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The Retail Industry alongside Hospitality, Airlines, Healthcare and Consumer Goods has 
been a constant driver of growth in the Gifting Industry.

This Qwikcilver Annual Whitepaper seeks to bring you some industry insights specifically in 
the markets that Qwikcilver Solutions operates in.

The Consumer Remains King! Myriad choices, cash-backs and other kinds of consumer 
incentives ensure that the brave new world of Digital and Deal Distraction goes on and on 
and on…

There are tumultuous changes now, even during the traditional periods where retailers 
could gain from a “full priced sale”, with all sorts of deals and price-offs being offered.

Whether brick and mortar or e-commerce, the Consumer has never ever had it so good. 

The advent of convergence and Omni-channel, Channel-less commerce, Artificial 
Intelligence, predictive recommendations and the opportunity to compare prices, give the 
consumer unlimited opportunities to check, research and finally click and buy or go to the 
store and get the product he or she wants at the price he or she is willing to pay.

And this is not limited to mere high-street unbranded goods – it cuts through right across all 
segments irrespective of whether one is looking for a standard pair of shoes, or a high-end 
handbag or watch!



The gifting landscape has evolved greatly over the years. At 
present, occasions for gifting include Father’s Day, Valentine’s 
Day, anniversaries, Mother’s Day, parties, and other such 
occasions. The culture of giving gifts on these occasions is 
higher among millennials. Social media and the advent of 
widely-marketed occasions also play a major role in this. These 
factors together with the flexibility and functionality of gift 
cards are expected to drive the use of gift cards.
Commoditization and evolution of gifts over the past few 
years have rendered normal jewellery, cookware, and even 
cash commonplace. At present, the demand for innovative 
options such as coupons, cashbacks, discounts and vouchers 
for movies and entertainment, e-retail stores, spas, salons, 
hotel, resort, flights and travel packages as gifts is high.
The ongoing trend of digitalization and the growing number of 
active online users are important factors shaping the global 
gifting landscape. This is because these factors are expected 
to drive the demand for e-gifting solutions during the forecast 
period rather than physical gifts or money. Busy work 
schedules also drive the use of e-gift cards, which can be sent 
instantly.

EVOLVING GIFTING LANDSCAPE

The shift in consumer behaviour toward convenient and 
easily-redeemable e-gift cards are driving the growth of the 
e-gift cards market. This is because e-gift cards can be loaded 
onto online accounts and do not require users to keep track of 
their expiry date and whereabouts.
The penetration of the Internet, smartphone, and e-com-
merce are the key drivers for the growth and demand for 
e-gift cards and e-gift solutions, especially in fast-growing 
economies of China, India, and Brazil. Moreover, urbanization 
and the increasing disposable incomes of millennials driven by 
their hectic lifestyles increase the demand for convenient, 
flexible, instantaneous, and easily usable e-gift solutions.
Furthermore, the global urban population and rapid economic 
growth, especially in the developing countries of APAC, such 
as China and India are expected to drive e-retail and demand 
for e-gift solutions.

GROWTH IN E-GIFT CARDS



The penetration of mobile devices such as 
smartphones, laptops, tablets and other 
smart devices is at an all-time high in 
businesses and among their consumers. 

Commoditization of technology, digitaliza-
tion, digital-deal distraction and urbanization 
are leading to unprecedented growth and 
penetration of these mobile devices, with 
more than half of the world population 
owning smartphones. Thus, the increasing 
proliferation of mobile devices and the 
perpetually-growing urbanization (especially 
in the developing economies) are propelling 
the adoption of digital wallets for seamless 
financial transactions and instantaneous 
gifting. The market also has various aggrega-
tors that consumers can use to pool resourc-
es and funds from various digital wallets and 
send as gifts in the form of virtual or real cash. 

The growing use of digital ‘storage container’ 
wallets among consumers of various 
businesses makes it an attractive proposition 
for the global gift card industry. Moreover, 
gift cards in digital wallets are easily 
trackable, manageable, and redeemable. 
Retailers and businesses can target and serve 
the relevant consumer segments via these 
wallets by leveraging this phenomenon, 
thereby increasing the use of gift cards. The 
advent of mobile wallet apps and the like 
contribute massively to this. The purchase of 
gift cards for self-use is also significant on 
mobile wallets, as they offer a hassle-free and 
KYC-free avenue to load money in digital 
wallets.

ADVENT OF MOBILITY
PHENOMENON



GEN Z ARE HEAVIEST MOBILE 
PHONE USERS

It may come as no surprise that consumers in Asia are 
prolific mobile phone users, with 61% using their 
phones for at least four hours a day. Also noteworthy 
is that one in five use their mobile device for over eight 
hours a day. However, there are considerable 
variations by country, with over 40% of respondents 
in the Philippines and Indonesia indicating that they 
do so for more than eight hours. By contrast, this level 
of engagement is only 3% for consumers in Japan.
Looking at the data by generation, it appears that Gen 
Z are the heaviest mobile phone users. The average 
Gen X consumer generally uses their device for two to 
four hours per day, while millennials are slightly higher 
at three to five hours. Gen Z takes this to another level 
though, with one in four stating that they use their 
phone for more than eight hours a day.
It has been said that Gen Z organise their entire daily 
life on their mobile phone, from social media and 
messaging to consuming content and videos and the 
response to the survey certainly backs that up. It is 
worth keeping in mind though, that the vast majority 
of Gen Z respondents have not yet started their 
working life and as such may have more spare time to 
spend.

Shopping through mobile devices – either through 
apps or mobile websites – is done frequently, with 
nearly half of all consumers in Asia engaging in this 
activity at least once a week.
As seen elsewhere in this report, millennials are the 
most frequent online shoppers among all generations, 
and this is also the case when it comes to mobile 
commerce. Frequencies for Gen Z and Gen X on the 
other hand are very similar, but slightly lower than 
that of millennials.
That said, Gen Z had the highest proportion (13%) of 
consumers who never make a mobile purchase. This is 
tied into some of the barriers that these younger 
shoppers face when shopping online, for instance, a 
lack of credit cards and perhaps having to be more 
selective with their purchases due to constrained 
budgets.
Cross-channel shopping has become the norm, but 
store and online channels still serve specific purposes.
Shopping habits have changed over the last decade. 
Consumers now switch back and forth between 
channels and expect to receive a consistent brand 
experience when they do so. But what drives 
consumers to complete their transaction via a certain 
channel?

