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MARKETING Objectives

@ Comdata is interested in understanding the usage of and

opinions about gift cards among consumers, including:

e e Purchase habits
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Usage habits

Intent to purchase

Importance of gift card attributes

Interest in gift card enhancements or add-ons
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W A total of 300 telephone interviews were conducted with a
national RDD sample of consumers between August 24 and
September 4, 2004.

WORESHOP

00 W Respondents were screened to have previously purchased a
Mf_/éﬂ‘ﬁ, gift card, received a gift card, or to be likely to purchase a gift
&ﬁéjf?pﬁ e card in the coming holiday season if they had neither received

%,{ nor bought gift cards before.

" Where appropriate, results are compared with a similar study
conducted in 2003.

Represents a number that is significantly higher.

___________

! . Represents a number that is significantly lower.

- « Arrows are also used to indicate significant
differences.
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Limitations

It should be remembered that survey results are based on a sample,
which is subject to "sampling error.” Sampling errors arise because
interviews were conducted with a sample of the population instead of
with all the population. Sampling error is based on two factors: (1) the
size of the sample, and (2) the actual percentage answer of a given
question. The following table shows the plus or minus variation which

can be expected, due to chance, with various sample sizes.

Sampling Error
(959%b level of confidence)

If Percentage Plus or Minus

Answer Is Variation:

25 50 100 150 200 25 300

5/95 + 8 pts. £ 6 pts. + 4 pts. + 3 pts. £ 3 pts. £ 3 pts. = 2 pts.
10/90 12 8 6 5 4 4 3
20/80 16 1 8 6 6 5 5
30/70 18 13 9 7 6 6 5
40/60 19 14 10 8 7 6 6
50/50 20 14 10 8 7 6 6
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Management Highlights

Gift card usage has increased since last year. Three-quarters of
consumers have either purchased or received a gift card, up from 68%b in
2003. One-fourth have never purchased or received a gift card, but of
these, two in ten (21%0) say that they are likely to purchase a gift card

this holiday season.

The primary reason non-users have never purchased gift cards is simply
that it has not occurred to them (26%0), although one in ten says that gift
cards are too impersonal, or that they prefer to give gifts or cash. One

non-purchaser in ten might be persuaded if there were a discount.

On average, the number of gift cards purchased in the past year has
declined from 2003. Among those purchasing gift cards, one-half have
purchased between one and four cards in the past year. Almost one-third
have purchased five to ten cards, and fewer than one in ten has bought

more than ten.

Among respondents who have purchased a gift card for themselves, two
In ten say it is to purchase cheaper gas (at Wal-Mart) or to avoid carrying
cash. Usage of cards in order to avoid carrying cash is up significantly

from last year (21%0 vs. 290).



MARKETING Management Highlights

W The primary reasons purchasers buy gift cards for others is that they
want the recipient to get what they really want (49%6) or they can’t
decide what else to get (28%0).

WORESHOP

R, “ Most gift card purchases are made for relatives outside of the
o .-- L} 4 - = 0 - O
Mf/éﬂﬂ' respondent's immediate family (59%), and for friends (44%o).
._/ﬁ Approximately two respondents in ten purchase gift cards for their
M aﬁpﬁt’{ _ o
| children (24%b), siblings (16%06), or parents (12%). Compared to last

W*{ year, purchases for “other relatives” increased, while purchases for

parents declined. Light gift card purchasers are less likely than heavy
users to purchase gift cards for siblings or co-workers. Heavy purchasers
are more likely than moderate and light purchasers to buy gift cards for

their spouse or for themselves.

“ Gift cards are most often purchased for birthdays (84%6) and for winter
holidays (68%0).
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Management Highlights

Purchasers load an average of $42 onto each gift card they purchase. The
most popular ranges are $20-$29, and $50 or more. This year, heavy
purchasers loaded slightly less money, on average, on gift cards than

others.

Seven In ten gift card purchasers intend from the beginning to purchase
a gift card for a particular recipient; two in ten make the decision as an
impulse. Light purchasers are slightly more likely to have made their

purchases on impulse.

Only one-third of respondents mention something that they dislike about

gift cards, primarily that they are impersonal.

Two-thirds of respondents who have received gift cards in the past year
have received between one and four cards, comparable to last year. The
more gift cards a respondent buys, the more cards they are likely to have
received in the past year, although heavy users are significantly less
likely to report having received 11 or more gift cards in the past year than
in 2003.

10



IHE
MARKETING

WORESHOP
INLC

. m/f-ﬁzﬂm et

/A

Summary of Purchase Behavior

Ever received or purchased

Never received or purchased
Average number of cards purchased
Average value of cards purchased

2004 2003
% %
75 <~ 68
25 — 32

4.50 — 5.43

$42 $38

11
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Management Highlights

One-third of gift card receivers say that their employer has given gift

cards as incentives or rewards for their employees.

The average gift card a consumer receives has $45 loaded on it, which is
comparable to the average of $42 purchasers report loading on cards
they give away to others. Light gift card purchasers, on average, receive
gift cards with the most value. Almost one-third receive gift cards with

$50 or more value on the card.

Eight in ten gift card receivers were given their last gift card in an
envelope, either provided by the giver (48%) or the retailer (34%0).
Fewer than one in ten received their card in a special package provided

by the giver (826). Use of special packages has declined from 2003.

More than one respondent in ten says the most creative way in which
they have been presented with a gift card was in a greeting card (14%0);
about one in fourteen have received their card wrapped as a present in a
box. Other creative methods include: in an Easter egg, inside a coffee

cup, and inside a balloon.

12
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Management Highlights

Clothing stores, discount stores, and restaurants are the favorite retail

types among gift card receivers.

Among those who have received gift cards, seven in ten use their cards
up completely (68%0), and eight in ten discard the card when its value is
depleted (78%0). One-half always or often spend more than the value of
the card and make up the difference with their own money (52%0). Seven

in ten who have reloaded their cards put $20 or more back on the card.

Two in five gift card receivers redeem the entire value of the card within

one month of receipt. Two in ten wait six months or more.

W A few gift card recipients have become loyal to merchants they had not

previously patronized as a result of receiving a gift card from a store
(13%). Heavy gift card purchasers are more likely than others to become

regular shoppers at new stores as a result of receiving a gift card.

13



Summary of Usage Habits

MARKETING

B3

B

WORESHOP

INC 2004 2003

./&(Miéfz; = "
_/ﬁ ﬂ/ Number of gift cards received in past year 3.16 NA

LML CC Average value of gift cards received $45 NA

W{ Use card up completely 68 — 79
AlIEan { . Always/Often spend more than card value 52 53
Pay retailer to add value 22 21

Average added value $30 NA
Cards redeemed within one month 42 NA
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Management Highlights

Slightly fewer than one-half of all respondents say that the appearance of
the card is very or somewhat important in their purchase decision (44%0);
slightly more than one-half (53%0) say the same about having a choice of
designs. Heavy purchasers are more likely than other purchasers to say
that both of these attributes are important in their decision to make a
purchase. Appearance and design are also slightly more important to

non-users than to previous gift card users.

Six respondents in ten view gift cards that reflect the occasion celebrated

as an important design option.

