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Abstract
This study explores how age influences the stages of the brand purchase funnel 
(awareness, consideration, and purchase) and the mechanisms associated with any 
age-related differences. Aggregated analysis of survey data (n = 1862) across five 
markets and four age groups shows a reduction in the proportion of brands recog-
nised that subsequently enter the consideration and purchase sets of older consum-
ers. Subsequent individual-level GLS regression analysis using age as a continu-
ous variable reveals an inverse-U shape for brand recognition and in some cases 
for brand recall and consideration. Peak cognitive performance occurs at age 56. 
There is a linear decline for purchase set size across age. Therefore, age-related dif-
ferences in brand awareness and consideration, and the mechanisms driving these 
changes, do not greatly impact age-related increases in loyalty. Instead, findings 
suggest age-related increases in loyalty result from a combination of accumulated 
experience, development of purchase habits, and declining category purchase rates.

Keywords  Older consumers · Age · Brand purchase funnel · Brand loyalty

1  Introduction

Most national populations are rapidly ageing due to longer life expectancies, 
ageing baby-boomers, and declining birth rates (United Nations, 2015). One 
consequence is that older adults are becoming an ever increasingly valuable 
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segment of active consumers. Baby-boomers (born 1943–1963) account for 
$548 billion of annual spending in the USA, the greatest of any generational 
cohort (Epsilon, 2019).

Despite the financial importance of older consumers, little research has 
explored how age influences the size of brand awareness, consideration, 
and purchase sets (see Lambert-Pandraud & Laurent, 2020), three impor-
tant components of the brand purchase funnel (Shocker et  al., 1991). The 
brand purchase funnel may operate differently for older consumers for sev-
eral reasons including the effects of age-related loyalty, cognitive decline, 
purchase inertia, and accumulated experience. Therefore, it is important 
to determine whether age-related differences in awareness, consideration, 
and purchase sets exist. Should observable age-related differences occur, 
this would enable researchers to investigate the mechanisms responsible for 
these differences, and practitioners to consider different strategies to target 
older consumers. As it stands, marketers may, for example, be inadvert-
ently targeting less productive stages of the brand purchase funnel for older 
consumers.

Research in this area to date is limited to a few prominent studies explor-
ing how age influences the size of brand awareness (e.g. Lambert-Pandraud 
et al., 2017; Thoma & Wechsler, 2021), consideration (e.g. Cole & Balasubra-
manian, 1993; Lambert-Pandraud et  al., 2005), and purchase (e.g. Lambert-
Pandraud & Laurent, 2010; Lambert-Pandraud et  al., 2005; Uncles & Lee, 
2006) sets. This lack of knowledge, when combined with conflicting results 
between high- and low-involvement categories, highlights that until now the 
evidence of how age influences each stage of the brand purchase funnel is 
inconclusive. In particular, research examining the influence of age on brand 
awareness is rare (Lambert-Pandraud et  al., 2018; Lambert-Pandraud et  al., 
2017) and does not determine how age-related differences in brand aware-
ness subsequently influence consideration and purchase. To better understand 
the complex relationship between age and progression through the brand 
purchase funnel, more evidence is required across a range of new contexts, 
including how age-related changes in awareness subsequently influence con-
sideration and purchase.

To address this gap, the current study assesses the impact of age on brand 
awareness in new contexts (consumer goods, store choice, and services) and 
is also the first study to comprehensively examine how age-related changes 
to brand awareness are related to consideration and purchase. The results 
have important implications for marketers as they identify the stage in the 
brand purchase funnel most affected by age. These findings will indicate 
whether marketing strategies are needed to influence, for example, long-
term and working memory to build brand awareness and consideration, or 
instead to penetrate the purchase set of older consumers by altering well-
established habits.
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2 � Literature review

2.1 � Possible mechanisms for age‑related differences in the brand purchase 
funnel

Multiple mechanisms may underpin age-related differences in the brand purchase 
funnel. For example, older consumers typically have smaller household sizes and 
so buy from certain categories less frequently, resulting in smaller purchase sets 
(Uncles & Ehrenberg, 1990; Yang et al., 2005). Therefore, older consumers may 
appear to be more loyal than younger consumers simply due to their reduced cat-
egory purchase rate. This highlights the importance of controlling for purchase 
rates across age groups when assessing loyalty.

