressed individuals,
even when they did not show a significant difference for their self-risk between low and high base-rate relevant conditions, they did lower
their self-positivity bias when they thought that the base-rate information was more relevant to them. At the same time, the results also
showed that relevant perception of base-rate information served as a mediator between base-rate information and risk perception,
especially for non-depressed individuals, which provides further evidence that more relevant base-rate information affects an individual’s
risk perception.

The results of our study also showed that base-rate information affects an individual’s self-risk updating. Depressives, who typically
have a pessimistic outlook on life, have been shown to be realistic about accepting their likelihood of risk (“depressive realism”; cf. Alloy
& Abramson, 1979; see Ackermann & DeRubeis, 1991 for a review). They view their life and future in negative terms (Beck, 1967, 1976).
Their absolute estimates reflect pessimism, and their relative estimates reflect self-negativity or realism rather than self-positivity (Keller,
Lipkus & Rimer, 2002). The results of the present research reflect this pattern. Depressed individuals were realistic once they knew their
chances of getting depression, therefore they did not update their risk perception according to the base-rate information (study 3). Even
if they did update, their self-risk estimations would be based on their judgments of the base-rate. With other words, if they thought that
the base-rate information was not relevant to them, then they decreased their self-risk estimations, but they increased their self-risk
estimation if they thought that the base-rate information was more relevant to them(study 2).

Non-depressed individuals, on the other hand, are defined as those whose estimates reflect an absolute level of positivity (i.e., they
believe that they are less at risk for a negative event and are more likely to experience a positive event, than they actually are). In the
meantime, they tend to have a high self-esteem (Lin et al., 2003; Lin & Raghubir, 2005). Therefore, when they were told the base-rate
information, they tended to lower their risk estimations (study 3). More specifically, when they thought that the base-rate information was
related to them, they tended to lower their self-risk estimation of getting depression(study 2) in order to maintain their self-esteem(Lin
et al., 2003; Lin et al., 2004; Lin & Raghubir, 2005). Although, they would not admit that their risk of getting depression would be higher
than they expected once they were given the base-rate information, they tended to lower their self-positivity bias. The base-rate information
made the non-depressed individuals notice their risk of getting depression in relative level.
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Fashion consumption is a means for consumers to express and display themselves. Personal possession of fashion clothes or
accessories could be considered as an extension of the self (Belk 1988). Therefore, fashion consumption is closely related to a consumer’s
self concept, and many researches have discussed this issue (e.g., Banister and Hogg 2004; Grant and Stephen 2005; Phau and Lo 2004).
However, in the past, the researches regarding to self concept and fashion consumption were seldom involved with cognitive age. Actually,
the perception of one’s age is indeed part of self image (Guptill 1969). Consumer will behave based on their cognitive ages (Kastenbaum,
Derbin, Sabatini, and Artt 1972; Stephens 1991; Wilkes 1992), and accordingly, they have their thoughts about what fashion is and what
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suitable to them is. Correspondingly, although not all of the fashion brands are positioned completely according to age, their positions still
are related to age. Hence, for consumers, they will choose the brands or products that they thought are suitable to their age, and what really
determinant in their consumption is their cognitive age rather than the chronological age.

Literature
Cognitive age is defined as the age one perceives one’s self to be (Barak and Schiffman 1980; Blau 1956; Guptill 1969) and often

expressed in terms of how old one feels, thinks, and looks, as well as the things one does (Kastenbaum, Derbin, Sabatini, and Artt 1972;
Stephens 1991). Most researches about cognitive age were focused on the relationship between cognitive age and demographic variables
with aged people (e.g., Stephens 1991; Markides and Boldt 1983; Bultena and Powers 1978; George, Mutran, and Pennybacker 1980),
and seldom researches concerned the effect of cognitive age on general consumer behaviors, such as fashion consumption. Therefore, this
study is aimed to probe the relationship between cognitive age and fashion consumption.

Most of the previous researches indicated that fashion attitudes influence fashion consumption behaviors (e.g., Grant and Stephen
2005; Joergens 2006; Park and Burns 2005; Park, Kim, and Forney 2006; Workman and Studak 2006). When further discussing the above
relationship, it may be inferred that cognitive age could be the mediator of the fashion attitudes and fashion consumption behaviors. The
related evidence is that previous researches showed that fashion attitudes influence the consumer’s cognitive age (Barak 1998; Fenigstein,
Scheier, and Buss 1975); in other words, when people are more willing toward fashion, more glad to try the new, and more ready to not
rely on safe and well-established routines, they will perceived themselves to be younger, and vice versa.

