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Rob A
lexander joined C

apital O
ne in 1998, three years after 

the bank w
as founded. H

e served in a num
ber of leadership 

roles in the com
pany’s credit card and banking businesses. In 

2007, after directing the effort to overhaul the system
s and 

infrastructure underlying C
apital O

ne’s credit card business, he 
becam

e chief inform
ation officer. 
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C
entral to our A

I strategy —
 and w

hat m
otivates us —

 is the 
recognition that technology is driving a revolution in just about 
every industry around us. You don't have to look far to see evidence 
of that. The w

inners in banking are going to be organizations that 
are really great at technology —

 building softw
are, creating digital 

experiences, 
leveraging 

data 
and 

analytics, 
m

aking 
m

achine 
learning and A

I deliver a great custom
er experience. 
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It starts w

ith som
e of the obvious things you hear folks talking 

about w
hen it com

es to m
achine learning —

 fraud detection, credit 
risk and cybersecurity. You w

ant to be able to approve as m
any 

transactions as you can by m
aking sure you only identify fraud 

w
hen it's really very likely to happen. You w

ant to get better at 
distinguishing credit risk and lending the right am

ount of m
oney to 

the right people at the right tim
e. C

ybersecurity is a place w
here 

there is an enorm
ous opportunity to apply m

achine learning and 
A

I. The threats are constantly evolving and very sophisticated. A
I 

increases your ability to protect custom
er data and to enhance the 

security-related experiences of your custom
ers. 

M
any of those decisions are being m

ade by opaque, black-box 
neural netw

orks that don’t explain how
 an output w

as reached. Is 
m

anaging this hidden quality a factor in your approach to A
I?

W
e're focused on building capabilities around w

hat w
e call 

explainable A
I. W

e think it’s im
portant to have m

odels that aren’t 
just black-box m

odels but ones that enable us to understand w
hy 

deep learning and neural net m
odels are m

aking the decisions 
they’re m

aking. W
e're also very conscious of the ethical issues 

associated w
ith the application of m

achine learning. Financial 
services can help people achieve their dream

s, but w
hen it’s done 

poorly, an institution can get in the w
ay of som

eone’s dream
s. W

e 
take that responsibility very seriously. 
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W
e’re able to see things that look unusual and send a custom

er 
a notification in the m

om
ent. For exam

ple, w
e built a first-of-

its-kind spending tool called Second Look, w
hich uses m

achine 
learning to alert custom

ers about unusual spending patterns 
—

 double charges, a repeating charge that is higher than last 
m

onth, or a tip higher than a custom
er’s norm

. Second Look has 
saved custom

ers m
illions of dollars in unw

anted charges. This 
is A

I that tells our custom
ers w

e’re looking out for them
, w

e’ve 
got their back. W

e believe banking should be m
ore integrated 

into custom
ers’ lives and m

eet them
 in a w

ay that is accurate, 
relevant and tim

ely. O
ur goal is to bring greater hum

anity and 
sim

plicity to banking. Tow
ard that end, w

e launched Eno and 
our A

lexa skill on A
m

azon Echo —
 our text-based intelligent 

assistant and our voice experience, respectively. 
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A
s early as 2012 w

e had developers w
ho w

ere using the cloud and 
evangelizing its use. In 2015, w

e declared ourselves a cloud-first 
organization, m

eaning all new
 developm

ent w
ill be built on the 

cloud and our legacy applications w
ill m

igrate to the cloud. The 
m

ove has been resoundingly em
braced by our organization; it’s the 

key to our ability to m
ove quickly and attract great talent —

 and it 
has differentiated us from

 w
hat other financial services institutions 

are doing. W
e control our environm

ent better; w
e m

ove w
ith 

speed and agility and flexibility. A
s the cloud infrastructure evolves, 

w
e can evolve w

ith it, and w
e think that’s really pow

erful. 

AGILE IS A KEY IN
GREDIEN

T. 
H

O
W

 DID YO
U BECO

M
E AGILE? 

W
e realized in 2010 that w

e needed a technology delivery m
odel 

that w
as suited to how

 the w
orld and consum

ers w
ere changing 

—
 a faster cycle tim

e on developing new
 products and capabilities 

that fit w
ith the digital age. W

e accom
plished that by having 

people around the table w
orking together, physically present, 

w
ith the business custom

er em
bedded in that process. You get 

very granular connections of technology to the business w
hen 

you have an agile team
 that m

ight consist of several engineers, a 
scrum

 m
aster and a product ow

ner w
ho is a businessperson. You 

can see the pow
er of iterating rapidly, through tw

o-w
eek sprints 

w
ith deliverables, and hum

an-centered design incorporated into 
the process. A

ll of this leads to better, faster custom
er innovation.
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I w
as draw

n to the people and the culture, w
ith its core strategy 

around data and analytics —
 the scientific m

ethod of testing 
and learning as a w

ay to build a better business m
odel. A

fter 
school, I spent four years in the A

ir Force, w
here I w

orked on the 
developm

ent of m
issile system

s. O
ne project w

as upgrading our 
com

m
and-and-control platform

s for our nation’s IC
BM

 force. You 
had to understand the requirem

ents and how
 to upgrade w

hat 
w

as 1960s technology. Then I w
ent back to business school and 

w
orked as a consultant. But I really w

anted to join an organization 
w

here I could be part of a team
 and have an im

pact. 
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There’s an alm

ost endless opportunity to leverage m
ore data and 

to m
ake m

ore-inform
ed decisions, w

ith better context, and give 
each custom

er a differentiated experience. In m
any cases, you can 

even rethink and redesign the experience based on intelligence 
in w

ays that w
ere not anticipated. The biggest challenge for any 

institution trying to drive digital transform
ation is getting to the 

point w
here you have a critical m

ass of digital and engineering 
talent that allow

s you to attract m
ore of that talent. To do that you 

need to think about your technology operating m
odel —

 the w
ay 

you build technology that’s inclusive of the platform
s you build, 

the technologies you use, the processes involved, the speed at 
w

hich you w
ork, the productivity tools you allow

 associates to 
use. A

ll of these things w
rap around creating an attractive place 

w
here talented people w

ant to w
ork. You also need to think about 

your underlying data ecosystem
. You can hire data scientists, and 

they can com
e up w

ith a cool m
odel, but unless you have a w

hole 
data ecosystem

 upon w
hich you can w

ork, you can't really take 
advantage of the talent and technology. W

e are very m
uch about 

building that data foundation that w
ill support that leap into the 

kind of next era of m
achine learning and A

I.
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