Seven respondents in ten say that they are very or somewhat likely to
purchase gift cards from a retailer who offered cards from a variety of
merchants (69%0). Six respondents in ten (60%0) say that they are likely
to purchase gift cards from a retailer who offered a small gift as a bonus.
Non-users are more likely than experienced gift card users to express

interest in both of these.

15
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Management Highlights

Respondents are most interested in the ability to purchase one gift card
usable in multiple stores (67%0), and to purchase gift cards from multiple
merchants at one location (54%06). There is less interest in using gift
cards to purchase merchandise over the Internet (28%0), sending gift
cards over the Internet (21%b6), or purchasing gift cards over the Internet
(20%0). Moderate purchasers are more interested than other purchasers

In purchasing gift cards from multiple merchants at one retailer.

Three-quarters of respondents say that they would be likely to purchase a
combination card that could be used at two retailers. Six respondents in
ten are likely to purchase multiple cards at a discount. The main reason
for not purchasing multi-packs of gift cards is that they don’t need that

many.

16
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Summary of Gift Card Attributes and

Enhancements

Importance of card appearance
Importance of choice of designs

Likely to visit one merchant for many cards
Likely to buy card with bonus gift

Interest in:

One card for multiple stores

Cards for multiple merchants at one store
Use card to buy over the Internet

Reload card with credit card

Send card via Internet

Purchase card over Internet

Likelihood of Purchase:
Combination card (two retailers)
Multiple cards at discount
Purchase on web at retailers site

2004 2003
% %
44 45
53 56
69 72
60 NA
67 61
54 52
28 30
22 NA
21 19
20 22
75 NA
61 NA
17 NA

17
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Management Highlights

Gift card purchasers expect to purchase fewer cards than last year,
particularly heavy users. Light purchasers will buy an average of 3 cards
this holiday season, moderate purchasers will buy 6 cards, and heavy
purchasers will buy 13. However, those making gift card purchases will

spend an average of $223, in total, up from $183 in 2003.

18
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MAREE LA Summary of Expected Gift Card Purchases

2004 2003
WORESHOP % %
IMNC
Average expected card purchases 4.6 — 5.5
Mléfzifﬁ, Average expected spending $223 «$183

ity

My!

19




Conclusions and
Recommendations
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Conclusions and Recommendations

@ Gift card usage has increased from 2003. Three-quarters of

consumers have purchased or received gift cards, with the percentage
of respondents who claim to have received a gift card increasing by 10

percentage points.

™ New adoption of gift cards is comparable to last year, with 21%6 of

those who have neither received nor purchased a gift card intending
to make such a purchase this holiday season. However, one-half of
non-purchasers indicate that nothing would persuade them to
purchase a gift card, and the prime reason that 25% to 35% of non-
purchasers do not buy cards is because they are too impersonal or
because they prefer to give gifts or cash. This seems to imply that
there is a small core group that are simply unlikely to embrace gift

cards as a giving option at any time.

“ Appearance and design continue to be important factors in the

decision to purchase a gift card. Respondents say that the design
matching the occasion is an important part of their decision to
purchase. Unusual materials and shapes may also favorably impact

the decision of one-quarter of respondents.

21



werert  Conclusions and Recommendations (Cont'd)

Lack of personalization continues to be the greatest complaint about
gift cards, and one of the primary reasons for not purchasing them.

Offering ways that gift cards could be more personalized or creatively

given may also increase sales. For instance, retailers could show
IMNC

customers how they could make a gift card part of a themed (gift,
making the gift more personal, but having the benefit of greater ease

in shopping.

m Convenience, for both the purchaser (multiple cards from one retailer,
multi-packs) and the recipient (multi-store or combination gift card),
continues to generate increased interest in gift cards. However, this
does not extend to online options. There is comparatively little
iInterest among consumers in purchasing, sending, or using gift cards
via the Internet. The added value of a bonus gift with a card purchase
Is attractive to many, and may draw some non-purchasers who

mention that a discount would prompt them to consider gift cards.
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Conclusions and Recommendations (Cont'd)

“ The majority of recipients use up the entire amount of the card and
then throw it away. It may be advantageous to train cashiers to offer

to reload money on the card where this option is available.

“ Although the average number of gift cards respondents expect to
purchase this holiday season is smaller than in 2003, they expect to
spend over 202 more on gift cards this season than reported in 2003,

suggesting that the average amount loaded on cards may increase.

23
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Detailed Findings
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Gift Card Purchase
Behavior
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Incidence of Gift Card Usage
MAREKEETING .

_ (among 435 contacts answering)
“ Three-quarters of consumers have either purchased or received a gift

card, up significantly from 2003.

2003
(474)
WOREKESHOP
INC o
Ever received - =0
| &ﬁéﬁ Lgence
' f Ever purchased 0
Ever received or 75 «— 68
purchased
— 32

Never received or
purchased

]
60 80 100

0 20 40

Q.1a: Have you ever received a gift card? When 1 say “gift card,” I'm referring to the cards you can purchase

at retailers instead of a paper gift certificate, not a greeting card.
26

Q.1b.: Have you ever purchased a gift card, either for yourself or someone else? Again, when | say “gift card,”
I'm referring to the cards you can purchase at retailers instead of a paper gift certificate.




Likelihood of Purchase this Holiday Season

MARKETING

(among 128 non-users answering)

® Two respondents in ten who have never purchased or received a gift

card are likely to purchase one in the coming holiday season.

WORESHOP
INLC

./&(Mlé .'1’7;“?/ %104%?

| ﬁ-ﬁ/{"ﬁ!ﬂ/ﬂ* €€ Very/Somewhat 15 21% 22%
m f Likely
3
Neutral 2
Very/Somewhat 14 73 70
Unlikely
(I) 1IO 2IO 3I0 4IO 5I0 6I0 7I0 8IO 9IO 1(I)O

Q.2c: How likely are you to make a gift card purchase during the holiday season this year? Would you say... 27




Reasons for Not Purchasing Gift Cards

MARKETING
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No reason

Too impersonal

Prefer to give gifts

Prefer to give
money/a check

No need/no reason
to purchase

Can’t afford

Unfamiliar with
them/how they work

(among 137 non-users answering)

money or a check.

26%

0 20 40 60 80

Q.2a: Is there a specific reason that you do not purchase gift cards?

® The primary reason cited for not purchasing gift cards is that it “never
occurred” to non-purchasers. One in eight say that gift cards are too

impersonal, that they prefer to give gifts, or that they prefer to give

28



i W What Would Encourage Gift Card Purchase

(among 132 non-users answering)
W Although one-half of non-users say that nothing would make them

more interested in purchasing gift cards, one in ten would be more

interested if the cards offered some kind of discount.

2003
(153)
If it were offered 11% 9%

at a discount

Places to use/spend locally 1

. 2
If 1 had money to buy it

If 1 was unsure of 1
what to give

. 1
Convenience

If I were certain it 1
would be used

If 1 had more info -
about gift cards

2
If they were more personal

Nothing 49 o1

| | | | | 1
0 20 40 60 80 100

Q.2b: What, if anything, would make you more interested in purchasing a gift card?




