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Focus of Today’s Discussion

Key Proprietary AXP.Segments

Individual Consumers
i) U.S.

Small Business Owners/

Middie:Market Companies

Large Corporations




Agenda

= Growth Momentum

= [Einancraliand Business Model

" Growth Prospects




Charge Volume Growth
FY 2002 - EY 2005
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Charge Volume Growth
Total Growth by Product Type: EY 2005 vs. FY 2002

+43%

+85%

+100%

Charge
Card
Products

Co Brand
Products

BProprietary
lLending
Products




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

+72%
+4904
Small
Business
consumer




Charge Volume Growth
Select Industries: YAR/9/30/05vs. YID 9/30/04

= Entertainment =  Telecom

= Home Goeods / Improvement = Government

=\ Healthcare = Quick Serve Restaurants
AN 0)| = |nternet Retall
17% o B2b Average Growth
Growtn f W Ay = Mail Order
= (Car,Rental = Drugstore
= [odging = Supermarket
= Cruise = Specialty Retalil
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Drivers of Charge Volume Growth: 2003 - 2005

= New Card Acquisition

= Higher Average Spend per Account

= Advances in Coverage

—

EXPRESS



New Cardmember Acquisition

U.S. Card Services: €ards inForce

37.5MM

+6.4MM

S1.1IMM

1/1/2003 12/31/2005



Drivers of Charge Volume Growth: 2003 - 2005

= New Card Acquisition

= Higher Average Spend per Account

= Advances in Coverage

—

EXPRESS
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Growth in Average Spend per Account
Total Growth by, Customer, Segment: FY 2005 vs, FY 2002

= Small'Business +$9,000

" Consumer » +$2 000
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Growth In Average Spend per Account
Total Growth by Productdype: EY: 2005 vs. FY 2002

+40%

+43%

+97%

consumer
Lending

consumer,
Charge

ORPEN
lLending

+63%

QREN
Charge
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Growth In Average Spend per Account
Total Growth by Premium Product: EY: 2005 vs. FY 2002
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Drivers of Charge Volume Growth: 2003 - 2005

= New Card Acquisition

= Higher Average Spend per Account

= Advances in Coverage

—

EXPRESS
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Managed Cardmember Loans

12/31/05 Other
Other CoBrand 4%

Lending; 6%

Blue
Family
CoSstco 4
1.0% 27%
| g -
Optima \\\ Total
Products 14% \ $46B
\
- Lending
Delta on Charge
19% 23%
On a GAAP bhasis, total loans were $24.8B, which were comprised of: Proprietary Lending (Blue Family, Optima Products, Other Lending) = 53%; Co Brand (Costco, 18

Delta, Other Co Brand) = 27%; and Lending on Charge = 20%.



Momentum
2005

" Q3/@4 New Cardmember Acquisition

— Bestitwo,guarters of three year period

" @4 Charge Volume
= Exceeded past record by $6.6B

= Atftrition
— 155bp improvement vs. EY 2002

19



Momentum
2005

= Charge Voelume Growth

— Growing over strong 2004 and 2003

= Managed Cardmember Loans*
~ H$6B Vs, 2004

= Average Transaction Size
— Upvs. 2003 — 2005 CAGR

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

= Share gam:in consumer segment*

= 5 times larger than next issuing competitor in

small’business segment**
" Revenue growth of 10%***

" Netiincome growth of 16%***

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

21



Agenda

= Growth-Momentum

= Financial and Business Model

" Growth Prospects
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Return on Capital

EReturn on Capital = ~40%j

" Business model advantages

" Eecus on Return on Capital levers

et Income for consumer card and OPEN (small business) products / U.S. Card Services operating segment capital that
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Components of Return on Capital

. Revenue!/
YI EId { ASSels }

Return
Leverage E A;qsueit;/ j on
Capital

- Inceme./
Margln { Revenue }
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Components of Return on Capital: Yield

Spend-centric moedel

Spend velocity
Reducing AR days
Vierevariable pricing

lnvestment optimization
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Components of Return on Capital:
Leverage

" Business risk

= Portfoelio mix
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Balance Sheet Optimization
_ ﬁquﬂ&gﬁum Lower Return
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= Reengineering
= Six:Sigma

" Expense management

EXPRESS

Components of Return on Capital: Margin
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Agenda