Biological ageing involves declines in vision, hearing, and mobility, as well as 
the onset of age-related of chronic conditions and diseases (Adams & White, 2004; 
Zniva & Weitzl, 2016). Declines in mobility may cause difficulty accessing retail-
ers, while hearing or vision issues may impact the processing of new information 
about brands (Lambert-Pandraud & Laurent, 2020). These changes are most likely 
to occur in later life rather than developing steadily across an adult’s lifespan.

Cognitive decline involves deteriorations in speed of processing, working 
memory, and long-term (semantic) memory (Drolet & Yoon, 2020; Park et  al., 
2002; Salthouse, 2012). Reductions in the speed of processing is one of the most 
well-documented and accepted phenomena of ageing and are manifested in age-
related decreases in working memory (Salthouse, 1996)—the memory that holds 
information in mind in the short-term while it is being processed (Anderson, 
1983; Gutchess, 2011). These declines in processing speed and working mem-
ory also contribute to age-related reductions in long-term memory (Park et  al., 
1996)—the repository for facts and knowledge held over a longer period of time 
(Anderson, 1983; Cowan, 2008). Park et al. (2002) further highlight the closely 
connected relationship between processing speed, working memory, and long-
term memory by demonstrating that all three cognitive constructs decline rela-
tively continuously across age from the 20s to 80s.

These inter-related cognitive constructs all impact the brand purchase funnel, 
although some will likely affect certain stages of the funnel more than others. For 
example, reduction in long-term memory is likely to cause declines in brand aware-
ness (recall and recognition) sets. These long-term memory effects are likely to be 
larger for brand recall sets, as research has found older consumers perform worse on 
recall tasks compared to recognition tasks (Craik & McDowd, 1987). Declines in 
working memory may also impact brand awareness. This is because working mem-
ory effects the ability to process information on new brands and retrieve information 
on old brands from long-term memory (Gutchess, 2011; Park & Gutchess, 2004). 
Working memory is nonetheless likely to have a larger influence on consideration 
and choice than long-term memory as older adults seek to reduce their cognitive 
effort when making purchase decisions (Lambert-Pandraud et al., 2005).
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However, older consumers are often able to compensate for declines in long-
term and working memory through accumulated knowledge (‘crystallised intelli-
gence’) gained through past category experience (Salthouse, 2012). This accumu-
lated knowledge can lead to the formation of habits where consumers repeatedly 
purchase a brand without a strong psychological connection (Wood & Neal, 
2009). Habits are formed at any point in time through the repeated purchasing of 
a brand and lead to an automatic propensity to repeat the behaviour (Drolet et al., 
2017; Lambert-Pandraud & Laurent, 2020), resulting in reduced purchase sets for 
a given level of category purchasing.

These mechanisms affect each stage of the brand purchase funnel differently. For 
example, if older consumers have smaller awareness sets than younger consumers 
and this flows through to smaller purchase sets (higher loyalty), this may suggest 
older consumers are more loyal due to cognitive decline and consequent changes in 
working or long-term memory. Whereas, if older consumers have similar awareness 
sets as younger consumers, but smaller purchase sets, this may suggest the greater 
loyalty is caused by accumulated experience and the formation of purchase habits 
rather than age-related changes to consumer memory. In the next sections, we pro-
vide a more detailed consideration of these mechanisms at each stage of the brand 
purchase funnel.