) e Past Year Purchases of Gift Cards
: (among 250 gift card purchasers)

“ One-half of gift card purchasers have purchased between one and

four gift cards in the past year. One-third have purchased between

five and ten. Fewer than one respondent in ten has bought more than
WOREKESHOP

INC ten gift cards since last fall.

. 2003
./ﬁMzéf/éfﬂ, (252)
et 0 Light |58 9 9 52% 51%
_méﬁzﬂ,&ﬁf{ 1.2 34 B4 7% ECE 6
Moderate
(5-10) 28
Heavy 12
(11-20, 21+)
0 1IO 2IO 3IO 4IO 5I0 6I0 7I0 8IO 9I0 1(I)0

Q.4: How many gift cards have you purchased in the past year, that is, since last fall?
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Past Year Purchases of Gift Cards

(among those who have ever purchased gift cards)

“ In total, the average number of cards purchased declined from 2003

because significantly more people who had ever purchased gift cards

did not purchase gift cards in the past year.

2004 2003
% %

(Base) (287) (276)

Number of Gift Cards Purchased in Last Year

Zero 19 «— 12
1-4 52 51
5-10 30 28
11+ 8 12
Mean Number of Cards Purchased 4.5 —> 54

Q.4: How many gift cards have you purchased in the past year, that is, since last fall?

31
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MARKETING Gift Card PurChaseS

(among 300 respondents)
“ More than eight respondents in ten have purchase gift cards from

others; one in ten has purchased gift cards for themselves.

2003
(300)
(o)
Purchased for 83% 83%
others
Purchased for self 15
Never purchased 16

0 20 40 60 80

]
100

Q.1b: Have you ever purchased a gift card, either for yourself or someone else? Again, when | say “gift card,”
I'm referring to the cards you can purchase at retailers instead of a paper gift certificate.

32



Reasons for Purchasing Gift Cards for Self
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Purchase cheaper gas

Don’t want to
carry cash

To use for myself

Can use it as a gift

Ability to add
money to them

In case | run out of money

Use in the future

Convenience

Budget spending

Returned item
without receipt

Just to use

21%

21

(among 34 purchasing card for self)
% Those who have purchased gift cards for personal use cite a variety of

reasons. Compared with last year, more consumers purchase gift

cards to use themselves because they do not want to carry cash.

2003
(45)
16%

+— 2

<+— 2

13
13

4

4

—» 11

40

60

80

100

Q.3a: You mentioned that you have purchased a gift card for yourself. What are the main reasons you
purchase gift cards for yourself?

33



| EEELL Reasons for Purchasing Gift Cards for Others
- (among 249 gift card purchasers)

“ The primary reason for purchasing gift cards is the desire for the
recipient to be able to get what they want, followed by indecision over

what else to get. 2003

WORESHOP (250)
1IN C
Want them to get 49% 44%
M/é 7L Ca what they want
e ﬂﬂj,.
_%ﬁ Can’t decide what 29
W2yl ?,M g else to get
%A{ | 12
X Convenience/easy
Easier to mail 10
than a package
Birthday 4
Don’t want to worry about 6
color, size, etc.
7

Faster to buy a gift card

1 I I I I 1

0 20 40 60 80 100
Q.3b: What are the main reasons you purchase gift cards for others?
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Gift Cards Purchased For:

(among 250 purchasers)
% Gift cards are primarily purchased for relatives outside of the

iImmediate family and friends. Friends, children, siblings, and parents
are also regular recipients.

2003
(252)
Other relative 59% <—— 49%

Friend 40

Child 24

Sibling 18

Parent > 21

Spouse S

Co-worker >

. e 5

Family (Unspecified)
People I don’t know 1
well/acquaintances

Boyfriend/ Girlfriend 3

Neighbor )

Myself 1

Teachers 1

| I I I I 1
0 20 40 60 80 100
Q.5: For whom do you usually purchase gift cards?

35



Gift Cards Purchased For:

MARKETING

W Heavy gift card purchasers (11 or more cards in the past year) are
more likely than others to purchase cards for spouses or themselves.

Light (1-4 cards) purchasers are less likely to purchase cards for

WORESHO P siblings or co-workers than heavy purchasers.

I N C
Purchase

MM _/L_— Light Moderate Heavy
) ﬂﬂﬂ,.- (1-4) (5-10) (11+)
*ﬁéﬁ‘ﬁ”" et (Base) (130) (75) (21)*

Y o40) 6

Z@K Other relative 55 65 71
; Friend 39 52 57

Al M Child 19 29 24
Sibling 14 19 38

Parent 12 15 14

Spouse 6 8 24

Co-worker 5 8 “19

Family (unspecified) 4 1 -
Boyfriend/Girlfriend 1 1 -

Teacher 1 - -

People | don’t know well/acquaintances 1 3 -

Neighbor 1 3 -

Myself - - 14

L = Significantly higher than Light.
* Caution: Small Base Size.

Q.5: For whom do you usually purchase gift cards?




Occasions Gift Cards Purchased For:

MARKETING

holidays.
Birthda
4 ! Y
INC Christmas/Chanukah/

7 Kwanzaa
./&(M/é £ /éffﬂ_{ Anniversary
&ﬁ#’ﬁ 7 {ce Wedding shower/gift

Zz‘_/l:':l z Graduation

Thank-you gift

Baby shower/qift
Father’s Day

Mother’s Day

Just because/I'm
being nice

House warming
Holidays (unspecified)

Valentine’s Day

(among 250 purchasers)
@ Birthdays spur the majority of purchases, followed by the Winter

84%

0

20

T

40

Q.6: For what occasions do you usually purchase gift cards?

60

80

1
100

2003
(252)

80%0
66

7
NA



e e Occasions Gift Cards Purchased For:

W Heavy purchasers are more likely to buy gift cards as holiday presents

and for wedding shower/gifts.

WORESHOP
INC Purchase

M A Light Moderate Heavy
/ﬁ f/é&tﬂ, (1-4) (5-10) (11+)
(Base) (130) (75) (21)*

| ﬁ-ﬁéﬁzﬁ(/ﬂ ce % % %
/ Birthday 83 87 86
1 Christmas/Chanukah/Kwanzaa 62 75 81

Anniversary 9 12 14
Wedding shower/qift 8 11 24
Thank you gift 6 7 -
Graduation 5 7 5
Holidays (unspecified) 3 1 -
Baby shower/gift 2 8 10
Father’s Day 2 5 -
Mother’s Day 2 4 -
Just because/1I’'m being nice 2 3 5
House warming 2 3 5
Valentine’s Day - 1 -

* Caution.: Small Base Size.

Q.6 For what occasions do you usually purchase gift cards?
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it WS Average Value of Gift Cards Purchased
(among purchasers)

W Purchasers load each gift card they purchase with an average of $42.

