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Focus of Today’s DiscussionFocus of Today’s Discussion

Individual Consumers

Small Business Owners

Middle Market Companies

Large Corporations

Individual Consumers

Small Business Owners

Middle Market Companies

Large Corporations
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Charge Volume GrowthCharge Volume Growth
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Charge Volume GrowthCharge Volume GrowthCharge Volume Growth
Total Growth by Product Type: FY 2005 vs. FY 2002Total Growth by Product Type: FY 2005 vs. FY 2002

+100%+100%

Proprietary 
Lending 
Products

Proprietary 
Lending 
Products

+85%+85%

Co Brand 
Products
Co Brand 
Products

+43%+43%

Charge 
Card 

Products

Charge 
Card 

Products
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Charge Volume GrowthCharge Volume GrowthCharge Volume Growth

+72%+72%

Small 
Business

Small 
Business

+49%+49%

ConsumerConsumer

Total Growth by Customer Segment: FY 2005 vs. FY 2002Total Growth by Customer Segment: FY 2005 vs. FY 2002



7

Charge Volume GrowthCharge Volume GrowthCharge Volume Growth
Select Industries: YTD 9/30/05 vs. YTD 9/30/04 Select Industries: YTD 9/30/05 vs. YTD 9/30/04 

DrugstoreDrugstoreDrugstoreCar RentalCar RentalCar Rental

Traditional RestaurantsTraditional RestaurantsTraditional Restaurants
Specialty RetailSpecialty RetailSpecialty RetailCruiseCruiseCruise
SupermarketSupermarketSupermarketLodgingLodgingLodging

Mail OrderMail OrderMail OrderAirAirAir

B2BB2BB2B
Internet Retail Internet Retail Internet Retail OilOilOil

Quick Serve RestaurantsQuick Serve RestaurantsQuick Serve RestaurantsHealthcareHealthcareHealthcare

GovernmentGovernmentGovernmentHome Goods / ImprovementHome Goods / ImprovementHome Goods / Improvement
TelecomTelecomTelecomEntertainmentEntertainmentEntertainment

17% 
Growth

17% 
Growth

Average GrowthAverage Growth

12% 
Growth

12% 
Growth



8

Drivers of Charge Volume Growth: 2003 - 2005Drivers of Charge Volume Growth: 2003 - 2005

New Card Acquisition

Higher Average Spend per Account

Advances in Coverage

New Card Acquisition

Higher Average Spend per Account

Advances in Coverage
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New Cardmember AcquisitionNew Cardmember AcquisitionNew Cardmember Acquisition

31.1MM31.1MM

37.5MM37.5MM
+6.4MM+6.4MM

1/1/20031/1/2003 12/31/200512/31/2005

U.S. Card Services: Cards in ForceU.S. Card Services: Cards in Force
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New Card Acquisition

Higher Average Spend per Account

Advances in Coverage

New Card Acquisition

Higher Average Spend per Account

Advances in Coverage

Drivers of Charge Volume Growth: 2003 - 2005Drivers of Charge Volume Growth: 2003 - 2005
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Growth in Average Spend per AccountGrowth in Average Spend per AccountGrowth in Average Spend per Account

ConsumerConsumer +$2,000+$2,000+$2,000

Small BusinessSmall Business +$9,000+$9,000+$9,000

Total Growth by Customer Segment: FY 2005 vs. FY 2002Total Growth by Customer Segment: FY 2005 vs. FY 2002
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Growth in Average Spend per AccountGrowth in Average Spend per AccountGrowth in Average Spend per Account

+63%+63%

OPEN 
Charge
OPEN 

Charge
+40%+40%

Consumer  
Lending

Consumer  
Lending

OPEN
Lending
OPEN

Lending

+97%+97%

Consumer 
Charge

Consumer 
Charge

+43%+43%

Total Growth by Product Type: FY 2005 vs. FY 2002Total Growth by Product Type: FY 2005 vs. FY 2002
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Growth in Average Spend per AccountGrowth in Average Spend per AccountGrowth in Average Spend per Account

+$75K+$75K

+$7K+$7K+$10K+$10K

+$16K+$16K

Total Growth by Premium Product: FY 2005 vs. FY 2002Total Growth by Premium Product: FY 2005 vs. FY 2002



15

'



16

Drivers of Charge Volume Growth: 2003 - 2005Drivers of Charge Volume Growth: 2003 - 2005