2.2 � Age influence on the awareness sets

There is conclusive evidence that memory declines with age (Park & Festini, 2017; 
Park et al., 2002), with meta-analysis demonstrating that free recall tasks are more 
affected by age than recognition tasks (Rhodes et  al., 2019). Despite substantial 
research on how age influences recall and recognition, there is little research within 
a consumer setting. Most recently, Thoma and Wechsler (2021) found that older 
consumers recall fewer brands than younger consumers, but no age-related differ-
ences were found for the number of brands recognised. A positive association was 
also found between the brands recalled from semantic memory and phenomenologi-
cally richer auto-biographical memories, with stronger links between semantic and 
episodic memory for older consumers (Thoma & Wechsler, 2021).

Two studies in the context of French radio stations discovered older consumers 
have smaller unaided brand recall and aided brand recognition (awareness) sets than 
younger consumers (Lambert-Pandraud et al., 2017) and spontaneously recall fewer 
‘known’ radio brands (Lambert-Pandraud et al., 2018). For older radio brands, age 
had a direct positive impact on brand awareness up until consumers’ early 60s, with 
no significant direct impact afterwards. Whereas, for newer brands, age did not have 
a direct impact on brand awareness up until the early 60s, with a strongly negative 
direct impact afterward. This indicates that while older consumers are more aware of 
older radio brands (than newer brands), there is a clear inflexion point in the direct 
impact of age on the awareness of both older and newer brands once a consumer is 
sixty (Lambert-Pandraud et al., 2017).

The evidence to date suggests that the relationship between age and brand aware-
ness is non-linear. Lambert-Pandraud et  al. (2018) found that the relationship 
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between age and brand recognition has an inverted-U shape, predicted by a quadratic 
regression, while Lambert-Pandraud et al. (2017) use an augmented spline regres-
sion to model this relationship due to a distinct turning point at 60 years of age. It 
is important to note that these studies focused on media choice and that age-related 
brand awareness patterns may differ for consumer-packaged goods, store choice, and 
services. Therefore, we address the following:

RQ1: How do the awareness sets (recognition and recall) of consumers vary with 
increasing age for consumer-packaged goods, store choice, and services?

2.3 � Age influence on the consideration and purchase sets

Multiple studies indicate that older consumers consider fewer new car brands for 
purchase compared to younger consumers (Evanschitzky & Woisetschläger, 2008; 
Lambert-Pandraud et al., 2005; Lapersonne et al., 1995). However, the impact of age 
on consideration sets is not conclusive in low-involvement product categories. Prior 
research found that older people consider fewer cereal brands than younger consum-
ers (Cole & Balasubramanian, 1993), yet insignificant relationships are witnessed 
for coffee (Gruca, 1989), toothpaste, and laundry detergent (Campbell, 1969).

Studies in high-involvement categories (e.g. automobiles and perfume) found 
older consumers have smaller purchase sets than younger consumers as they tend to 
repurchase their previous brand more often (Evanschitzky & Woisetschläger, 2008; 
Lambert-Pandraud & Laurent, 2010; Lambert-Pandraud et  al., 2005). Although 
older consumers also have smaller purchase set sizes in some low-involvement cat-
egories (Uncles & Ehrenberg, 1990; Yang et al., 2005), this is largely attributed to 
older consumers having smaller household sizes and thus buying from the category 
less frequently (Uncles & Ehrenberg, 1990).

In summary, the literature signals that older consumers tend to have smaller 
consideration and purchase sets than younger consumers, although this may vary 
by category, due to either real increases in brand loyalty or reduced category pur-
chase rates. These studies are limited to a few contexts and infrequently investi-
gate whether consideration and purchase sets also decline in a linear fashion. An 
exception is research by Evanschitzky and Woisetschläger (2008) that found a lin-
ear relationship between age and size of brand consideration sets. This limited prior 
research leads to further research questions:

RQ2: How do consideration sets vary with increasing age?
RQ3: How do purchase sets vary with increasing age?

