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THE
PROBLEM

Capital One had a bad homepage.

A vast majority of web traffic went
direct from targeted ads to application
page, the homepage itself served little
acquisitional purpose and so became a
neglected afterthought.

When Capital One rebranded in 2019, the
homepage was reskinned, but content
remained like for like. There was no time
for anything extra.

In 2020, more investment was made into
Capital One's look and feel. Content was
updated on the homepage to reflect a
TV campaign, and copy was updated to
reflect a new Tone of Voice.

We had also started commissioning our
own photography, so we had an image
bank to choose from, but this most
recent entity was still lacking.

Product Design was never given the time
frame or freedom to address the page in
its entirety. Updates were slap dash and

unloved.
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CONTEXT +
RESEARCH

Then, in 2021, an opportunity presented
itself. Capital One was about to offer a new
promotion and it was to be reflected on the
homepage. Product Design team dove head
first into the challenge:

Within 2 weeks, a
completely new
homepage had to be
designed.

Product Design split into 5 teams; each
containing at least 1 UX designer, 1Ul
designer and 1 copywriter.

We all knew Capital One's USPs, plus with our
combined expertise we knew what our most

compelling messages would be, and what to

prioritise.

My team started with rapid competitor
research, looking for visual trends and for
general inspiration.
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HIGH-FID
WIREFRAME
ITERATION

Then came high-fidelity wireframes. We
were given the freedom to be truly exciting;
revamp the homepage in a way we knew
would read and look impressive.

The teams reconvened every few days for
feedback workshops. Each team would go

away to independently develop their routes.

| acted as Ul designer for my team.
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Ul
REFINEMENT

Ultimately, | selected the strongest elements

from each design route and combined them into
asingle, unified concept. My role was to take this
“Frankenstein” of best ideas and craft a page that felt
consistent, clear, and cohesive.

| stayed within brand guidelines
but whilst breaking free from
our usual legacy component
constraints. (Capital One's risk-
averse, tech-poor environment
has often forced that in the
past.)

This was my chance to create something fresh and set
a new visual standard for the site.

| focused on thoughtful use of colour, fully leveraging
our new photography, and—most importantly—refining
component spacing so that an information-dense
page felt engaging rather than dull or intimidating.
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FINAL
TAKEAWAYS

One week post release:

“Some early results for
R R the homepage (and re-
(Product intentionally avoided

external marketing to see how the new la ted email Campaign)
homepage performed on its own). § § N

e - coming in... and it looks
The outcome showed thaF w.|t.h aligned S 7 a
stakeholders and clear priorities, l'ke we ve effectlvely

Prodgct Design can move qu!ckly,.
e doubled the number of
Not only did we see stronger aCCOun ts the homepage

conversion, but we also disproved the /]
belief that rapid updates are too risky. ‘x/ ld m lly b k
We demonstrated that Product Design Ou nor a OO ¢

can work at pace and be trusted to .. . .
deliver great results. - GP, Digital Design Director

Mobile
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THANK YOU

For more information about these projects or other work, feel free to contact me
samantha.roberts.nn@gmail.com linkedin.com/in/samrobertsnn
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