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GRANDPARENT STUDY FINDINGS

Travel Behavior and Preferences continued...

Grandparents spent on average $2,043 on skip-generational family travel in 2024, which is well below the average of 

$5,205 they spent on multi-generational travel. This dif ference is largely because skip-generational trips are more often 

short getaways (e.g., day trips and weekend trips) and typically involve fewer people. In fact, 20% of respondents spent 

less than $500 on their trips.

Approximately how much did you spend on skip-generational travel with your grandchildren in 2024?
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Travel Behavior and Preferences continued...

The outlook for grandparent spending on skip-generational travel is strong: 48% of respondents expect to spend more on 

domestic skip-generational travel in the coming year, and 17% plan to spend more on international trips. In contrast, very few 

grandparents expect to spend less, with only 5% anticipating a decrease in domestic spending and 3% for international travel.

I EXPECT TO 
SPEND MORE

I EXPECT TO 
SPEND THE SAME 

AMOUNT

I EXPECT TO 
SPEND LESS

I DO NOT EXPECT 
TO TAKE THIS 
TYPE OF TRIP

Within the US 48% 44% 5% 4%

Outside of the US 17% 15% 3% 65%

How much do you expect to spend on skip-generational family travel in the coming 12 months,
compared to your spending on skip-generational family travel in 2024? 

ANSWER PERCENTAGE

Increased demands on my budget (e.g., healthcare, education, debt) 50%

General economic uncertainty 44%

Concerns about tariffs or trade policy 44%

Higher costs or inf lation 44%

My/our health issues or reduced mobility makes family travel more diff icult for us 31%

Other 25%

Decrease in household income 25%

Job loss or reduced work hours 6%

ANSWER PERCENTAGE

Increased demands on my budget (e.g., healthcare, education, debt) 43%

Higher costs or inf lation 43%

Other 29%

Reluctant to travel internationally given global uncertainties 29%

My/our health issues or reduced mobility makes family travel more diff icult for us 14%

General economic uncertainty 14%

Concerns about tariffs or trade policy 14%

Job loss or reduced work hours 0%

Decrease in household income 0%

Reasons why grandparents intend to reduce spending on skip-generational travel within the US in the coming year:

Reasons why grandparents intend to reduce spending on skip-generational travel outside the US in the coming year:
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TRAVEL MOTIVATIONS AND OUTCOMES

The top reasons grandparents choose to take skip-generational travel is that it is a great way for grandparents and their 

grandchildren to bond (82%) and that they enjoy spending extended time with their grandchildren (80%). Two other common 

reasons are that it is a way for grandparents to give their grandchildren a special treat (69%) and that their grandchildren 

enjoy spending extended time with them (66%).

TRAVEL MOTIVATIONS AND OUTCOMES

What are your reasons for taking a skip-generation trip with your grandchildren without their parents? 

ANSWER PERCENTAGE

It is a great way for my grandchildren and I to bond 82%

I enjoy spending extended time with my grandchildren 80%

Travel is a way for me to give my grandchildren a special treat 69%

My grandchildren enjoy spending extended time with me 66%

Traveling with my grandchildren is a way to provide their parents with a break from parenting duties 50%

I want to show our grandchildren the world 36%

Travel is a great way to celebrate our grandchildren's special milestones (graduation, birthdays, etc.) 32%

Other 2%

None of these 0%

When asked what grandparents perceive to be impacts of their skip-generational travel experiences on their grandchildren, 

over half (63%) of respondents suggested that their grandchildren have become more adventurous as a result. 59% felt 

that skip-generational travel helped their grandchildren become more flexible and adaptable. 54% said it made their 

grandchildren more confident – this is a higher percentage than for multi-generational travel, where 40% of grandparents 

indicated the same outcome.

Which of the following statements about how skip-generation travel impacts your grandchildren do you agree with?

