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This report looks at the following areas:

» The impact of COVID-19 on empty nester and boomerang parents

« What empty nesters and soon-to-be empty nesters are looking forward to
and concerned about once their children leave the nest

« Empty nester interest and participation in hobbies

< Changes in spending habits once children leave the home

Empty nesters are both excited and worried for this new chapter in their lives.
They look forward to the additional time and freedom to refocus on themselves,
their personal interests and their connection with their spouse/partner and
friends. However, they are still concerned about maintaining a connection with
their grown children. As a result, they are eager to provide emotional and
financial support fo their children whenever needed, which sometimes means
relinquishing their empty nester status and letting their grown kids come back to
the nest.

are subject to change due to currency fluctuations.

“Parents look forward to
becoming empty nesters, but
their identity as a parent still
remains intact. They desire to
maintain their strong
connection with their children
and are still there to provide
any kind of support their
children need.”

- Ariel Horton, Lifestyle and
Leisure Analyst
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Mintel is the expert in what consumers want
and why. As the world’s leading market

intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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