MILLENNIALS ARE THE MOST
ACTIVE MOBILE SHOPPERS



WHY 
SWITCH
FROM 

ONLINE 
TO

STORES 
- IF EVER!

SOME INSIGHTS FROM 
PERSISTENCE MARKET 

RESEARCH INTO TRENDS IN 
GIFTING ACROSS THE WORLD.

The global gift cards market is segmented based on different 
prominent types of gift cards; Universal Accepted Open 
Loop, Retail and F&B Closed Loop, Speciality Semi Closed 
Loop (in Specific, Regulated Markets)

The current valuation global gift cards market exceeds 
US$307 Bn and is projected to expand at a CAGR of 10.79% 
from 2016 to 2024. The market is predicted to reach a worth 
of US$698 Bn by the end of 2024.

Based on type of card, the universally-accepted open 
loop-gift card dominates the global market and the segment 
is projected to rise at a robust CAGR of 20.7% during the 
forecast period. The vastly rising demand for these cards, 
vis-à-vis expected decline in demand for other cards, is 
attributed to their benefits such as near-universal 
acceptability across businesses and the versatility of options 
customers and merchants have with this card. At present, 
regionally, North America dominates the global market as it 
held the major share. However, by the end of the assessment 
period, Asia Pacific (APAC) is anticipated to emerge as the 
leading market, accounting for around 33% of the global 
revenue share.

Some of the leading players operating in the global gift cards 
market are offering open and closed loop gift cards for a 
variety of needs for various end uses, observes Persistence 
Market Research (PMR). Several of these players are focused 
on unveiling innovative services to facilitate businesses in the 
adoption of gift cards for loyalty, incentive, and reward 
programs, in a move to stay ahead of others. 

A number of players hope to capitalize on vastly emerging 
opportunities from the advent e-commerce and m-commerce 
technologies, and entering into retail partnerships, in order 
to consolidate their presence in major regions. 

Corporates and Businesses continue to drive Gifting as a 
discipline.

The growing demand for gift cards among corporates and 
businesses at large is a key factor driving the market. The 
wide acceptance of gift cards among consumers is attributed 

mainly to the number of benefits these have and the versatile 
options they offer, notably acting as more compelling as cash 
benefits. World over, the soaring popularity of gift cards as 
corporate incentives is a key factor boosting the market. This 
is driven by the proposition than they are more effective than 
cash for awarding achievers in organizations, offering the 
flexibility and versatility of cash, along with the ease of use. 
Furthermore, their worldwide acceptance is fueled by them 
acting as a memorable incentive for employees, thereby 
improving the work compensation.

The wide desirability of gift card programs among businesses, 
notably among retail stores and special-service businesses, 
as potential marketing tools helps them in improving brand 
awareness and attracting new customers, apart from 
boosting sales. The advent of the electronic gift card has 
substantially reduced the options of fraud, which bodes well 
for the market.

As per the Incentives and Gift Card Council findings, for 
Corporates, the overall value, desirability, and ease of 
program administration create the real benefits.

Number one in popularity for corporate incentives, gift cards 
are more effective than cash. It is consistently indicated that 
merchandise and travel incentives were more compelling 
than cash - and in the merchandise category, gift cards were 
the most popular award items. Corporates felt they could 
build a more exciting and memorable program using gift cards 
than they could with cash. 

So how do organizations use gift cards in their incentive 
programs?
• To recognize performance 70.2%
• As sales incentives 48.6%
• As business gifts 29.3%
• As non-sales recognition awards 30.4% 
• As spot rewards 30.4%
• As service awards 27.6%
• For consumer promotions 14.9%
• As safety awards 9.9%
• As dealer incentives 9.4%
• Wellness programs 6.6%
• To start/maintain business relationships 6.1% 
• Other3%

In addition, Corporates believe that gift cards are 
remembered longer than cash awards. In short, gift cards 
provide the flexibility and versatility of cash without the 
downsides.
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ABILITY TO TOUCH PRODUCTS
These days online is a natural point of call for shoppers to 
start their path to purchase, particularly as they use 
product reviews, social media and other content to 
research and influence their decisions. However, 
shoppers may not necessarily finalise their transaction 
via ecommerce.
Respondents to the survey were asked for their 
motivations for researching products online, but then 
going on to purchase in-store. Close to 70% of consumers 
said that the ability to see products in real life was an 
important consideration – perhaps understandably so 
when it comes to big ticket items.
Interestingly, this factor was most important for 
countries with a less developed ecommerce market such 
as the Philippines (78%), Thailand (75%) and Vietnam 
(73%). This suggests that consumers in these markets 
have less trust in making purchases without seeing the 
product first.

STORES OFFER IMMEDIACY
Convenience is also of importance and two-thirds of 
shoppers said they turned to stores because it meant that 
they could get their hands on a product immediately. 
However, this is an advantage that is likely to diminish for 
physical retailers as quicker fulfilment options become 
more widespread in Asia over the coming years.
Online might be perceived as the place to get the most 
competitive prices, but interestingly 58% of consumers 
also said that they will switch to physical retailers 
because of better pricing.
In fact, diving into the data at a country level reveals that 
this was the most important motivation to switch from 
online to stores for consumers in China, Japan, South 
Korea and Taiwan.
With many retailers looking to make their stores more 
experiential, it is also surprising to see that just 51% of all 
shoppers in Asia will switch to the store channel because 
they value the in-store experience. That said, things like 
experience-led stores are perhaps less relevant for 
shoppers who are already advanced in their path to 
purchase.



PRICE IS MAIN ATTRACTION OF ONLINE
When it comes to showrooming - shoppers browsing and researching products in stores, but then purchasing 
online – the main motivation to do so was price. Four out of five consumers in Asia said price was an important 
consideration for eventually deciding to complete their purchase online. It was also the most highly rated reason 
to switch channels across all 12 markets covered in this survey.
It will always be difficult for physical retailers to compete on price with online retailers as they operate with a 
considerably higher cost base. However, 70% of consumers also said that they turned to the online channel if the 
desired product was out of stock.
This is an area where physical retailers can help themselves by investing in omnichannel systems, so that a 
customer is either directed to another store that does have stock, or to a retailer’s own website to arrange delivery 
to home. Better yet would be to give customers access to real time inventory data, either through in-store screens 
or online through the website or app.