ANSWER PERCENTAGE

My grandchildren have become more adventurous because of our skip-generation travel experiences 63%

Skip-generation travel has made my grandchildren more f lexible and adaptable 59%

Skip-generation travel has helped my grandchildren to be more confident 54%

Skip-generation travel has helped my grandchildren be more engaged learners 47%

Skip-generation travel has helped my grandchildren to be better communicators 40%

Skip-generation travel has helped my grandchildren see the world from a broader perspective 37%

My grandchildren have become more interested in other cultures because of our skip-generation travel experiences 28%

My grandchildren have become better global citizens because of our skip-generation travel experiences 21%

None of the above 6%
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Grandparent Accommodation Preferences

Hotels are the most common lodging option (51%) for grandparent respondents, followed by vacation rentals (47%) and 

resorts (26%). 8% of respondents highlighted ‘none of these’ as their response, indicating they participate in day trips only. 

Compared to the parent survey, the percentages of respondents who plan to stay in dif ferent accommodation types are 

lower, and this is likely due to the fact that most only plan on taking one trip per year, whereas parents are more likely to 

take multiple trips with their children.

Do you plan to stay in any of the following types of accommodations on a family trip in the coming 12 months? 

ANSWER PERCENTAGE

Hotel 51%

Vacation rental property (a home/condo, Airbnb, VRBO, etc.) 47%

Resort 26%

Homes belonging to friends/family members 21%

Motel 15%

Cabin rental 14%

Campsite or glamping site 11%

Bed and Breakfasts, small inns 11%

Your own vacation property 10%

Timeshare 9%

None of these 8%

RV/trailer 8%

Other 5%

Home exchange 1%

Dude ranch 1%
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Grandparent Cruise and All-Inclusive

Cruise Preferences 

Grandparents express a clear preference for a Caribbean cruise, with 68% indicating an interest in this destination, 

compared to only 24% for an Alaskan cruise. A majority also favor large ships (58%) over mid-size vessels (30%). This 

suggests they are seeking a dynamic experience with numerous on-board options and activities.

The primary motivations for grandparents to choose a cruise are the all-inclusive value and the extensive on-board 

amenities and activities, cited by 90% and 89% of respondents, respectively. The ability to unpack once for the duration 

of the trip is also a highly valued feature, with 84% f inding it appealing.

Grandparents are planning/thinking of taking:

TYPE PERCENTAGE

Caribbean cruise 68%

Alaskan cruise 24%

Mediterranean cruise 16%

Other cruise 14%

River cruise 7%

SIZE PERCENTAGE

Large ship 58%

Mega ship 30%

Mid-sized ship 30%

River cruise ship 9%

Small/boutique-sized ship 8%

ANSWER PERCENTAGE

All-inclusive value 90%

Onboard amenities and activities 89%

Ability to unpack once and have the same room for the whole trip 84%

Relaxation and leisure 77%

Ease and convenience 78%

Opportunity for excursions/shore trips 73%

Dining experiences 70%

The ocean/sea views 67%

Multiple destinations 64%

Other 4%

Types of cruise grandparents are
planning/thinking of taking:

Size of cruise ship grandparents are
planning/thinking of taking:

Aspects grandparents f ind most appealing about taking a cruise vacation:



51

GRANDPARENT STUDY FINDINGS

All-Inclusive Resort Trends

Despite the appeal of all- inclusive features, a signif icant portion of 

grandparent respondents (51%) have never taken a family vacation at an 

all-inclusive resort. This indicates a potential untapped market for all-

inclusive resort companies.

For those who do f ind the resort concept appealing, the main draw is 

family-friendly activities and amenities (90%). They also value the 

convenience of having all meals and activities included (86%) and the 

predictable pricing and budgeting (80%). This highlights that their travel 

decisions are driven by a desire for ease and f inancial certainty, especially 

when traveling with family.

Grandparent Cruise and All- Inclusive continued...

30%

20%

10%

0%
No

51%

Yes

49%

40%

Have grandparent respondents taken 
a family vacation at an all-inclusive 

resort or property in the past?

50%

60%

GRANDPARENT TRAVEL DESTINATIONS

The U.S. states grandparent respondents would most like to visit with their families in the coming 3 years are Florida, 

Hawaii, and California.

30% of grandparents surveyed plan to travel internationally with their children within the next two years. The most popular 

continent for these family vacations is Europe, with Italy, France, and Greece ranking among the top four destinations. 

Mexico is also a highly popular choice, holding the second spot.

