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What is a Gift Card Aggregator?

§ Al Overview

A company that buys gift
cards in bulk and sells them
to businesses. They work with
retailers, prepaid card
providers, and other brands to
offer gift cards to their clients
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When + Where did Gift Card Aggregators start?
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20+ majors
¢ $50M+-$1B+/year
 Carry 500+ brands
* APIl/tech delivery

* Digital focus




~90% of US B2B

gift card volume flows
through these

aggregators”

*Eric Thiegs educated guess
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When + Where + Who of Global Aggregators
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B2B Buyers




3 Types of B2B Buyers
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Examples:
Direct Corp Buyers

SMBs
Event Planners







100K - $50+M
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Platform
Buyer

Examples:
Employee Recognition Platforms
Loyalty & Reward Platforms
Incentive & Sales Systems

| SaaS Membership Portals
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Factors for selecting an Aggregator
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Questions

Eric Thiegs, NeoCurrency
eric.thiegs@neocurrency.com

US +1 717 650 0699 (WhatsApp)
linkedin.com/in/ericthiegs/
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