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[bookmark: _Toc133160923]Executive Summary 
American Express, a global supplier of financial services, has a competitive advantage because to its strategic management approach. The company has used a number of competitive and development strategies, including differentiation, innovation, and strategic partnerships, to distinguish itself from competitors and meet customer expectations. In order to properly implement its strategy, American Express must consider a variety of factors, including its internal and external environments, organizational structure, and leadership style. The company must also handle the rivalry dynamics Porter's Five Dynamics model identifies as characterizing its industry.
American Express has succeeded in gaining a competitive edge, although there may be drawbacks to its strategy, such as its emphasis on high-end goods and services and dependence on strategic alliances. To make sure the organization retains its competitive edge over time, these elements need to be properly taken into account. Overall, American Express has been able to maintain a top position in the financial services sector because of its strategic management style. To be successful as the market changes, the business will need to keep coming up with new ideas and adjusting to shifting consumer demands and market dynamics.
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[bookmark: _Toc133160924]1. Introduction
American Express is a well-known supplier of financial services that offer people and businesses all over the world a choice of making payment, departure, and spending control alternatives. The company, which was established in 1850, has expanded to be present in more than 130 countries and offers everyday products and services to millions of customers (Wright and Yun, 2018). Through the years, American Express has accepted and used fintech, using cutting-edge technological advancements to enhance its products and services. This tactic has helped the company to remain competitive in a constantly changing financial climate where established businesses are coming under increasing pressure from disruptive entrepreneurship (Wright and Yun, 2018). American Express has adopted fintech in a variety of significant ways, such as through investing in cutting-edge technology and partnering with business owners. The corporation, via its American Express Ventures program, has, for example, launched a number of initiatives to support fintech companies. This project provides new businesses looking to disrupt the banking industry with funding, coaching, and other resources (Wright and Yun, 2018).
American Express has also been a pioneer in developing cutting-edge payment methods which include portable wallets and contactless payment methods. Customers may perform transactions conveniently and securely using their cell phones or other mobile devices with the assistance of the firm's electronic payment methods. American Express has also made large investments in artificial intelligence and data analytics, using these technologies to better understand the preferences and behaviors of its consumers (Olivera, 2019). The company may customize its products and services by adjusting recommendations and offers to suit customers' unique needs and interests. In terms of strategic management, American Express puts a great focus on offering top-notch client service and experiences. The company makes an effort to provide its target customers with the greatest service and assistance since it is well aware of their needs and preferences. The outcome is that the business now has a loyal customer base that values its products and services (Olivera, 2019).
Another significant reason is the focus on innovation and agility that American Express gives to its strategic management. Given how crucial it is to stay ahead of emerging technologies and market trends, the company has a dedicated team of developers and professionals who continuously look at new concepts and technologies (Hitt, Ireland and Hoskisson, 2019). On the other hand, American Express is strongly committed to corporate social responsibility, focusing on initiatives that promote inclusiveness and diversity, the preservation of the environment, and the enhancement of communities. A set of core values that prioritize accountability, integrity, and cooperation guide the company's CSR operations. As a result, American Express, a well-known supplier of financial services, has embraced and used fintech to keep up its position as a pioneer in a field that is developing swiftly (Hitt, Ireland and Hoskisson, 2019). By putting a strong focus on creativity, customer care, and corporate social responsibility, the company has built a strong reputation and a loyal client base. It has been able to stay flexible and attentive to market fluctuations because of its strategic management approach, ensuring that it will stay at the forefront of the financial services sector for years to come (Hitt, Ireland and Hoskisson, 2019).
[bookmark: _Toc133160925]2. Analysis and Discussion
[bookmark: _Toc133160926]2.1 Synthesise the relationship between the external context and internal context of American Express
Businesses function in a complex ecosystem that consists of both their internal and external environments. An organization's external context refers to the variables outside of its control that have the potential to have a substantial influence on its operations. These variables include those that are political, economic, social, technical, legal, and environmental (Islam, 2019). On the other hand, an organization's internal context refers to the variables that are within its control, including its personnel, culture, management style, and organizational structure. An organization that thrives in a dynamic climate is American Express, which is known for embracing and using fintech. Using the PESTLE and SWOT models, this research seeks to synthesize the link between American Express's internal and external contexts and their effects on corporate management (Islam, 2019).
