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Performance vs. 
Long Term Targets
Performance vs. 
Long Term Targets

1.1. Targets are on average, over time.Targets are on average, over time.
2.2. Income from continuing operations.  EPS growth on a net income bIncome from continuing operations.  EPS growth on a net income basis was 14% in 2003, 17% in 2004, 11% in 2005 and (8%) in Q1asis was 14% in 2003, 17% in 2004, 11% in 2005 and (8%) in Q1’’06.06.
3.3. Calculated on a trailing 12Calculated on a trailing 12--month basis using reported net income over average total sharehomonth basis using reported net income over average total shareholderslders’’ equity (including discontinued operations). equity (including discontinued operations). 
4.4. Determined using trailing four quarters income from continuing oDetermined using trailing four quarters income from continuing operations (which excludes discontinued operations) over average perations (which excludes discontinued operations) over average monthmonth--end shareholders' equity for the end shareholders' equity for the preiodpreiod

from September 30,2005 to March 31, 2006.from September 30,2005 to March 31, 2006.
Source: 2003Source: 2003--2004 Revenue and EPS growth for AXP continuing operations based 2004 Revenue and EPS growth for AXP continuing operations based on data reported in Companyon data reported in Company’’s 8s 8--K reports dated 10/6/2005 and 4/5/06.K reports dated 10/6/2005 and 4/5/06.
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21%321%3
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22%322%3

16%216%2

12%12%
20042004

32%432%4

27%327%3

19%219%2

12%12%
Q1’06Q1’06

25%325%3

22%222%2

10%10%
20052005

31%431%4
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Metric TrendsMetric Trends
FY 2003FY 2003

Mgd. Cardmember Loans***Mgd. Cardmember Loans*** 14%14%

Billed Business*Billed Business* 13%13%

Cards In ForceCards In Force 6%6%

Credit PerformanceCredit Performance

Travel SalesTravel Sales 3%3%

Travelers Cheque and 
Prepaid Sales
Travelers Cheque and 
Prepaid Sales (13%)(13%)

Avg. Basic Cardmember  
Spending**
Avg. Basic Cardmember  
Spending**

9%9%

Pvt. Bank HoldingsPvt. Bank Holdings

FY 2004FY 2004

8%8%

18%18%

8%8%

25%25%

4%4%

13%13%

15%15%16%16%

FY 2005FY 2005

15%15%

16%16%

9%9%

4%4%

(1%)(1%)

10%10%

10%10%

*Activities related to proprietary cards, including cash advance*Activities related to proprietary cards, including cash advances and certain insurance fees, and cards issued under network pars and certain insurance fees, and cards issued under network partnership agreements. tnership agreements. 
**Computed from proprietary card activities only.**Computed from proprietary card activities only.
***On a GAAP basis, loan growth was 16% in 2003, 4% in 2004, 23%***On a GAAP basis, loan growth was 16% in 2003, 4% in 2004, 23% in 2005 and 26% in Q1in 2005 and 26% in Q1’’06. 06. 

Q1 2006Q1 2006

16%16%

16%16%

10%10%

8%8%

10%10%

--

6%6%
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Worldwide Billed BusinessWorldwide Billed Business

16% 15%

10%

6%

3%

AXP COF* Citi JPM Discover

Q1’06 vs. Q1’05Q1Q1’’06 vs. Q106 vs. Q1’’0505

*U.S. Card portfolio only.*U.S. Card portfolio only.
Source: Company reports.Source: Company reports.