CHECKOUT QUEUES
It is well-known that long checkout queues can cost sales and there may also be a longer-term impact as a 
customer may decide not to return anymore. This is reflected in the survey, with just over half of all consumers 
admitting that they will abandon a transaction in a store and go online because of long waiting times.
But which markets have the most impatient shoppers? Respondents in the Philippines (65%) were most likely to 
switch to online because of long queues, followed by China (63%) and Vietnam (63%) and India (65%). This 
contrasts with Japan and South Korea (both at 30%) – these being very service-oriented ‘assisted’ retail 
markets where customers are less likely to encounter long queues when shopping, or alternatively be 
more accepting of longer waits when they do occur.
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PROMOTIONAL ACTIVITY CAN BOOST LOYALTY
Can Asian consumers be convinced to become more loyal? Nearly two-thirds of all 
respondents said that the number one reason to make them more loyal was special 
promotions and sales. This is not surprising as monetary reasons are generally an 
important driver of consumers’ purchasing decisions.
There were some differences seen between countries though. For instance, 81% of 
Shoppers in India and 80% of shoppers in Thailand were attracted by this component, 
closely followed by Indonesia (79%). Meanwhile, millennials and Gen Z consumers in 
countries such as Malaysia, Singapore, Taiwan and Vietnam also admitted that their loyalty 
could be increased through promotional activity.
On the lower end of the scale was Japan, where promotions only resonated with 37% of 
shoppers. In 2017, the Japanese government and businesses introduced the concept of 
‘Premium Friday’, allowing workers to take off early on Friday during payday to encourage 
retail spending. This plan was less successful though due to low interest from Japan’s 
work-conscious population.

BRAND LOYALTY COMES AT A PRICE
Respondents were asked what ‘loyalty’ meant to them when thinking about their favourite 
brand. The survey shows that one in five Asian consumers admit to being fully loyal towards 
their favourite brand, meaning they will always buy it regardless of the alternatives. In 
terms of the most loyal country, a third of consumers in India stated that they would stick 
with a brand regardless of what the alternatives could offer.
Despite this, the vast majority of Asian consumers are easily swayed to switch brands. 
Number one on the list of reasons to do so – mentioned by 35% of all respondents – is if an 
alternative brand offers a lower price. Second to this (28%) is if another product offers a 
better quality. Brand promise and convenience were regarded as much less relevant 
reasons to abandon a brand.
A large proportion of shoppers in India, Hong Kong, Japan, South Korea and Singapore 
were seen to be more open to switching brands because of lower prices offered by 
competing brands. Such penny pinching is somewhat ironic given that the addressable 
market’s income levels in these markets are amongst the highest in Asia.
Looking at the data by generation, it was found that nearly 50% of Gen Z consumers in 
South Korea, Singapore and Malaysia could be easily swayed by lower prices. This was in 
contrast to countries such as Indonesia and Thailand where Gen Z and millennials had a 
lower concern for pricing matters.
In recent years, there has been much discussion about how younger consumers are less 
loyal to brands than their predecessors. However, despite some minor differences this 
research did not find any major evidence of differing attitudes to loyalty among the three 
generations under review.
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In addition, Corporates believe that gift cards are 
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downsides.



SOME INSIGHTS FROM 
PERSISTENCE MARKET 

RESEARCH INTO TRENDS IN 
GIFTING ACROSS THE WORLD.

The global gift cards market is segmented based on different 
prominent types of gift cards; Universal Accepted Open 
Loop, Retail and F&B Closed Loop, Speciality Semi Closed 
Loop (in Specific, Regulated Markets)

The current valuation global gift cards market exceeds 
US$307 Bn and is projected to expand at a CAGR of 10.79% 
from 2016 to 2024. The market is predicted to reach a worth 
of US$698 Bn by the end of 2024.

Based on type of card, the universally-accepted open 
loop-gift card dominates the global market and the segment 
is projected to rise at a robust CAGR of 20.7% during the 
forecast period. The vastly rising demand for these cards, 
vis-à-vis expected decline in demand for other cards, is 
attributed to their benefits such as near-universal 
acceptability across businesses and the versatility of options 
customers and merchants have with this card. At present, 
regionally, North America dominates the global market as it 
held the major share. However, by the end of the assessment 
period, Asia Pacific (APAC) is anticipated to emerge as the 
leading market, accounting for around 33% of the global 
revenue share.

Some of the leading players operating in the global gift cards 
market are offering open and closed loop gift cards for a 
variety of needs for various end uses, observes Persistence 
Market Research (PMR). Several of these players are focused 
on unveiling innovative services to facilitate businesses in the 
adoption of gift cards for loyalty, incentive, and reward 
programs, in a move to stay ahead of others. 

A number of players hope to capitalize on vastly emerging 
opportunities from the advent e-commerce and m-commerce 
technologies, and entering into retail partnerships, in order 
to consolidate their presence in major regions. 

Corporates and Businesses continue to drive Gifting as a 
discipline.

The growing demand for gift cards among corporates and 
businesses at large is a key factor driving the market. The 
wide acceptance of gift cards among consumers is attributed 

mainly to the number of benefits these have and the versatile 
options they offer, notably acting as more compelling as cash 
benefits. World over, the soaring popularity of gift cards as 
corporate incentives is a key factor boosting the market. This 
is driven by the proposition than they are more effective than 
cash for awarding achievers in organizations, offering the 
flexibility and versatility of cash, along with the ease of use. 
Furthermore, their worldwide acceptance is fueled by them 
acting as a memorable incentive for employees, thereby 
improving the work compensation.

The wide desirability of gift card programs among businesses, 
notably among retail stores and special-service businesses, 
as potential marketing tools helps them in improving brand 
awareness and attracting new customers, apart from 
boosting sales. The advent of the electronic gift card has 
substantially reduced the options of fraud, which bodes well 
for the market.

As per the Incentives and Gift Card Council findings, for 
Corporates, the overall value, desirability, and ease of 
program administration create the real benefits.

Number one in popularity for corporate incentives, gift cards 
are more effective than cash. It is consistently indicated that 
merchandise and travel incentives were more compelling 
than cash - and in the merchandise category, gift cards were 
the most popular award items. Corporates felt they could 
build a more exciting and memorable program using gift cards 
than they could with cash. 

