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High Profile SitesHigh Profile Sites
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Putting the Web to WorkPutting the Web to Work

We receive a Consumer Card application 
online every eight seconds

60% of all Membership Rewards 
redemptions are completed online

Largest acquisition channel for Small 
Business Card accounts

Over 50% of Cards in the U.K. are 
acquired online
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Web Traffic Web Traffic 

comScorecomScore Networks, Inc. Key Measures Report; June 2006Networks, Inc. Key Measures Report; June 2006

Top 100 Sites based on Unique Visitors  
More Unique Visitors than:
Top 100 Sites based on Unique Visitors  
More Unique Visitors than:
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Turbocharged ProcessingTurbocharged Processing
MachineMachine

Channel HistoryChannel History
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100,000,000 Online Payments100,000,000 Online Payments100,000,000 Online Payments

Transaction VolumesTransaction Volumes
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Representative
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Over 80% Adoption Rate

27% Growth in Customer 
Satisfaction

424 Million Pages Saved

Over 80% Adoption RateOver 80% Adoption Rate

27% Growth in Customer 27% Growth in Customer 
SatisfactionSatisfaction

424424 MillionMillion PagesPages SavedSaved

Corporate Services Paper OffCorporate Services Paper Off
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Unit Cost ReductionsUnit Cost Reductions

53%53%53%

ApplicationsApplications

OfflineOffline OnlineOnline

$ $

84%84%84% 86%86%86%

PaymentsPayments

OfflineOffline OnlineOnline

$ $

MR RedemptionsMR Redemptions

OfflineOffline OnlineOnline

$ $
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Virtual Service CenterVirtual Service Center

Cost of Online
Balance Inquiry
Cost of OnlineCost of Online

Balance InquiryBalance Inquiry

97%97%97%

==

500+ Reps500+ Reps

OfflineOffline OnlineOnline
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Reengineering SavingsReengineering Savings

Process @ Lower CostProcess @ Lower CostProcess @ Lower Cost

InnovateInnovateInnovate

Leverage CapabilitiesLeverage CapabilitiesLeverage Capabilities

Drive the Bottom LineDrive the Bottom LineDrive the Bottom Line
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Cost and QualityCost Cost andand QualityQuality

ApplicationsApplicationsApplications 5.7%

PaymentsPaymentsPayments 6.0%

MR RedemptionsMR RedemptionsMR Redemptions 10.5%
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Room to GrowRoom to Grow
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High 
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Spending

High High 
Average Average 
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Premium Premium 

EconomicsEconomics
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Customer InsightsCustomer InsightsCustomer Insights

Business Model AccelerantBusiness Model Accelerant

Integration PowerIntegration PowerIntegration Power

Network EffectNetwork EffectNetwork Effect
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Affluent Customer InsightsAffluent Customer Insights

Test-and-LearnTestTest--andand--LearnLearn

Customer TrackingCustomer TrackingCustomer Tracking

Changes in BehaviorChanges in BehaviorChanges in Behavior

Customer InsightCustomer InsightCustomer Insight
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Affluent Customer Insights Affluent Customer Insights 

Security / PrivacySecurity / Privacy
AvailabilityAvailability

Relevant Functionality Relevant Functionality 

EasyEasy

PersonalizedPersonalized

DynamicDynamic
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AffluentAffluentAffluent

Non-AffluentNonNon--AffluentAffluent

70%70%

52%52%

Broadband Adoption Broadband Adoption 

eMarketereMarketer; May 2006 & ; May 2006 & Neilsen/NetRatingsNeilsen/NetRatings; April 2004; April 2004
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AmericanExpress.comAmericanExpress.com
89%89%

Broadband PenetrationBroadband Penetration
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Old Homepage DesignOld Homepage Design
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New Homepage DesignNew Homepage Design
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Rich Visual DesignRich Visual Design
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Competitive WebsitesCompetitive Websites



30

JapanJapan
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Online Customer FactsOnline Customer Facts