New Card Acquisition

Higher Average Spend per Account

Advances in Coverage

New Card Acquisition

Higher Average Spend per Account

Advances in Coverage
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Other 
Co Brand 4%

Other 
Co Brand 4%

Blue 
Family

27%

Blue 
Family

27%

Lending 
on Charge

23%

Lending 
on Charge

23%
Delta
16%

Delta
16%

Optima 
Products 14%

Optima 
Products 14%

Other 
Lending 6%

Other 
Lending 6%

Costco
10%

Costco
10%

12/31/0512/31/05

Managed Cardmember LoansManaged Managed CardmemberCardmember LoansLoans

Total = 
$46B

On a GAAP basis, total loans were $24.8B, which were comprised oOn a GAAP basis, total loans were $24.8B, which were comprised of: Proprietary Lending (Blue Family, Optima Products, Other Lendf: Proprietary Lending (Blue Family, Optima Products, Other Lending) = 53%; Co Brand (Costco, ing) = 53%; Co Brand (Costco, 
Delta, Other Co Brand) = 27%; and Lending on Charge = 20%.Delta, Other Co Brand) = 27%; and Lending on Charge = 20%.
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MomentumMomentum

Q3/Q4 New Cardmember Acquisition
– Best two quarters of three year period

Q4 Charge Volume
– Exceeded past record by $6.6B

Attrition
– 155bp improvement vs. FY 2002

Q3/Q4 New Q3/Q4 New CardmemberCardmember AcquisitionAcquisition
–– Best two quarters of three year periodBest two quarters of three year period

Q4 Charge VolumeQ4 Charge Volume
–– Exceeded past record by $6.6BExceeded past record by $6.6B

AttritionAttrition
–– 155bp improvement vs. FY 2002155bp improvement vs. FY 2002

20052005
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MomentumMomentum

Charge Volume Growth
– Growing over strong 2004 and 2003 

Managed Cardmember Loans*
– +$6B vs. 2004

Average Transaction Size
– Up vs. 2003 – 2005 CAGR

Charge Volume GrowthCharge Volume Growth
–– Growing over strong 2004 and 2003 Growing over strong 2004 and 2003 

Managed Managed CardmemberCardmember Loans*Loans*
–– +$6B vs. 2004+$6B vs. 2004

Average Transaction SizeAverage Transaction Size
–– Up vs. 2003 Up vs. 2003 –– 2005 CAGR2005 CAGR

200520052005

Charge Volume GrowthCharge Volume GrowthCharge Volume Growth

*On a GAAP basis, U.S. Card Services added $5.2B*On a GAAP basis, U.S. Card Services added $5.2B in in CardmemberCardmember Loans in 2005 vs. 2004.Loans in 2005 vs. 2004.
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Share and Financial OutcomesShare and Financial Outcomes

Share gain in consumer segment*

5 times larger than next issuing competitor in 
small business segment**

Revenue growth of 10%***

Net income growth of 16%***

Share gain in consumer segment*

5 times larger than next issuing competitor in 
small business segment**

Revenue growth of 10%***

Net income growth of 16%***

* Source: The * Source: The NilsonNilson Report; based on data as of 9/30/05 vs. data as of 12/31/02Report; based on data as of 9/30/05 vs. data as of 12/31/02
** Source: The ** Source: The NilsonNilson Report; based on full year 2004 dataReport; based on full year 2004 data
*** CAGR 2002 *** CAGR 2002 –– 2005; on a GAAP basis, revenue increased at a CAGR of 11%2005; on a GAAP basis, revenue increased at a CAGR of 11%
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Business model advantages

Focus on Return on Capital levers

Business model advantages

Focus on Return on Capital levers

Return on Capital = ~40%Return on Capital = ~40%

Return on CapitalReturn on Capital

Return on Capital = Net Income for consumer card and OPEN (smallReturn on Capital = Net Income for consumer card and OPEN (small business) products / U.S. Card Services operating segment capitbusiness) products / U.S. Card Services operating segment capital that al that 
is allocated to these products.is allocated to these products.
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Components of Return on CapitalComponents of Return on Capital

Return 
on 

Capital

Return 
on 

Capital

Revenue / 
Assets

Revenue / 
AssetsYieldYield

Assets / 
Equity

Assets / 
EquityLeverageLeverage

Income / 
Revenue
Income / 
RevenueMarginMargin
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Components of Return on Capital: YieldComponents of Return on Capital: Yield

