
c u s t o m  c o n t e n t

Holiday Planning 
g u i d e

s e p t e m BeR 27, 2021

I f you’re thinking about canceling the annual company holi-
day party, don’t! Get creative instead. It’s been an unpredict-
able time with the country experiencing COVID-19, layoffs 

and budget cuts, and your employees are probably long overdue 
for a morale boost, especially if you skipped celebrating the hol-
idays last year.

Planning a successful party takes time, but doesn’t have to 
break the bank.

VENUE: If possible, get out of the office. An afternoon 
affair for 2-3 hours at a local restaurant or hotel with a nice out-
door patio area will be less expensive than an evening event on 
a premium holiday date.

DATE: Have a few dates and times to run by the boss to 
make sure all important people are available for the party. Finding 
out the boss is unavailable on your party date would be a disaster.

TIME: Start your party after lunch and end before dinner to 
eliminate the need to serve a full meal.

INVITATIONS: Once you have your date, time and 
location, order fabulous invitations. An awesome holiday party 
invitation sets the tone for the occasion and lets employees 
know what you have planned. Don’t send out a boring memo or 
uninteresting letter sheet of “who, what, where and when” stats. 
There are affordable custom printed invitations available that 
will get party goers excited about your event.

FOOD: Choosing an array of appetizers and sandwiches will 
lower your food costs, eliminate chefs and limit the number of 
attendants needed.

DESSERTS: A dessert station with mini bite-size portions 
cuts costs and is more hygienic than “shared” desserts.

DRINKS: With an afternoon party, you could eliminate 

alcoholic beverages and potential liabilities too. Choosing to 
serve only wine and beer might be another alternative and 
skips the expense of an open bar that might be expected at an 
evening party.

ENTERTAINMENT: You can hire a DJ instead of live 
entertainment or maybe a magician or a fortune teller (only 
good news) would be fun for your crowd.

APPRECIATION: No matter what type of party you 
decide on, even if it’s a virtual Zoom gathering, be sure to 
emphasize that you value your employees. Give them a boost 
to bring in a wonderful new year, your company’s morale might 
depend on it. 

Information for this article was provided by AnnouncingIt.com.  
More information can be found online at announcingit.com.

Holiday Celebrations Can Improve Company Morale 
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E arlier this month, Roku, Inc. announced 
findings from its 2021 Annual Holiday 
Consumer Shopping study in partnership 

with The Harris Poll. This year’s survey of more 
than 2,000 U.S. adults who plan to shop for the 
holidays offers insights into shifting consumer 
shopping preferences, spending priorities, and 
media consumption habits.

“Individual spending could hit record levels 
this holiday season as consumers report signif-
icant growth in their holiday spending plans,” 
said Dan Robbins, vice president of ad marketing 
and partner solutions at Roku. “As consumers 
prepare to spend more, they are also changing 
how they approach gift giving and how media 
consumption influences their purchasing deci-
sions. Nearly half of holiday shoppers said they 
shopped for a product after seeing a TV stream-
ing ad. With one out of three holiday shoppers 
unreachable on traditional pay TV, marketers 
need to buy TV advertising where consumers 
now watch TV to win them over this holiday.”

This article outlines the 2021 survey findings.

HOLIDAY CONSUMER  
CONFIDENCE IS STRONG

The 2021 survey revealed a shared expec-
tation of economic improvement in the year 
ahead, with 72% of holiday consumers express-
ing confidence that the economy will improve 
in the next 12 months. This optimism is fueling 
shopper intent to spend what could be record 
numbers in 2021. More than 1 in 3 holiday 
shoppers (36%) plan on spending more this year, 
a significant increase from the past three years 
(and the highest number reported since 2018). 
Furthermore, 39% of streaming holiday shoppers 
(shoppers who have streamed content in the last 
three months) plan to spend more in 2021, a 
major increase from 2020. The report also finds 
consumers expect to spend a record $937 on hol-
iday purchases – a 5% increase year-over-year.