70% of our High Value 
Cardmembers enrolled online

38% higher dollar per transaction

70% of our High Value 
Cardmembers enrolled online

38% higher dollar per transaction

comScorecomScore Networks, Inc.; Q4 2005Networks, Inc.; Q4 2005
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Customer InsightsCustomer InsightsCustomer Insights

Business Model AccelerantBusiness Model Accelerant

Integration PowerIntegration PowerIntegration Power

Network EffectNetwork EffectNetwork Effect
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Online ApplicationsOnline Applications
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Take-One ApplicationsTake-One Applications
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Nectar – UKNectar – UK

Merchant Commission
Consumer Ease
Cost Savings 

Merchant Commission
Consumer Ease
Cost Savings 
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Online Unit CostOnline Unit Cost

53%53%53%

ApplicationsApplicationsApplications

OfflineOfflineOffline OnlineOnlineOnline

$$ $$
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Homepage RedesignHomepage Redesign

Marketing Capabilities

Online Assets

Marketing Capabilities

Online Assets

Business ResultsBusiness ResultsBusiness Results
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+86% +86% +86% 

Pre-RedesignPrePre--RedesignRedesign Post-RedesignPostPost--RedesignRedesign

Homepage RedesignHomepage Redesign
New Cards Generated through HomepageNew Cards Generated through HomepageNew Cards Generated through Homepage
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OpportunityOpportunity

US Penetration

International Expansion

Global Team

US PenetrationUS Penetration

International ExpansionInternational Expansion

Global TeamGlobal Team
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Online Card GrowthOnline Card Growth

20032003 20042004 20052005 YTDYTD

116%116%116%

US Card Services
New Cards Acquired
US Card ServicesUS Card Services
New Cards AcquiredNew Cards Acquired
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179%179%179%
NPVNPVNPV

Online Customer ValueOnline Customer Value

Acquisition CostAcquisition Cost

92%

SpendSpend

79%
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Pre-Approved

Direct Mail
PrePre--ApprovedApproved

Direct MailDirect Mail
InternetInternetInternet

Total New SpendTotal New Spend

New 
Cardmember

Spend ($)

New New 
CardmemberCardmember

Spend ($)Spend ($)
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Best Offer
Specific Customer
Optimal Returns

Offer Decisioning
Engine

Offer Decisioning
Engine

Response ModelsResponse Models

DemographicsDemographics

Spend HistorySpend History

Risk ModelsRisk Models

Leverage
Online

Leverage
Online

Online
Cardmember

Database

Online
Cardmember

Database

Integration PowerIntegration Power

Closed Loop
System

Customer
Insights

Closed Loop
System

Customer
Insights

Competitive 
Advantage

Competitive 
Advantage
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Personalization of OffersPersonalization of Offers

Offer
Decisioning

Engine
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Pre-Approved OffersPre-Approved Offers

Offer
Decisioning

Engine



46

== ==

Contextual OffersContextual Offers

OfferOfferOffer

Golf
Vacation

GolfGolf
VacationVacation

PurchasePurchasePurchase InviteInvite
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Summary of AccountsSummary of Accounts
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Online Payment GrowthOnline Payment Growth

CAGR = 33%CAGR = CAGR = 33%33%

19991999 20002000 20012001 20022002 20032003 20042004 20052005

US Online Payment VolumeUS Online Payment Volume
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Online Unit CostOnline Unit Cost

84%84%84%

PaymentsPaymentsPayments

OfflineOfflineOffline OnlineOnlineOnline

$$ $$
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Business Model AccelerantBusiness Model Accelerant

Customer InsightsCustomer InsightsCustomer Insights

Integration PowerIntegration PowerIntegration Power

Network EffectNetwork EffectNetwork Effect
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My WishlistMy Wishlist
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My WishlistMy Wishlist
Bombardier Jet ExperienceBombardier Jet ExperienceBombardier Jet Experience

