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[HOW CAPITAL ONE SHOOK THE INDUSTRY]



From the beginning, Capital One has positioned itself as different than its competitors. In the 
early years, as big banks were focused on investments and other fi nancial services, Capital One 
looked at the data, and the data was telling founders Richard Fairbank and Nigel Morris that 
there was an untapped market to appeal to: access to credit. 

Learn how Capital One used data, technology, and marketing to change the way people viewed 
credit and dominated the market.



Data: Capital One built its business around the data it collected and analyzed. 

• Instead of shutting someone out because they didn’t have an existing history of credit, they 
used data to understand risk. Utilizing data, they were able to understand a number of ways to 
serve their customers, including actuarial risk, pay back patterns, shopping behaviors, and their        
consumers needs.

“SOME WANT AN ANNUAL FEE FOR A LOWER APR, OTHERS

WANT POINTS. SOME PEOPLE WANT A PICTURE OF THE DOG

ON THE PLASTIC CARD.”

Technology: Capital One’s key advantage was that their mindset from the beginning was  
  focused on innovation and technology.

• Capital One realized their business wasn’t in all of the services and products they offered, but in 
the technology they provided, and ultimately, how it impacted their customers’ experience.
Yes, they have branches. Yes, they provide plastic cards for your wallets, including the digital kind. 
But Capital One understands that the core of their business is in the software, data, and analytics, 
and how you bring that together to create great experiences for customers.

“OUR WHOLE EXECUTIVE TEAM IS ALIGNED AROUND THIS VIEW THAT

WE NEED TO BE TECHNOLOGY LEADERS AND
DIGITAL LEADERS IN OUR INDUSTRY TO WIN.”

Marketing: Capital One’s goal from the beginning with regards to their branding and marketing  
           was to “shock people into really taking control of their own fi nancials.

• In 2000, the founders met with a top New York agency, and they went in with the intention to get 
people thinking about “where their money was going.” This was their approach against the likes of 
JP Morgan, Chase, Citi, Mellon, and more, to make consumers think about what value their com-
pany could bring versus what others were taking for granted. It was the beginning of their famous 
tagline and what would become the face of their disruption to the market, “What’s in your wallet?

“CAPITAL ONE WAS A DISRUPTER. THEY WERE DAVID
TAKING ON GOLIATH. THEY WERE ALSO DEALING WITH A LARGELY UNAWARE 

CONSUMER MARKET WHO HAD NOT EVER THOUGHT TO
QUESTION WHAT THE BIG BANKS WERE DOING FOR CENTURIES.”