6

16%
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1% 1%
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AXP* JPM BAC
(w/MBNA)

COF** Citi Discover

16%

1%

6%

1% 1%
0%

AXP* JPM BAC
(w/MBNA)

COF** Citi Discover

Worldwide Managed LoansWorldwide Managed Loans
Q1’06 vs. Q1’05Q1’06 vs. Q1’05

* On a GAAP basis, loans increased 26%. * On a GAAP basis, loans increased 26%. 
**U.S. Card portfolio only.**U.S. Card portfolio only.
Source: Company reports.Source: Company reports.
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AXP Share of U.S. Purchase VolumeAXP Share of U.S. Purchase Volume

Source: The Nilson Report.Source: The Nilson Report.
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Metric TrendsMetric Trends
FY 2003FY 2003

Mgd. Cardmember Loans***Mgd. Cardmember Loans*** 14%14%

Billed Business*Billed Business* 13%13%

Cards In ForceCards In Force 6%6%

Credit PerformanceCredit Performance

Travel SalesTravel Sales 3%3%

Travelers Cheque and 
Prepaid Sales
Travelers Cheque and 
Prepaid Sales (13%)(13%)

Avg. Basic Cardmember  
Spending**
Avg. Basic Cardmember  
Spending**

9%9%

Pvt. Bank HoldingsPvt. Bank Holdings

FY 2004FY 2004

8%8%

18%18%

8%8%

25%25%

4%4%

13%13%

15%15%16%16%

FY 2005FY 2005

15%15%

16%16%

9%9%

4%4%

(1%)(1%)

10%10%

10%10%

*Activities related to proprietary cards, including cash advance*Activities related to proprietary cards, including cash advances and certain insurance fees, and cards issued under network pars and certain insurance fees, and cards issued under network partnership agreements. tnership agreements. 
**Computed from proprietary card activities only.**Computed from proprietary card activities only.
***On a GAAP basis, loan growth was 16% in 2003, 4% in 2004, 23%***On a GAAP basis, loan growth was 16% in 2003, 4% in 2004, 23% in 2005 and 26% in Q1in 2005 and 26% in Q1’’06. 06. 
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2005 Spend Velocity 2005 Spend Velocity 

6.0x

AXP Citi JPM MBNA Discover COF*

6.0x

AXP Citi JPM MBNA Discover COF*

Note: Spend velocity is defined as annual billed business divideNote: Spend velocity is defined as annual billed business divided by average managed receivables. AXP spend velocity determined d by average managed receivables. AXP spend velocity determined using average GAAP (i.e., owned) receivables using average GAAP (i.e., owned) receivables 
was 8.1x for 2005.was 8.1x for 2005.
*U.S. Cards portfolio only *U.S. Cards portfolio only 
Source: Company data and public filings.Source: Company data and public filings.
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Profit Impact of Spend-Centric ModelProfit Impact of Spend-Centric Model

RevenuesRevenues
Spend Spend 
Discount RateDiscount Rate
Fee RevenuesFee Revenues
Net SpreadNet Spread

ExpensesExpenses

Cost to AcquireCost to Acquire
RewardsRewards
Cost of ServicesCost of Services

CreditCredit

Total ProfitTotal Profit

AXP SpendAXP Spend--centric model vs. Lendcentric model vs. Lend--centric modelcentric model

(4(4--5x higher)5x higher)
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ROE Impact of Spend-Centric ModelROE Impact of Spend-Centric Model

LENDLEND--CENTRICCENTRIC

Required Equity InvestmentRequired Equity Investment
Return on Equity Return on Equity 

(ROE)(ROE)
Net IncomeNet Income

=

AXP SPENDAXP SPEND--CENTRICCENTRIC

Higher equityHigher equity

Lower ROELower ROE

Lower equityLower equity

Higher ROEHigher ROE
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Higher ROE Earns a Higher ValuationHigher ROE Earns a Higher Valuation
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Source: Source: CompustatCompustat, Hoover, Hoover’’ss
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15Source: The Source: The NilsonNilson Report.Report.