Spend-centric model

Spend velocity

Reducing AR days

More variable pricing

Investment optimization

Spend-centric model

Spend velocity

Reducing AR days

More variable pricing

Investment optimization
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Components of Return on Capital:  
Leverage
Components of Return on Capital:  
Leverage

Business risk

Portfolio mix

Business risk

Portfolio mix
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Balance Sheet OptimizationBalance Sheet Optimization

MigrateMigrate

SunsetSunset

SellSell

Higher ReturnHigher Return Lower ReturnLower Return

Higher 
Growth
Higher 
Growth

Lower 
Growth
Lower 
Growth
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Components of Return on Capital: MarginComponents of Return on Capital: Margin

Reengineering

Six Sigma

Expense management

Reengineering

Six Sigma

Expense management
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Marketplace PerspectiveMarketplace PerspectiveMarketplace Perspective

Industry Challenges
– Acquisition
– Lower APRs
– Consolidation

AXP Challenges
– Coverage
– Airline industry troubles
– Reengineering capacity

…  and for all, ability to grow share organically.

Industry ChallengesIndustry Challenges
–– AcquisitionAcquisition
–– Lower APRsLower APRs
–– ConsolidationConsolidation

AXP ChallengesAXP Challenges
–– CoverageCoverage
–– Airline industry troublesAirline industry troubles
–– Reengineering capacityReengineering capacity

…  and for all, ability to grow share organically…  and for all, ability to grow share organically..

200320032003
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Marketplace PerspectiveMarketplace Perspective

MasterCard IPO
Integration Activities
– Bank of America/MBNA
– Capital One/Hibernia
– WAMU/Providian

Strategy Changes
– JP Morgan Chase targeting less creditworthy 

prospects
– Capital One focusing less on card receivables

MasterCard IPO
Integration Activities
– Bank of America/MBNA
– Capital One/Hibernia
– WAMU/Providian

Strategy Changes
– JP Morgan Chase targeting less creditworthy 

prospects
– Capital One focusing less on card receivables

Today: Industry ChallengesToday: Industry ChallengesToday: Industry Challenges
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Marketplace PerspectiveMarketplace Perspective

Visa/MC conversions to Signature/World Card 
platforms

Greater percentage of solicitations with 
rewards

More issuers pursuing small businesses

VISA Incentive Network

Visa/MC conversions to Signature/World Card 
platforms

Greater percentage of solicitations with 
rewards

More issuers pursuing small businesses

VISA Incentive Network

Today: Challenges to AXP U.S. Card ServicesToday: Challenges to AXP U.S. Card ServicesToday: Challenges to AXP U.S. Card Services
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Leveraging Core StrengthsLeveraging Core Strengths

Spend-centric model

Closed-loop network

Superior risk and information capabilities

Marketing prowess

Spend-centric model

Closed-loop network

Superior risk and information capabilities

Marketing prowess
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U.S. Spend FY 2004U.S. Spend FY 2004U.S. Spend FY 2004

The Upside OpportunityThe Upside OpportunityThe Upside Opportunity

AXP U.S. 
Card 

Services

4%

AXP U.S. 
Card 

Services

4%

Source: The Source: The NilsonNilson Report and AXP reports.Report and AXP reports.

Non-AXP

96%

Non-AXP

96%
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The Upside OpportunityThe Upside Opportunity

% of Plastic Penetration% of Plastic Penetration

< 40%< 40%U.S. ConsumerU.S. Consumer

< 10%< 10%Global Middle MarketGlobal Middle Market

< 25%< 25%International ConsumerInternational Consumer

Source: 2004/2005 internal data and The Nilson Report.Source: 2004/2005 internal data and The Nilson Report.

< 15%< 15%U.S. Small BusinessU.S. Small Business
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Drivers of U.S. Card GrowthDrivers of U.S. Card Growth

1. Focused Strategy

2. Tried and True

3. Integration Power

1. Focused Strategy

2. Tried and True

3. Integration Power
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A Focused StrategyA Focused StrategyA Focused Strategy

High 
Average 

Spending

High High 
Average Average 

SpendingSpending

Investments
in Premium

Value

InvestmentsInvestments
in Premiumin Premium

ValueValue

Premium 
Economics
Premium Premium 

EconomicsEconomics
Attractive 

Customer Base
Attractive Attractive 

Customer BaseCustomer Base
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Drivers of U.S. Card GrowthDrivers of U.S. Card Growth

