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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 Q3 2022 (July — September) to give an indicative view of how
PR is positively impacting the GCVA's search visibility and organic traffic during this period.
However, it is important to note that this report only covers activity up to the 8" of September

due to it being required early. As a result, coverage levels and results will reflect this.
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Inputs and Activities

Between July — 8" September 2022, we produced / used a range of materials to engage target

audiences and meet communications objectives:
e 2 campaigns: Cost of Living survey | KPMG H1 Gift Card and Voucher Sales Analysis

4 press releases: Cost of Living release 1 | KPMG H1 2022 retail release | KPMG H1 2022 HR release

| Hall of Fame Awards release



Total results

In the third quarter of 2022, PR has achieved the following earned outputs:
 Total coverage: 12

 Print coverage: 1

 Online coverage: 11

« Links: 8

 Coverage highlights: HR News (13,320), The Fintech Times (97,200), Al Retail (7,170),
Boutique (4,500).

With three weeks of September remaining, we have already secured more coverage than in
Q2 of this year and double the number of links. By the end of the quarter, we would expect

these levels to have further increased.



Standout coverage
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Gift card use soars as employers look to support
staff through cost of living crisis
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Standout coverage

boutique.

BUSINESS SENSE FOR FASHION RETAILERS
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Despite rising costs and the pressures of post-pandemic recovery, new research has

revealed a boom in gift card and voucher sales, indicating a strong UK retail
performance in the first half of 2022.

According to the latest analysis by the Gift Card and Voucher Association (GCVA) and s the cost of living continues to rise, new research from the Gift Card and

'MG UK, consumer gift card sales have increased across all channels, with in-store
sales accounting for 54.7% of purchases as consumers continue to return to the high
street,

Voucher Association (GCVA) reveals some shoppers are turning to gift

cards to reduce their outgoings.
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Quality of outputs

Total reach of PR coverage: 166,732

Average backlink domain authority: 43

Trust and citation scores (September 2022):

TRUST FLOW CITATION FLOW

~
16 38

Scores from Q2 2022:

TRUST FLOW CITATION FLOW

Link Qualif
Y Link Volume

The Trust Flow, which measures the quality of the links to
the GCVA website, has increased significantly (+5) since
the previous quarter. This is because the links we have
secured in this quarter have had higher Domain Authority
(DA) scores, meaning that they originate from more
reliable websites. This can be seen through the average
backlink DA now being 43, opposed to 32 in the previous

quarter.

The Citation Flow, which measures the quantity of links
back to the website has remained the same. Despite this,
we have already secured double the number of links in two
months of this quarter than the previous quarter, meaning
that this score is likely to improve, particularly over the next
guarter with links generated from the Christmas campaign

activity.




Out-takes: Organic Search Visibility
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Search visibility was relatively low at the beginning of the quarter but has moved on an
upward trajectory towards the end of August and beginning of September which is when we
secured the majority of coverage for the KPMG releases. With upcoming campaigns we'd
hope to build visibility with the pursuit of links from trusted sites with high domain authority to

bring search visibility back in line with last year’s levels.



Out-takes: Keyword Research
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The GCVA continues to rank highly for its branded search terms, it ranks in top position for gcva and gift
card association. Additionally, non-branded search terms have improved in rank, for example, the position
for “gift card” has gone up a further three places. GCVA also continues to rank highly for gift card tax and
ebay gift card related terms and ‘fame awards’ which is likely driven by people searching for the Hall of

Fame Awards.



Summary / Key Learnings

« Coverage levels have increased in Q3 and as this report only covers activity and coverage up until the 8" of
September, it is likely that coverage numbers will be higher by the end of the quarter. The number of links has doubled
since Q2, and we have secured a link in 67% of coverage. Continuing to build on the number and quality of links will

help to further increase the Trust Flow score and bring it closer to the Citation Flow Score.
« With the upcoming Christmas period, we expect coverage levels to continue to rise as we leverage increased activity

from the Christmas campaign and the cost-of-living survey data. This will help to drive search visibility and bring it back

in line with levels seen in the previous Christmas period.
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