
© Jonathan Stephenson 25th October 2011 

Digital Intelligence Research and Analysis 
using Enterprise Intelligence Software 

A case study exploring the digital footprint of American Express 



Digital Intelligence Research and Analysis and 
Social Media Research  
 
The rapid evolution of digital communication and publication technologies has brought 
about a revolution: By enabling the dissemination of information, knowledge, ideas and 
opinion to a universal audience; and direct and immediate exchanges between individuals 
and groups, as well as organisations; it has supported research and technological 
advancement, social and political change and the expansion of the knowledge economy.  
 

Knowledge is power 
 
One man’s information overload is another man’s infinite resource: As a source of 
strategic and commercial intelligence, what may be harvested from the digital 
environment has become extremely important.  
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What you are about to see 
 
The Digital Intelligence Research and Analysis processes applied in this case study have 
been supported by the use of Enterprise Intelligence Software.  
 
A series of coordinated research scenarios were set up to explore the digital footprint of 
American Express using this technology. These ran for approximately two weeks in 
October 2011, during which 1,280 pertinent documents were collected and analysed.  
 
The information and data shown was publicly available and its collation and interpretation 
has been for demonstration purposes only. Whilst none of it is confidential information in 
the strictest terms, the privacy of individuals and to what extent it could be commercially 
sensitive were considerations when putting this presentation together. 
 
All opinion and commentary on the subjects covered in this overview is objectively made 
as the result of fair and appropriate evaluations of the resources gathered. 
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Digital footprints… 



The digital footprint of an organisation is the 
aggregate of its intended publication, which 
includes its marketing , PR and communications; its 
exposure through documentation in the interests of 
transparency or compliance; the commentary and 
opinion of others, including the press, professional 
pundits and of course its customers or clients; and 
the activity of those that represent it, which means 
its staff at all levels, as well as the services it engages 
externally in the conduct of its business. It is also 
the gaps in its presence; where the challenges or 
opportunities lie, where its competitors are active, 
or where strategic advantage is to be gained. 



In a service led Knowledge Economy the value 
of a businesses’ human capital cannot be over 
stated, so the digital footprint and thought 
leadership potential of its employees is a 
differentiating factor to take note of; and also 
part of the impression that the organisation 
makes. At the local level thought leadership is 
also about trust, the personal brand of the 
individual contact and therefore brand loyalty 
to the organisation that employs them… 



What is Enterprise Intelligence Software?  

In the Knowledge Economy, it is what you know that differentiates you 
from the competition. Today’s intelligent business has to stay permanently 
ahead of the game in order to be sustainable. 



Enterprise Intelligence Software has been 
evolving for over a decade and has now 
reached a level of maturity that makes it 
indispensible for all types of information 
gathering, analysis and research.  



In simple terms the technology significantly extends the reach of 
human intelligence and multiplies its capacity to find relevant 
information hugely.  



At the same time its artificial intelligence helps identify concepts and 
trends within what is being gathered and supports the analysis of it.  



For example this shows that most of the information gathered comes from outside 
American Express, beyond its control; and suggests that the employees with the most 
prominent digital footprints are simply delivering PR led statements for it. 



Identifying focal points of thought and their critical mass is useful for 
horizon scanning in rapidly changing environments.  



Here the relationships between some of the concepts 
identified by the software are being mapped. 

A click-through process allows further analysis of what that means.  



The interconnectedness of everything… 



Here’s one of the 
company’s executives: 
 
Like many of his 
colleagues he has a 
comprehensive 
professional résumé on 
LinkedIn. Most career 
conscious people do . It is 
a good starting point for 
establishing a ‘personal 
brand’ around your 
expertise. 

In this case though no 
link to a blog, or page on 
the company website 
where his strengths and 
thought leadership are 
showcased. 

Let’s begin with a look at the organisation’s Human Capital 



Still, he has plenty of 
friends and family and a 
social life too. That’s good 
as well. He seems like a 
nice guy… 

…and he probably doesn’t 
realise how easy it is to  
follow the 
interconnectedness of 
things in the digital world. 