1. Focused Strategy

2. Tried and True

3. Integration Power

1. Focused Strategy

2. Tried and True

3. Integration Power
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The Tried and True: RewardsThe Tried and True: RewardsThe Tried and True: Rewards
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The Tried and True: RewardsThe Tried and True: Rewards
1/1/03 – 12/31/051/1/03 1/1/03 –– 12/31/05

A  m  e  r  i  c a  n   E  x  p  r  e  s  s®A  m  e  r  i  c a  n   E  x  p  r  e  s  s®

Partners

Cards in Force enrolled 

Spend earning MR points*

Improvement in A/R Days*

Partners

Cards in Force enrolled 

Spend earning MR points*

Improvement in A/R Days*

+50%

+57%

+77%

Consumer: 2.5 days

OPEN: 1.2 days

+50%

+57%

+77%

Consumer: 2.5 days

OPEN: 1.2 days
*Full Year 2005 vs. Full Year 2002.*Full Year 2005 vs. Full Year 2002.
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The Tried and True: PartnershipsThe Tried and True: PartnershipsThe Tried and True: Partnerships
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The Tried and True: UpsellingThe Tried and True: UpsellingThe Tried and True: Upselling
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The Tried and True: UpsellingThe Tried and True: UpsellingThe Tried and True: Upselling
U.S. Consumer Spend per Account: 2005U.S. Consumer Spend per Account: 2005U.S. Consumer Spend per Account: 2005

100100

Green*Green* GoldGold PlatinumPlatinum CenturionCenturion

178178

594594

3,8633,863

* Indexed to 100.* Indexed to 100.
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The Tried and True: Deepening RelationshipsThe Tried and True: Deepening RelationshipsThe Tried and True: Deepening Relationships
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The Tried and True: Additional InitiativesThe Tried and True: Additional Initiatives

Expanding merchant coverage

Continuing to increase everyday spend

Expanding merchant coverage

Continuing to increase everyday spend



49

Drivers of U.S. Card GrowthDrivers of U.S. Card Growth

1. Focused Strategy

2. Tried and True

3. Integration Power

1. Focused Strategy

2. Tried and True

3. Integration Power
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Integration PowerIntegration PowerIntegration Power

InnovationInnovation CapabilitiesCapabilities

Business 
Transformation

Business 
Transformation

Marketing StrengthMarketing Strength



51

Marketing Strength: JetBlue Co BrandMarketing Strength: JetBlue Co BrandMarketing Strength: JetBlue Co Brand
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Marketing Strength: Contactless PaymentsMarketing Strength: Marketing Strength: ContactlessContactless PaymentsPayments
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Marketing Strength: New ProductsMarketing Strength: New ProductsMarketing Strength: New Products
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Integration PowerIntegration PowerIntegration Power
Marketing StrengthMarketing Strength

WebsiteWebsiteInnovationInnovation CapabilitiesCapabilities

Business 
Transformation

Business 
Transformation
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Website: New Cardmember AcquisitionWebsite: New Cardmember AcquisitionWebsite: New Cardmember Acquisition

Internet
23%

Internet
23%

New Cards Acquired 2005New Cards Acquired 2005New Cards Acquired 2005

All Other 
Channels
All Other 
Channels
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Website: Pay by ComputerWebsite: Pay by Computer
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Website: Membership Rewards RedemptionWebsite: Membership Rewards Redemption
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Website: RedesignWebsite: Redesign
New HomepageNew Homepage
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Website: Membership Rewards as PaymentWebsite: Membership Rewards as Payment
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Integration PowerIntegration PowerIntegration Power

Risk and 
Information 

Management

Risk and 
Information 

Management

Marketing StrengthMarketing Strength

WebsiteWebsite
InnovationInnovation CapabilitiesCapabilities

Business 
Transformation

Business 
Transformation
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Evolution of Information ManagementEvolution of Information Management

Before

Basic analytics

Basic modeling

List production

Marketing database

Before

Basic analytics

Basic modeling

List production

Marketing database

Today

Wide range of analytics 

Development of enabling 
capabilities

New MIS

Integration of all 
databases

Today

Wide range of analytics 

Development of enabling 
capabilities

New MIS

Integration of all 
databases
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Information Management AdvancesInformation Management Advances