CONSUMERS REPORT SPENDING MORE 
TIME STREAMING THAN WATCHING  
TRADITIONAL TV

In 2020, consumers reported for the first 

time that they spent more time streaming TV 
than watching traditional TV on average. The 
2021 holiday report finds that the delta between 
time spent streaming and watching traditional 
TV grew five times year-over-year. The average 
US holiday shopper reported they now spend 78 
minutes more per week streaming. These self-re-
ported numbers trend with the rapid growth in 
TV streaming. Millennials watch 30% more TV 
streaming content than linear television con-
tent, according to July 2021 Roku viewership 
insights. Overall, one-third of holiday shoppers 
(32%) stated they do not have traditional pay 
TV. Nearly half of Gen Z holiday shoppers are 
cordless, and 83% of baby boomer cord cutters 
said that it was unlikely they would reactivate or 
purchase a new pay TV subscription.

TV streaming is now mainstream with 86% 
of US households now streaming – that’s the 
same number that report owning a washing 
machine according to Statista!

IN-STORE MAKES COMEBACK, BUT  
ONLINE REMAINS DOMINANT

2021 is expected to see a return to in-store 
shopping. Nearly half of shoppers (43%) plan to 
shop in-store this Black Friday and Cyber Mon-

day. This marks an 11-percentage point increase 
from 2020 (32%), when COVID concerns kept 
many shoppers away from retail stores. However, 
online shopping remains dominant, with the 
majority of shoppers (57%) planning to do most 
of their shopping online.

MILLENNIAL HOLIDAY SHOPPERS ARE  
STREAMING AND SPENDING MORE

Millennials, America’s largest generation 
with a combined spending power of more 
than $1.4 trillion annually, are leading the pack 
away from traditional TV to TV streaming. 
Nearly one-third of millennial shoppers (31%) 
are cordless and unreachable via pay TV ad cam-
paigns. This demographic is also primed to spend 
with more than half of these millennials (51%) 
– highest among generational groups - planning 
to spend more on gifts this holiday than in 2020. 
Millennial holiday consumers report planning to 
spend more than $1,000 on gifts this holiday.

BIG TICKET PURCHASES INCREASE
With the holiday consumer economic con-

fidence improving, 32% of consumers plan to 
purchase big-ticket items over $500 this season 
– the most since the study’s inception. What 

are they buying? Two in three holiday shoppers 
(63%) said they plan to purchase consumer elec-
tronics this year. Who are they buying for? With 
spending increasing in the forecast there will be 
a lot of gifts to go around this year and millenni-
als plan to spend the most on themselves ($157) 
compared to other age groups. They also plan 
to spend the most on their pets as they prepare 
to wrap up $44 in gifts for fido - that’s the same 
as they plan to spend on their co-workers. Men 
plan to spend nearly twice as much on their 
spouse/significant other than women do this hol-
iday season ($213 versus $118) and they are also 
feeling generous towards themselves as men plan 
to spend twice as much on self-gifting as women 
plan to ($120 versus $61).

MARKETERS SHIFTING TO BUY TV THE  
WAY HOLIDAY CONSUMERS WATCH TV

Nearly half of consumers (49%) said they 
have seen an ad on their TV streaming device 
that caused them to pause what they were 
watching and shop for the product online, a 
significant increase from 2020. 46% of holiday 
consumers say they rely on traditional or TV 
streaming ads for inspiration when shopping 
for gifts. The “always-on” consumer is driving 
marketers to buy TV advertising where holiday 
shoppers now watch TV, making streaming a 
must-have for advertisers this season.

“This is the fourth year we have conducted 
the consumer holiday shopping survey and the 
trends have never been clearer,” said Connie 
Xu, director of brand strategy at The Harris Poll. 
“The consumer march away from traditional 
television to streaming TV is now a full stam-
pede. Holiday shoppers on average spend more 
time streaming TV than watching traditional 
TV. This shift will break decades-old advertising 
models as brands adapt to the new consumer 
streaming landscape by reaching shoppers where 
they now spend most of their TV viewing time. 
The good news is that the US consumer is con-
fident in an improving economy, plans to spend 
significantly this holiday season, and wants 
brands to engage them on the big screen in their 
homes via streaming.”