= Growth-Momentum

= [Einancraliand Business Model

= Growth Prospects
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Marketplace Perspective
2003
= |ndustry: €hallenges

—/Acquisition
— [Lower APRS
— @Consolidation

= AXP.Challenges

— Coverage
— Airline industry troubles
— Reengineering capacity,

. and for all; ability to grow share organically. S



Marketplace Perspective
Today: Industry,Challenges

= MasterCard PO

" |ntegratien Activities
— Bankief:America/MBNA
— Capital ©ne/Hibernia
— WAMU/Providian

* Strategy Changes

— JP.Morgan Chase targeting less creditworthy
prospects

— Capital One focusing less on card receivables
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Marketplace Perspective
Today: Challenges to/AXP,U.S. Card Services

* \/isa/M@ cenversions to Signature/\WWorld Card
platferms

= Greater percentage of solicitations with
rewards

= More issuers pursuing small businesses

" VV/ISA Incentive Network
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Leveraging Core Strengths

= Spend-centric model
" Closed-loep network
" Superior sk and information capahbilities

" Marketing prowess
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The Upside Opportunity
U.S. Spend FY:2004

AXPU.S.
card
Senvices

4%

Non-AXP
96%

35

Source: The Nilson Report and AXP reports.



The Upside Opportunity

06 of Plastic Penetration

U.S. Consumer < 40%
International Consumer < 25%
U.S. Small Business < 15% }

Global Middle Market <0\
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Drivers of U.S. Card Growth

1. Focused Strategy.
2. dried and: True

3. lintegration Pewer
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A Focused Strategy

Investments
In Premium
Value

Attractive &

Premium
Customer Base Economics

High
Average
Spending
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Drivers of U.S. Card Growth

1. Focused Strategy.

2. Tried and True

3. lintegration Pewer
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The Tried and True; Rewards
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The Tried and True: Rewards

1/1/03 — 12/31/05
American Express®

A
" Parntners +50%
= Cards In Faorce enrolled +57%
" Spend earning MR points?* +77%
" Improvement in A/R Days* Consumer: 2.5 days

OPEN: 1.2 days

42

*Full-Year 2005 vs. Full Year 2002.



The Tried and True: Partnerships
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The Tried and True: Upselling

U.S. ConsumerSpend per Account: 2005
WS> 7T
N4 LA ,_.Illij-

@D\
]Ifr:“__,)i\.ﬁ_ﬁ_ \
2\

3,863

Platinum Centurion
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The Tried and True: Deepening Relationships

— T —

Gl{bal Travel gﬁ‘l'eld’

Brought to you by American Exprass

. .
Identity Protection .~

BRAOUGHT TO YOU BY AMERCIAN EXPRE3S

Extended

Sign &Travel.. || Payment
; Option
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The Tried and True: Additional Initiatives

= Expanding merchant coverage

= Continuing to increase everyday spend
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Drivers of U.S. Card Growth

1. Focused Strategy.
2. dried and: True

3. Integration Power
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Integration Power

Marketing Strength

< ‘

Cagaojlitias

- Business
Jrransfermation
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Marketmg Strength: JetBIue Co Brand
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Marketing Strength: Contactless Payments

L 4 WEBB
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L

Marketing Strength: New Products

AMERICAMN EXFPRESS
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Integration Power

Marketing Strength

< ‘

Cagzilities PSS

- Business
Jrransfermation
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Website: New Cardmember Acquisition
New Cards Acguired 2005

Internet
23%

All Other
Channels
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Website: Pay by Computer

1 Express | Sign Up To Pay Your Bill Dnline - Microsoft Internet Explorer provided by American Express

HOME | PERSONAL CARDS | FINANCIAL SERVICES | TRAVEL | SMALL BUSINESS | CORPORATIONS | MERCHANTS

PERSONAL CABE

P LOG IH

Log In to My Aceo ,
Cards Center M

PAY YOUR
BILL DNLINE

ment confirmation.
ill be noted J

[+]

FEEDBACK

@B @ 56




Website: Membership Rewards Redemption

-3 American Express Membership Rewards® - $200 Saks Fifth Avenue Gift Certificate - Microsoft Internet Explorer provided by Americ