This year, heavy purchasers put less money on average on their gift

: cards than light and moderate purchasers.
WOREKESHOP
IMNC

,/HME/;} $42 ;
| ﬁ-ﬁf:’ff eyxm e
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$42 $35
Average
Value Placed _
on Gift Cards
$42 $40
Il Total (250)
B Light (130)
[ ] Moderate (75)
$35 $50 - Heavy (21)*
0 20 40 60 80 100

* Caution: Small Base Size.
Q.7: What is the average value of the gift cards you purchase?
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Average Value of Gift Cards Purchased
(among 250 purchasers)
" Almost one-half of purchasers put a value of $20 - $29 on gift cards

they present to others. Two purchasers in five put $50 or more on the

card. Purchase of gift cards valued below $20 declined significantly

this year.

2003
(252)
— 10%06
Less than $20
45
$20-$29
$30-$49 11
$50+ «— 31
} } } } } 1
0 20 40 60 80 100

Q.7: What is the average value of the gift cards you purchase?

40



Average Value of Gift Cards Purchased

MARKETING

W Light gift card purchasers are more likely to load cards with $50 or

more compared to last year.

WORESHOP
INLC

./&( Mfﬁ ‘ﬂ, Less than $20
&ﬁéﬁzﬁw e

K
A4 ; i , $20-$29

$30-$49

44
49

48 36

14

15

43 <+ 25

$50+ 44 | mLight (130) 43
O Moderate (75)

B Heavy (21)*

30

1 I I I I 1

0] 20 40 60 80 100
* Caution.: Small Base Size.

Q. 7: What is the average value of the gift cards you purchase?




Gift Card Purchase Decision

T HE
(among 287 gift card users)

MARKETING

W More than two-thirds of gift card purchases are planned rather than

impulse decisions.

WOREKESHOP 2003
INC (276)
. e - 69%0 65%0
M{éﬁ Ak Pre-planned
Impulse Decision 28
Z

Don’t Know/Refused

I I 1

80 100

I I

|
0 20 40 60

Q.8 Overall, when you purchase gift cards for others do you intend from the beginning to get a gift
card, or Is it an impulse decision?

42



Gift Card Purchase Decision

MARKETING

" Respondents who purchase one to four gift cards per year are more

likely to purchase gift cards as an impulse.

77%

83%
Pre-planned
86%0

Impulse Decision

Don’t Know/ Refused -
B Light (130)

5 O Moderate (75)
B Heavy (21)*

|
0 20 40 60 80 100
* Caution.: Small Base Size.

Q.8: Overall, when you purchase gift cards for others do you intend from the beginning to get a gift
card, or is it an impulse decision?




Dislikes About Gift Cards

MARKETING

" Only two in five respondents overall can think of something about gift
cards that they dislike, primarily that they find them to be impersonal.

Those who have purchased gift cards on impulse are slightly more

WORESHOP likely to mention dislikes, and significantly more likely to dislike that
IMNC

/HME/EI}__
ﬁﬁéﬁzﬂpﬁ e Pre-Made Impulse

there are limited places a gift card can be used.

Total Decision Decision
Zmyf (Base) (300)  (197) (67)
{ %6 LX) L)
Al - Net One or More 39 36 45
Impersonal 17 16 15
Cards expire 4 2 8
Easy to lose 4 5 3
Use at limited locations/stores 3 2 -9
Unable to redeem for cash 2 2 -
Uncertain of balance on card 2 3 2
Design/appearance of gift cards 2 2 2
Nothing 57 62 52

Q.32: What, if anything, do you dislike about gift cards?




Gift Card Usage Habits

45



KE1 Past Year Receipt of Gift Cards

MARKETING

(among 255 gift card receivers)
® Among respondents receiving gift cards in the past year, almost two-

thirds have received between one and four gift cards.

WOREKESHOTPT
£ 2003
./ﬁméf’/é ) (224)
ﬂﬂ'ﬂ,.
&ﬁéﬁ ?f’” £ Light 22% 10% | 65%0 62%0
Moderate 14 14
(5-10)
Heavy Pl 3 — 9
(11-20, 21+)
(I) 1I0 2I0 3IO 4I0 50 6I0 7IO 8I0 9I0 100

Q.17: How many gift cards have you received in the past year, that is, since last fall?
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MARKETING Past Year Receipt of Gift Cards

W Heavy gift card purchasers are significantly more likely than others to

have received eleven or more gift cards in the past year.

(1, 2,3,4) | 66%
| | 24%;
| 14
Moderate =::%_Q-E

(5-10) | | 22
|
_. 3 Il Total (255)

Heavy - Bl Light (113)

(11-20, 21+) _j 3 [ ] Moderate (71)

‘_ 59 B Heavy (17)*
CI) 1I0 2I0 3I0 4IO 5I0 6I0 7I0 8I0 9I0 1(I)O

* Caution: Small Base Size.
Q.17: How many gift cards have you received in the past year, that is, since last fall?
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Gift Card as Employee Incentive
(among 255 gift card receivers)

W One-third of gift card receivers say that their employer has used gift

cards as incentives or rewards for their employees.

Employer has used gift cards as
incentives, gifts, or rewards for
employees

Employer has never used gift
cards as incentives, gifts, or
rewards for employees

1 I I I I 1

0] 20 40 60 80 100

Q.28: Has your employer ever used gift cards as incentives, gifts or rewards for employees?
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MARKETING Gift Card as Employee Incentive

™ There is little difference in the number of employers who offer gift

cards as incentives to their employees among the different groups of
gift card purchasers.

32%

Employer has
used Gift Cards as
incentive gift or

reward for
employees
34 Bl Total (255)
B Light (113)
1 [ ] Moderate (71)
[ Heavy (17)*

(@)

10 20 30 40 50 60 70 80 90 100

* Caution.: Small Base Size.
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Average Value of Gift Cards Received
(among receivers)

W The average gift card a consumer receives has $45 loaded on it. Light

gift card purchasers, on average, receive gift cards with the most
value.

$45

$51
Average
Value Placed |
on Gift Cards
$42
Il Total (255)
_ Bl Light (113)
[ ] Moderate (71)
$30 [ Heavy (17)*
* Caution.: Small Base 59ze. 20 40 60 80 100

Q.18: What is the average value of the gift cards you have received in the past year?
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Average Value of Gift Cards Received
(among 255 receivers)
@ Almost one-third of consumers receive gift cards with $50 or more on

the card.

Less than $20

$20-$29

$30-$49

$50+

I I I I

| 1
0 20 40 60 80 100

Q.18: What is the average value of the gift cards you have received in the past year?
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ruE Packaging of Gift Cards

MARKETING

(among 255 gift card receivers)
W Eight gift card recipients in ten received their last gift card in an

envelope. Compared with last year, givers are more likely to use

envelopes and less apt to put the gift card in a special package.

WORESHOP
I N LC 2003

/ﬁ(Mf‘/ﬁiﬂ,_
. aﬁéﬁ eﬂt/ﬂ 43

Envelope provided by giver 48%  <4— 35%

%! Envelope provided by retailer 33
Special package provided by » 16
giver
Cardboard backer provided 10
by retailer
Special package provided be >
retailer
4
By itself, no envelope
0 20 40 60 80 100 52

Q.25: The last time you received a gift card as a gift, how was it packaged?



Creative Packaqging of Gift Cards

MARKETING

(among 255 gift card receivers)
® About one respondent in seven says that the most creative way they
have received a gift card was inside a greeting card.