New prospecting models

New cardmember matching logic

More surgical marketing

Leveraging closed loop

New prospecting models

New cardmember matching logic

More surgical marketing

Leveraging closed loop
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Risk and Information ManagementRisk and Information Management
Share of WalletShare of Wallet

$ (000)$ (000)

00

5050

100100

150150

200200

250250

Customer 1Customer 1 Customer 2Customer 2

$30K$30K

$220K$220K
$3K$3K

Spend  on AXP CardSpend  on AXP Card Spend on Competitor PlasticSpend on Competitor Plastic Spend on Cash, Check and DebitSpend on Cash, Check and Debit

$30K$30K
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Integration PowerIntegration PowerIntegration Power

Risk and 
Information 

Management

Risk and 
Information 

Management

InnovationInnovation CapabilitiesCapabilities

Business 
Transformation

Business 
Transformation

Marketing StrengthMarketing Strength

WebsiteWebsite
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Recurring PaymentsRecurring PaymentsRecurring Payments
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End to End ProcessesEnd to End Processes

4X
Capacity

4X4X
CapacityCapacityMarketing ProcessMarketing ProcessMarketing Process

80% of 
Applications

80% of 80% of 
ApplicationsApplications

New ApplicationsNew ApplicationsNew Applications

70% 
Faster
70% 70% 

FasterFaster

IncreasingIncreasingIncreasingLine of Credit 
Changes
Line of Credit Line of Credit 
ChangesChanges

Direct MarketingDirect MarketingDirect Marketing
25% Reduced

Costs
25% Reduced25% Reduced

CostsCosts

System DecisionsSystem DecisionsSystem Decisions

List Execution 
Process

List Execution List Execution 
ProcessProcess

Made in Real TimeMade in Real TimeMade in Real Time

RedesignRedesignRedesign
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Training TimeTraining TimeTraining Time 30%  Reduced30%  Reduced30%  Reduced

CasesCasesCases

Rep SatisfactionRep SatisfactionRep Satisfaction

End to End ProcessesEnd to End ProcessesEnd to End Processes
CollectionsCollectionsCollections 40% Reduced40% Reduced40% Reduced

ImprovingImprovingImproving

CostsCostsCosts

Customer Service 
Training
Customer Service Customer Service 
TrainingTraining

33% Reduced33% Reduced33% Reduced

CostsCostsCosts 15% Reduced15% Reduced15% Reduced
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Lending on Charge: OPEN OpportunityLending on Charge: OPEN OpportunityLending on Charge: OPEN Opportunity

ConsumerConsumer OPENOPEN

Consumer Penetration Indexed to 100Consumer Penetration Indexed to 100

Percent of Customer Base Enrolled in Lending on ChargePercent of Customer Base Enrolled in Lending on Charge
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Reducing FraudReducing Fraud

Fraud 
Detection 
Models

Fraud 
Detection 
Models

Authorization 
System

Authorization 
System

Full 
Merchant 
Database

Full 
Merchant 
Database

Full 
Cardmember

Database

Full 
Cardmember

Database
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Reducing Point of Sale DisruptionsReducing Point of Sale Disruptions

25%25% # of 
Disruptions
# of 
Disruptions

40%40% $s 
Disrupted
$s 
Disrupted
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No Pre-set Spending LimitNo Pre-set Spending Limit

No set line of credit

Each transaction is underwritten

Designed to drive spending

No set line of credit

Each transaction is underwritten

Designed to drive spending
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AppendixAppendix
Additional InformationAdditional Information

On a managed basis, in the three-year period ending in 2005, 
cardmember loans for the U.S. Card Services operating segment 
increased by $13.5B or a compounded annual growth rate of 12%.

On a GAAP basis, in the three-year period ending in 2005, 
cardmember loans for the U.S. Card Services operating segment 
increased by $9 billion or a compounded annual growth rate of 16%.

On a managed basis, in the three-year period ending in 2005, 
cardmember loans for the U.S. Card Services operating segment 
increased by $13.5B or a compounded annual growth rate of 12%.

