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ABSTRACT
The purpose of this study is to address the impact of moral development and age on levels of ethical sensitivity within the Lebanese context.   According to Kohlberg’s cognitive moral development typology, people’s beliefs and judgments of right and wrong may change as they move through stages of moral development.  To test this typology in marketing, two groups of middle managers (young and senior adults) were compared in terms of eighteen organizational ethical perceptions.   ANOVA revealed significant differences in six out of the eighteen situations.  Older adults exhibited higher ethical standards more than younger adults in every situation.  
