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experience

Figure 44: Activities done during holiday travel, February 2019
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Figure 49: Sentiment about holiday travel, by generation,
February 2019

People want to travel for the holidays, but dread it
Figure 50: Sentiment about holiday travel, by generation,
February 2019

Travelers generally prefer their “own” vacations
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Family visits become less appealing as children age
Figure 52: Attitudes toward visiting relatives, by age of
children, February 2019
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