GRANDPARENT TRAVEL DESTINATIONS

1. Italy 6. Spain 11. Costa Rica 16. Portugal

2. Mexico 7. Bahamas 12. Aruba 17. Turks and Caicos

3. France 8. Ireland 13. Austria 18. Bermuda

4. Greece 9. Jamaica 14. Finland 19. Brazil

5. Canada 10. United Kingdom 15. Germany 20. Japan

ANSWER PERCENTAGE

Family-friendly activities and amenities 90%

Convenience (all meals and activities included) 86%

Predictable pricing/budgeting 80%

Desire for relaxation and minimal planning 77%

Enjoyment of resort-style experiences 74%

Safety and security 66%

Other 0%

Aspects grandparents f ind most appealing about taking a vacation at an all-inclusive resort or property:
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GRANDPARENT USE OF TRAVEL ADVISORS

Only 18% of grandparents have used a travel advisor to book a family trip in the past three years. However, 59% of them 

are open to using one within the next two years.

Grandparents who use, or are open to using, a travel advisor are primarily motivated by two factors: f inancial benefits and 

risk mitigation. The top two reasons, each cited by 62% of respondents, are having access to better rates and prices and 

having an advisor there when something goes wrong. Another key motivator, mentioned by 56% of grandparents, is that 

advisors offer exclusive amenities and benefits that they can't get on their own.

This data presents a signif icant opportunity for the travel advisor industry. The gap between the low current usage rate 

(18%) and the high willingness to use an advisor (59%) points to a strong market for future growth. The reasons grandparents 

cited for using an advisor highlight their desire for both savings and security. This information can be used to create 

targeted marketing campaigns that emphasize not only cost savings but also the peace of mind and unique perks that travel 

advisors can offer.

What are the reasons you have used or would be open to using a travel agent for your family trips? 

ANSWER PERCENTAGE

Travel advisors have access to better rates and prices 62%

If something goes wrong, a travel advisor/agent is there to help 62%

Travel advisors offer amenities and benefits that I cannot obtain on my own 56%

Travel advisors have an in-depth understanding of the destination or vacation type I was interested in 53%

Travel advisors have access to the most current technologies tools to offer 
the best information and options for planning our trip

51%

Travel advisors have in-depth knowledge about family and multi-generational travel 42%

Planning and booking on my own is time-consuming and/or confusing 42%

My travel advisor gets to know me and my preferences and can tailor recommendations for me 36%

Other 1%

None of these 1%
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GRANDPARENT TECHNOLOGY AND SOCIAL MEDIA

Grandparents most frequently use direct merchant websites, search engines, and rating/review sites for their travel planning.

• Direct Merchant Websites: A signif icant majority (71%) use websites of airlines, cruise lines, and hotel chains directly. 

This suggests a preference for what they perceive as off icial and trustworthy sources.

• Search Engines: A high percentage (65%) use search engines as a starting point to f ind information, indicating a 

comfort with a broad, exploratory approach to research.

• Rating and Review Sites: The use of rating and review sites (64%) shows that grandparents value peer-based 

feedback and are actively seeking opinions from other travelers to inform their decisions.

• Booking Platforms: Just over half (51%) use booking platforms like Expedia, which indicates some adoption of these 

all-in-one tools, but also a continued reliance on other methods.

• Official Destination or Tourism Sites: Almost half (49%) of grandparents use off icial tourism sites, which aligns with 

their preference for credible, authoritative information.

Social Media

When it comes to social media, there's a significant level of distrust, with 55% of grandparents not using it for travel planning. 

For the ones who do, social media is primarily used for the early stages of a trip, like inspiration, rather than booking.

The most used and trusted social platforms for travel are:

• Tripadvisor: The most trusted (74%) and most used (59%), confi rming their preference for dedicated travel-specifi c platforms.

• Facebook: Used by 58% but trusted by less than half (47%), suggesting it 's a tool for gathering general ideas.

• YouTube: Only 25% of grandparents use YouTube for travel planning, indicating a lower engagement with video content.