Holiday Survey Reveals One in Three Holiday Shoppers 
Expect to Increase Spending this Holiday Season

T ravelers are taking to the skies again, but 
the immediate future of air travel remains 
somewhat turbulent, according to OAG’s 

survey of 1,800-plus U.S. travelers in July and 
August. Domestic capacity in the U.S. is up 
81% from June – August 2021, compared to 
the same period last year. The increase is being 
fueled by strong consumer demand; 70% of 
consumers surveyed by OAG have booked 
flights for the future.

While travelers’ willingness to fly is increas-
ing, the Delta variant, increased COVID 
transmission rates and vaccination preferences 
weigh heavily on the near and mid-term out-
look. The large majority of consumers surveyed 
by OAG report being fully vaccinated. How-
ever, OAG found that only 15% of non-vacci-
nated individuals plan to get vaccinated before 
their next trip.

Many airlines and destinations are consider-
ing vaccine mandates to strengthen confidence 
and fight transmission. Sixty-eight percent of 
all survey respondents said they are interested 

in or want domestic vaccine passports, and 70% 
believe vaccine passports should be required 
for international travel. Alarmingly, of those 
that said they were not yet vaccinated, 56% 
said they still wouldn’t get vaccinated even if 
the airline, airport, or destination required it to 
travel.

“Vaccine mandates are a polarizing issue. 
Many airlines, governments and destinations 
are actively considering mandating vaccines to 
fly or enter, and the majority of travelers sup-
port the use of vaccine passports,” said Mayur 
Patel, head of APAC, OAG. “While this may 
add fuel to hot fire, the ongoing strength and 
resilience of the entire travel market is directly 
linked to higher vaccination levels and lower 
transmission rates.”

Other takeaways from OAG’s research 
include:

• Continued COVID-19 concerns keep 
some travelers grounded. Of the 30% of 
respondents who haven’t booked flights yet, 
40% are waiting for vaccination rates and reg-

ulations to improve and 30% are waiting for 
vaccine passports to be required.

• The business travel outlook remains 
cloudy. Only 62% of business travelers said 
their company is planning air travel in the 

next 12 months, while 38% said their company 
either has no plans (20%) or has not specified 
plans (18%).

• Holiday travel expected to bounce back. 
The 2021 holiday travel season projects to be a 
lot stronger than 2020. Of the 38% of travelers 
surveyed by OAG that said they typically fly for 
the holidays, only 40% of this group did so in 
2020. This year, the percentage of that group 
who do intend to fly more than doubled (85%). 
Planned capacity for Thanksgiving week tells a 
similar story, currently with 47% more domestic 
seats booked than last year.

• Booking behavior remains erratic. Near-
ly half of travelers surveyed are still booking on 
short notice (between two weeks to a month 
in advance), and half are booking between 
two-six-plus months out. Eighty-eight percent 
expect ticket prices to rise in the next 12 
months.

For the full survey insights, view the report at  
oag.com/us-traveler-survey. 

Getting Back to Holiday Travel
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N ew research reveals consumer opinions 
about the upcoming holiday season. Con-
ducted by Dynata and software company 

Redpoint Global, the survey of more than 1000 
U.S. consumers finds that the overwhelming 
majority of consumers (80 percent) are more 
likely to shop with brands that show they 
understand their needs by sending relevant, 
personalized offers this holiday season. Some 
78 percent of consumers also find it frustrating 
when a retailer’s communications and market-
ing messages are inconsistent depending on the 
channel they visit (in-store, online, social, call 
center, app).

This holiday season, shoppers will continue 
to shop heavily online, but also express interest 
in heading back in-store. Only eight percent 
expect to shop solely online and 16 percent 
plan to shop exclusively in-store – with the 
remaining consumers planning to shop both 
online and in-store to varying degrees. Online 
research prior to in-store purchasing is a criti-
cal component of the sales process as well, with 
29 percent of individuals primarily conducting 
research online prior to purchases in-store. 
Buying online and picking up in-store is also 
a trend that remains very important this year, 
with 60 percent of consumers planning to uti-
lize it in 2021. However, in 2022 and beyond, 
only 15 percent of consumers indicate that will 
be a primary part of their shopping experience.