1. PESTLE Analysis of American Express
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Figure 1. PESTLE Analysis of the company
Source: (Demirtas et al., 2021)
The company may understand how the external environment affects its operations by using the PESTLE analysis tool. Political, Economic, Social, Technological, Legal, and Environmental elements are referred to as PESTLE. According to a PESTLE study of American Express,
Political Factor
American Express' activities are substantially impacted by the political climate. The business has operations in several nations throughout the globe, and political unrest in these nations may have a big influence on those activities (Demirtas et al., 2021).
Economic factors
The state of the economy has an effect on how American Express does business. Consumer buying habits, monetary policies, and currency rates all have a direct impact on the company's income (Demirtas et al., 2021).
Social Factors
Given that American Express works in the financial industry, the social environment is crucial. The operations of the organization may be strongly impacted by changes in customer behavior, tastes, and trends (Ruokonen, 2022).
Technological Factors
The financial industry has seen considerable changes as a result of technological breakthroughs, and American Express works in a highly competitive market. To be competitive, the organization must incorporate new technology (Ruokonen, 2022).
Legal Factors
In order to assure compliance, American Express must abide by several legal and regulatory frameworks. Heavy penalties and reputational harm may result from the company's failure to adhere to these requirements (Ruokonen, 2022).
Environmental Factors
In order to operate effectively, American Express must take into account environmental considerations including sustainability and climate change.
2. SWOT Analysis of American Express
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Figure 2. SWOT Analysis of the Company
Source: (Shuai and Xuewen, 2020)
The company should utilize SWOT analysis as a technique to assess its internal strengths and weaknesses as well as external opportunities and threats. According to a SWOT evaluation of American Express,
Strengths
One of American Express' major assets is its well-known brand. The firm has been successful in attracting and keeping consumers because of its well-known brand in the financial industry. American Express also has a sound financial position that allows it to invest in cutting-edge technology and grow its business (Shuai and Xuewen, 2020).
Weaknesses
The hefty costs charged by American Express, which may make it costly for certain clients, are one of the company's major flaws. The company's potential for expansion is also constrained by its limited presence in certain nations (Shuai and Xuewen, 2020).
Opportunities
Opportunities exist in the fintech sector that American Express may take advantage of. The business may use technology to grow its clientele, enhance its offerings, and generate new income sources (Büyüközkan, Mukul and Kongar, 2020).
Threats
One of the primary dangers confronting American Express is competition from other banking institutions. Governmental legislation and regulatory changes might potentially have a significant impact on how the firm runs (Büyüközkan, Mukul and Kongar, 2020).
Internal and External Context Relationship
[bookmark: _Toc133160927]The internal and external environments of an organisation are connected, and changes in either one may have an impact on the other. Changes in the political landscape, for example, may have an effect on American Express' operations, and the company may need to adjust its internal processes to ensure compliance with the new regulations. It could have an impact on the organization's external activities similar to this situation. To remain competitive, American Express could need to invest in new technologies (Hegazy and Stafford, 2021).
The relationship between the internal and external environments of an organization is often shown using the SWOT analysis. Strengths and weaknesses are examples of internal organizational variables, whereas opportunities and threats are examples of external organizational elements. The business must put strategies in place to reduce the impact of external opportunities and threats on its internal strengths and weaknesses (Hegazy and Stafford, 2021).
2.2 Strategic Analysis of Central Issues Faced by American Express
Over the years, American Express has encountered a number of important challenges, including shifting client expectations and heightened competition from new players in the financial services sector. However, by using a variety of models and theories to guide its strategic decision-making process, the business has been able to successfully handle these problems. We will look at how American Express dealt with some of these problems and how it used models and theories to create emergent solutions in this analysis (Grant, 2021).
1. The shifting requirements of its clients was one of the major problems that American Express was dealing with. American Express was compelled to change its emphasis from conventional credit cards to alternate forms of payment as more consumers started to prefer digital payments. In the context of this situation, the organisation utilised the SWOT analysis approach to determine its strengths, weaknesses, opportunities, and threats. As a result, American Express was able to recognise its advantages and capitalise on them to provide cutting-edge digital payment options (Grant, 2021).