2003
(224)
In a card 14% 15%
Wrapped as a present in a box 7
In an envelope « 3
In a gift bag 2
Told why received card/not how 4
Inside another present 2
Wrapped in a box, inside 2
another box, etc.
2
Just handed to me
| I I I I 1
0 20 40 60 80 100

Q.26: What is the most creative, fun way you have ever been given a gift card?




Other Creative Packaaing

MARKETING

(verbatim comments)

W A few people are very creative when presenting a gift card as a gift.

WORESHO P In an Easter egg.

Fiow, In a huge box wrapped in layers of wrapping paper with different boxes in the

m Mf_/éﬂ .ﬂ' big box.

In my tool box.
J ﬁﬁ'ﬁ eﬁ(m e In a basket of food.
Zﬁ K ! got a gift card inside a Starbucks stainless steel coffee cup with mints and little
: coffees. I opened up the cup and found the card.
MM : Inside a balloon.
Attached to a Christmas ornament.
In a pinata.
In a gift bag with other things that went with the gift card.

Il received a gift and I had to look in the pocket of it to get the card.

I/ received a Red Lobster gift card hanging from a balloon from the ceiling in my
office.

Someone made it look like a bouquet of flowers.

Q.26: What is the most creative, fun way you have ever been given a gift card? 54




AXERIING Favorite Retailer Types

(among 255 gift card receivers)
@ Clothing stores, discount stores, and restaurants are the favorite

retail types of gifts cards.

Clothing Store 44%

Discount Stores/Mass Retailers

./&(M/éf %ﬂﬁ, Restaurant

Home Improvement
Books

Department Stores

/E,HM « Electronics

Grocery Store

L

L

“. Sporting Goods/Outdoors type

Music
Movie Theatre

Hobby/Crafts

Movie Rentals

Other

50 60 70 80 90 100

Q.20: What are your favorite types of retailers to receive gift cards from?



Gift Card Usaqge

MARKETING

(among 255 gift card receivers)
W Seven gift card receivers in ten use up their card completely, and eight
gift card receivers in ten discard the card when it is empty. One-half
spend more than the value on the cards and make up the difference

with their own money. 2003
(224)

WORESHOP
INLC

+«— 19%

%{Mf_/éﬂ‘ﬂ' Leave a few pennies on gift card
. Méﬁ’f/”{ & Use gift card up completely

68% — /9%

MME Paid retailer to add more value

21
to card
78 79
Discard when card is empty
Always/Often spend more than
53
value of the card
47

Sometimes/Rarely/ Never
spend more than value of card

I I I I 1
_ 0 20 40 60 80 100
Q.21: When you use a gift card, do you ever dispose of the card with a few pennies still left on it, or do you
always make sure that it is completely used up?
Q.22: Have you ever used a gift card’s value up and then paid the retailer to put more on it for future use?
Q.24: When you make purchases with a gift card, how often do you spend more than the value of the card, 5g
using your own money to make up the difference?




Average Reload Amount

MARKETING

(among 55 gift card receivers who have reloaded their cards)

W Seven gift card receivers in ten who have reloaded their cards put $20

or more back onto the card.

WORESHOP
INLC

/ﬁ(m&?éﬁﬂ,_
7 /ffffeﬂm ce.

my{ Less than $20

$20+

1 I I I I 1

0 20 40 60 80 100

Q.23: If you have reloaded a gift card, what is the average amount you reloaded it with?
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MARKETING Length of Time Cards Held

W Two gift card receivers in five redeem the entire value of their gift

card within one month of receiving it.

WORESHOP
INLC

./&(Mf"ﬂ:i;ﬂ/ 1 week or less
&ﬁéﬁzﬁw e
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1 week — 1 month

1 — 6 months

6 months — 1 year

More than 1 year

I I I I

| 1
0 20 40 60 80 100

Q.19: When you receive a gift card, how long would you say you hold the card before you redeem its 58
entire value?




Gift Card Usage — New Lovalty

MARKETING

(among 255 gift card receivers)

W One gift card recipient in eight has received a gift card from a
merchant they did not normally frequent, and become a regular

shopper as a result.

2003
(224)
Returned to new store after 15%
using gift card
85

Have not received a gift card
from a new store and become a
regular shopper

1 I I I I

1
0 20 40 60 80 100

Q.27: Have you ever received a gift card from a store that you did not normally frequent, and then
begun shopping there on a more regular basis as a result?
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MARKETING Gift Card Usage - New Lovaltv

W Heavy gift card purchasers are slightly more likely than others to

become a regular shopper at a new store from which they receive a

gift card.
2003
13% 15%
Have become 12
a regular
patron at a
merchant as
a result of
receiving a
gift card 14 14 Bl Total (255)
B Light (113)
] [ ] Moderate (71)
[ Heavy (17)*
18 32
0 10 20 30 40 50 60 70 80 90 100

* Caution.: Small Base Size.

Q.27: Have you ever received a gift card from a store that you did not normally frequent, and then
begun shopping there on a more reqular basis as a result?
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Gift Card Attributes and
Enhancements
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to purchase.

Importance of Appearance/ZDesiqgn

Approximately one-half of respondents say that the appearance and
design of a gift card is very or somewhat important in their decision

Heavy purchasers are more likely than moderate

purchasers to view these things as important.

% Very Important/Somewhat Important 2003
28 44% (300) 45%
Appearance 25 43% (130) 46%
of card
12 33 45% (70) 36%
] Bl Total (300)
] B Light (130)
30 53 56 [ ] Moderate (73)
[ Heavy 21)*
Choice of 34 54 58
designs
23 29 52 49
14 57 70
(I) 1I0 2I0 3I0 4IO 5IO 6IO 7I0 8I0 9I0 1(I)0

* Caution: Small Base Size.

Q.9: How important would the appearance of a card be in your decision to purchase it? Would you say . . .

Q.10: How important would it be that a merchant offers you a choice of designs, for instance, cards that have 62
the words “Happy Birthday” or “Congratulations,” when you purchase a gift card? Would you say . . .



i lmportance of Appearance/Design

MARKETING

¥ The appearance and design of a gift card is perceived as slightly more
important to the purchase decision among non-users, that is, people

who have never purchased or received a gift card.

% Very Important/Somewhat Important

2003
WORKESHOP
INC 28 44% (300) 45%
/HM%E/; .
ﬁ ?’ Appearance 27 42% (276) 44%
ﬂ-ﬁf:" (j,t/ﬁ CE of card |
ﬁl;i;'ly»{ 31 69% (24)* 62%
53 56
Il Total (300)
Bl users (287) 54
Choice of 52 [ Non-Users (13)*
designs
46 85 71

) 0 10 20 30 40 50 60 70 80 90 100
* Caution: Small Base Size.

Q9. How important would the appearance of a card be in your decision to purchase it? Would you say . . .

Q.10: How important would it be that a merchant offers you a choice of designs, for instance, cards that have
the words “Happy Birthday” or “Congratulations,” when you purchase a gift card? Would you say . . .
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MARKETING Gift Card Design Options

(among 300 respondents)
W Six respondents In ten view gift cards that reflect the occasion being

honored as an important design option.