Forecasted U.S. Consumer Spend GrowthForecasted U.S. Consumer Spend Growth

PlasticPlastic ElectronicElectronicCash & ChecksCash & Checks

2004: $6.4T2004: $6.4T 2009: $8.2T2009: $8.2TMarket: +5%Market: +5%

Plastic: +10%Plastic: +10%

54%54%

8%8%

38%38%
48%48%

38%38%

14%14%
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Plastic Opportunity by SegmentPlastic Opportunity by Segment

% of Plastic Penetration% of Plastic Penetration

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

< 10%< 10%Global Middle MarketGlobal Middle Market

< 15%< 15%U.S. Small BusinessU.S. Small Business

< 25%< 25%International ConsumerInternational Consumer

Source: 2004/2005 internal data and The Nilson Report.Source: 2004/2005 internal data and The Nilson Report.
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Spend-Centric Model Spend-Centric Model 
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Brand Value Brand Value 

SuperiorSuperior
EconomicsEconomics

RationalRational
ValueValue

EmotionalEmotional
AffinityAffinity

CustomerCustomer
ExperienceExperience

TargetTarget
Customer Customer 
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Premium PositioningPremium Positioning

Leader in premium segmentLeader in premium segment
Brand attributes of quality, trust, customer commitment, Brand attributes of quality, trust, customer commitment, 
securitysecurity
Unparalleled cardmember benefitsUnparalleled cardmember benefits
““HaloHalo”” effect for AXP brandeffect for AXP brand
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Premium Value PropositionPremium Value Proposition

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

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®

*Full Year 2005 vs. Full Year 2002*Full Year 2005 vs. Full Year 2002



21

Brand Relevance - ProductsBrand Relevance - Products
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Brand Relevance - SpendBrand Relevance - Spend

T&E
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Non-
T&E
36%

T&E
64%

Non-
T&E
36%

19901990 Q1’06Q1’06

T&E
35%

Non-
T&E
65%

T&E
35%

Non-
T&E
65%

U.S. BillingsU.S. BillingsU.S. Billings
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Brand Relevance - InnovationBrand Relevance - Innovation
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Innovation – ServiceInnovation Innovation –– ServiceService
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Innovation – Cardmember Benefits

PROMOTERSPROMOTERS

VENUEVENUE

CARDMEMBER ACCESSCARDMEMBER ACCESS

TICKET TICKET 
PARTNERSPARTNERS

http://www.ticketmaster.com/
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Innovation – Customer ExperienceInnovation – Customer Experience
American Express Selects American Express Selects –– My Wish ListMy Wish List
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U.S. Billed BusinessU.S. Billed Business
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Source: The Nilson Report.Source: The Nilson Report.
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Worldwide Billed BusinessWorldwide Billed Business

16% 16%

10% 10%

7%
5%

AXP COF* MBNA Citi JPM Discover

2005 vs. 20042005 vs. 20042005 vs. 2004

*U.S. Card portfolio only.*U.S. Card portfolio only.
Source: Company reports.Source: Company reports.
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U.S. Managed Loans U.S. Managed Loans 
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*On a GAAP basis, loan growth was 8%.*On a GAAP basis, loan growth was 8%.
Source: The Nilson Report.Source: The Nilson Report.
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2005 vs. 20042005 vs. 2004

Worldwide Managed LoansWorldwide Managed Loans

* On a GAAP basis loans increased 23%. * On a GAAP basis loans increased 23%. 
**U.S. Card portfolio only.**U.S. Card portfolio only.
Source: Company reports.Source: Company reports.
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AXP Average Spend vs. Visa/MasterCardAXP Average Spend vs. Visa/MasterCard

$3.0VISA

$11.7

AXP*

$2.1
MC

$0.0

$2.0

$4.0

$6.0

$8.0

$10.0

$12.0

$14.0

1999 2000 2001 2002 2003 2004 2005

(U.S., $ in 000s)(U.S., $ in 000s)(U.S., $ in 000s)

*Proprietary cards only.*Proprietary cards only.
Source: Company data, and The Nilson Report.Source: Company data, and The Nilson Report.

AXP gap vs. AXP gap vs. 
Visa/ MC: Visa/ MC: 

44--5x5x
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