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¢ supporters cite several factors for its growth. One
 is improved security. Paper vouchers’ main strength — ‘

that they are effectively cash — is also their greatest weakness: if
lost, they cannot be replaced. Cards, however, have no value
until charged up and, as they can be assigned a PIN, allow for
online incentive schemes and data-collection opportunities.

Greg Sheppard, marketing manager at Valuelink, whose
technology is used in giftcards for Habitat, Borders, Asda and
Esprit, says the storage and distribution costs for a card-based
campaign are lower. ‘The cost of sending out vouchers to a na-
tionwide sales force under secure cover is considerable. With
cards, you can send them out by standard post and have one
person updating the value every week, he says.

However, Andrea Born, House of Fraser’s head of business
incentives, claims cards will accrue costs, too. ‘Paper vouchers
cost between 1p and 2p to produce, giftcards about 10p. And
a giftcard scheme requires substantial resources in terms of
software, administration, training, design and marketing. In
addition, personalisation of giftcards costs extra, plus the
database company charges for every transaction.

A principal selling point for giftcards is that they allow for
greater personalisation within incentive programmes. Also,
while paper vouchers'brandingis transient, giftcards offer po-
tential for building brand equity, as they are a permanent fix-
ture in consumers’ wallets. But the greatest driver cited by
proponents is consumer choice. With so many giftcardsavaila-
ble, consumers’ familiarity with them is growing, as is their
preference for them over paper,and the planned launch of gift-
card malls’ — areas in stores that sell a selection of suppliers’
cards—will significantly increase their market penetration.

Although many retailers are likely to sell both cards and
vouchers, Craddock expects cards to get the greater push.Staff
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Nicola Mayling, incentive and rewards
manager at British Gas, says: ‘We are
looking at ways to improve the benefits
we offer. Our research pointed strongly
to a pre-paid card as the next step. Our
staff have asked us to be innovative.’

P&MM director John Sylvester
expects to have up to 10,000 Spree

Cards active across UK companies
within the next six months.

‘We expect to see 75% of traditional
incentive-voucher business switching
to plastic in the next five years.

While we have thought of a

number of uses for the card, we

are coming across a whole range

of new requirements almost daily
as we speak to our clients,” he says.

‘Of particular interest is the potential
to provide “branded cash” to support
any type of cashback mechanism.’
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