%0 Very/ Somewhat Important

Mkt

ﬂ/ Design reflects occasion 36 61%

R éﬁeﬁm e

Card is unusual material 24
Card is unusual shape 23
Card has hologram 19
Card is "see through" 10 14
6 1'o zlo 3'o 4'o 5'o slo 7'o slo glo 160

Q.11: I'm going to name several options in a gift card design. For each one tell me how important that jitem
would be in your decision to purchase a gift card':
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i W Likelihood of Visiting One Merchant for
Multiple Cards

W Seven respondents in ten say that they would be very or somewhat

likely to purchase gift cards from a retailer that offered gift cards

b R e from a variety of merchants.
I N C.
M %o Very Likely/Somewhat Likely 2003
f/éﬂﬂ' | 33 69% 72%
| ;ﬁéﬁ?pﬁ e
ptieiiel. 3, o e 7w
Likelihood 7
Il Total (300)
40 35 75% 71% Bl Light (130)
[ ] Moderate (75)
N - Heavy (21)*
19 76% 88%
0 10 20 30 40 50 60 70 80 90 100

* Caution: Small base size.

Q.12: If you knew that a retailer offered gift cards from a variety of merchants, rather than just one, how likely 65
would you be to go to that specific retaller for gift cards? Would you say...




e 0 Likelihood of Visiting One Merchant for
Multiple Cards

® Non-users express slightly more interest in being able to purchase gift

cards from multiple merchants at one retail location.

WORESHOP
INLC

/ﬁ(é/'[%f_/éﬂ‘ﬂ, % Very Likely/Somewhat Likely 2003

| ﬁ-ﬁf:’ff eyxm e

== ! 33 69%0 72%
Heiisey
Atreaich .
Likelihood 33 69 54 = LTJZZL((?;??))
] Non-Users a3)*
39 77 71
(I) 1I0 2I0 3I0 4I0 5IO 6I0 7IO 8IO 9I0 1(I)0

* Caution: Small base size.

Q.12: If you knew that a retailer offered gift cards from a variety of merchants, rather than just one, how likely 66
would you be to go to that specific retailer for gift cards? Would you say...
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Likelihood of Buying a Gift Card if Retailer

Offered a Small Gift as Bonus

W Six respondents in ten are more likely to purchase a gift card if the

retailer offered a small gift as a bonus. The more gift cards a

consumer purchases, the more likely they are to purchase even more

gift cards with a small gift included.

% Much More Likely/Somewhat More Likely

35 60%
34 57
Il Total (300)
27 40 67 B Light (130)
[ ] Moderate (75)
i B Heavy (21)*
29 81

0 10 20 30 40

* Caution: Small Base Size.
Q.13: How much more likely would you be to buy a gift card if the retailer offered you some sort of small gift

50

60 70 80 90 100

with a value of less than $5, as a bonus for purchasing the gift card? Would you say...
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Likelihood of Buying a Gift Card if Retailer

Offered a Small Gift as Bonus

® Non-users are slightly more likely than current gift card users to

purchase gift cards if the retailer offered a small gift as a bonus.

% Much More Likely/Somewhat More Likely

60

60%0

31

77

0] 10 20 30 40 50 60 70

* Caution: Small base size.

80

90

100

Il Total (300)

Bl Users (287)
[ Non-Users (13)*

Q.13: How much more likely would you be to buy a gift card if the retailer offered you some sort of small gift
with a value of less than $5, as a bonus for purchasing the gift card? Would you say...
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Interest in Gift Card/Merchant Features

MARKETING

@ Almost seven respondents in ten would be interested in purchasing
one gift card that could be used in multiple stores, over one-half
would be interested in purchasing gift cards from multiple merchants
in one store. There is less interest in purchasing and using gift cards

over the Internet.

L RIE: ECH D % Very Interested/Interested 2003

25 67% o1%

/é{ﬁf’téf/éﬂ?, One gift card usable in 24 | 71% 64%
multiple stores

| 79% 69%

| ;ﬁéj{ﬁ aﬁpﬂ €

P4
Ty,

| 26
67% 70%
54
2
48

38 52
Gift cards from multiple 57 52
9

] Total (300)
B Llight (130)
[1 Moderate (75)
B Heavy (21)*

53
merchants in one store -
48 3 | 59
L73

0 IEE 0
Use gift card to purchase 32 32

merchandise over the _
Internet 19 | 10 | 29 36
10

e 5 | 20 30

0 20 30 40 50 60 70 80 90 100
* Caution: Small base size. L = Significantly higher than light.
Q.31: Using a scale of one to five, where “5” means you would be very interested, and “1” means you would 69
not be interested at all, how interested would you be in the following options?




i W Interest in Gift Card/Merchant Features

¥ Two respondents in ten are interested in reloading gift cards with

credit cards and sending and purchasing gift cards over the Internet.
Heavy purchasers are more likely than others to be interested in any
of these features.

WORESHOP
INLC

./p( Mf‘ _/{:Lﬂ' ,ﬂ' P s | 22% NA

Reload gift card | | & | 25% NA

;ﬁf:"ﬁ 7 {ce with credit card 11 n 19% NA

/
o 78

%o Very Interested/Interested 2003

24 | 38%0 NA

]’ .
Send gift card via | 23 18
the Inernet 7 19 23 = o o)
38 24 [ Light (130)
| [] Moderate (75)
} B Heavy (21)*
20 .
Purchase gift card | | 8 |22 21
over the Internet [ 5 [0 |21 o7
I o | 33 30
* Caution- Small base size. © 10 20 30 40 50 60 70 80 90 100

Q.31: Using a scale of one to five, where “5” means you would be very interested, and “1” means you would 70
not be interested at all, how interested would you be in the following options?




IHE
MARKETING

Interest in Gift Card/Merchant Features

INLC

One gift card usable
in multiple stores

| ﬁ-ﬁf:’jf eyxm e
ek

Gift cards from
multiple merchants in
one store

Use gift card to
purchase merchandise
over the Internet

%0 Very Interested/Interested

™ Previous non-users of gift cards are equally interested in most of the
proposed features as are experienced users, and are slightly more

interested in one gift card that can be used in multiple stores.

Caution: Small base size.

2003
45 22 67% 61%0
45 22 67%0 61%0
23 77% 63%0
38 16 54 52
37 17 54 52
54 46
19 9 | 28 I Total (300) 30
20 5] 28 Bl Users (287) 20
[ Non-Users (13)*
8 23 33
0 10 20 30 40 50 60 70 80 90 100

Q.31: Using a scale of one to five, where “5” means you would be very interested, and “1” means you would
not be interested at all, how interested would you be in the following options?
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AR TG Interest in Gift Card/Merchant Features

™ Non-users are slightly more interested in reloading gift cards with
credit cards and using the Internet to purchase and send gift cards

than are experienced users.

WORKSHOP
INC
% Very Interested/Interested 2003

,/p{M&éf_/éﬂﬂ, NA
_%ﬁ Reload gift card

M ?ﬂ,f/"‘ CL with credit card NA

m; ! 46% NA

22

Il Total (300)
22 Bl Users (287)

Send gift card via
the Internet |

[ Non-Users (13)*
D 31 31 25
8 21 19
Purchase gift card 7 20 19
over the Internet
15 31 17
0 10 20 30 40 50 60 70 80 90 100

Caution: Small base size.