So how do organizations use gift cards in their incentive 
programs?
• To recognize performance 70.2%
• As sales incentives 48.6%
• As business gifts 29.3%
• As non-sales recognition awards 30.4% 
• As spot rewards 30.4%
• As service awards 27.6%
• For consumer promotions 14.9%
• As safety awards 9.9%
• As dealer incentives 9.4%
• Wellness programs 6.6%
• To start/maintain business relationships 6.1% 
• Other3%

In addition, Corporates believe that gift cards are 
remembered longer than cash awards. In short, gift cards 
provide the flexibility and versatility of cash without the 
downsides.

BRANDS ONLY HAVE ONE SHOT AT THE CONSUMER!
It is no secret that consumers have become more empowered over the last decade and this has been highlighted by 
the survey. Retailers cannot afford to get the customer experience wrong as nearly two in three shoppers will no 
longer shop with a retailer after only one poor customer experience. This percentage rises to 75% after two to three 
negative experiences.
So which country in Asia has the lowest tolerance for poor customer experiences? It was in fact China, where 75% of 
shoppers abandon their relationship with a brand after just one negative experience. Followed by India with about 
60%. The most forgiving market by far was Japan at 13%, followed by Hong Kong (40%) and South Korea (47%).



INSTANT AND MOBILE 
PAYROLL TO CONTROL 
EMPLOYEE TURNOVER:

Employees living paycheque to paycheque may struggle 
to pay an unusually high utility bill or an unexpected 
emergency/unplanned expense if they have to wait a 
week or more to receive earnings for the work they’ve 
done. That’s a problem that instant payroll apps are 
seeking to address. For a fee, these mobile solutions 
enable employees to access money they’ve earned on 
the spot.

Such services are also becoming more important to 
employers seeking to appeal to a workforce that is 
increasingly comprised of millennials and Gen Z, who 
have grown to expect instant and mobile access to 
everything. 

This global phenomenon which feeds consumerism 
through easy credit is being echoed even in India with 
interesting new services like Early Salary, ET Money, 
IndiaBulls Dhani, Flipkart Pay Later , Paytm Postpaid & 
Amazon Pay EMI

SOME NOTES ON THE P2P 
PAYMENT SPACE FROM 

PYMNTS.COM:
Demand for instant and peer-to-peer (P2P) payments is 
heating up, and financial institutions (FIs) are seeking to 
cater to that need, knowing that if they don’t, their 
customers are likely to turn elsewhere. Companies now 
seek to provide or tap into accelerated payment services.

Faster payment services are being leveraged to make bill 
payments speedier and easier to manage. After all, slow 
bill payments can present a host of challenges. In some 
cases, clients who send utilities payments may have their 
services temporarily cut off if the money is slow to reach 
the companies.

SOME INSIGHTS FROM 
PERSISTENCE MARKET 

RESEARCH INTO TRENDS IN 
GIFTING ACROSS THE WORLD.

The global gift cards market is segmented based on different 
prominent types of gift cards; Universal Accepted Open 
Loop, Retail and F&B Closed Loop, Speciality Semi Closed 
Loop (in Specific, Regulated Markets)

The current valuation global gift cards market exceeds 
US$307 Bn and is projected to expand at a CAGR of 10.79% 
from 2016 to 2024. The market is predicted to reach a worth 
of US$698 Bn by the end of 2024.

Based on type of card, the universally-accepted open 
loop-gift card dominates the global market and the segment 
is projected to rise at a robust CAGR of 20.7% during the 
forecast period. The vastly rising demand for these cards, 
vis-à-vis expected decline in demand for other cards, is 
attributed to their benefits such as near-universal 
acceptability across businesses and the versatility of options 
customers and merchants have with this card. At present, 
regionally, North America dominates the global market as it 
held the major share. However, by the end of the assessment 
period, Asia Pacific (APAC) is anticipated to emerge as the 
leading market, accounting for around 33% of the global 
revenue share.

Some of the leading players operating in the global gift cards 
market are offering open and closed loop gift cards for a 
variety of needs for various end uses, observes Persistence 
Market Research (PMR). Several of these players are focused 
on unveiling innovative services to facilitate businesses in the 
adoption of gift cards for loyalty, incentive, and reward 
programs, in a move to stay ahead of others. 

A number of players hope to capitalize on vastly emerging 
opportunities from the advent e-commerce and m-commerce 
technologies, and entering into retail partnerships, in order 
to consolidate their presence in major regions. 

Corporates and Businesses continue to drive Gifting as a 
discipline.

The growing demand for gift cards among corporates and 
businesses at large is a key factor driving the market. The 
wide acceptance of gift cards among consumers is attributed 

mainly to the number of benefits these have and the versatile 
options they offer, notably acting as more compelling as cash 
benefits. World over, the soaring popularity of gift cards as 
corporate incentives is a key factor boosting the market. This 
is driven by the proposition than they are more effective than 
cash for awarding achievers in organizations, offering the 
flexibility and versatility of cash, along with the ease of use. 
Furthermore, their worldwide acceptance is fueled by them 
acting as a memorable incentive for employees, thereby 
improving the work compensation.

The wide desirability of gift card programs among businesses, 
notably among retail stores and special-service businesses, 
as potential marketing tools helps them in improving brand 
awareness and attracting new customers, apart from 
boosting sales. The advent of the electronic gift card has 
substantially reduced the options of fraud, which bodes well 
for the market.

As per the Incentives and Gift Card Council findings, for 
Corporates, the overall value, desirability, and ease of 
program administration create the real benefits.

Number one in popularity for corporate incentives, gift cards 
are more effective than cash. It is consistently indicated that 
merchandise and travel incentives were more compelling 
than cash - and in the merchandise category, gift cards were 
the most popular award items. Corporates felt they could 
build a more exciting and memorable program using gift cards 
than they could with cash. 

So how do organizations use gift cards in their incentive 
programs?
• To recognize performance 70.2%
• As sales incentives 48.6%
• As business gifts 29.3%
• As non-sales recognition awards 30.4% 
• As spot rewards 30.4%
• As service awards 27.6%
• For consumer promotions 14.9%
• As safety awards 9.9%
• As dealer incentives 9.4%
• Wellness programs 6.6%
• To start/maintain business relationships 6.1% 
• Other3%

In addition, Corporates believe that gift cards are 
remembered longer than cash awards. In short, gift cards 
provide the flexibility and versatility of cash without the 
downsides.