2. Increased competition from new players in the financial services sector was another major problem that American Express was dealing with. The business employed the Five Forces analysis methodology to handle this problem, which helped it comprehend the competitive forces at work in the sector. Using this approach, American Express was able to detect possible dangers from new competitors and build countermeasures. For instance, the business made significant investments in artificial intelligence and data analytics, which enabled it to better understand client behavior and preferences and personalize its goods and services.
Porter’s Five Force Model of American Express
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Figure 3. Porter’s Five Force Model Analysis
Source: (Baxter, 2019)
A framework for examining the competitive forces that mould an industry is Porter's Five Forces model. Its detail analysis for American Express is as follows:
1. Threat of new entrants
American Express is under a modest threat from new competitors. The financial services sector is heavily regulated, which makes it difficult for new businesses to enter. But technological developments and shifting customer tastes can make it simpler for new competitors to join the market (Baxter, 2019).
2. Bargaining Power of Supplier
For American Express, suppliers' bargaining power is rather weak. The firm has good ties with its suppliers, but because of its size and scope, it is also able to negotiate favorable terms (Baxter, 2019).
3. Bargaining power of buyers
For American Express, purchaser bargaining power is average. When it comes to financial services, customers have a variety of alternatives, which provides them with some negotiating power. However, American Express has set itself apart from its rivals with its high-end goods and services, which may make it more resistant to consumer pressure on prices (Anastasiu, Gavriş and Maier, 2020).
4. Threat of Substitute
American Express is under a significant threat from replacements. Customers have a variety of financial options available to them in place of American Express, such as different credit cards, banks, and payment systems. However, American Express has distinguished itself by emphasizing high-end goods and services and building a solid brand name (Anastasiu, Gavriş and Maier, 2020).
5. Competitive rivalry
American Express is up against fierce competition in the financial services sector. The business is in competition with other issuers of credit cards, banks, payment systems, and other suppliers of financial services. However, American Express has set itself apart with its high-end goods and services, emphasis on client satisfaction, and solid brand recognition (Anastasiu, Gavriş and Maier, 2020).
Overall, American Express has been successful in navigating the financial services sector's competitive environment by combining distinction, innovation, and strategic alliances. American Express may better understand its strengths and limitations and create plans to sustain its competitive edge by analyzing the competitive dynamics that influence its industry.
3. Additionally, American Express struggled to find and keep competent staff. The business adopted the resource-based view (RBV) paradigm to solve this problem, which enabled it to recognize its distinctive resources and skills. The RBV is a paradigm that aids in the identification of an organization's distinctive resources and capabilities. In order to handle the crucial problem of attracting and keeping brilliant personnel, American Express employed this methodology. The business created a culture of employee involvement and empowerment by realizing that its most precious resource was its workforce. It launched initiatives that pushed staff members to own their job and advance their knowledge and talents (Chahal et al., 2020).
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Figure 4. Resource-Based View
Source: (Chahal et al., 2020)
American Express created a culture of employee involvement and empowerment after realizing that its people were its most significant resource. The corporation put in place programs that pushed staff members to own their job and advance their knowledge and talents (Chahal et al., 2020).
4. American Express also needed to increase its worldwide presence, which was a problem. The business looked at new markets for prospective development prospects using the internationalization approach (Hult, Gonzalez-Perez and Lagerström, 2019). The paradigm of internationalisation provides a base for market growth. American Express used this approach to address the key issue of expanding its global footprint. Due to opportunities for development in new regions, the company was able to expand its activities to more than 130 countries. Additionally, it established connections with local financial institutions to aid in its expansion into other markets (Hult, Gonzalez-Perez, and Lagerström 2019).
American Express expanded its operations to more than 130 countries, providing its products and services to a global clientele. The company has ties to local financial institutions that will help it expand into other areas.
5. In order to develop new strategies in response to changing market conditions, American Express used the emergent strategy idea. The emergent strategy model provides a framework for developing new strategies in response to changing market conditions (Mallon, 2019). With the aid of this process, American Express was able to develop fresh approaches that complimented its overall objectives and preserved its position as a market leader in the financial services industry. By adopting an experimental and inventive culture, the company was able to introduce a number of new initiatives, such as its digital payment solutions and American Express Ventures programme, which supports fintech entrepreneurs (Mallon, 2019). 
