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WHY FORM THE RGCA?

Other associations do not * The RGCA was formed by retailers
advocate solely for closed ~ 'of retailers.

| it d i RGCA membership is open to
O0p gitt card proviaers. retailers, restaurants, and travel

and-entertainment merchants
whose core business is to sell

rj m products or experiences but who
also issue and offer closed loop
NBPCA gift cards. The RGCA is fully

sustained by Member dues.
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WHAT IS THE RGCA?

x Closed Loop Gift Card Retailers joining
together to:

« Be a single unified voice for closed loop
« Help shape the future of the industry

x Tackle challenges together

x Benefit from pooling resources together



MISSION STATEMENT

The Retall Gift Card Association is a
member organization of diverse, closed
loop gift card retailers with a common
commitment to promote and protect the use
of gift cards Our members follow &€ ode of
Principleswhich promote best practices
standards to help the industry grow and
shape In ways that benefit both members
and consumers.



STRATEGIC FOCUS THROUGH 2010

Research

Public Relations and Media
Government Relations

Data Aggregation and Reporting
Communication & Networking
Membership Recruitment & Retention

Will be achieved by:

X

Commissioning studies specific to closed loop gift cards

Developing campaigns to educate consumers on the benefits of closed loop
products and representing a united voice for closed loop gift card retailers.

Advocating best practices of gift card issuance and redemptions to gain
consumer confidence.

Helping to guide and shape laws relating to gift card programs in a way
that benefits both consumers and retailers.

Compiling sales data to confidentially benchmark member rankings and
business intelligence in specific channels



MEMBERSHIP BENEFITS

RGCA membership is open to retailers, restaurants, and
traveland-entertainment merchants whose core part of their business
is to sell products or experiences but who also issue and offer closed
loop gift cards.

Membership runs for 12 consecutive months.

Dues are payable within 30 days of invoice and will be prated on a monthly
basis for new members

Membership is automatically renewed and invoiced on anniversary date
unless notice is given in advance by Member.

Executive Level: $ 5,000

Associate Level: $ 2,500



RGCAViembership Benefits Leadership Executive Associate

Eligible for Board of Directors seat YES

Enhanced Industry benchmarking reports YES

Enhanced vendor rates and programs YES

Enhanced positioning on website and marketing materials YES

Three member maximum per company YES

\Voting Privileges YES YES

Right to serve as committee chair YES YES

Right to serve as subcommittee chair YES YES

Access to special research and reports YES YES

I(r::l ruriatzbn;ra ::lf)er:t:;’ijct);tss its transactional data under NDA) YES YES

Company Name included in press releases (w/approval) YES YES

[Access to RGCA.org committee area YES YES

[Two member maximum per company YES

Right to participate in subcommittees YES YES

Right to attend and participate in workshops YES YES YES
Right to use the RGCA member logo on its collateral YES YES YES
Access to RGCA preferred vendor rates and programs YES YES YES
Quarterly Newsletter YES YES YES
Inclusion in Member Directory YES YES YES
Company listed on RGCA.org Web site by level YES YES YES
[Access RGCA.org memberdy area YES YES YES
One member per company YES

*Benefits may be changed or updated by the RGCA Board based on feedback from its members



RGCA MEMBERS
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