On a GAAP basis, in the three-year period ending in 2005, 
cardmember loans for the U.S. Card Services operating segment 
increased by $9 billion or a compounded annual growth rate of 16%.
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NOTE RELATING TO NON-GAAP FINANCIAL DISCLOSURES
This presentation contains certain non-GAAP financial disclosures, including the Company’s pro forma return on equity, as well as 
information that is reported on a "managed" basis.  Managed basis assumes no securitization transactions, i.e., all securitized loans 
and related income effects are reflected as if they were in the Company's balance sheet and income statement, respectively.  
Information relating to comparable GAAP financial measures may be found on the relevant slides both attached hereto and located on 
American Express Company's investor relations website at http://ir.americanexpress.com.
INFORMATION RELATING TO FORWARD LOOKING STATEMENTS
This presentation includes forward-looking statements, which are subject to risks and uncertainties.  The words “believe,” 
“expect,” “anticipate,” “optimistic,” “intend,” “plan,” “aim,” “will,” “may,” “should,” “could,” “would,” “likely,” and similar 
expressions are intended to identify forward-looking statements.  Readers are cautioned not to place undue reliance on 
these forward-looking statements, which speak only as of the date on which they are made.  The Company undertakes no 
obligation to update or revise any forward-looking statements.  Factors that could cause actual results to differ materially 
from these forward-looking statements include, but are not limited to, the following: the Company’s assumption that the full 
year 2005 final results will demonstrate that it gained share compared to its competitors with respect to card billed business volumes 
in the United States and internationally;  the Company’s ability to generate sufficient net income to achieve a return on equity on a 
GAAP basis of 28% to 30%;  the Company’s ability to grow its business and meet or exceed its return on shareholders’ equity target 
by reinvesting approximately 35% of annually-generated capital, and returning approximately 65% of such capital to shareholders, 
over time, which will depend on the Company’s ability to manage its capital needs and the effect of business mix, acquisitions and 
rating agency requirements; consumer and business spending on the Company’s credit and charge card products and Travelers 
Cheques and other prepaid products and growth in card lending balances, which depend in part on the ability to issue new and 
enhanced card and prepaid products, services and rewards programs, and increase revenues from such products, attract new 
cardmembers, reduce cardmember attrition, capture a greater share of existing cardmembers’ spending, sustain premium discount 
rates on its card products in light of regulatory and market pressures, increase merchant coverage, retain cardmembers after low
introductory lending rates have expired, and expand the Global Network & Merchant Services business; the Company’s ability to 
introduce new products, reward program enhancements and service enhancements on a timely basis during 2006; the success of the 
Global Network & Merchant Services business in partnering with banks in the United States, which will depend in part on the extent to 
which such business further enhances the Company’s brand, allows the Company to leverage its significant processing scale, 
expands merchant coverage of the network, provides Global Network & Merchant Services’ bank partners in the United States the 
benefits of greater cardmember loyalty and higher spend per customer, and merchant benefits such as greater transaction volume 
and additional higher spending customers; the continuation of favorable trends, including increased travel and entertainment 

(CONTINUED)

NOTE RELATING TO NON-GAAP FINANCIAL DISCLOSURES
This presentation contains certain non-GAAP financial disclosures, including the Company’s pro forma return on equity, as well as 
information that is reported on a "managed" basis.  Managed basis assumes no securitization transactions, i.e., all securitized loans 
and related income effects are reflected as if they were in the Company's balance sheet and income statement, respectively.  
Information relating to comparable GAAP financial measures may be found on the relevant slides both attached hereto and located on 
American Express Company's investor relations website at http://ir.americanexpress.com.
INFORMATION RELATING TO FORWARD LOOKING STATEMENTS
This presentation includes forward-looking statements, which are subject to risks and uncertainties.  The words “believe,” 
“expect,” “anticipate,” “optimistic,” “intend,” “plan,” “aim,” “will,” “may,” “should,” “could,” “would,” “likely,” and similar 
expressions are intended to identify forward-looking statements.  Readers are cautioned not to place undue reliance on 
these forward-looking statements, which speak only as of the date on which they are made.  The Company undertakes no 
obligation to update or revise any forward-looking statements.  Factors that could cause actual results to differ materially 
from these forward-looking statements include, but are not limited to, the following: the Company’s assumption that the full 
year 2005 final results will demonstrate that it gained share compared to its competitors with respect to card billed business volumes 
in the United States and internationally;  the Company’s ability to generate sufficient net income to achieve a return on equity on a 
GAAP basis of 28% to 30%;  the Company’s ability to grow its business and meet or exceed its return on shareholders’ equity target 
by reinvesting approximately 35% of annually-generated capital, and returning approximately 65% of such capital to shareholders, 
over time, which will depend on the Company’s ability to manage its capital needs and the effect of business mix, acquisitions and 
rating agency requirements; consumer and business spending on the Company’s credit and charge card products and Travelers 
Cheques and other prepaid products and growth in card lending balances, which depend in part on the ability to issue new and 
enhanced card and prepaid products, services and rewards programs, and increase revenues from such products, attract new 
cardmembers, reduce cardmember attrition, capture a greater share of existing cardmembers’ spending, sustain premium discount 
rates on its card products in light of regulatory and market pressures, increase merchant coverage, retain cardmembers after low
introductory lending rates have expired, and expand the Global Network & Merchant Services business; the Company’s ability to 
introduce new products, reward program enhancements and service enhancements on a timely basis during 2006; the success of the 
Global Network & Merchant Services business in partnering with banks in the United States, which will depend in part on the extent to 
which such business further enhances the Company’s brand, allows the Company to leverage its significant processing scale, 
expands merchant coverage of the network, provides Global Network & Merchant Services’ bank partners in the United States the 
benefits of greater cardmember loyalty and higher spend per customer, and merchant benefits such as greater transaction volume 
and additional higher spending customers; the continuation of favorable trends, including increased travel and entertainment 