2.4 � Age and the entire brand purchase funnel

While past research has investigated the effect of age at various stages of the pur-
chase funnel, no prior studies provide a comprehensive examination of age-related 
differences across its entirety. Exploring age effects in this context will pro-
vide evidence on how age-related changes in awareness sets subsequently affect 
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consideration and purchase sets, and therefore provide important knowledge about 
the underlying mechanisms that govern brand choice. In fact, Lambert-Pandraud and 
Laurent (2020) stress that determining whether cognitive factors impact purchasing 
in contexts that rely more heavily on recognition (e.g. consumer-packaged goods) is 
an important question for future research. Such knowledge will also guide market-
ing strategies aimed at increasing the purchase propensity of older consumers. This 
guides us to the final research question:

RQ4: What impact do age-related differences in the awareness set have on con-
sideration and purchase sets?

3 � Methodology

3.1 � Data collection

An on-line survey of the New Zealand public (n = 1862) was used to collect data on 
brand awareness, consideration, and purchase choice across three repertoire (tooth-
paste, fruit juice, and supermarket store choice) and two subscription (home broad-
band and electricity) markets. All participants were obtained from a commercial 
panel provider and were screened to ensure they participated in grocery shopping 
and were jointly or solely responsible for paying utility bills.

3.2 � Survey design

For each category, respondents began with an unaided brand recall question, fol-
lowed by aided brand recognition and consideration questions. For unaided brand 
recall, only the category prompt was provided. For the aided brand recognition and 
consideration set questions, the names and logos of the competing brands were 
provided in a randomised tick list format (see Web Appendix A for more detail). 
Respondents were able to select multiple brands and enter the name of any brands 
not listed. Following this, the Juster scale (Juster, 1966), an eleven-point purchase 
probability scale, was used to assess purchase penetrations for the five leading 
brands and ‘any other’ brands for supermarket store choice, fruit juice, and tooth-
paste (see Web Appendix B for more detail).

3.3 � Analysis procedure

The analysis follows a two-stage process. First, we report model free insights for 
age-related patterns and test whether these differ significantly across aggregated 
age groups. We do so by assessing brand purchase funnel metrics across four aggre-
gated age groups (39 years and below, 40–59 years, 60–74 years, and 75 years and 
above) drawn from prior literature (e.g. Uncles and Lee, 2006; Lambert-Pandraud 
et al., 2005) thus allowing for cross-study comparisons. For simplicity, we focus on 
interpreting the overall pattern seen across the brand awareness, consideration, and 
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purchase sets for each age group and category, supplemented by significance tests 
(Web Appendix C).

Second, we undertake regression at an individual-level for each of (i) brand rec-
ognition, (ii) brand recall, (iii) brand consideration, and (iv) brand purchase set size. 
Each variable is the number of brands identified by each individual for each cat-
egory, except for purchase set size which is the sum of the purchase probabilities 
given by each individual for each category. Therefore, for each category, there is one 
observation per respondent for each stage of the purchase funnel.

Successive regressions include age and prior stage of the funnel as independ-
ent variables. Here age is measured as a continuous variable, with a quadratic term 
added to capture non-linear effects. Prior stage of the funnel is the observed value of 
the predictor from the previous regression, included as a control variable to ensure 
age effects can be discriminated from carryover effects at different stages of the pur-
chase funnel.

Preliminary assessment shows that consistent with Lambert-Pandraud et  al. 
(2018) models including both linear and quadratic age terms outperform a solely 
linear model (Web Appendix D). However, the models result in structural multicol-
linearity and autocorrelation due to the quadratic transformation, with Tolerance = 
0.22 and VIF ranging from 44 to 47 for the age variables as well as autocorrelation 
as shown by inspection of residual plots and Durbin-Watson statistics significantly 
different from 2.0. We therefore adopt a GLS approach implemented through the 
Statsmodels library in Python to ensure the assumptions of regression are appropri-
ately met (Web Appendix E).