Wishlist Price:   $3,000
Retail Price: $33,000
Wishlist Price:   $3,000Wishlist Price:   $3,000
Retail Price:Retail Price: $33,000$33,000
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American Express SelectsAmerican Express Selects
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Spend earning MR points

Spend per Card vs. Non-MR

Credit Performance

Spend earning MR pointsSpend earning MR points

Spend per Card vs. NonSpend per Card vs. Non--MRMR

Credit PerformanceCredit Performance

+ 77%* + 77%* 

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®

U.S. Membership RewardsU.S. Membership Rewards

* Full Year 2005 vs. Full Year 2002* Full Year 2005 vs. Full Year 2002
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Online Redemption PenetrationOnline Redemption Penetration

60%60%60%

Membership RewardsMembership Rewards
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Pay with Points OnlinePay with Points Online

Virtually any Airline, Hotel, Cruise

No Blackout Dates or Restrictions

Seamless Transaction Process

Virtually any Airline, Hotel, CruiseVirtually any Airline, Hotel, Cruise

No Blackout Dates or RestrictionsNo Blackout Dates or Restrictions

Seamless Transaction ProcessSeamless Transaction Process
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SearchSearchSearch1.1.

Pay with Points OnlinePay with Points Online

SelectSelectSelect

RedeemRedeemRedeem

2.2.

3.3.
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Competitor ExperienceCompetitor Experience

Air & Hotel 
Redemptions
Air & Hotel 

Redemptions
Partial

Payment
Partial

Payment
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2

Bonus Points MallBonus Points Mall
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Online Unit CostOnline Unit Cost

86%86%86%

MR RedemptionsMR RedemptionsMR Redemptions

OfflineOfflineOffline OnlineOnlineOnline

$$ $$
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RSS - Really Simple SyndicationRSS - Really Simple Syndication

Mobile
ComputerComputer

My Yahoo!
PDA
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Travel PodcastTravel Podcast

UK HomepageUK Homepage PodcastPodcast MicrositeMicrosite AudioAudio TourTour -- MapMap
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OPEN Iconic EventOPEN Iconic Event
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Brand Opinion DriversBrand Opinion Drivers

Customer Commitment

Travel Legacy

Value

Website Satisfaction

Merchant Acceptance

Rewards

Customer Commitment

Travel Legacy

Value

Website Satisfaction

Merchant Acceptance

Rewards
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My Life My Card – Wes AndersonMy Life My Card – Wes Anderson
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Australian OpenAustralian Open
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Australian Open - PongAustralian Open - Pong
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Tribeca Film FestivalTribeca Film Festival
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Video clipVideo clip
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AmexLabsAmexLabs
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WidgetsWidgets
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WidgetsWidgets
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www.labs.americanexpress.comwww.labs.americanexpress.com

AmexLabsAmexLabs
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Business Model AccelerantBusiness Model Accelerant

Lowers transaction expense

Improves top-line metrics

Attracts better, higher-spending 
customers

Deepens loyalty

Drives innovation

Lowers transaction expenseLowers transaction expense

Improves topImproves top--line metricsline metrics

Attracts better, higherAttracts better, higher--spending spending 
customerscustomers

Deepens loyaltyDeepens loyalty

Drives innovationDrives innovation
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Opportunity AheadOpportunity Ahead
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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 
ability to generate sufficient net income to achieve a return on equity on a GAAP basis of 28 percent to 30 percent; the Company’s ability to grow its business and meet or exceed its return on 
shareholders’ equity target by reinvesting approximately 35 percent of annually-generated capital, and returning approximately 65 percent 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 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 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 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 spending, and the overall level of consumer confidence; 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 reinvest the 
benefits arising from such reengineering actions in its businesses;  the 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 $300 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 and 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; outcomes and costs 
associated with litigation and compliance and regulatory matters; 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, 2005, and its other reports filed with the SEC.

http://ir.americanexpress.com/
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