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Deploys a Year’s Worth of Improvements in 12 Weeks

Challenge:

A Midwest bank was struggling to determine why their credit 
card portfolio was yielding only $39 in revenue per card when the 
national average and their regional peers were generating $50. They 
were also struggling to acquire new cardholders in their footprint, 
but their annual attrition rate was one of the lowest in the industry.

Key questions to be answered:
• What factors were holding down revenue?
• Was the rewards program constructed and functioning 

correctly?
• Was the product offering competitive?
• What position in the wallet did the brand hold?
• Are there factors that create hurdles for front-of-wallet usage?
• Is the program design or brand impacting card behavior?
• Is the program incenting the desired behavior?

Solution:

An extensive portfolio, rewards, and point liability analysis 
provided the answers. 

A demographic analysis was performed on their portfolio.  Using 
USPS household counts, Orasi analytics specialists performed 
a penetration analysis into the neighborhoods in the bank’s 
footprint. Household-level demographics analysis for each 
neighborhood generated neighborhood personas.

When the analysis was complete, the results determined that the 
Midwest bank was heavily penetrated into middle-to- low-income 
neighborhoods. They had very low penetration into upper income 
and more affluent neighborhoods with greater buying power. 
However, these neighborhoods had been heavily penetrated by 
their competitors.

Rewards program analysis showed that the current program 
had a much lower perceived value than that of most national 
and regional issuers. Cardholders’ ability to earn points was just 
as lucrative as other programs, but the value of earned points 
at redemption was much lower than competitors. Furthermore, 
program restrictions made redemption difficult and unsatisfying. 
The overall net CPP per dollar in purchase volume was only 53 bps. 
Though manageable, this level of reward expense was not yielding 
any benefit to the portfolio P&L and brand.

Outcome:

The issuer embarked on a new marketing strategy that spoke to 
the value of the brand and its commitment to its customers and 
the business community. Marketing efforts focused on acquisitions 
into neighborhoods that were under penetrated.  Communication 
to existing cardholders was increased to reeducate them on the 
value of the brand and card benefits.

The rewards program was rebranded and adjusted to compete 
directly with regional and national banks. The rewards catalog was 
revamped to offer a competitive offering along with appropriate 
controls to keep the program aligned with the goals of the brand 
and P&L. 

Over time, acquisition response rates increased along with front-
of-wallet migration. Average revenue increased to $46 per card, 
and attrition maintained its existing below-industry levels. At the 
same time, reward expense increased and overall P&L performance 
improved.
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Orasi Helps Midwest Bank 
Refine Loyalty Program
Revenue per Card Increased Nearly 20%
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