The company created a culture of innovation and experimentation after realising the need of adaptability and agility in a rapidly evolving market. A number of innovative programmes have been launched by American Express in recent years, including its American Express Ventures programme, which supports fintech innovators, and its digital payment solutions, both of which have helped the business maintain its competitiveness in the market (Mallon, 2019).
[bookmark: _Toc133160928]6. American Express also evaluated the performance of its programmes using the balanced scorecard technique. A strategic management tool known as the balanced scorecard aids firms in assessing and monitoring the effectiveness of their plans. American Express used this technique to evaluate the success of their marketing initiatives. The business was able to evaluate the efficacy of its strategy and make the necessary modifications by using indicators including customer happiness, staff engagement, and financial success (Aktaş, 2019).
Thanks to the implementation of this plan, the company was able to track its development through time and match its goals and objectives with its overarching strategy. American Express evaluated the effectiveness of its programmes using a variety of criteria, including customer happiness, staff engagement, and financial performance (Aktaş, 2019).
Due to the fact that it has used a variety of models and theories to guide its strategic decision-making, American Express has been successful in doing so despite having to deal with several important hurdles over the years. American Express was able to create strategies that were in line with its overall goals and that allowed it to maintain its competitive position in the financial services industry by using models like SWOT analysis, Five Forces analysis, RBV, internationalisation, emergent strategy, and balanced scorecard. The business has developed a solid name and a devoted clientele because to its emphasis on innovation, customer satisfaction, and corporate social responsibility.  
2.3 Competitive Advantage through Strategic Management 
A worldwide provider of financial services, American Express enjoys a competitive edge because of its strategic management. To gain its competitive edge, the firm has used a number of competitive and development strategies, such as differentiation, innovation, and strategic alliances.
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Figure 5. Competitive Advantage Strategies
Source: (Fuertes et al., 2020)
1. Differentiation Strategy
American Express distinguishes itself from competitors by offering premium products and services, such as its platinum card, which offers users exclusive benefits. American Express has differentiated itself by placing a strong emphasis on customer care and by offering 24/7 support and personalised service to customers. American Express sets itself apart from competitors by offering high-quality products and services, such as its platinum card, which offers users exclusive access to benefits (Fuertes et al., 2020). 
However, the differentiation strategy used by American Express can have certain disadvantages. The company could be restricting its potential customer base by focusing on high-end items and services. Customers who are more focused on cost or who disregard the distinctive benefits offered by American Express can choose to use a competitor's products instead. The company's focus on luxury products and services may also make it difficult for American Express to penetrate new markets or appeal to new clientele groups (Ferreira, Coelho, and Moutinho, 2020).
2. Innovative Strategy
American Express has created a cutting-edge strategy for offering consumers with new products and services that meet their needs. As an example, the company has made available its mobile app, which lets customers to manage their accounts and keep track of their spending, and its digital wallet service, which enables users to make payments using their smartphones (Haseeb et al., 2019). American Express has also adopted an innovation approach in order to provide new products and services that meet customer desires. Two examples of the company's innovative products that have helped it stay one step ahead of competitors are its mobile app and digital wallet service. By investing in cutting-edge technology and producing products that are more useful and user-friendly, American Express has been able to improve the customer experience and attract new customers (Ferreira, Coelho, and Moutinho, 2020).
However, there may be some downsides to American Express's inventive strategy. Creating new products and services is time- and money-consuming, and there is no guarantee that they will be successful. Furthermore, other companies may quickly copy or improve on American Express' innovations, reducing the company's competitive advantage (Haseeb et al., 2019).
3. A strategy for strategic partnerships
American Express has forged strategic alliances with other companies to provide cutting-edge products and services that satisfy customer demands. For instance, the company and Apple have partnered to provide exclusive discounts and benefits to cardholders who use their cards to purchase Apple products (Saeidi et al., 2019). American Express has also strategically teamed with other companies to develop innovative products and services that meet customer demand. For instance, the company has partnered with Apple to provide exclusive benefits and discounts to its cardholders when they use their cards to purchase Apple products. American Express has worked with other companies to develop innovative solutions that meet customer requests. As a result, American Express is now able to use the skills of its partners (Saeidi et al., 2019).