• At 11%, the usage of GenAI tools is still relatively low because the technology is new and it continues to evolve

ANSWER PERCENTAGE

Direct Merchant Websites (e.g., airline, cruise line, hotel chain, or car rental websites) 71%

Search Engines (e.g., Google, Bing, Safari, DuckDuckGo) 65%

Rating and Review Sites (e.g., Tripadvisor, Yelp, Google Reviews) 64%

Booking Platforms (e.g., Expedia, Booking.com, Trivago, Kayak) 51%

Official Destination or Tourism Sites (e.g., city tourism boards, national park websites) 49%

Artif icial Intelligence Tools (e.g., ChatGPT, Google Bard, travel-specif ic AI assistants) 11%

Other 3%

I don't use any of these 0%

What technology tools do grandparents use when planning and booking family travel?
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ANSWER PERCENTAGE

Tripadvisor 59%

Facebook 58%

YouTube 25%

Instagram 24%

Yelp 17%

Pinterest 16%

Other 9%

None of the above 5%

TikTok 5%

Reddit 3%

Twitter/X 1%

GRANDPARENT STUDY FINDINGS

Travel Technology and Social Media continued...

FIELD INSPIRATION PLANNING BOOKING DURING/AFTER NOT USED

Instagram 44% 23% 3% 12% 48%

YouTube 38% 32% 2% 6% 47%

Facebook 63% 44% 9% 22% 16%

TikTok 18% 6% 2% 3% 80%

Pinterest 41% 13% 0% 3% 55%

Tripadvisor 42% 64% 23% 14% 18%

Twitter/X 8% 5% 2% 2% 88%

Reddit 12% 14% 2% 2% 80%

Yelp 12% 31% 8% 13% 58%

No

0% 40%

55%

20%

45%YesDo grandparents use social 
media to help with family travel 
research, planning or booking?

60%

ANSWER PERCENTAGE

Tripadvisor 74%

Facebook 47%

Yelp 30%

YouTube 29%

Instagram 25%

Other 8%

TikTok 4%

LinkedIn 3%

Twitter/X 2%

Which stages of the travel planning process do grandparents turn to social media?

Which social media sites do grandparents use
the most for their travel planning?

Which social media sites do grandparents trust more
for travel information?
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GRANDPARENT TRANSPORTATION PREFERENCES

Modes of transportation grandparents plan to use on family trips in the coming year:

ANSWER PERCENTAGE

Personal Car/Van 84%

Rental Car/Van 44%

Taxi/UBER/Lyft 21%

Limo/Car Service 3%

Borrowed Car (family, friends) 2%

Other 1%

Modes of transportation grandparents plan to use on family trips in the coming year:

73% 
Plane

19% 
Boat/
Ferry

90% 
Car

10% 
RV

21% 
Train
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ANSWER PERCENTAGE

Chose less expensive travel options 64%

Stayed closer to home 60%

Postponed major travel plans 49%

Postponed or canceled international travel 23%

Other 5%

No

0% 40%

47%

20%

53%Yes

Grandparents: Are Current economic challenges–
such as inflation, f inancial uncertainty, tariffs, or 

other factors–affecting your family's travel planning 
for the coming year?

80%60%

GRANDPARENT STUDY FINDINGS

GRANDPARENT INFLUENCE OF SOCIAL AND ECONOMIC FACTORS

No

0% 40%

62%

20%

38%Yes

Grandparents: Have the Economic and social 
change of the past year caused you to change 

your family travel plans?

80%60%

Grandparents: What changes did you make?
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GRANDPARENT TRAVEL ATTITUDES

In this section of the survey, we asked grandparents about their attitudes towards travel, including the impacts of family 

travel, the role of their values in making travel decisions, and aspects of travel that tend to cause them worry or stress.

The f indings show that grandparents, like parents, associate travel with positive outcomes beyond the enjoyment of the trip 

itself: 88% of respondents say that travel brings their family closer and 72% that family vacations enrich a child’s education. 

62% of grandparent respondents agree that there are places they want to travel with their grandchild or grandchildren 

before they outgrow them. When probed to what extent grandparents’ values drive travel decisions, 21% of respondents 

say they avoid traveling to states or destinations that do not align with their values.