File  Edit =Y avorites  Tools  Help

ership aduct] L ki
PERSONAL CARDS | FINANCIAL SERVICES | TRAVEL | SMALL BUSINESS | CORPORATIONS | MERCHANTS |
¥ VIEW ACCOUNTS

S

MEMBERSHIP ‘ Log Out

wﬁj R EWARD YO U RS ELF Available Points: "4,?
SEARCH FOR RIGHT NOW :— : EUMMARY

REWARDS
S — REDEEM

Keyword or
eyword o FOR THIS REWARD

Catalog Code
$200 Saks Fifth A
Gift Certificate

BROWSE

Retail Gift
Certificates

hacktoton
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Website: Redesign

New Homepage

it Cards, Business Services, and Travel Services - Microsoft Internet Explorer provided

File  Edit

W1EF |
l'_.'l—"l'—'-:ESS
3

AL CARDS | TRAVEL | FINA SER) 3 SMALL BUSIN CORPORATIONS | MERC

im

User ID

| it fre nith L
Password nerican Express® Gift C:
b

IMPORTANT UPDATES

- Shop Online with
Confidence

- Introducing Ameri
Financial

SIGN UP

FEEDBACK

= 58
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Website: Membership Rewards as Payment

<3 AMEX points for travel - Microsoft Internet Explorer, provided by American Express

File Edit Wiew Faworites Tools Help

@Back M = | |£| @ _;\J /.._\JSearch ‘i-‘:/ Faworites wMedia E}:

Address |@ htkp: ffleisure. americanexpress-travel, comfPromotions 0, , AMEX | 2951 |mkk_main, 00, html

= : rensUNAL GARUD : mee VAL SERVICES | TRAVEL | SMALL BUSINESS | CORPORATIONS | MERCHANTS
P O Site Help | Search | Contact Us
ECHESS TRAVEL

Flights Hotelz Cars “acations Cruizes Dealz FofNgour Trip

Introducing a new way to
redeem points for travel.

%gi:‘;ﬂ* ; _

The Membership FEmessalalELLroora s LSt G M oetter. In addition to
providing access to over 20 airline and 250 hatel partners, now when you START YOUR SEARCH

plan travel online with American Express, you can redeem Membership (= Flights O Hotels
Rewards points to book your trip, You can now use points to book:

« Flights — Fly whenever you want — on virtually any airline you re
choosge. | | |

e« Hotels — YWe guarantee you'll get the lowest rates. When
searching, just look for "Lowest Rates Guaranteed” ) Round Trip ) One way

Cepart Return
[Feb |a][20 v [Feb |23 |

Here's how simple it is:

1. Search for a flight or Lowest Rates Guaranteed Hotel
2. Log into your American Express account to access the point ’“‘d'-'“sc'“”d’e"‘

balance of your Membership Rewards account.

3. Onthe Payment Page, see how many points you'll need far your SEARCH &

travel selectiaon.
4. Choose to redeerm points for all of your trip or just part of it.

Learn Mare
Terms and Conditions
Mot enrolled in the Mermbership Rewards program® Enroll now.

% & Internst




Integration Power e

Marketing Strength

<— \Webhsite

Yy \
Busmess
Trransformation

Risk and
T Information
Management
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Evolution of Information Management

Before

= Basicranalytics
= Basicmoedeling
= [Listiproduction

= Marketing database

lloday

Wide range of analytics

Development of enabling
capabilities

New MIS

Integration of all
databases

61



Information Management Advances

= New prospecting moedels

= New cardmember matching logic
* More surgical marketing

" [Leveraging closed loop

62






Risk and Information Management
Share of Wallet

$/(000)

25015
2005+

1501+

100" $220K

$3K
50 /

$30K $30K

Customer 1 Customer 2

Spend' on AXP Card Spend on Competitor Plastic Spend on Cash, Check and Debit 64







Integration Power e

Marketing Strength

~— \Website

. Risk and
Transfermation Manzg 2
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Recurring Payments

67



End to End Processes

= Marketing: Process
= Direct Marketing

= New Applications

= | Ine of Credit
Changes

L

System

Made i

-

=
=

Capac;lty

70%
Faster.

