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By SARAH RAMIREZ

Even as children, members of Generation Alpha are having a significant impact on travel and hospitality trends
around the globe.

According to a new study from Expedia Group, nearly four in 10 families report that Generation Alpha members
influence family travel decisions. Although Latin American families take more trips than North American families,
families in both regions prioritize experiences over expenses.

The findings are based on a survey of more than 1,000 adults in the United States, Canada, Mexico and Brazil with
children or grandchildren age 9 or younger. Respondents must have also booked a leisure trip online in the last 12
months.

Gen Alpha travels
Generation Alpha is defined as children born after 2010. Most often, their parents are millennials or Generation X.
By 2025, it is  estimated there will be 2 billion members of Gen Alpha, making it a valuable demographic for luxury
brands and marketers.

Seventy percent of family travelers do not have a set destination in mind when they initially begin planning their
trips, indicative of opportunities for hospitality brands to reach grandparents, parents and children.

Additionally, 60 percent of respondents said that travel ideas originated from both adults and children.
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Most family vacations are timed to correspond with school breaks. Image credit: Four Seasons

About 87 percent of travelers plan family trips around school breaks or holidays. While Mexicans and Brazilians
take an average of 2.7 family trips a year, U.S. and Canadian families average 2.5 and 2.1 annual family trips,
respectively.

Three-quarters of parents and grandparents in Latin America report that Gen Alpha children show them online
content related to trip planning, compared to 59 percent in North America.

Adults report that Gen Alpha is most influenced by imagery or information that offers a kid-friendly perspective. This
is particularly true in Latin America, with about half of respondents saying this type of content influences children's
travel opinions.

Generation Alpha is also more influenced by travel information seen online or on television rather than learned
through school or from family and friends. Forty-five percent of children in Latin America also use smartphones to
search for travel content.

Family travel
With the number of luxury travelers only expected to grow, hospitality brands need to strategize how to best appeal to
these customers' evolving habits, including their focus on family.

Millennial consumers with children are a significant $39.2 billion portion of the travel market, and they plan to up
their vacation spending by 12 percent in the coming year. About a third of all vacations taken in the last year included
children, and minors are having a heavy influence on family travel plans, making both parents and their progeny a
target for travel marketing (see story).

According to Expedia, more than half of families in both North and Latin America prefer staying in hotels while
traveling, as opposed to resorts or vacation rentals. Among Brazilian and Mexican families, hotels account for 22
percent of family travel budgets.

Many luxury hotel groups offer children's programming with an educational focus. Entertaining alternatives to sight-
seeing can enable parents with young children to travel and still participate in experiences geared towards adults.

Among families in both North and Latin America, finding a destination with activities for the entire family is a top
priority. Other top priorities are safety and enjoyment for young children.

The Ritz-Carlton's long-running program, Ritz Kids, introduces children ages four to 12 to environmental adventures.
The initiative is guided by four pillars: water, land, environmental responsibility and culture, which are broad
enough to let each property take a fresh approach to the programming.

Since all the brand's properties are embedded in unique locations, the programming inevitably varies from place to
place. Partnerships include environmentalist Jean-Michel Cousteau's Ocean Futures Society and a Tesla Experience
with energy challenges at Lake Tahoe (see story).
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