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IN “' THE HOTTEST TREND IN TRAVEL

Presented by Roger Brooks
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Why should we care?

+ By 2020 there will be 90 million grandparents in the
US and Canada alone

« Grandparents are making time with the grandkids a
top priority

« 3 of 10: grandparents and grandkids travel together
- 8of 10: grandparents, kids and grandchildren

- 40% of all leisure travelers have taken at least one
multigenerational trip in 2013 and that is growing
every year

« Grandparents 25% more than the average leisure
traveler
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Numbers don't lie

« Justin 2014, 34,000,000 multigenerational trips
were taken just in the US and Canada

+ According to Forbes: multigenerational family travel
tops the list of travel trends. Rounding out the list
are river cruising, active or adventure trips, safaris,
distant family connections, and celebration travel.
Travel agencies are now tailoring tourism to the
needs to families traveling with younger and older
relatives.

Why should you do this?

No traveling “unit” (families) spends more and stays
longer than multi-generational travelers

There is NO group that spreads the word faster and
further via social media and word of mouth
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Who's planning these trips?

« Grandparents and kids pick the destination and
primary activities

- From there: one person does the planning

. Typically the grandmother, with the help of the
daughter or daughter-in-law

- Top destinations include

- Theme parks (Disney and others — even local
parks)

- National Parks

- High (but safe) adventure: zip lining, rafting trips,
fishing trips, cruises, home rentals in adventure
destinations

« PANK: Professional Aunts with No Kids: single career
women spending billions traveling with nieces and
nephews
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Who's footing the bill? Usually the
grandparents
« Portrait of the American Traveler study

- Grandparents footing the bill: 35%

- Parents footing the bill: 25%

- A mix of the two: 40%

Home rentals are big and growing

- Often: home for the kids and grandkids, condo or

resort for the grandparents

- Combine with bikes, rafts, canoes, golf clubs,

badminton, tennis rackets, golf carts
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So who are we marketing to?
« Who is the audience? Grandkids.

+ Make it kid friendly, the grandparents will want to
take the grandkids there

« The focus is on the kids having a great time

- So how do we market to these decision makers?
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1.

Make sure the experiences are

transformative

Transformative

Life changing

Aspirational

Memorable (the will ALWAYS remember it)
Doesn't have to be expensive

Travel channel: forget solo travel. The big trend
now is to bring the entire family along for an
unforgettable adventure. Families are forgoing the
family vacations of the past, where quality time was
spent parked at the beach, and instead are looking
for transformative experiences that the whole
family can share.

New phrase: aspirational adventurer

Bottom line: they want “experiences that matter”
Needs to be worth at least a 2 hour drive

The motivation: unforgettable, transformative
adventures

Learning is at the top of the list
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2. Develop customized itineraries,
packages and special deals. “All
inclusive” is HUGE and growing.

- It takes a lot of effort to plan a trip for a large age
group

+ The easier you make it, the more likely you are to
close the sale

« Check out the website, Road Scholar, for ideas of
how to set up effective itineraries

www.DestinationDevelopment.com
Copyright © 2017 Roger Brooks International. All rights reserved.

Multi-generational itinerary ideas

River and lake cruises

Adventure trips: rafting, balloon rides, Jeep tours,
fishing, wildlife safaris

Interactive science exhibits (learning)
Celebration travel (birthdays, milestones)

Exciting stuff! Unusual! Bucket list activities

WELCOME
FULLERTON PARTY

What to do: actually do this for YOUR
family!

Design an itinerary
Then have others do the same thing

If this was a four or five hour drive away, would you
still do it?

Even personalize them
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4. Offer different lodging options

3. Make pricing transparent

« This is why packaging is so important - Grandparents often prefer to have separate lodging

« Fact: the top 15% of lodging, in terms of quality,
accounts for 85% of all leisure travel business

- These trips are expensive, and the people doing the
planning want to know the prices up front
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5. Create photo and video libraries

-« Gear them to kids, not grandparents or even their
parents

Key marketing messages
- Adventures of a lifetime
- Grand adventures

- Captivating and memorable

The adventure they’ll never forget
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6. Provide bikes and other activities at 7. Categorize experiences by age
lodging facilities groups:
« Adds to the experience « Toddlers:2to 5

+ Young kids: 6 to 8
. Kids:8to 12
« Teens:13to 17

« Age groups and activities can be mixed and
matched by the families — this helps them pick and
choose

- Give options so itineraries aren't set in stone
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8. Give us details, details, details!
Specifics!

« People need the specifics of what, when, how, and
how much

+ The more details you provide, the more likely you
are to close the sale

« Remember: make it easy!
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Allinc

What to do: the latest and greatest: Live 9. All inclusive packages are BIG and 10. Get started yesterday: it’s already
chat in tourism! fast-growing here and happening
. Live Chat Inc. - Not just all-inclusive resorts « Boomers had their kids in their 20s. Millennials are

having kids in their 30s and 40s.
« $16-$149 per month, depending on options « Packages that include accommodations, tickets,

some meals. etc. « There is a huge wave of baby boomer grandkids

« “We are here! Chat now!” button
- Start with packaging: now is the time to start

- Remember: multigenerational travel can be difficult developing packages

to plan — make it easy Lots of onti
- Lots of options

+ Liveperson.com . .
- Pick and choose ideas

« Free - $18 per month ) )
« For example: ski resort could provide a package

- Make it big and bold with lodging, dining, and lift tickets

+ You know your destination better and can provide
information and answer questions

« Wordpress offers a widget that allows you to do live
chat on your website

« Remember: most people are planning trips during
evening hours and on weekends
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What to do:

. Start developing “transformative” experiences and
start crafting itineraries

« Develop packages (with options) with your local
businesses

« Make it easy to find “Family Travel” experiences on
your website (or even “Extended Family Travel”)

« Make sure the pricing is transparent

« Provide an online “chat now” feature to help people
plan their trips

« The easier you make it, the more likely you are to
close the sale

« Start developing videos and photography showing
the experiences
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