SOME INSIGHTS FROM 
PERSISTENCE MARKET 

RESEARCH INTO TRENDS IN 
GIFTING ACROSS THE WORLD.

The global gift cards market is segmented based on different 
prominent types of gift cards; Universal Accepted Open 
Loop, Retail and F&B Closed Loop, Speciality Semi Closed 
Loop (in Specific, Regulated Markets)

The current valuation global gift cards market exceeds 
US$307 Bn and is projected to expand at a CAGR of 10.79% 
from 2016 to 2024. The market is predicted to reach a worth 
of US$698 Bn by the end of 2024.

Based on type of card, the universally-accepted open 
loop-gift card dominates the global market and the segment 
is projected to rise at a robust CAGR of 20.7% during the 
forecast period. The vastly rising demand for these cards, 
vis-à-vis expected decline in demand for other cards, is 
attributed to their benefits such as near-universal 
acceptability across businesses and the versatility of options 
customers and merchants have with this card. At present, 
regionally, North America dominates the global market as it 
held the major share. However, by the end of the assessment 
period, Asia Pacific (APAC) is anticipated to emerge as the 
leading market, accounting for around 33% of the global 
revenue share.

Some of the leading players operating in the global gift cards 
market are offering open and closed loop gift cards for a 
variety of needs for various end uses, observes Persistence 
Market Research (PMR). Several of these players are focused 
on unveiling innovative services to facilitate businesses in the 
adoption of gift cards for loyalty, incentive, and reward 
programs, in a move to stay ahead of others. 

A number of players hope to capitalize on vastly emerging 
opportunities from the advent e-commerce and m-commerce 
technologies, and entering into retail partnerships, in order 
to consolidate their presence in major regions. 

Corporates and Businesses continue to drive Gifting as a 
discipline.

The growing demand for gift cards among corporates and 
businesses at large is a key factor driving the market. The 
wide acceptance of gift cards among consumers is attributed 

mainly to the number of benefits these have and the versatile 
options they offer, notably acting as more compelling as cash 
benefits. World over, the soaring popularity of gift cards as 
corporate incentives is a key factor boosting the market. This 
is driven by the proposition than they are more effective than 
cash for awarding achievers in organizations, offering the 
flexibility and versatility of cash, along with the ease of use. 
Furthermore, their worldwide acceptance is fueled by them 
acting as a memorable incentive for employees, thereby 
improving the work compensation.

The wide desirability of gift card programs among businesses, 
notably among retail stores and special-service businesses, 
as potential marketing tools helps them in improving brand 
awareness and attracting new customers, apart from 
boosting sales. The advent of the electronic gift card has 
substantially reduced the options of fraud, which bodes well 
for the market.

As per the Incentives and Gift Card Council findings, for 
Corporates, the overall value, desirability, and ease of 
program administration create the real benefits.

Number one in popularity for corporate incentives, gift cards 
are more effective than cash. It is consistently indicated that 
merchandise and travel incentives were more compelling 
than cash - and in the merchandise category, gift cards were 
the most popular award items. Corporates felt they could 
build a more exciting and memorable program using gift cards 
than they could with cash. 

So how do organizations use gift cards in their incentive 
programs?
• To recognize performance 70.2%
• As sales incentives 48.6%
• As business gifts 29.3%
• As non-sales recognition awards 30.4% 
• As spot rewards 30.4%
• As service awards 27.6%
• For consumer promotions 14.9%
• As safety awards 9.9%
• As dealer incentives 9.4%
• Wellness programs 6.6%
• To start/maintain business relationships 6.1% 
• Other3%

In addition, Corporates believe that gift cards are 
remembered longer than cash awards. In short, gift cards 
provide the flexibility and versatility of cash without the 
downsides.



SOME INSIGHTS FROM 
PERSISTENCE MARKET 

RESEARCH INTO TRENDS IN 
GIFTING ACROSS THE WORLD.

The global gift cards market is segmented based on different 
prominent types of gift cards; Universal Accepted Open 
Loop, Retail and F&B Closed Loop, Speciality Semi Closed 
Loop (in Specific, Regulated Markets)

The current valuation global gift cards market exceeds 
US$307 Bn and is projected to expand at a CAGR of 10.79% 
from 2016 to 2024. The market is predicted to reach a worth 
of US$698 Bn by the end of 2024.

Based on type of card, the universally-accepted open 
loop-gift card dominates the global market and the segment 
is projected to rise at a robust CAGR of 20.7% during the 
forecast period. The vastly rising demand for these cards, 
vis-à-vis expected decline in demand for other cards, is 
attributed to their benefits such as near-universal 
acceptability across businesses and the versatility of options 
customers and merchants have with this card. At present, 
regionally, North America dominates the global market as it 
held the major share. However, by the end of the assessment 
period, Asia Pacific (APAC) is anticipated to emerge as the 
leading market, accounting for around 33% of the global 
revenue share.

Some of the leading players operating in the global gift cards 
market are offering open and closed loop gift cards for a 
variety of needs for various end uses, observes Persistence 
Market Research (PMR). Several of these players are focused 
on unveiling innovative services to facilitate businesses in the 
adoption of gift cards for loyalty, incentive, and reward 
programs, in a move to stay ahead of others. 

A number of players hope to capitalize on vastly emerging 
opportunities from the advent e-commerce and m-commerce 
technologies, and entering into retail partnerships, in order 
to consolidate their presence in major regions. 

Corporates and Businesses continue to drive Gifting as a 
discipline.

The growing demand for gift cards among corporates and 
businesses at large is a key factor driving the market. The 
wide acceptance of gift cards among consumers is attributed 



SOME INSIGHTS FROM 
PERSISTENCE MARKET 

RESEARCH INTO TRENDS IN 
GIFTING ACROSS THE WORLD.

The global gift cards market is segmented based on different 
prominent types of gift cards; Universal Accepted Open 
Loop, Retail and F&B Closed Loop, Speciality Semi Closed 
Loop (in Specific, Regulated Markets)

The current valuation global gift cards market exceeds 
US$307 Bn and is projected to expand at a CAGR of 10.79% 
from 2016 to 2024. The market is predicted to reach a worth 
of US$698 Bn by the end of 2024.