Q.31: Using a scale of one to five, where “5” means you would be very interested, and “1” means you would
not be interested at all, how interested would you be in the following options?




Likely lmpact of Purchase Options

MARKETING

(among 300 respondents)
W Three-quarters of respondents say that they would be likely to

purchase a card that could be used at two retailers. Six respondents

in ten are likely to purchase multiple cards at a discount.

wa R:?: EC_H 0P %0 Very/ Somewhat Likely
,/HME /éﬂﬂ, Combined card 41 75%
AL f/ ﬁ (two retailers)
/€ (ﬂ,&f‘f{.
MM‘A ’ Multiple cards at 61
. 31
discount
Purchase on web at
retailer’s site
(I) 1I0 2IO 3I0 4IO 5I0 GIO 7I0 8I0 9I0 100

Q.14: If two retailers offered a gift card that was good at both of their stores, how likely would you be to purchase
that card? For instance, it might be a dinner and a movie card, or an apparel and a book card.

Q.15: If a retailer offered packets of multiple gift cards at a discount, how likely would you be to buy a packet?
Q.16: How likely are you to buy a gift card on the Web in the next year, from a specific retailer's own website?

73



IHE

wersrrrrmReasons Not Interested in Discount Multi-packs
Y (among 90 gift card users not likely to buy a packet of
multiple gift cards at a discount)

" One respondent in five who is not likely to buy a multi-pack say that

they don’t need that many.

WORESHOP
INLC

,/&(Mf_/éﬂ‘ﬂ, Don't need that many

21%

Only use for special occasions

| ﬁéxﬂﬂ(/ﬂ e«
Z;!‘/Tt;l ! Rarely use them

y Would be expensive
Would tailor card to

N person’s likes

w
-

Purchase gifts one at a time

May not like variety offered

Don't want to get stuck
with/wouldn't use them

Impulsive/don't plan ahead

Wouldn't purchase packet of
store/wouldn't give everyone

the Same T T T T T T 1
0] 5 10 15 20 25 30

Q.15a: Why are you unlikely to buy a packet of multiple gift cards? 74



Expected Gift Card
Purchases
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MARXETING Expected Card Purchases

“ Respondents expect to purchase an average of 4.6 gift cards during
the coming holiday season, down from anticipated purchases of 5.5
cards last year. Heavy purchasers will buy the most cards, light

purchasers the fewest.

Average 3.6
Number of
Gift Cards -
- Expsﬁtlcr;]% ;cg g Total (300)
6.0 63 [ Light (130)
| 1 Moderate (75)
_ B Heavy (21)*
13.1 15.5
0 5 10 15 20

Caution: Small base size.

Q.29: Approximately how many gift cards do you think you might buy over the coming holiday season? 76
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Expected Card Purchases

“ One-half of respondents intend to purchase between one and four gift

cards in the coming holiday season.

One-third will purchase five to

ten, and fewer than one in ten will purchase more than 10 gift cards

this season. Heavy gift card purchasers are less likely to purchase 11

or more cards this year.

1-4

45%
68%
| 23%
I 10%
1 32
21 |
1 I
68

5-10

11+

I 52

P

7

—_

I s

0
Caution: Small base size.

10 20 30 40 50 60 70

80

90

100

29

21

59
27

11
2
7

70

N Total (300)
I Light (130)

1 Moderate (75)

B Heavy (21)*

Q.29: Approximately how many gift cards do you think you might buy over the coming holiday season?
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Expected Card Purchases

@ Seven in ten non-users who think that they will purchase gift cards in

the coming months expect to purchase between one and four gift

cards.
2003
47
1-4 46
69%0 54
29
5-10 - Total (300) 30
Bl Users (287)
[ Non-Users (13)* 17
— 11
—_— 12
11+
8
0 10 20 30 40 50 60 70 80 90 100

Caution: Small base size.

Q.29: Approximately how many gift cards do you think you might buy over the coming holiday season?
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Expected Spending on Gift Cards

this holiday season, up from $183 last year.

WORESHOP
INLC

./HMEZEJ;_

$223
| ;ﬁ_ﬁfff@m et
Ii;' i $180
Al - Average
Expected |
Spending
$283

$452

0 50 100 150 200 250 300 350

* Caution: Small base size.

Q.30: In total, how much do you think you will spend on these gift cards?

W Respondents overall expect to spend an average of $223 on gift cards

2003

$183

$121 H Total (300)
[ Light (130)
[1 Moderate (75)
B Heavy (21)*

$237

$332
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MARKETING Expected Spending on Card Purchases

" Light gift card purchasers are most likely to spend $50 - $149 on gift

cards this holiday season; heavy purchasers expect to spend $300 or

more.
2003
—
14% 18%
Less than $50 — 8% 4%
. 10% 15%
48 43
$50-$149 - o4 29
[N 19 6
17
i 25 Light (130
$150-$299 33 24 (1t (o
_ 20 21 [1 Moderate (75)
|
- B Heavy (21)*
‘r 17 20
I8, 10
$300+ === 32 33
I 43 52
0 10 20 30 40 50 60 70 80 90 100

Caution: Small base size.

Q.30: In total, how much do you think you will spend on these gift cards? 80




IHE

MARKETING Expected Spending on Card Purchases

“ Non-users who expect to purchase gift cards this holiday season are

more likely than those who have previously received or purchased gift

cards to spend less than $50.

Less than $50
146% 17

30
30
29

$50-$149

Il Total (300)

Bl Users (287)
[ Non-Users (13)*

19

$150-$299 20

20
20
17

$300+

0 10 20 30 40 50 60 70 80 90 100

Caution: Small base size.
Q.30: In total, how much do you think you will spend on these gift cards?




Respondent
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Respondent Characteristics

™ Moderate gift card purchasers are significantly more likely than light

purchasers to be 30-39 years of age, and heavy users are more likely

than moderate users to be 40-49 years of age.

W Heavy users are less likely than other purchasing groups to identify

themselves as White/Caucasian; moderate users are least likely to

identify themselves as Black/African American.

W All purchasing groups are more likely to be female.
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Age
WOREKESHOTPT
18-29
e 30-39

50-59

| &ﬁﬁ’ﬁzﬂm € c0t
f Income

- Less than $30,000

MM‘A $30,000 - $50,000

$50,000 - $75,000

$75,000 - $100,000
$100,000 +

Ethnicity
White/Caucasian
African American/Black
Hispanic/Latino
Asian
Other/Refused

Gender
Male
Female

* Caution: Small size base.

Demographics

Purchase

Light Moderate Heavy

Total (1-4) (5-10) (11+)

(Base) (300) (130) (75) (21)*
%o %o % %o
4 4 3 -
18 18 15 10
18 15 — 28 14
19 22 15 — 38
21 23 19 19
19 18 19 19
25 20 20 24
25 27 24 14
16 18 17 14
12 13 15 10
9 11 9 19

83 85 ___89 _ :_ _ 67,

7 8 1 14
3 3 4 10
1 - 1 -
5 4 4 10
26 27 20 19
74 73 80 81
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Certification Statement

Job Number: 04-8019
Job Name: Gift Card Study

Standards

We hereby certify that the research reported herein was designed, conducted, analyzed, and reported following “generally accepted
research procedures” as defined by The CASRO (Council of American Survey Research Organizations) Code of Standards and Code of

! Business Practices with regard to confidentiality, privacy, disclosure, data collection, data processing, reporting, data ownership, and

storage.