“As consumers head increasingly back 
in-store, maintaining clear and consistent 
communication both on and offline will be key. 
To maintain consumer interest and minimize 
friction, retailers should be prepared with per-
sonalized offers and strong data transparency 
across channels,” said John Nash, chief market-
ing and strategy officer, Redpoint Global. “The 
more retailers can use relevant data to custom-

ize the experience consistently at all stages, the 
more successful they will be in driving retail 
sales this holiday season.”

Inflation and supply chain issues are also 
top of mind, with 70 percent of consumers 
worried about global supply chain challenges 
and 77 percent concerned about product short-
ages. However, most consumers are preparing 
for these issues by shopping early and budget-

ing for increases. As of September 1st, 26 per-
cent of consumers have already begun holiday 
shopping. And while two-thirds of consumers 
expect to pay more for gifts this holiday season 
due to inflation, 37 percent have adjusted bud-
gets to deal with said increases.

Transparency is a key solution for many of 
the issues facing consumers this holiday season. 
Currently, consumers’ top frustrations lie in 
product shortages, leaving it to retailers to be 
transparent about supply and product issues. 
Not to mention, the overwhelming majority of 
consumers, 85 percent, are more likely to shop 
at retailers that are transparent with how they 
are collecting and using their personal data 
this holiday season. As such, retailers must be 
communicative about where and when they 
are utilizing consumer information throughout 
the season.

To learn more, visit redpointglobal.com.

This holiday season, shoppers  
will continue to shop heavily  

online, but also express interest  
in heading back in-store.

Evolving Consumer Holiday Shopping Trends
Blend of on-line and in-store  
shopping expected this season

TURNING 65?
 a Have you received 50 items in 

the mail, read through half of 

them, and are still confused?

OVER 65?
 a Did you enroll in a Medicare  

health plan a few years ago?

 a Are you enrolled in a  

company group health plan?

 a Do you have employees  

over 65?

 a Did you recently lose  

your group health coverage?

 a Are you moving and do  

not know what to do about your 

Medicare health coverage?

 a Paul is available to provide 

simple answers to these and all 

your other complex questions.

Why would you try to navigate your Medicare Health plan options alone?

2002-2021

Voted “Best Insurance Agent” for 20 years  
by readers of the Daily News 2002-2021!

PAUL DAVIS

20 TIME WINNER!
2002-20

21

When you are looking for an experienced guide to get you on the right path, Paul Davis is the agent for 
you. He has been helping people navigate health insurance questions for 35 years… In fact, for the past 
12 years, his primary focus has been Medicare Health Plan options: Medicare Advantage, Medicare 
Supplement, and Part D plans. 

Let Paul Be Your Guide!

What makes Davis Insurance special is that they do something few agents do.  
They o�er to review all your medicare plans every year. They have saved people just like you, 
thousands of dollars a year by changing Medicare plans, sometimes with better coverage.

Always Looking for Buried Treasure

Medicare plans vary by region, so it’s best to use someone with local knowledge.  
Paul Davis Insurance clients will tell you that they prefer the friendly touch their local agent 
provides. A lifetime San Fernando Valley resident and recipient of numerous awards and 
recognition for his volunteerism, Paul is adept at helping you over the phone, by email, via Zoom or 
in an outdoor socially distant setting. 

The Benefit of Using a Local Guide

The California “birthday rule” guarantees you the right to change your Medicare supplement plan 
to any other carriers’ same or lesser plan within 60 days of your birthday. You can change without 
answering health history questions.

Use Your Birthday to Change Your Rate

OUT
THERE!JUNGLEJUNGLEJUNGLEJUNGLEJUNGLEJUNGLE

INSURANCEINSURANCEINSURANCE
IT'S A MEDICARE

Call us at 
818-888-0880 or go 
to pdinsure.com
#0M47932 CA

LICENSE
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