Methods
This study used the two-step structural equations modeling (SEM) to explore the relationship. First, the confirmatory factor analysis

(CFA) was performed to evaluate the construct validity. Then a structural analysis was performed to test whether the structural coefficients
were significant. In addition, in order to further demonstrate the full or partial mediatory role of cognitive age in each antecedent, three
nested competing models were compared with the base model to determine which the better one is. The data come from the 2006 Eastern
Integrated Consumer Profile (E-ICP) database, which is a powerful survey of consumers in Taiwan. A self-report questionnaire was
completed by 1344 persons aged 13-64 in Taiwan.

In this study, the construct of fashion behavior had three variables: fashion information seeking behavior, purchasing a fashion
product, and the new fashion product trial (Raju 1980; Stephens 1991). The fashion attitude also had three variables: high vogue, mature
taste, and utilitarian orientation.

The models
The base model is described that the cognitive age plays a mediatory role between fashion attitude and fashion behavior. It fully

mediates between high vogue and fashion behaviors. Similarly, it fully mediates between utilitarian orientation and fashion behaviors.
However, mature taste has a direct effect on fashion behaviors. In other words, there is only partial mediation between individual taste
and fashion behaviors.

Competing model 1 indicates that the cognitive age mediates the impact of fashion attitude on fashion behavior. Especially, that each
antecedent is fully mediated, not partially mediated. Competing model 2 indicates that the cognitive age fully mediates between utilitarian
orientation and fashion behaviors. However, for the relationship between the mature taste and fashion behaviors, and high vogue and
fashion behaviors, the mediation is partial. Competing model 3 indicates that the cognitive age is fully mediated between high vogue and
the fashion behaviors. However, it is partially mediated between mature taste and fashion behaviors; it is also partially mediated between
utilitarian orientation and fashion behaviors. In addition, some researches indicated that cognitive age may have a direct impact on fashion
attitude, rather than the mediatory role between fashion attitude and fashion behaviors (Lumpkin 1985; Tongren 1988). Thus the non-
nested competing model 4 was compared with the base model.

Results
The results showed the base model is better than other competing models. First, the chi-square difference between the base model

and the competing model 1 is significant (∆χ2=-288.82, d.f.=3, p<.05). This finding indicates the failure of competing model 1 to reduce
three paths from the mature taste to fashion behaviors. Second, the chi-square difference between the base model and the competing model
2 is not significant (∆χ2=4.03, d.f.=3, p>.05). This finding indicates the failure of competing model 2 to increase three paths from high
vogue to fashion behaviors. Third, the chi-square differences between the base model and the competing model 3 is not significant
(∆χ2=4.2, d.f.=3, p>.05). This result indicates the failure of the competing model 3 to increase three paths from the utilitarian orientation
to fashion behaviors. The results also showed a good model fit of the base model: the goodness of fit index (GFI) was 0.96; the adjusted
goodness-of-fit index (AGFI) was 0.94; the comparative fit index (CFI) was 0.97.

Conclusion
In summary, the results of this study added to the body of knowledge regarding the fashion consumption. This study indicated that

cognitive age plays a mediatory role between the fashion attitudes and fashion consumption behaviors. While previous researches ignored
the effect of cognitive age, the present study delineated the influence of cognitive age. In addition, this study enriched the researches
regarding self-concept and consumption behaviors; this study indicates that cognitive age is also a significant self related factor that can
predict the consumption behaviors. Finally, for marketers, as to fashion behavior and its causes, cognitive age is a simple concept that can
be easily used to understand and segment consumers, and for the marketing practice, it is believed that cognitive age is more applicable
than chronological age.
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The Evil Eye on Mimicry: The Influence of Money Primes on Mimicry
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Social interactions are a central aspect of human existence. Individuals have a constant drive to get along with others. One of the forces
that help us connect to others is nonconscious mimicry, the tendency to mimic other individuals’ behavior without awareness or intention