However, there may be certain downsides to American Express's approach to strategic partnerships. A company's ability to develop new products and services organically may be limited by an over-reliance on strategic partnerships. Collaboration with other companies may also result in conflicts of interest or have an impact on the quality of the products and services offered to customers (Saeidi et al., 2019).
American Express has a competitive advantage through focusing on distinctiveness, innovation, and strategic partnerships or tactics. The long-term success of the company may suffer as a result of this strategy's disadvantages (Danso et al., 2019). To counteract these limitations, American Express may need to consider expanding the range of products and services it offers, forging new ground, and investing in in-house research and development to provide new products and services. By doing this, the company can maintain its position as a leading provider of financial solutions and services and stay one step ahead of competitors (Danso et al., 2019).
Critique of American Express's Competitive Advantage
The premium goods and services that American Express emphasizes can reduce the number of prospective customers. American Express may be losing out on prospective consumers by catering to high-value clients who are ready to pay a premium for its goods and services or who do not appreciate the special perks the firm provides. This could be particularly relevant in places where other financial services providers are fierce competitors and provide comparable goods and services at cheaper prices (Ferreira, Cardim and Coelho, 2020). Furthermore, the business’s dependence on strategic alliances can make it more difficult for it to internally create new goods and services. While alliances might provide American Express access to cutting-edge technology and knowledge, they can also lead to conflicts of interest or lower standards for the goods and services provided to clients. Additionally, relying too heavily on strategic alliances may prevent the business from effectively using its own corporate resources and experience to create novel and ground-breaking goods and services (Ferreira, Cardim and Coelho, 2020).
American Express might have to think about expanding the variety of products and services it offers in order to counteract these restrictions and draw in more clients. This can include entering new markets with less competition or providing goods and services at various price points. In order to create novel products and solutions that are independent of strategic alliances, the corporation may also need to make investments in internal R&D (Urbancová, Hudáková and Fajčíková, 2020). It is crucial to remember nevertheless that American Express has been able to sustain a competitive edge in the banking and financial services industry because to its emphasis on distinctiveness, innovation, and strategic alliances. American Express has been able to keep ahead of rivals and provide its clients with a better experience through providing excellent products and services, putting money into new technology, and establishing strategic alliances with other businesses. American Express's strategic management has shown to be successful in gaining a competitive edge in the market, despite any possible drawbacks to the company's strategy (Urbancová, Hudáková and Fajčíková, 2020).
[bookmark: _Toc133160929]2.4 Factors that must be Considered in Implementing the Strategy
A effective implementation of a plan requires thorough evaluation of several elements. In order to assure the success of a plan, American Express, a multinational financial services corporation, must take into consideration a number of crucial variables. These variables include organizational culture, management of performance, communication, and cooperation, and resource alignment.
1. Alignment of Resources
American Express must make sure that its human, technological, and financial resources complement the approach it has selected. This entails figuring out the resources required to carry out the plan of action and distributing them correctly. For instance, if the company's plan calls for entering new markets, it could have to spend money on extending its technical infrastructure, recruiting more employees, and creating new goods and services. Maximizing efficiency and reducing waste is made possible by ensuring that resources are coordinated with the plan (Knekta, Runyon and Eddy, 2019) .
2. Collaboration and Communication
A good plan must be implemented with effective collaboration and communication. Customers, stakeholders, and staff must all get a consistent and clear explanation of the approach from American Express. This entails clearly stating the organization's vision, aims, and objectives and making sure that everyone is aware of their respective contributions to their realization. Collaboration is also crucial because it makes it easier for departments and functions to share information and resources, which helps the business accomplish its objectives more quickly (Knekta, Runyon and Eddy, 2019).
3. Performance Management
American Express has to set up a system that fits with the selected approach. This entails establishing precise performance measures and benchmarks that are in line with the objectives and goals of the business. Regular monitoring and assessment should also be a part of the performance management framework in order to make sure the plan is being carried out successfully and to pinpoint areas that need improvement (Bauer and Kirchner, 2020).
4. Organizational Culture
A good plan must be implemented while taking into account the organizational culture. American Express has to foster an environment where people are urged to take on change and innovation while still supporting the plan that has been established. This entails promoting a culture of openness, responsibility, and constant development. To guarantee that every employee is contributing towards the same objectives, the firm must also make sure that its values and purpose are in line with the strategy it has adopted (Bauer and Kirchner, 2020).