4 � Results

4.1 � Funnel comparisons across aggregated age groups—exploratory

Table 1 shows the average size of consumers’ brand recognition sets (aided aware-
ness) across age groups for each category. Brand recognition sets appear to grow 
across age groups until 75 years of age for supermarket store choice, broadband, and 
electricity, and 65 years of age for toothpaste and fruit juice, before declining.

To the right of Table 1, the average number of brands recalled, considered, and 
purchased are reported as a proportion of the average number of brands recognised. 
This allows tracking of what proportion of brands recognised remain in each subse-
quent stage of the purchase funnel for each age group.

For brand recall, the proportion of brands recognised that are recalled is relatively 
stable across age groups for supermarket store choice, fruit juice, home broadband, 
and electricity, while increases are seen for toothpaste. Contrary to prior evidence, 
this demonstrates that free recall tasks do not appear to be more affected by ageing 
than recognition tasks in the categories examined.

Turning to brand consideration, declines in the proportion of brands recognised 
that are considered are seen in four out of five categories. This demonstrates a drop-
off in the number of brands from the brand recognition set entering the consideration 
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Table 1   Awareness, consideration, and purchase set size across age groups

Age group n Ave. # of 
brands 
recognised

Ave. # of 
brands 
recalled

Ave. con-
sideration 
set size

Ave. 
purchase 
set size

Ave. recall 
ratio

Ave. con-
sideration 
ratio

Ave. 
purchase 
ratio

Reported as a proportion of the 
number of brands recognised

Supermarket (next 4 weeks)
  <40 yrs 416 5.0 3.4 2.4 2.9 0.68 0.49 0.59
  40–59 

yrs
484 5.4 3.6 2.4 2.6 0.67 0.44 0.47

  60–74 
yrs

503 5.6 3.9 2.2 2.3 0.70 0.40 0.41

  >74 yrs 459 5.4 3.7 2.1 2.2 0.69 0.39 0.41
  Average 5.4 3.7 2.3 2.5 0.68 0.43 0.46
Toothpaste (next 3 months)
  <40 yrs 416 4.9 2.0 2.3 2.6 0.41 0.47 0.54
  40–59 

yrs
484 4.9 2.2 2.2 2.3 0.45 0.46 0.46

  60–74 
yrs

503 4.1 2.2 1.9 1.7 0.55 0.47 0.42

  >74 yrs 459 3.6 2.0 1.7 1.5 0.56 0.49 0.43
  Average 4.4 2.1 2.0 2.0 0.49 0.47 0.46
Fruit juice (next 4 weeks)
  <40 yrs 416 5.1 2.1 2.9 2.5 0.42 0.57 0.50
  40–59 

yrs
484 5.5 2.3 2.9 2.1 0.43 0.53 0.39

  60–74 
yrs

503 5.0 1.9 2.3 1.4 0.37 0.46 0.28

  >74 yrs 459 4.4 1.7 2.1 1.3 0.38 0.48 0.30
  Average 5.0 2.0 2.5 1.8 0.40 0.51 0.36
Home broadband
  <40 yrs 416 6.4 2.5 2.3 N/A 0.39 0.36 N/A
  40–59 

yrs
484 7.3 2.9 2.5 N/A 0.40 0.34 N/A

  60–74 
yrs

503 7.4 2.8 2.3 N/A 0.38 0.31 N/A

  >74 yrs 459 6.5 2.5 2.1 N/A 0.38 0.32 N/A
  Average 6.9 2.7 2.3 N/A 0.39 0.33 N/A
Electricity
  <40 yrs 416 5.0 2.2 2.3 N/A 0.44 0.46 N/A
  40–59 

yrs
484 6.0 3.1 2.5 N/A 0.52 0.42 N/A

  60–74 
yrs

503 6.3 3.3 2.2 N/A 0.52 0.35 N/A

  >74 yrs 459 5.8 3.0 2.0 N/A 0.52 0.34 N/A
  Average 5.8 2.9 2.2 N/A 0.50 0.38 N/A
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sets for older age groups. A similar drop-off is also witnessed for the proportion of 
brands recognised that enter the purchase set for the three repertoire markets exam-
ined. No purchase set analysis is undertaken for the subscription markets as consum-
ers do not typically subscribe to more than one brand.

