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Select Performance Indicators 

Explain Variability 

• Identify performance 
drivers 

• Correlate drivers with 
variability 

Detect Variability 

• Drill down to detailed 
segmentation 

• Isolate variability 

• Define program 
• Define structured tests 
• Rollout 

• Hypothesize cause and 
effect 

• Evaluation 

Act from Variability 

Learn from Variability 
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THE BEHAVIOR OF COST - THE CASE OF BUSINESS DATA SERVICES 

Figure by MIT OCW. 
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OPERATIONAL EFFECTIVENESS: ADAPTIVE FEEDBACK USING GRANULAR METRICS 
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CustomersCustomers’’ targeting behaviors
targeting behaviors

BehaviorsBehaviors Typical competitorsTypical competitors Capital OneCapital One
zz OfferOffer 5,000 products5,000 products75 products75 products
zz Test/yTest/yearear 3030 15,00015,000
zz Service tierService tier 44 1313
zz KeKeyy metricmetric ROE, DelinquencyROE, Delinquency NPVNPV
zz TargetsTargets High response likelihoodHigh response likelihood High NPV potentialHigh NPV potential
zz Solicitations/ySolicitations/yearear 50 million50 million 400 million400 million
zz Segmentation frequencSegmentation frequencyy BiannualBiannual OngoingOngoing
zz Risk orientationRisk orientation Risk averseRisk averse Price for riskPrice for risk
zz Data sourcesData sources 8080 50,00050,000
zz Staff analyStaff analysststs 2020 150150



Capital OneCapital One-- achieving a Total Customer Solutions throughachieving a Total Customer Solutions through 
Customer TargetingCustomer Targeting
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