In addition to these factors, American Express must consider external factors that might have an impact on how its strategy is carried out. These components include changing regulations, economic conditions, and technological development. The organisation must be adaptable to these changes in order to remain competitive in the market, and it must update its strategy properly. In order to successfully implement its strategy, American Express must consider all potential roadblocks. Cultural barriers, a lack of funding, or opposition from stakeholders or workers are a few examples. The organisation must be aware of these challenges and take action to get over them in order to ensure that the plan of attack is successfully carried out (Beaunoyer, Dupéré, and Guitton, 2020).
When implementing a successful strategy, American Express must take management and the management of change into consideration. Leaders must play a critical role in driving the strategy's implementation in order to guarantee that everyone in the organisation is committed to achieving the company's vision and goals and understands them (Beaunoyer, Dupéré, and Guitton, 2020). Additionally, leaders must make sure that roles and duties are defined clearly and that the organizational structure supports the plan. Implementing a plan requires careful consideration of change management. Employees may find change challenging, therefore handling it in a methodical way is crucial. This entails spotting possible resistance to change, effectively explaining the reasons for the change to workers, and offering training and assistance to aid in employee adaptation. The business must also keep an eye on the effects of the shift and modify its strategy as appropriate (Beaunoyer, Dupéré and Guitton, 2020).
The significance of information and analysis in successfully executing a plan should be taken into account as well. Data must be gathered and analyzed by American Express in order to monitor the strategy's success and identify areas for improvement (Rosati and Faria, 2019). To do this, key performance indicators (KPIs) that are in line with the goals and missions of the organization must be created, and frequent progress must be monitored against these KPIs. The business must also make the infrastructural and technological investments required to facilitate data collecting and analysis. Developing a plan requires careful evaluation of external partner collaboration. In order to create new goods and services, American Express needs to find suitable partners that can assist it in achieving its goals and objectives (Rosati and Faria, 2019). This entails establishing connections with other businesses, trade groups, and governmental organizations, then using these connections to spur innovation and expansion. American Express must encourage internal cooperation in addition to engagement with outside partners. Silos must be dismantled, and staff members must be encouraged to collaborate across divisions and roles. Additionally, the business must set up efficient lines of communication to guarantee that staff members are aware of the plan and how they may contribute to its success. Town halls, meetings, and other types of communication on a regular basis may assist to keep staff members engaged and motivated (Rosati and Faria, 2019).
Finally, while putting a plan into action, American Express must take risk management into account. Any plan entails taking risks, therefore the business must be ready to recognize them and take steps to reduce them. This entails creating a risk management approach that includes recognizing possible hazards, estimating their probability and effect, and creating countermeasures. To make sure the risk management approach stays useful and successful, the organization must also periodically monitor and evaluate it (Machlowska et al., 2020).
In short, carefully taking into account a number of criteria is necessary to develop a successful approach. American Express has to make sure that its resources are coordinated with the selected plan, communicate clearly with staff members and stakeholders, set up a performance monitoring system, and foster a culture that endorses the strategy. The business must also be flexible and able to adjust to outside events that might affect the execution of its plan and deal with unforeseen obstacles. By considering these elements, American Express may improve its chances of putting into practice an effective approach that benefits all of its stakeholders and consumers (Machlowska et al., 2020).
[bookmark: _Toc133160930]3. Conclusion
As a result of its strategic management style, American Express has been able to gain a competitive edge in the financial services sector. To set itself apart from rivals and satisfy client demands, the firm has used a variety of competitive and development tactics, such as differentiation, innovation, and strategic alliances. American Express has also been successful at navigating the market dynamics identified by Porter's Five dynamics model as defining its sector. American Express' strategy, which centers on luxury goods and services and relies heavily on partnerships, could have some drawbacks, too. To make sure the business can sustain its competitive edge over the long run, these variables must be properly taken into account while adopting strategy. Overall, American Express has been successful in gaining a competitive edge in the financial services sector via its strategic management strategy. In order to preserve its position as a top supplier of financial services, American Express will need to keep innovating and adapting to changing client requirements and competition pressures.
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