Please select the statements in the list below that you agree with: 

ANSWER PERCENTAGE

Travel brings us closer together as a family 88%

Family vacations enrich a child's education 72%

There are places I want to travel with my grandchild(ren) before they outgrow them 62%

I prioritize travel experiences over material possessions 52%

Traveling with my grandchildren makes me a better grandparent 52%

I believe travel makes children better global citizens 21%

I avoid traveling to states/destinations that don't align with my values 21%

I don't agree with any of these 1%

The survey also asked about aspects of travel that affect grandparents’ attitudes negatively, by causing them stress 

or worry. The most common stressor for grandparents is staying within budgets, knowing costs upfront and avoiding 

surprise fees: this worries 54% of respondents. 51% of the respondents worry about possible cancellations and delays, 

and the question of associated compensation. International travel causes stress for 26% of respondents. However, these 

worries tend to affect grandparents less than parents: almost three times as many grandparents (17%) as parents (6%) say 

that none of the factors listed worry or stress them.

Below are a list of common sources of worry or anxiety for grandparents when they travel with their grandchildren: 

ANSWER PERCENTAGE

Staying within budget, knowing costs upfront and avoiding surprise fees 54%

Cancellations, delays and possible compensation 51%

Grandchildren's anxiety about travel (air traff ic safety, other fears. etc) 27%

Worries around international travel 26%

None of these worry or stress me 17%

Increased f light turbulence 14%
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GRANDPARENT INDUSTRY EVALUATION

Grandparent respondents to the survey were asked to assign the travel industry a grade for having the best interests of 

traveling families at heart. The average grade the industry was awarded by families is a B+, which is the same as the score 

awarded by the parent respondents.

Finally, grandparent respondents were asked what the travel industry could do to serve the needs of families better. They 

were presented with a textbox to enter their thoughts, and common themes in the comments were:

• The high cost of family travel, and the desire for lower-cost options and discounts

• The need to improve quality and level of service across the industry, with emphasis on the importance of empathy

• The perceived increased frequency of f light delays

• The challenge and added cost of sitting together on planes

• The dislike of hidden fees and charges that make pricing lack transparency

What grade would you give the travel industry for how well it 
serves the needs of traveling families?60%

40%

0%

8%

59%

29%

4%
20%

A - Excellent B - Good C - OK D - Needs 
Improvement

80%

F - Bad

4%
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ABOUT

Family Travel Association

The Family Travel Association was founded in 2014 to create a single and collective voice on behalf of the travel industry 

and those companies that serve traveling families.  

It is the leading non-profit trade association that provides tools, resources, education and certif ication to travel advisors, 

travel media and travel suppliers in an effort to increase the quality and experience of family travel. As the guiding 

authority within the industry, the FTA ultimately aspires to empower more families to travel and discover what’s possible.

The FTA—the only association of family travel professionals—was created to provide its members with benefits that 

include: research reports, industry intelligence, specialization training and resources, best practices and networking 

opportunities. Members are equipped to better serve traveling families and grow their businesses.

NYU School of Professional Studies

Established in 1934, NYU SPS is an internationally recognized university that offers diverse students access and 

opportunity to practical, real-world preparation to thrive in their careers while building the next generation of industry 

leaders ready to embrace tomorrow’s innovations and challenges and lead change in global workplaces.

The NYU SPS global community is made up of industry professionals, doers, and trailblazers shaping the future of 

industries, positioning the School as an idea incubator center for various f ields, including real estate, hospitality, global 

affairs, sports business, integrated marketing, HR, professional writing, and more.

Today, NYU SPS offers one of the most diverse portfolios of educational offerings at NYU, including graduate degrees, 

bachelor’s degrees for traditional and degree completion students, associate degrees, continuing education courses, and 

certif icate programs.

NYU SPS Jonathan M. Tisch Center of Hospitality

The NYU School of Professional Studies Jonathan M. Tisch Center of Hospitality, celebrating 30 years of academic 

excellence, is a leading center for the study of hospitality, travel, and tourism. Founded in 1995, the Tisch Center was 

established in response to the growing need for hospitality and tourism undergraduate and graduate education. Its 

cutting-edge curricula attract bright, motivated students who seek to become leaders in their f ields The Tisch Center 

recently launched the Hospitality Innovation Hub (HI Hub), which will foster entrepreneurship and creative solutions for 

the industries it serves.

For additional information on the Family Travel Association, visit familytravel.org.

To learn more about NYU SPS visit: sps.nyu.edu.

For more information about the NYU SPS Jonathan M Tisch Center of Hospitality, visit sps.nyu.edu/tisch.
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