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Goals 
· To be the largest company in the world providing travel networks.
· To be ranked as the most innovative company in the world in terms of service delivery and product provision.
Objectives 
· To attract, retain and motivate executives who are highly talented.
· To link company’s executives financial interests with those of its shareholders.
· Provision of a reward for behaviours which are consistent with the values of the company.
Strategy Formulation
American Express has formulated a unique strategy which enables it to be able to achieve its goal. Firstly, it has used the cost leadership strategy whereby, it has used lowest production cost and delivery cost which has thus enabled it to win the largest share in the market.  Moreover, it has also used the strategy of differentiation. In this kind of strategy, it has ensured that the cards that it creates are very superior and unique from those of its competitors. They have done this through the service, style, quality and the type of technology used. This has enabled it to gain a competitive advantage and to win more customers (Economides, 2001).
It has also used the focus strategy .in this strategy, American Express has segmented its market and has sought to be a leader in either differentiation or through cost and this has enabled it to be a leader in the market and thus outcompete its competitors.
[bookmark: _GoBack]Markets
The American Express usually targets different categories of customers. For instance, the newest credit card (ZYNC) was developed to customers between the ages of 20 to 30. Developing a card specific to group of people is intentional to cater to the needs of that target group (Carlton et al., 1995).  Pursuing customers on the basis of income, small businesses and other demographic segmentation lie gender, age and status. This has enabled the organization to know how to be able to target different customers based on their abilities and tastes and at the end of it fulfil their needs.
The unique value the company will offer in the selected markets.
American Express will offer a unique and a secure payment system to its targeted market.  Using its unique perspective as a global issuer, payment network and acquirer in ensuring the right safety solutions is provided for its customers. This will enable the company to build trust, and develop long-lasting relationships to sustain loyalty (Carlton et al., 1995).
Resources and Capabilities Required
Resources and the capabilities that will be required to ensure that the company is able to offer quality services, this will also give American Express competitive advantage over their competitors.  Having adequate finances to ensure that the required objectives are able to be accomplished. Hiring and maintaining qualified and skilled employees ensures that the organization is productive, and achieves its goals, and objectives. There are alternate resources or raw materials for creating the cards coupled with well updated and recent technology that will contribute in reducing costs while improving the overall quality of the products. 
Capture Value and Sustain Competitive Advantage 
 	The company will ensure that it has captured value and maintains competitive advantage by ensuring that they continuously improve the products of its services and also offering unique services. This can be done by the use of well advanced technology which will ensure that unique products are always produced and of very high value (Carlton et al., 1995).  American Express can continue offering a diverse products and services that are unique and very different from what is being offered by its competitors and by doing this they will be able to capture value and also ensure that they have sustained its competitive advantage.
Business Management Strategy
American Express has been redefining its business strategy to ensure that it remains as a leader in the market. It was able to launch a new credit card which specifically targets students and housewives. American Express launched the Bluebird product as a new strategy to aim at expanding into the mass market.
Cost and Differentiation Advantages
American Express has the advantage of charging higher costs to its merchants, this is because the average customer spend on American Express is four times more than on MasterCard or VISA.  American Express has differentiated its products in a variety of ways enabling it to gain advantage over its competitors.it offers a charge card together with a credit card which it just released recently called blue. Its cards are differentiated on the basis of list of privileges that it offers to its members which is very unique to those provided by other company and has become an advantage to them (Economides, 2001).
Corporate Strategy
The American Express has also been able to create value across the different product and services offered in this company.it has done this by ensuring that it has invested in the valuable products required mostly by the consumers, it has created a unique company portfolio, and has also built a brand that has built partnerships, and alliances.
Vertical Integration.
American Express uses vertical integration when carrying out its activities and processes. In this kind of integration, a credit card network has different tasks to accomplish such as issuing cards to the consumers, maintaining relationships with merchants, authorizing transactions, and ensuring that the consumers are correctly billed.  In this credit card cycle, different entities are usually involved. This strategy is very important because the company is involved in every process and every step being carried out in the company and thus, the company is able to glean more information and better information which is useful to the consumers and the merchants and also to American Express. 
            Strategic Alliances.
American Express has established alliances with various companies to further improve the quality of its products, and to reach more customers. The company has formed an alliance with Payfone Company with the aim of creating and powering a new mobile checkout service (Economides, 1991).  
Company Competitive Advantage.
 	American Express is the leader in global payments, and does not have any major competitors in that market. This competitive advantage has been contributed to the network effect where network becomes more valuable in proportion to the number of users using it. Users do not want to use a card with little acceptance nor a merchant does not want to accept a card with few users (Balto, 2004).  American Express has a powerful brand and position in the market place, it has allowed the organization to be able to form a premium lending partnership with the leading merchants. 
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