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Background

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 Q2 of 2024 to give an indicative view of how PR has positively

impacted the GCVA's search visibility and organic traffic during this period.
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Inputs and Activities

Between April — June 2024, we produced/used a range of materials to engage target audiences and

meet communications objectives:

» 3 press releases: Employee benefits release, Hannah Shimko appointment release, Loyalty release

e 2 campaigns: Loyalty report and Market Insight proposal



Total results

In Q2 of 2024, PR has achieved the following earned outputs:
 Total coverage: 7

 Links: 2 | Average DA: 51

 Total reach: 153,158

« Coverage highlights: Fashion Network, Gift Focus, Retail Times



Breakdown of coverage by sector

Breakdown of Coverage By Sector

Coverage for this quarter
was predominantly in
retail, with 5 pieces of
coverage secured here.

One piece of coverage
was secured in the
business gifting sector,
and one piece in the tech
sector.
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Standout coverage

Retail Times
be inspired

Consumer loyalty on the rise: 91% of
UK public engaged in loyalty schemes:
supermarkets and coffee shops lead
the way

The Gift Card and Voucher Association (GCVA) has released comprehensive research
findings revealing the impressive engagement levels of UK consumers with loyalty
schemes. According to the report, 91% of the UK public are now actively involved in
loyalty programmes, reflecting a broad appeal across different demographics and
income levels.

The survey, conducted over 1,000 UK consumers and insights from 36 GCVA member
organisations, highlights that loyalty scheme participation remains robust across all
age groups. 94% of those aged 66 and over are engaged in at least one scheme,
alongside 81% of young adults between 18 and 25. Schemes also appeal to those on
both high and low incomes, with 96% of those with a household income of over
£75,000 actively involved in such schemes.

MUU: 52,560 DA: 55

FASHION

— NETWORK —

Most UK consumers sign up to loyalty
schemes - report

An impressive 91% of UK consumers are now actively involved in loyalty programmes,
reflecting a broad appeal across different demographics and income levels. That’s

according to comprehensive research from the Gift Card and Voucher Association
(GCVA).

MUU: 30,720 DA: 85




Standout coverage

Electronic Payments
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International ] IQ Ia

. THE RETAIL BULLETIN
Consumer loyalty on the rise:

91% of UK public engaged in
onalty schemes HOME | GENERAL MERCHANDISE NEWS

The Gift Card and Voucher Association reports that supermarkets and

coffee shops lead the way in loyalty programme engagement The Gift Card and Voucher
Douglas Blakey June 7,2024 . A Association (GCVA) has
Gift Card V'3 announced the appointment
—— & Voucher V) : of Dr Hannah Shimko as its
91% of UK public engaged in loyalty schemes image credit shutterstock Association ¥/ v new Managing Director,

effective April 10, 2024. Dr

Shimko...

SOfﬁce on the web Frame jic are now actively involved in loyalty programmes according
to research from The Gift Card and Voucher Association (GCVA). It says there is
evidence of rewards schemes reflecting a broad appeal across different demographics and
income levels.

94% of those aged 66 and over are engaged in at least one scheme. Meantime, 81% of young
adults between 18 and 25 are similarly engaged.

Schemes also appeal to those on both high and low incomes. 96% of those with a household
income of over £75,000 are actively involved in such schemes says the GCVA.

MUU: 10,000 DA: 43 MUU: 33,060 DA: 51




Quality of outputs

The Trust Flow, which measures the quality of

the links to the GCVA website, has increased by

Total reach of PR coverage: 3,060,645 1 since the last quarter.

Average backlink domain authority: 56
Meanwhile the Citation Flow, which measures

TRUST FLOW CITATION FLOW the quantity of links, has decreased by 1.
L Fluctuation is normal and we can see coverage
1 6 3 2 figures have stayed relatively consistent since

TOPICAL TRUST FLOW
last quarter, so on the whole, we are happy to

16| Business / Human Resources see these figures stay rather consistent.

E Referance / Education

Trust and citation scores (March 2024): g Business / Textlles and Nonwovens As well, it's positive to see we are closing the gap
UsT FLow — B scence / siotogy slightly on these figures. Additionally, we can see
most of our coverage is from HR business titles.
? We should look to target high quality publications
15 33 in other relevant sectors to help increase this

figure.



Out-takes: Organic Search
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Following the significant increase in keyword rankings across Christmas, we can see that our visbility on the SERPs has

levelled out. We've managed to retain some of the keywords, with a healthy 387.5% YoY increase since last June.

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

thing that is worthwhile to note is a lot of these keywords are still around Christmas, so aren't driving high volumes of traffic for

us. You'll see this in more detail in the next slide. 9



Out-takes: Keyword Research

Keyword intant Prev. position Position  SF Traffic Volume Looking at keyword rankings, we can see our highest-ranking pages in the

i . § et A = = SERPS are related to member brand names or Christmas. We should expect

@ h =] N 12 7 7 14 2.0K .
- & more of these Christmas keywords to drop off and should look to bolster
(@) variety christmas club 5 N 9 ¢ 7 14 2.4% activity around Q4 to promote these pages.
() runa network limited & N I 4 11 13K . . .
It's understandable that the member names are going to rank, considering
bbb " - > 1 ’ oK have their own audiences and brand awareness. We should look to
(3) variety christmas & N 12 4 7 7 13K understand why people visit these pages however; are they customers who
are looking for the member website, or is it other brands looking to
(&) variety xmas club £ N 7 4 7 & 1K L i
understand their involvement with GCVA?
(&) christmas variety club £ N 7 5 7 G 1K
We should look to test this theory out with some of our most popular member
) . = nOE : A pages with CTA's and further details on their membership, to see if it
@mitchells and butlers £~ N 31 21 8 a 14.8K encourages further engagement on the site.
) prezzee B N . 1s 10 4 14.BK
As the new website continues to be developed, it would be good to compile a
(®) stored value solutions 5 N 7 4 4 ANE
list of keywords that we’d like to rank for, and ensure there is related onsite
® onedall & N 9 7 4 74K 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
#) loveZshop B N 37 & 4 J4K
hub and GIFTCARD 500 to drive awareness of our activity.
() aldi stores Itd & 37 B & 3 260
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Summary / Key Learnings

* In Q1 we've seen a steady stream of coverage come through from a range of good quality and relevant titles including The

Retail Times and Fashion Network.

« Building interest on the loyalty card research was slow, but we did see some pickup in Q2, highlighting the importance of

pivoting when we don't see releases initially land.

* We also saw a lot of interest in the appointment release for Dr Hannah Shimko and are devising strategies around this in Q3 to

capitalise on this interest.
« Keyword search visibility has levelled out since the increased rankings at Christmas, and we're seeing continued interest in the

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

interest into engagement.
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