Based on type of card, the universally-accepted open 
loop-gift card dominates the global market and the segment 
is projected to rise at a robust CAGR of 20.7% during the 
forecast period. The vastly rising demand for these cards, 
vis-à-vis expected decline in demand for other cards, is 
attributed to their benefits such as near-universal 
acceptability across businesses and the versatility of options 
customers and merchants have with this card. At present, 
regionally, North America dominates the global market as it 
held the major share. However, by the end of the assessment 
period, Asia Pacific (APAC) is anticipated to emerge as the 
leading market, accounting for around 33% of the global 
revenue share.

Some of the leading players operating in the global gift cards 
market are offering open and closed loop gift cards for a 
variety of needs for various end uses, observes Persistence 
Market Research (PMR). Several of these players are focused 
on unveiling innovative services to facilitate businesses in the 
adoption of gift cards for loyalty, incentive, and reward 
programs, in a move to stay ahead of others. 

A number of players hope to capitalize on vastly emerging 
opportunities from the advent e-commerce and m-commerce 
technologies, and entering into retail partnerships, in order 
to consolidate their presence in major regions. 

Corporates and Businesses continue to drive Gifting as a 
discipline.

The growing demand for gift cards among corporates and 
businesses at large is a key factor driving the market. The 
wide acceptance of gift cards among consumers is attributed 

mainly to the number of benefits these have and the versatile 
options they offer, notably acting as more compelling as cash 
benefits. World over, the soaring popularity of gift cards as 
corporate incentives is a key factor boosting the market. This 
is driven by the proposition than they are more effective than 
cash for awarding achievers in organizations, offering the 
flexibility and versatility of cash, along with the ease of use. 
Furthermore, their worldwide acceptance is fueled by them 
acting as a memorable incentive for employees, thereby 
improving the work compensation.

The wide desirability of gift card programs among businesses, 
notably among retail stores and special-service businesses, 
as potential marketing tools helps them in improving brand 
awareness and attracting new customers, apart from 
boosting sales. The advent of the electronic gift card has 
substantially reduced the options of fraud, which bodes well 
for the market.

As per the Incentives and Gift Card Council findings, for 
Corporates, the overall value, desirability, and ease of 
program administration create the real benefits.

Number one in popularity for corporate incentives, gift cards 
are more effective than cash. It is consistently indicated that 
merchandise and travel incentives were more compelling 
than cash - and in the merchandise category, gift cards were 
the most popular award items. Corporates felt they could 
build a more exciting and memorable program using gift cards 
than they could with cash. 

So how do organizations use gift cards in their incentive 
programs?
• To recognize performance 70.2%
• As sales incentives 48.6%
• As business gifts 29.3%
• As non-sales recognition awards 30.4% 
• As spot rewards 30.4%
• As service awards 27.6%
• For consumer promotions 14.9%
• As safety awards 9.9%
• As dealer incentives 9.4%
• Wellness programs 6.6%
• To start/maintain business relationships 6.1% 
• Other3%

In addition, Corporates believe that gift cards are 
remembered longer than cash awards. In short, gift cards 
provide the flexibility and versatility of cash without the 
downsides.

SOME INSIGHTS FROM 
PERSISTENCE MARKET 

RESEARCH INTO TRENDS IN 
GIFTING ACROSS THE WORLD.

The global gift cards market is segmented based on different 
prominent types of gift cards; Universal Accepted Open 
Loop, Retail and F&B Closed Loop, Speciality Semi Closed 
Loop (in Specific, Regulated Markets)

The current valuation global gift cards market exceeds 
US$307 Bn and is projected to expand at a CAGR of 10.79% 
from 2016 to 2024. The market is predicted to reach a worth 
of US$698 Bn by the end of 2024.

Based on type of card, the universally-accepted open 
loop-gift card dominates the global market and the segment 
is projected to rise at a robust CAGR of 20.7% during the 
forecast period. The vastly rising demand for these cards, 
vis-à-vis expected decline in demand for other cards, is 
attributed to their benefits such as near-universal 
acceptability across businesses and the versatility of options 
customers and merchants have with this card. At present, 
regionally, North America dominates the global market as it 
held the major share. However, by the end of the assessment 
period, Asia Pacific (APAC) is anticipated to emerge as the 
leading market, accounting for around 33% of the global 
revenue share.

Some of the leading players operating in the global gift cards 
market are offering open and closed loop gift cards for a 
variety of needs for various end uses, observes Persistence 
Market Research (PMR). Several of these players are focused 
on unveiling innovative services to facilitate businesses in the 
adoption of gift cards for loyalty, incentive, and reward 
programs, in a move to stay ahead of others. 

A number of players hope to capitalize on vastly emerging 
opportunities from the advent e-commerce and m-commerce 
technologies, and entering into retail partnerships, in order 
to consolidate their presence in major regions. 

Corporates and Businesses continue to drive Gifting as a 
discipline.

The growing demand for gift cards among corporates and 
businesses at large is a key factor driving the market. The 

17



SOME INSIGHTS FROM 
PERSISTENCE MARKET 

RESEARCH INTO TRENDS IN 
GIFTING ACROSS THE WORLD.

The global gift cards market is segmented based on different 
prominent types of gift cards; Universal Accepted Open 
Loop, Retail and F&B Closed Loop, Speciality Semi Closed 
Loop (in Specific, Regulated Markets)

The current valuation global gift cards market exceeds 
US$307 Bn and is projected to expand at a CAGR of 10.79% 
from 2016 to 2024. The market is predicted to reach a worth 
of US$698 Bn by the end of 2024.

Based on type of card, the universally-accepted open 
loop-gift card dominates the global market and the segment 
is projected to rise at a robust CAGR of 20.7% during the 
forecast period. The vastly rising demand for these cards, 
vis-à-vis expected decline in demand for other cards, is 
attributed to their benefits such as near-universal 
acceptability across businesses and the versatility of options 
customers and merchants have with this card. At present, 
regionally, North America dominates the global market as it 
held the major share. However, by the end of the assessment 
period, Asia Pacific (APAC) is anticipated to emerge as the 
leading market, accounting for around 33% of the global 
revenue share.

Some of the leading players operating in the global gift cards 
market are offering open and closed loop gift cards for a 
variety of needs for various end uses, observes Persistence 
Market Research (PMR). Several of these players are focused 
on unveiling innovative services to facilitate businesses in the 
adoption of gift cards for loyalty, incentive, and reward 
programs, in a move to stay ahead of others. 

A number of players hope to capitalize on vastly emerging 
opportunities from the advent e-commerce and m-commerce 
technologies, and entering into retail partnerships, in order 
to consolidate their presence in major regions. 

