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The results presented below are from a study of Network Branded Gift Cards (BGC's) developed for the NBPCA by
Professor Dan Horne. The study was administered by Professor Horne, utilizing a web-based panel of consumer
respondents. The panel was selected because it represents the US population as a whole. The data were
collected between October 18 and October 28, 2007. A total of 1,788 individuals completed the questionnaire.
Because of branching and skip patterns, the number of responses to survey items varies.' The margin of error on
the survey is £3.3% or less depending on the variance in responses.

Awareness

Have you ever purchased, seen or heard of a branded gift card” that carries a logo of Visa, MasterCard,
American Express, or Discover?

Yes  42.4%(759)

No  57.6%(1,029)

Prior Purchase

Have you purchased a branded gift card in the last 12 months?
(759 respondents)

Yes  31%(235)  (13.1% of all respondents)

No  69% (524)

" All percentages may not add up to 100% due to rounding
?In communications with consumers, the NBPCA refers to network branded gift cards as “branded gift cards.”
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Purchase Satisfaction

Overall, how satisfied or dissatisfied are you with your purchase(s) of branded gift card? (234

respondents)

57% Very Satisfied

27% Mostly Satisfied

9% Somewhat Satisfied

4% Neither Satisfied nor Dissatisfied
2% Somewhat Dissatisfied

0% Mostly Dissatisfied

1% Very Dissatisfied

93% satisfied

Branded Gift Card Satisfaction Levels
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Dissatisfied

Figure 1
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Network Branded Gift Card Attitudes

Respondents were asked how much they agreed or disagreed with a series of statements about attributes of

branded prepaid cards.

Branded gift cards are used when people are pressed for time to find a gift. (759 respondents)

Use BGC When Pressed for Time
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Figure 2
Branded gift cards are used when people don’t know what the recipient has or needs. (756)
Use BGC When Don't Know
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Figure 3
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Branded gift cards are used when people know the recipient likes to shop. (754)

Use BGC When Know Recipient
Likes to Shop
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Figure 4

Branded gift cards are used because recipients can get whatever they want. (755)

Use BCG So Recipients Can Get
What They Want
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Figure 5
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Branded gift cards are given

mainly to children and young adults. (758)

BGC Given to Children and Young Adults
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People look for interesting designs when choosing branded gift cards. (755)

Interesting Design Important
in Selecting BGC
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Recipients prefer to receive branded gift cards over traditional gifts. (758)

Recipients Prefer BGC
over Traditional Gifts
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Figure 8
Branded gift cards are an intelligent way to give a gift. (755)
BGC an Intelligent Way to Give
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Figure 9
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Branded gift cards are impersonal. (754)



