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Research scope

Under-pressure households forced to prioritise spend over 2023

In-focus: Christmas 2023
Gift card shopping habits among the generations
GCVA members are meeting current external challenges head on

Key strategies for growing the gift card function in 2024




Project inputs

Monthly consumer research programme: May 2020-Feb 2024

Targeted consumer questions: Jan 2022-24 and Feb 2022-24

GCVA membership: January/February 2024




2023 saw consumer exercise caution...and prioritise gift purchases

15.8%

of all UK consumers

18.2% )

of all UK consumers

purchased a gift for purchased a gift for
someone else each month someone else each month
(on average) over (on average) over

2022 2023

—A gift card for someone else

25%
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Self-use purchasing dipped overall, but benefitted from an improving trend

The average monthly proportion of UK consumers purchasing a gift card for themselves

m2022 m2023

7.0% 7.3% 7.1% 7.3%

Q3 Q4

Key drivers behind purchasing for self-use

mJun-22 mJun-23
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To help with saving | |regularly purchase To make it easier to |want to supportlocalfThere was a promotionfit was the only way to
money gift cards for myself shop online businesses and/ or my purchase the products
local high street | wanted




Digital continues to rise in prominence

m A physical gift card from a retailer/gift card issuer instore
m A digital gift card from a retailer/qgift card issuer online

47% 49% 47%

2022 2023 2024

A digital gift card from a retailer/gift card issuer online

m2022 m2023
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Retall gift cards increased in popularity

m A retail gift card = A multistore gift card

49% 52% -

2021 2022 2023

—A retail gift card —A multistore gift card
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A shift in towards more practical, tangible gift cards

®\When purchasing gift cards, which types of gift cards did you purchase, either for yourself or
someone else? A Leisure Gift Card
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Millennials most likely to receive via social networking/messaging platforms

m\When receiving gift cards over the last 12 months, how have you received them?

43% 42%
19%
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Received via an email Received in person Received through the postl] Received within an app Received via a social Received via a text

networking/messaging
platforms

m Received via a social networking/messaging platforms (e.g. WhatsApp)

7%

Gen Z Millennials Gen X Baby Boomers

9%




Millennials are most inclined to exceed the gift card value

When spending/redeeming gift cards over the past 12 months, have you normally spent more than the value of the gift card
when using it?

4 34.2% of A

Millennials mYes
spend at least
an additional

£30

N /

/16.8% of Baby\
Boomers said
spend at least
an additional

£30

N J

m No

You said you normally spend more than the value of the gift card when redeeming it, how much more would you normally

43%

spend when using a £30 Gift Card?

31%

17%

0
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Up to an extra £10 Up to an extra £20 Up to an extra £30 Up to an extra £50 Up to an extra £100 Over £100




Expiry dates persisted as a barrier to gift card purchases in 2023

m Which of following would you say are barriers to you buying gift cards?

29% 2704,

24% 230 0
l l . - i \

Expiry dates Rather just gift a physical Don’t feel thoughtful Rather just gift money Risk that the company Less flexibility when you
item(s) enough goes out of business spend/redeem

When are you typically most likely to spend your gift card?
w2022 w2023

30%

33%

30% 28%
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Within a week Between one week  Between one monthj Between three months Between six months fMore than a year after

and one month and three months and six months and one year



Many GCVA members are erring on the side of caution for year ahead

m Over 2024, how do you expect the UK gift card function within
your organisation to perform

42%
32%
16%
7%
/7 e
The gift card function will The gift card function will The gift card function will The gift card function will | don’t know
see some sales volume see strong sales volume remain relatively stable  see a small sales volume
growth over 2024 growth over 2024 when it comes to sales decline over 2024

volume growth over 2024



Marketing of gift cards has adapted to the new retail landscape

® How do you go about growing your gift card programme? (top 5)
95%

81%
67% 67%
I I )
Developing partnerships Investing in marketing the Developing partnerships Ensuring strong Developing partnerships
with specialist third parties gift card programme, by directly with other engagement on gift cards with other companies, such
in gift cards/loyalty working with my retailers/brands within my organisation as price comparison
organisation’s marketing businesses, energy
team companies and media

companies



A more seamless, integrated approach to gift cards will shape the industry

®\When it comes to gift card industry trends, how important do you
believe the following will be over the coming 1-3 years?
(Important, top 5)

0 0
94% 94% 90% 8704

Gift cards being usable All gift cards to be fully The gifting and redemption The impact of the cost-of- Growing retailer concerns
and storable within mobile cross-channel of gift cards via mobile living crisis about fraud
wallets apps

4%




Thank you

State of the Nation 2024
IS avallable now!
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