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This report is designed to demonstrate PR results achieved for the GCVA over a given time 

period, meeting the agreed communication objectives:

• Promote innovation and showcase the solutions gift cards provide to current needs

• Champion the needs of the sector

• Protect the sector’s reputation

• Position the GCVA as a gateway for practical advice and support

Specifically, this report covers Q4 of 2024 to give an indicative view of how PR has positively 

impacted the GCVA’s search visibility and organic traffic during this period. 

Background



Inputs and Activities
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Between October – December 2024, we produced/used a range of materials to engage target 

audiences and meet communications objectives:

• 2 press releases: SOTN release, LOG IN TO CHRISTMAS release

• 1 feature: Unlocking the power of loyalty programmes with gift cards 

• 1 comment: Inews (expired Gift Cards)



Total results 

In Q4 of 2024, PR has achieved the following earned outputs:

• Total coverage: 13

• Links: 2 | Average DA: 23.5

• Total reach: 75,116,778

• Coverage highlights: The Times, The Guardian, Yahoo! News



Breakdown of coverage by sector 
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Coverage for this quarter 
was predominantly in 
Retail. It is great to see 
more national coverage in 
Q4's breakdown.

Breakdown of coverage by sector

National Retail Consumer



Standout coverage
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MUU: 70,000,000 MUU: 1,574,790



Standout coverage

7MUU: 2,790,000MUU: 598,420



Quality of outputs
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Total reach of PR coverage: 75,116,778

Average backlink domain authority: 23.5

The Trust Flow, which measures the quality of 

the links to the GCVA website, has increased by 

1 since the last quarter.

Meanwhile the Citation Flow, which measures 

the quantity of links, has increased by 2.

Fluctuation is normal and we can see coverage 

figures have stayed relatively consistent since 

last quarter. This is also quite typical for us 

around the Christmas period as gift cards and 

GCVA is being discussed and searched for more.

We will continue to monitor this fluctuation to see 

if further analysis needs to be done to our 

backlink profile.

Trust and citation scores (Sept 2024):



Out-takes: Organic Search 
Visibility 
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2024 was our best performing year for search visibility YoY in December, we’ve seen a 240% in the number of keywords we are 

ranking for, with November being our highest-ranking month, with a lot of keywords in pos 51 – 100 being lost between 

November to December which is normal. 

Looking at the keywords we've retained, these include brand names such as B&Q, Marstons, Voucher Express etc. 



Out-takes: Keyword Research
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Looking at keyword rankings, we can see our highest-ranking pages in the 

SERPS are again related to member brand names.

Understandably, we will rank for our member names considering they have 

their own audiences and brand awareness. We should look to understand 

why people visit these pages however; are they customers who are looking 

for the member website, or is it other brands looking to understand their 

involvement with GCVA? 

It was suggested last quarter that we look to test this theory out with some of 

our most popular member pages with CTA's and further details on their 

membership to see if it encourages further engagement on the site.

As the new website continues to be developed, it would be good to compile a 

list of keywords that we’d like to rank for, and ensure there is related onsite 

content, such as blogs, and that these are included in all PR copy. We should 

also look to push some of the more relevant pages, for example the news 

hub and GIFTCARD 500 to drive awareness of our activity.



Summary / Key Learnings 
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• In Q4, we've seen a steady stream of coverage come through from a range of good quality and relevant titles including The 

Times, Yahoo! News, The Guardian and Fashion Network.

• The 'State of the Nation' release secured coverage in seven publications, highlighting the value of crafting data-driven releases 

that provide journalists with actionable insights and easily shareable statistics.

• As well as this, we were approached by a range of journalists for bespoke features and comments. This is a great way to get 

GCVA in front of different readerships, and it will be something we will continue to do in 2025.

• 2024 has been our best-performing year for search visibility, with us now ranking for 240% more keywords than we did this time 

last year. We should look to do more work internally on the member pages as the website is developed to turn this interest into 

engagement.



The briefThe briefThank you
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