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Internal analysis
Strengths
[bookmark: C428812867129630I0T428812881134259][bookmark: C428812974189815I0T428812989814815]American Express is one of the most respected brands, and in 2016, it American Express ranked 59 as the highest positioned brand in the world, and American Express employs over 60,000 employees around the world, and ranked as a great place to work by its employees ("Great place to work," 2017).  Headquartered in New York City, American Express is the largest global payments network driving more than one trillion dollars in commerce every year.  American Express has one of the largest footprints in the world, and has over 60 million in market capital.  Because American Express has such a strong global presence, it collaborates with multiple companies, including competing banks to offer co-branding products.  American Express delivers premium products and services, and caters to high net worth individuals (Bhasin, 2016).  
Weakness
[bookmark: C428813259837963I0T428813274768519]As technology has progressed over the year it resulted in more usage of debit and credit cards by consumers, therefore American Express’s Travelers cheque program declined, and became obsolete.  Partnership with Costco ended resulting in a decline of the company stock, and financial loss of billed business.  Other co-brand partnerships ended including JetBlue, and Fidelity.  Experts point the finger for such disasters on poor management at American Express, and as a result, American Express lost over 40 billion in shareholder value.  American Express had to strategize on how they would recover, and come up with a solution to make up for the build business and lost revenue.  Because of the loss of Costco and loss of other partnership, employees faced internal restructuring, and layoffs.  The management at American Express allowed the company to become too reliant on just a handful of co-branded partnerships (Jenkins, 2016).
External analysis
American Express continues to strengthen itself as a brand globally.  The products and services that it offers to its customers are highly valued, and very diverse. American Express continues to invest in innovation and research development.  The organization has continue to focus on increasing card acceptance by merchants and has increased usage easier by venturing into the online payment system, because of this, the company is enlarging it market segmentation.  American Express continues to be very selective, strategic, and conservative with its marketing strategies to position itself as a strong player in the market against its competitors.
Threats
While American Express has a strong presence in the financial and card industry, they have to continue to forge and stay ahead of the competition.  Staying ahead of its competition is a challenge, and Visa and MasterCard continue to mimic, and offer similar products and services.  Economic conditions certainly pose a threat to the organization, especially when economics conditions are volatile globally.  Uncertainties can make the organization susceptible to failure, and financial loss.  Government regulations have become an obstacle for American Express, forcing the company to change business practices, and operating procedures, which has led to a financial impact.  Another threat is bad debts by consumers not paying their credit card balances, and defaulting or filing bankruptcy.
Competitive Edge
[bookmark: C428813708217593I0T428813726041667]American Express maintains its competitive edge because the company has created a global payment system in the global marketplace.  An advantage for American Express is that it is able to charge a higher merchant fee because the average spend on the American Express card by consumers is more than four times the amount of spend compared to Visa or MasterCard. American Express attributes their success around the “Spend Centric Model”, this model attracts high spend consumers, and corporations with a compelling value proposition.  Consumers who carry the Platinum or Centurion card receive outstanding rewards, unique products, services, experiences, and outstanding customer service. Corporations also reap similar rewards, including expense management tools, requirements for their employees to using the American Express corporate card (cash management), which provides a strong value proposition to cardholders (Speicher, n.d.).   American Express has created an effective networking system that is of value, and reliable to its users in the global landscape. American Express provides a credit card that continues to expand, and has increase in acceptance globally around the world. 
Value creation
American Express continues to be innovative, and delivers a strong value to its consumers, and merchants to sustain competitive advantage in the market. The organization has and continues to deliver a powerful brand and positions itself as a leader globally by the value of its products and services.
Measuring Strategic Effectiveness
[bookmark: C428814021990741I0T428814033796296]	American Express measures its strategic effectiveness by observing its results year over year.  Measuring performance will determine will gauge whether or not the organization will meet or exceeds its objectives that it has set out to achieve.  American Express will establish a base value to prior to the implementation of its strategy; this will allow the organization to effectively track its progress during the year.  The targets set must be achievable, and relevant to the American Express strategy.  When American Express wants to increase revenue targets, the value is set and measured throughout the year.  If the results are not moving in a favorable direction, then additional resources maybe required, operations may need to be adjusted or any other necessary corrections to achieve the strategic plan.  If the plan to increase revenue for American did not achieve expected results then the plan has failed, and the plan may not have aligned with the organization strengths.  Refining the strategic plan, and starting from the beginning will be necessary to work towards the companies goals, and objectives, understanding the mistakes, and areas of missed opportunities will help prevent reoccurring failures (Markgraf, 2017).
Evaluation of measurement
[bookmark: _GoBack]	American Express measurement for success revolves around customer satisfaction internally and externally, and continues to be engaging with all stakeholders in its organization.  Continuous learning allows employees the opportunity to develop, take risks, and collaborate across the network.  Involving all stakeholders in a strategic plan, and understanding the success and failures, and how it affects people.  Employees are encourage to be innovative, to take risks, and to learn.
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