25% Reduced
Costs

80% of
Applications

Increasing
68



End to End Processes

= Collections

5 @uUstomer Service Traini

Jraming

Rep Sati

=

40% Reduced

15% Reduced

30% Reduced

33% Reduced

Improving =



EXPRESS

Lending on Charge: OPEN Opportunity

Percent of Customer Base Enrolled'in Lending on Charge

Consumer OPEN

70

Consumer Penetration Indexed to 100



Reducing Fraud

AN

Fraud
[Detection
Models

Full '
| Cardmember * Merchant
- | Database Database

‘ Authoerization ‘ \

System

Eull

71




L

Reducing Point of Sale Disruptions

25% # of
Disruptions
40% $5

Disrupted
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No Pre-set Spending Limit

" Noset line of credit
* Each transaction Is underwritten

» [Designed to drive spending

73






Appendix

Additienal Information

@Onja managed-basis, inthe three-year period ending in 2005;
cardmember leansiforthe U.S. Card Services operating segment
increased by $1.3.5B 01, a compounded annual groewth rate of; 12%.

On a GAARLhasIs, inithe three-year period ending in 2005,
cardmemberleans forthe U.S. Card Services operating segment
increasediby $9 billion or.a compounded annual growth rate of; 16%.
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NOTE RELATING TO NON:GAAP FINANGIAL DISCLOSURES

This presentation contains certain\non-GAAP financial|disclosures, including the Company’s pro forma return on equity, as well as
information thatiis reported on a.‘managed*basis. Managed basis assumes no securitization transactions, .., all securitized loans
and related income efiects: are reflected as; if-they were in the Company's, balance sheet and income statement; respectively.
Information relating 1o comparable GAAPTinancial measuresmay be found on the relevant slides both attached hereto and located on
American Express Gompany's investor;relations website'at http://ir.americanexpress.com.

INEORMATION RELATINGTO FORWARD LLOOKING STATEMENTS

This presentation includes; farward: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:laoking 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
fromythese forward:looking statements include, but are not limited to, the following: the Company’s;assumption that the full
year- 2005 final resulis willldemonstrate 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:01i28% 10'30%;, the Company's ability to grow its business and meet or exceed its return on shareholders’ equity target
py, remvesting 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
ratingragency requirements; consumer and business spending on the Company’s: credit and charge card products and Travelers
Chegues and|other prepaid|products, and growth in card lending balances, which,depend in part on the ability to issue new and
enhianced 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 an its card products in light of regulatory and market: pressures, increase merchant coverage, retain cardmembers after low
Intraductory 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 inthe 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 vadlume
and additional| higher spending customers; the continuation of: favorable trends, including increased travel ?nd entertainr)nent
CONTINUED




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 inithe 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 businessmetrics; the costs
and’ integration, of; acquisitions; the-success, timeliness; and | financial impact (including costs, cost savings and other. benefits
Includingincreased revenues); and ‘beneficial effect.on the' Company’'s operating expense to revenue ratio, both in the short-term
and over:time, of reengineering initiatives beingimplemented 'or considered by the Company, including cost management; structural
and strategic measures. suchasj vendar; 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: 10, 'save ' costs, ‘and planned ‘staff reductions refating  to certain of such reengineering actions; the Company’s ability to
generate  at least $1 billion'injbenefits from its reengineering initiatives in 2006; the Company’s ability to: control and/ manage
operating, infrastructure, advertisingfand promotion expenses as business expands or-changes, including the ability to accurately
estimate the BI’OVISIOH forithecost: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;andjreturns’on the Company’s. investment portfolios; bankruptcies, restructurings or; similar-events affecting the airline or
any other industry representing a:significant. portion ofithe Com,oan s billed business, ncluding any: potential negative effect on
Bartycular card/products and services and billed business generally that could result from the actual or: perceived weakness of key

USIiness: 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. Gertain, circumstances; a downturn in the
Campany’s: busingsses and/ofr; negative changes in the Company's and its subsidiaries’ credit: ratings, which could result in
contingents payments: tnder, 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 Deltai 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 lendin
secufitizations; the potential negative effect on the Company’s businesses and infrastructure, including information technology, o
terrorist attacks, disasters or other catastrophic events,in the future; political or ecanomic instability in certain regions or countries,
which'could "affect lending and other. commercial activities, among; other, businesses, or: restrictions on convertibility of certain
cuUrrencies; 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 regortlng, which could result in inaccurate or incomplete financial
reporting; and competitive pressures in all ofithe' 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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