As the data are not normally distributed, we apply nonparametric Kruskal-Wallis 
tests to determine whether brand recognition, recall, consideration, and purchase 
vary between age groups. The results are significant for all metrics, rejecting the 
null hypothesis of no difference between age groups. Comparing the proportions of 
brands recognised recalled, considered, or purchased between younger and older age 
groups, we find that differences between the two younger and two older age groups 
are significant in all cases (p < 0.001), while differences between the oldest age 
group and the three other age groups are significant in 11 out of 13 cases examined. 
See Web Appendix C for details.

This exploratory analysis shows that the proportion of brands recognised being 
recalled is similar across age groups, sometimes showing an increase in age, but 
usually with a drop-off in the proportion of brands recognised that are considered 
or purchased. Declining consideration and loyalty seen here is consistent with prior 
studies in high-involvement categories that have compared consideration and pur-
chase sets across age groups (e.g. Lambert-Pandraud et al., 2005). However, as dis-
cussed next, tracking all funnel metrics for the same customers provides additional 
insights by indicating that age-related declines in loyalty are enhanced by mecha-
nisms affecting the last stage of the brand purchase funnel.

4.2 � Regression analysis across age—individual‑level

Table 2 displays the results of the GLS regression for each category and each stage 
of the brand purchase funnel. The regressions are conducted using individual-
level data where age is reported as a continuous variable. The fit statistics reported 
include R2, F statistic, and p value (Sig. F), as well as linear impact of age (β1), 
quadratic impact of age (β2), prior stage of the funnel (β3), and a constant term (β4). 
The Durbin-Watson statistics, all being non-significantly different from 2, indicate 
that application of the GLS approach has also successfully addressed autocorrela-
tion present in the OLS regressions.

For brand recognition, all linear age parameters are significant and positive and 
all quadratic age parameters are significant and negative. This confirms that the 
relationship between age and brand recognition follows an inverse-U shape with the 
number of brands recognised increasing across age before reaching a turning point 
and declining. From the estimated parameters, the average peak age for brand recog-
nition is 52 years.

Turning to brand recall, only fruit juice and home broadband show significant 
results for both age parameters. For brand consideration, a similar result is found, 
with only home broadband and electricity showing consistently significant age 
parameters. Each of these four cases has a positive linear parameter and a nega-
tive quadratic parameter, confirming the inverse-U shape found for brand recogni-
tion stage of the brand purchase funnel. That is, the number of brands recalled or 
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considered increases across age before reaching a turning point (at age 65 for brand 
recall and age 58 for brand consideration) and then declining. The six other cases 
show minimal age-related changes. In contrast, the parameters for the prior stage 
of the funnel are consistently positive and significant with comparatively higher t 
values. These results indicate considerable momentum from the prior stage of funnel 
compared to a relatively smaller effect for the age parameters in the middle stages of 
the brand purchase funnel. Across the first three stages of the funnel, where both age 
parameters are significant, the estimated average peak age for the studied effects is 
56 years.

Lastly, for brand purchase, the linear parameters are significant and negative for 
supermarket store choice and toothpaste, while the quadratic parameters are not sig-
nificant in any of the cases. These findings demonstrate a linear decline between age 
and purchase set size for two out of the three repertoire markets examined, although 
these effects are again much less than the momentum from the prior stage of the fun-
nel. No purchase set analysis is undertaken for the subscription markets as consum-
ers do not typically subscribe to more than one brand.

Overall, the results show that consumers tend to recognise, recall, and consider 
more brands as they age until their fifties or sixties, at which point a minor decline 
sets in. These effects are relatively small and operate most consistently and strongly 
for brand recognition, the first stage of the purchase funnel. Conversely, brand pur-
chase repertoires do tend to show a decline with age. In later stages of the brand 
purchase funnel, the incremental age effects are found in about half the studied cases 
but are generally small effects compared to the momentum from participation in the 
prior stage of the funnel.

