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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 Q1 of 2025 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 January – March 2025, we produced/used a range of materials to engage target 

audiences and meet communications objectives:

• 1 press release: KPMG report H2 2024 

• 1 comment: BBC Morning Live  



Total results 

In Q1 of 2025, PR has achieved the following earned outputs:

• Total coverage: 13

• Links: 1 | Average DA: 44

• Total reach: 2,587,160

• Coverage highlights: BBC Morning Live, Sussex Express, Drapers Online



Breakdown of coverage by sector 
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Coverage for this quarter 
was predominantly in 
Retail. 

Breakdown of coverage by sector

Regional Retail Consumer Finance



Standout coverage
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MUU: 168,750 MUU: 382,320



Standout coverage
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MUU: 1,800,000 MUU: 37,650



Quality of outputs
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Total reach of PR coverage: 2,587,160

Average backlink domain authority: 44

Since the end of the Christmas season—a 
typically high-activity time for GCVA and our 
members—our backlink profile has shown some 
natural fluctuation, which is to be expected.

• Trust Flow, which measures the quality of 
backlinks to the GCVA website, has seen a slight 
decrease of 2 since last quarter.

• Citation Flow, which reflects the volume of 
backlinks, has increased by 5 over the same 
period.

This shift is not unusual, especially following a 
seasonal peak. Gift cards and GCVA continue to 
be discussed, and overall coverage has 
remained relatively steady.

It’s worth noting that ideally, we want Trust Flow 
and Citation Flow to move closer together, as this 
indicates a strong backlink profile—both high in 
quality and quantity.

We’ll continue to monitor these trends closely 
and assess whether further analysis of our 
backlink sources is necessary, particularly 
around education and business-related 
backlinks, which are key to maintaining a strong, 
credible online presence.

Trust and citation scores (Dec 2024):



Out-takes: Organic Search 
Visibility 
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Over the past year, we’ve seen strong growth in our keyword performance, particularly with branded terms such as B&Q, 
Marston’s, and Voucher Express, which we’ve successfully retained.

Notably, the number of keywords we rank for has doubled year-over-year—a positive trend that aligns with the introduction of 
SERP features, which have played a significant role in boosting our visibility. We’ve seen a noticeable increase in rankings 
within positions 4–10, indicating that we’re edging closer to the top spots.

With strategic focus and further optimisation, especially around SERP features, we’re in a strong position to break into the top 3 
results for high-value keywords like “gift cards.” Solidifying a top 10 presence is a strong foundation—now it’s about making that 
final push.



Out-takes: Keyword Research

10

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

segment on popular TV show BBC Morning Live.

• The 'KPMG report H2 2024' release secured coverage in twelve 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 Q2.

• Notably, the number of keywords we rank for has doubled year-over-year—a positive trend that aligns with the introduction of 

SERP features, which have played a significant role in boosting our visibility. We’ve seen a noticeable increase in rankings 

within positions 4–10, indicating that we’re edging closer to the top spots.
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