(CONTINUED)
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spending, and the overall level of consumer confidence; successfully cross-selling financial, travel, card and other products and 
services to the Company’s customer base, both in the United States and abroad; the Company’s ability to generate sufficient 
revenues for expanded investment spending, and the ability to capitalize on such investments to improve business metrics; the costs 
and integration of acquisitions; the success, timeliness and financial impact (including costs, cost savings and other benefits 
including increased revenues), and beneficial effect on the Company’s operating expense to revenue ratio, both in the short-term 
and over time, of reengineering initiatives being implemented or considered by the Company, including cost management, structural 
and strategic measures such as vendor, process, facilities and operations consolidation, outsourcing (including, among others, 
technologies operations), relocating certain functions to lower-cost overseas locations, moving internal and external functions to the 
Internet to save costs, and planned staff reductions relating to certain of such reengineering actions; the Company’s ability to
generate at least $1 billion in benefits from its reengineering initiatives in 2006; the Company’s ability to control and manage
operating, infrastructure, advertising and promotion expenses as business expands or changes, including the ability to accurately 
estimate the provision for the cost of the Membership Rewards program; the Company’s ability to manage credit risk related to 
consumer debt, business loans, merchant bankruptcies and other credit trends and the rate of bankruptcies, which can affect 
spending on card products, debt payments by individual and corporate customers and businesses that accept the Company’s card 
products and returns on the Company’s investment portfolios; bankruptcies, restructurings or similar events affecting the airline or 
any other industry representing a significant portion of the Company’s billed business, including any potential negative effect on 
particular card products and services and billed business generally that could result from the actual or perceived weakness of key 
business partners in such industries; the triggering of obligations to make payments to certain co-brand partners, merchants, 
vendors and customers under contractual arrangements with such parties under certain circumstances; a downturn in the 
Company’s businesses and/or negative changes in the Company’s and its subsidiaries’ credit ratings, which could result in 
contingent payments under contracts, decreased liquidity and higher borrowing costs; risks associated with the Company’s 
agreements with Delta Air Lines to prepay $350 million for the future purchases of Delta SkyMiles rewards points; fluctuations in 
foreign currency exchange rates; fluctuations in interest rates, which impact the Company’s borrowing costs, return on lending 
products; accuracy of estimates for the fair value of the assets in the Company’s investment portfolio and, in particular, those
investments that are not readily marketable, including the valuation of the interest-only strip relating to the Company’s lending 
securitizations; the potential negative effect on the Company’s businesses and infrastructure, including information technology, of 
terrorist attacks, disasters or other catastrophic events in the future; political or economic instability in certain regions or countries, 
which could affect lending and other commercial activities, among other businesses, or restrictions on convertibility of certain
currencies; changes in laws or government regulations, including changes in tax laws or regulations that could result in the 
elimination of certain tax benefits; outcomes and costs associated with litigation and compliance and regulatory matters; deficiencies 
and inadequacies in the Company’s internal control over financial reporting, which could result in inaccurate or incomplete financial 
reporting; and competitive pressures in all of the Company’s major businesses.  A further description of these and other risks and 
uncertainties can be found in the Company’s Annual Report on Form 10-K for the year ended December 31, 2004, and its other 
reports filed with the SEC.
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