5 � Discussion

5.1 � Main findings

Model free insights show age-related variations across the stages of the brand pur-
chase funnel. For differing age group categories, similar proportions of brands rec-
ognised are being recalled. However, the results show an initial increase followed by 
a drop-off in the proportion of brands recognised that subsequently enter the consid-
eration and purchase sets of older consumers. Cognitive changes to long-term and 
working memory do not appear to greatly impact brand loyalty as older consumers 
generally recognise and recall more brands than younger consumers. Additionally, 
there tend to be slight increases in brand recognition, recall, and consideration sets, 
as a proportion of the number of brands recognised, until the 60–74 age group.

Evidence of different age-related patterns is further validated through the individ-
ual-level regression analysis of the stages of the brand purchase funnel. The results 
show that brand recognition follows an inverse-U quadratic pattern with recognition 
sets increasing in size across age before peaking and then declining. For brand recall 
and consideration, similar patterns are found in four of the 10 cases studied. Overall, 
where age-related effects were detected in the cognitive stages of the purchase fun-
nel, they peaked at age 56, on average. This provides further evidence that working 
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memory and the cognitive effort required to consider multiple brands are not greatly 
impacting age-related loyalty. Conversely, a linear decline is found for purchase sets 
in repertoire markets, implying the mechanisms that underlie age-related increases 
in brand loyalty impact the purchase stage rather more than the cognitive stages 
of the brand purchase funnel. This research clearly demonstrates that the purchase 
stage of the brand purchase funnel is most affected by age. Biological changes are 
expected later in life and therefore present a plausible explanation for the declines 
in awareness set size seen between the two oldest age groups studied (60–74 years, 
and 75 years and above). However, the declines in consideration and purchase set 
size do not accelerate across these age groups, reaffirming the minimal impact of 
age-related differences in brand awareness on consideration and purchase. So, what 
mechanisms cause increases in brand loyalty across age? Declining category pur-
chase rates and formation of purchase habits through the accumulation of category 
experience provide the most plausible explanations for higher loyalty among older 
consumers, indicating a potentially fruitful avenue for further research.

5.2 � Practical implications

Older consumers continue to recognise and recall a large number of brands, with 
increases in brand awareness until at least the mid-fifties. While declining category 
purchase rates and formation of purchase habits over time cause declines in consid-
eration and purchase sets, the results clearly show that after peak brand awareness, 
consumers aged 60–74 years still have the cognitive capacity to recognise and recall 
as many or more brands than consumers below 40 years of age. This finding can be 
expected to apply to new brands as well, as research demonstrates older consumers 
still buy new brands (Phua et al., 2020). Marketers should therefore attempt to build 
brand awareness among older consumers in the same way as younger consumers, 
through advertising, deepening the network of associations consumers have with the 
brand and strengthening category entry points.

To overcome the effects of well-established purchase habits and declining cate-
gory purchase rates, marketers will need to adjust strategies to challenge the habitual 
repeat purchase behaviour of older consumers and encourage variety seeking and 
product trial. Marketers should nonetheless be encouraged that increases in age-
related brand loyalty appear to be largely driven by purchase rates and habits as 
these can be altered with effective marketing, whereas cognitive decline and biologi-
cal ageing are less subject to intervention.

5.3 � Limitations and future research directions

The present research addresses a clear need to understand how age influences each 
stage of the brand purchase funnel. While this study provides insights in repertoire 
and subscription markets, the study is limited to five categories and one geographic 
region. Future research could replicate this study in new product categories and 
countries.
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The results also provide an indication of plausible mechanisms that may cause 
awareness, consideration, and purchase sets to differ across age groups. Future 
research could adopt alternative measures of cognitive and biological age to deter-
mine if they are associated with greater age-related declines in awareness, consid-
eration, and purchase sets than chronological age.
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