Corporates and Businesses continue to drive Gifting as a 
discipline.

The growing demand for gift cards among corporates and 
businesses at large is a key factor driving the market. The 
wide acceptance of gift cards among consumers is attributed 

mainly to the number of benefits these have and the versatile 
options they offer, notably acting as more compelling as cash 
benefits. World over, the soaring popularity of gift cards as 
corporate incentives is a key factor boosting the market. This 
is driven by the proposition than they are more effective than 
cash for awarding achievers in organizations, offering the 
flexibility and versatility of cash, along with the ease of use. 
Furthermore, their worldwide acceptance is fueled by them 
acting as a memorable incentive for employees, thereby 
improving the work compensation.

The wide desirability of gift card programs among businesses, 
notably among retail stores and special-service businesses, 
as potential marketing tools helps them in improving brand 
awareness and attracting new customers, apart from 
boosting sales. The advent of the electronic gift card has 
substantially reduced the options of fraud, which bodes well 
for the market.

As per the Incentives and Gift Card Council findings, for 
Corporates, the overall value, desirability, and ease of 
program administration create the real benefits.

Number one in popularity for corporate incentives, gift cards 
are more effective than cash. It is consistently indicated that 
merchandise and travel incentives were more compelling 
than cash - and in the merchandise category, gift cards were 
the most popular award items. Corporates felt they could 
build a more exciting and memorable program using gift cards 
than they could with cash. 

So how do organizations use gift cards in their incentive 
programs?
• To recognize performance 70.2%
• As sales incentives 48.6%
• As business gifts 29.3%
• As non-sales recognition awards 30.4% 
• As spot rewards 30.4%
• As service awards 27.6%
• For consumer promotions 14.9%
• As safety awards 9.9%
• As dealer incentives 9.4%
• Wellness programs 6.6%
• To start/maintain business relationships 6.1% 
• Other3%

In addition, Corporates believe that gift cards are 
remembered longer than cash awards. In short, gift cards 
provide the flexibility and versatility of cash without the 
downsides.

18



SOME INSIGHTS FROM 
PERSISTENCE MARKET 

RESEARCH INTO TRENDS IN 
GIFTING ACROSS THE WORLD.

The global gift cards market is segmented based on different 
prominent types of gift cards; Universal Accepted Open 
Loop, Retail and F&B Closed Loop, Speciality Semi Closed 
Loop (in Specific, Regulated Markets)

The current valuation global gift cards market exceeds 
US$307 Bn and is projected to expand at a CAGR of 10.79% 
from 2016 to 2024. The market is predicted to reach a worth 
of US$698 Bn by the end of 2024.

Based on type of card, the universally-accepted open 
loop-gift card dominates the global market and the segment 
is projected to rise at a robust CAGR of 20.7% during the 
forecast period. The vastly rising demand for these cards, 
vis-à-vis expected decline in demand for other cards, is 
attributed to their benefits such as near-universal 
acceptability across businesses and the versatility of options 
customers and merchants have with this card. At present, 
regionally, North America dominates the global market as it 
held the major share. However, by the end of the assessment 
period, Asia Pacific (APAC) is anticipated to emerge as the 
leading market, accounting for around 33% of the global 
revenue share.

Some of the leading players operating in the global gift cards 
market are offering open and closed loop gift cards for a 
variety of needs for various end uses, observes Persistence 
Market Research (PMR). Several of these players are focused 
on unveiling innovative services to facilitate businesses in the 
adoption of gift cards for loyalty, incentive, and reward 
programs, in a move to stay ahead of others. 

A number of players hope to capitalize on vastly emerging 
opportunities from the advent e-commerce and m-commerce 
technologies, and entering into retail partnerships, in order 
to consolidate their presence in major regions. 

Corporates and Businesses continue to drive Gifting as a 
discipline.

The growing demand for gift cards among corporates and 
businesses at large is a key factor driving the market. The 
wide acceptance of gift cards among consumers is attributed 

mainly to the number of benefits these have and the versatile 
options they offer, notably acting as more compelling as cash 
benefits. World over, the soaring popularity of gift cards as 
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BURGEONING E-COMMERCE 
PROVIDES A ROBUST FILLIP

The demand for closed loop gift cards of various types is 
expected to witness further growth in the coming years, 
coupled with the popularity of gift cards per say largely on 
the account of distribution, reach, Omni-channel 
experiences and overall universal acceptability, is a key 
factor expected to accentuate the worldwide market. A 
burgeoning retail sector, especially organized retail 
market, in a number of emerging economies in developing 
regions, notably APAC, is a prominent trend bolstering the 
demand for gift cards. The growth of retail stores and 
supermarkets in these regions has further stoked the 
demand. The ease-of-shopping brought about the wide 
popularity of m-commerce, coupled with the cheaper 
availability of internet/data plans, and the proliferation of 
mobile apps are crucial factors catalyzing the growth of 
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The advent of innovative features in gift cards is a key 
factor that is anticipated to unlock exciting opportunities 
for market players in various regions. The rise in 
discretionary spending on shopping across a burgeoning 
middle class of populations in various developing regions is 
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One of the challenges for the growth of the global gift card 
market is environmental threat associated with the 
disposability of physical gift cards. These cards are made of 
plastic and plastic polymers, the disposal of which poses 
major concerns over environmental sustainability. Plastic 
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modern world. Plastic does not break down and 
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filling up landfills. Recycling these plastic wastes and their 
management practices are still functionally inadequate. 
These environmental concerns are also driving adoption of 
e gift cards in an increasingly environmentally conscious 
world.
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COMPENSATION, SERVICE RECOVERY AND 
CLAIMS:
Another key driving force is the advent of Compensation and Claims, especially in 
highly operational and service intensive industries like Airlines and Hospitality.
Consumers in these industries have come to expect very high standards and the 
merest shortfall in these can cause severe pain.  Coupled with significant 
regulations in this space, especially in North America and Europe, the Service 
Industries needed to find an elegant way to handle such occurrences.
Top players in these segments have therefore turned to stored value “assets” and 
“compensation vouchers” to deflect and change the mood of the irate consumer! 

THE “GIFT CARD GROW-MORE EFFECT”:
With increasing demand for instant gratification across all spheres of activity, Gift 
Cards are a rising force, guaranteed to fit perfectly across myriad occasions, needs 
and use cases.