CASRO's Data Collection Guidelines and Data Processing Guidelines are an integral part of our quality control process. We
follow these guidelines on all MWI projects.

Objectivity

This report fairly, accurately, and objectively reflects the complete results of our research. Nothing has been omitted from
the methodology, tabulations, or analytical report which would change the analysis or interpretation of the reported findings.

Use of This Research

MWI offers this research, including its Conclusions and Recommendations, as our professional judgment in understanding
the marketing environment facing the client, and what we conclude and recommend based on our knowledge of the
situation at hand in relation to our experience and judgment. Acceptance of this research, and action or results of actions
based thereon, are the sole responsibility of the client.

This research is for the sole and exclusive proprietary use of our clients and its agents. Any use of this research in
advertising, promotion, or publicity should be reviewed by The Marketing Workshop, Inc. prior to such use.

Additional Information

Additional information on any aspect of this research, in accordance with CASRO guidelines, will be provided upon request.

Submitted by:

iy b

Carolyn H. Garfein, Sr. Vice President
THE MARKETING WORKSHOP, INC. 86
October 2004
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THE MARKETING WORKSHOP, INC.
Norcross, GA 30092

#04-8019

Final 08/19/04

Comdata
Gift Card Survey

Hello, this is with Compass Research, an independent market research firm.
We're conducting a survey about gift card purchasing habits, and would like to include your
opinion. DO NOT PAUSE

la. Have you ever received a gift card? When | say “gift card,” I'm referring to the cards you
can purchase at retailers instead of a paper gift certificate, not a greeting card.

Yes 1
No 2
(DO NOT READ) Don't Know 3
1b. Have you ever purchased a gift card, either for yourself or someone else? Again, when |

say “gift card,” I'm referring to the cards you can purchase at retailers instead of a paper
gift certificate. (MULTIPLE ANSWERS ALLOWED)

Yes, for myself 1 — ASK Q.3a
Yes, for someone else 2 - SKIP TO Q.3b
No 3
(DO NOT READ) Don't Know 4

IF “NO/DK” AT Q.1A AND “DK” AT Q.1B, THANK AND TERMINATE.

2a. Is there a specific reason that you do not purchase gift cards? (MULTIPLE ANSWERS

ALLOWED, IF “OTHER,” PROBE AND CLARIFY)

Never occurred to me

Unfamiliar with them/how they work

Too impersonal

Never saw them on display/can’t find them
Worried about them being stolen

Other (SPECIFY)
(DO NOT READ) Don't Know

~NOoO Ok WN B

2b. What, if anything, would make you more interested in purchasing a gift card? (PROBE &
CLARIFY)
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2c. How likely are you to purchase a gift card during the holiday season this year? Would you say...
Very Likely 5 — IF“NO/DK” AT Q.1A, SKIP TO Q.9
Somewhat Likely 4 — IF“NO/DK” AT Q.1A, SKIP TO Q.9
Neither likely nor Unlikely 3 — IF“NO/DK” AT Q.1A, SKIP TO Q.9
Somewhat Unlikely 2 — IF“NO/DK” AT Q.1A, TERMINATE
Very Unlikely 1 — IF“NO/DK” AT Q.1A, TERMINATE
(DO NOT READ) Don’t Know 6 — IF“NO/DK” AT Q.1A, TERMINATE
WOREKESHOP GIFT CARD PURCHASERS (PUNCH 1 AND/OR 2 AT Q.1b)
I M C.

3a. (ASK IF Q.1b=1) You mentioned that you have purchased a gift card for yourself. What are the main

./&(Mf—/é; reasons you purchase gift cards for yourself? (PROBE & CLARIFY)

. aﬁéﬁ eﬂt/ﬂ 43

! 3b. (ASK IF Q.1b=2) What are the main reasons you purchase gift cards for others? (DO NOT READ
. i LIST. MULTIPLE ANSWERS ALLOWED)

Can't decide what else to get them

I want them to be able to get what they want

I don't want to have to worry about the right size, color, etc.
It's faster to get a card than to shop for an item

It's easier to mail a gift card than a package

It's cheaper to mail a gift card than a package

Other (SPECIFY)

(DO NOT READ) Don’'t Know

O~NO UL WN P

4, How many gift cards have you purchased in the past year, that is, since last fall?

None

1

2

3

4

5-10

11-20

21+

(DO NOT READ) Don’t Know

O©OoOO~NOOULS WNPE
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5. For whom do you usually purchase gift cards? (DO NOT READ LIST. MULTIPLE ANSWERS ALLOWED)

Parent
Spouse
Sibling
Child
Other relative
Boyfriend/Girlfriend
Friend
WOREKESHOP Co-worker
INLC Other (SPECIFY)
(DO NOT READ) Don't Know

Boo~voorwnr

Mf; mﬂ« 6. For what occasions do you usually purchase gift cards? (DO NOT READ LIST. MULTIPLE ANSWERS ALLOWED)

. m?éﬁ:ﬂw f{.. Christmas/Hanukah/Kwanzaa

Birthday

Graduation
{ Mother’s Day
i i Father’'s Day
/i,ﬁf M Valentine’'s Day

Wedding Shower Gift
Anniversary

Baby Shower Gift
Other (Specify)
(DO NOT READ) Don't Know

P
nPTRBoo~v~ouoprwNheE

7. What is the average value of the gift cards you purchase?

S
(DO NOT READ) Don’'t Know 1

8. Overall, when you purchase gift cards for others do you intend from the beginning to get a gift card, or is it an impulse
decision?

=Y

Plan to purchase from the beginning
Impulse decision
(DO NOT READ) Don’t Know 3

N




THE 9. How important would the appearance of a card be in your decision to purchase it? Would you say . . .

Mai iR I Rn READ CHOICES
Very important 5
Somewhat important 4
Neither important nor unimportant 3
Somewhat unimportant 2
Very unimportant 1
(DO NOT READ) Don’t Know 6
10. How important would it be that a merchant offers you a choice of designs, for instance, cards that

have the words “Happy Birthday” or “Congratulations,” when you purchase a gift card? Would you say
. READ CHOICES

Very important

Somewhat important

Neither important nor unimportant
Somewhat unimportant

Very unimportant

(DO NOT READ) Don’t Know

DR N WR~O

MW 11. I'm going to name several options in a gift card design. For each one tell me how important that item
- would be in your decision to purchase a gift card: REPEAT SCALE AS NEEDED.

Very Somewhat Neither Somewhat Very DK
Imp. Imp. Unimp. unimp.
The card design reflects the occasion
for which you are purchasing it such as 5 4 3 2 1 6
a birthday, anniversary or holiday
design.
The card is an unusual shape. 5 4 3 2 1 6
The card is made out of an unusual
material other than tradition