
How can a financial institution target dormant cardholders and convince them to start spending 

with their cards again? The answer: Have TSYS® design a program that identifies the right 

cardholder segments – and then use insights gained to provide those cardholders with a 

compelling and enhanced rewards program.

The Challenge 
TSYS consulted with a leading regional financial institution 
(FI) in the Southeastern U.S. on how to increase cardholder 
spend and reward program usage among cardholders 
who had been dormant for a year or longer. The FI also 
looked to TSYS to provide a recommendation based 
on insights and analytics on which specific cardholder 
segments to target.
 
Success Story
Leveraging the team’s insights and analytics expertise, 
TSYS evaluated the FI’s current program performance and 
suggested a promotional campaign targeting a segment 
of cardholders who were not utilizing their card for 
purchases at gas stations. Collaboratively, the FI and TSYS 

designed a campaign to entice cardholders by offering 
them the ability to earn three times the reward points 
on qualifying purchases associated with the merchant 
category code (MCC) for gas. Using insights and analytics, 
TSYS recommended targeting two cardholder segments 
with the new promotion: Cardholder accounts that did not 
include a gas purchase within the previous 90 days and 
inactive accounts.

Next, TSYS designed an integrated marketing campaign 
that included sending cardholders a letter with an 
advertisement for a triple-points offer on the outside 
to encourage a higher open rate. The communications 
reminded cardholders to visit the FI’s rewards website to 
redeem their points. 

Increasing Cardholder Engagement Through a Targeted 
Spend Campaign 
Leveraging cardholder insights and analytics to identify dormant card accounts and 
reengage those cardholders by providing an attractive promotional rewards offer.
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Fourteen percent of targeted accounts were stimulated



Ultimately, the FI achieved its goal. The campaign reengaged 
4.2 percent of dormant accounts and reengaged 17.1 percent 
of accounts absent a gas purchase in the previous 90 days. Gas 
spending on those reengaged accounts averaged $126 during 
the eight-week promotional period, while overall spending 
across all MCCs increased by $121 compared to the 90-day 
period before the campaign started. After the promotion ended, 
60 percent of reengaged cardholders continued to make gas 
purchases on their cards for up to another 90 days. 

The success of the eight-week promotion has convinced 
the FI to continue working with TSYS on broader cardholder 
reengagement programs. “We are extremely satisfied with the 
results of the comprehensive program that TSYS provided – from 
insights and analytics to program design and management,” 
the client says. “With 
such program results, 
we plan to roll out a 
similar program for 
our entire cardholder 
portfolio.”
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to learn more 

about the TSYS Digital Experience,  contact us at +1.678.297.4347 or loyaltyinfo@tsys.com.
You can also visit us at tsys.com/loyalty.
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“The campaign reengaged 4.2 percent of dormant 
accounts and reengaged 17.1 percent of accounts absent 

a gas purchase in the previous 90 days.”

“With such program results, we plan to roll out a similar 
program for our entire cardholder portfolio.” 