Synergise loyalty points with gift cards – foster consumer loyalty with instant, 
tangible rewards.
Corral all your Air miles and Credit Card points through alliances and allow 
consumers to seamlessly redeem them for Gift Cards in real-time.
Promotional gift cards – drive footfalls, reward consumers instantly and drive 
higher bill values.
Store credit gift cards – manage refunds elegantly, while sustaining and 
supporting consumer engagement and nurturing consumer retention.
Compensation and Service recovery “assets” and “vouchers” – deflect the mood of 
the irate consumer, letting them know that the brand cares.
Cash-back gift cards – enrich the consumer, build spend propensity.
Product Buy-back cards – Pay out the buy back value with a gift card, which can be 
used to make a fresh purchase.
Consumer Promotions, Brand Alliances, Co-Branded Channel Rewards and 
Incentives – sweat the Gift Card Asset to help build your Brand.

As per the Incentive and Gift Card Council, Gift cards are a preferred motivator in 
both the consumer and business-to-business arena. They build on the strengths of 
non- cash incentives by offering rewards that are more memorable and can be 
redeemed for merchandise or travel that recipients wouldn’t otherwise buy for 
themselves.
According to the Forum for People Performance Management and Measurement, 
managers reported non-cash reward programs are more effective for the 
following organizational objectives:

 Creating positive communication

 Increasing customer satisfaction

 Increasing profitability

 Increasing retention

 Motivating specific behaviours

 Improving customer acquisition

 Improving product quality

 Improving teamwork

 Reinforcing organizational values

Gift cards offer the power of choice, like cash, but they also have the trophy value 
of non-cash awards. The use of gift cards in incentive programs is growing and will 
continue to grow as more companies take advantage of their flexibility, ease of use, 
and low administrative costs!
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DISPLAY AND VISIBILITY

DESIGN AND PACKAGING

VISUAL MERCHANDISING

FRONT END MOTIVATION

REGULAR PROGRAM     
REVIEWS

HOW TO MAKE
YOUR GIFT CARD
PROGRAM
SUCCESSFUL

PLAN, FOCUS, INNOVATE, EXECUTE.
Get Future Ready. Think Channel-less. Think 
Consumer Convenience!

DISPLAY and VISIBILITY.
Make the Product Visible to Consumers! What’s 
visible to the eye, Sells faster! 

DESIGN and PACKAGING. 
Offer Design Options, just like you would, for 
Merchandise! Offer options for “Paid” Packaging 
just as you would, for your “Gift Wrap” service!

Retail Sales Targets:
Make the Frontlines Accountable for Sales. 
Remember, when a consumer buys a Gift Card at the 
Retail Store, he/she is paying for the Full-Face Value 
in ADVANCE!

Retail Incentives:
Award and Reward your Frontlines! Use your own 
brand’s Gift Cards and unlock their imagination 
while retaining a captive consumer audience.

Category Education and Training:
Don’t forget the JOY of GIFTING. Happy, Well 
Trained Sales People can help you take the category 
far ahead!

Reviews and Tracking Discipline: 
Make it easy, Review your Programs each Month! 
Reward and Incentivise your achievers in the Gift 
card category! 
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mainly to the number of benefits these have and the versatile 
options they offer, notably acting as more compelling as cash 
benefits. World over, the soaring popularity of gift cards as 
corporate incentives is a key factor boosting the market. This 
is driven by the proposition than they are more effective than 
cash for awarding achievers in organizations, offering the 
flexibility and versatility of cash, along with the ease of use. 
Furthermore, their worldwide acceptance is fueled by them 
acting as a memorable incentive for employees, thereby 
improving the work compensation.

The wide desirability of gift card programs among businesses, 
notably among retail stores and special-service businesses, 
as potential marketing tools helps them in improving brand 
awareness and attracting new customers, apart from 
boosting sales. The advent of the electronic gift card has 
substantially reduced the options of fraud, which bodes well 
for the market.
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AVERAGE LOAD VALUE ACROSS CATEGORIES: 
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Qwikcilver is the Pioneer and single largest end-to-end service provider 
in the pre-paid, gift card space, serving the Who’s Who of the retail and 
service industries in India, the Middle East, South East Asia regions. 
Qwikcilver today, using its robust, secure, banking-standard, transaction 
management platform, powers 9 out of every 10 gift cards and e gift 
cards sold.

Headquartered in Bangalore, India, with offices in Dubai and Singapore, 
Qwikcilver manages a value of over USD 1.59 Billion annualised GTV & 
over 835 Million volume of transactions annually. It is the definitive 
one-stop-shop for different variants of prepaid programs, digital and 
digitized gift card programs, promotion programs, loyalty programs, 
discount programs and the like. The Qwikcilver platform has been 
successfully deployed across the world at our retail partner stores and 
online. Qwikcilver offers a completely secure, banking standard, transac-
tion management platform that operates simultaneously across multi 
geographies, multi time zones and supports multi currencies in real time.

Pioneering and creating new markets requires great flexibility and 
innovation. Qwikcilver has assumed the mantle of an aggregator/ distrib-
utor partner to the brands, offering myriad gift cards and e gift card 
solutions to the marketplace using a variety of distribution channels, 
re-sellers, retail points, catalogues and the like, including its own 
consumer facing web-commerce engine www.woohoo.in  and even 
catering to consumers on the move through the innovative woohoo 
mobile app.

Want to know more about Qwikcilver? 
Visit www.qwikcilver.com 
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To experience instant joy, download Woohoo!

Available on 

Want your brand’s own Gift Card Program?
Write in to; qc.ces@qwikcilver.com

Want to know about Corporate Sales?
Write in to; corporate.sales@qwikcilver.com

International Enquiries?
Write in to; int.enq@qwikcilver.com
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Corporate Office – India:
Qwikcilver Solutions Private Limited 
111, First Floor, Brigade Manae Court, 
5th Block, Koramangala, Bangalore – 
560095

Middle East – Dubai:
Qwikcilver Solutions Private Limited
DMCC Branch, Unit No 64, DMCC 
Business Centre, 
Level No 1, Jewellery & Gemplex 3, 
Dubai, United Arab Emirates.

South East Asia – Singapore:
Qwikcilver Solutions Pte Ltd,
5 Shenton Way,
#10-01 UIC Building, 
Singapore 068808

Australia:
COMING SOON!
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