So, apologies for doing 
this, which is just to 
make a point… 

..about how things connect. 



And keep on connecting. 
Like this. 



Here are some 
people he’s played 
golf with… 

…and this is his local golf club. 

And like this… 



Here is another example. 

There is a really positive story here that could easily be developed into something 
bigger and very relevant to today’s society and workplaces.  

And here is something 
else about this company 
executive… 



Political contributions made by her and 
her colleagues… 



And here is lots of information about 
contributions to the American Express 
Political Action Committee and the 
distribution of those funds… 



And here is some evidence of 
external engagement, which 
though no doubt a personal 
commitment on another 
executive’s part, also has 
connotations involving 
Corporate Social Responsibility, 
which is all relevant to the 
organisation’s digital footprint. 



This happened whilst the research was being done and was 
picked up as potentially relevant .  
 
Information on his separate business interests also emerged.   

Here is an executive that moved on… 



And here is the person who was just 
joining Ogilvy & Mather in New York 
and would be working on the 
American Express advertising account. 

The interconnectedness of everything…  See what I mean? 

Here’s how it works on American Express as an organization… 



The whole is the sum of its parts… 



Here is a walk through sample of 
what was discovered. 

In depth 
commentary on 
and details of the 
latest results. 



There was a push on 
good customer service 
though there was also a 
related back story and 
history of Human 
Resources development 
that precedes this. 



We want our customers to come away 
from their service experience, whether 
it’s on the phone, on the Web, or 
through email, recognizing that 
American Express truly cares about 
helping them resolve their issues.  It’s 
important to us they know that we’re 
committed to building relationships with 
them and creating a personal 
connection and that we view their 
interaction with us as much more than a 
rote transaction. It’s our goal that 
ultimately, as a result of their service 
experience, our customers will be 
willing to recommend American Express 
to their friends. 

We recognize that great service is not about what the company thinks about its 
performance internally; it’s all about what the customer thinks.  

Jim Bush, Executive Vice President, 
Service at American Express 

There was a new emphasis on 
externalised  customer-focused thinking. 



There were new products 
and services and there was 
social media engagement. 



There were more new products and services… 



…and there was a focus on small businesses. 



Nice placement of the advertisement by Visa incidentally. 

In fact there was a lot of 
activity around small business 
which includes American 
Express’s merchant customers. 



And there was this back story 
to the merchant relationship 
and the value proposition to 
the American Express 
customer end-users… 



Weigh in: How do you feel about the idea of merchants 
having the ability to steer your payment choices? Would you 
prefer to get discounts for paying with lower-cost cards or 
would you see it a penalty against higher-cost rewards cards? 

Ultimately the customer not the 
court will decide of course. 



The idea of a digital wallet and the opportunities that come 
from moving payments onto the smartphone were major 
themes at the CTIA Enterprise & Application show. American 
Express executive Dan Schulman used his keynote address to 
call for more alliances, noting that, "no single company can do 
this alone." The prospect of mobile payments was also the 
focus of one of the more prominent panel discussions today. 

Dan Shulman had been brought in. 



Well, I will say to you we are seriously at work, and I think we've developed a kind 
of strategy and an end state towards which we're driving. We are doing quite a 
number of things behinds the scenes from a technology perspective to be able to 
go into the market with a robust platform that enable us to move into digital 
payments, and then into other services around that. 

Here is some of the thinking 
behind what American 
Express is now doing. 



Here is some more… 



…I think the growth of person to person payments, the 
interrelationship of the growth of mobile with payments, is 
going to be important. It's one of the reasons why we have 
a deal with one of the largest mobile providers in China, 
with a deal with ICBC, and UMPay, I think, is the name of 
the mobile provider, because we believe that that 
connection is going to be very, very important… 

…I think some of the so-called emerging markets are going to lead the way in some 
of the payments and technology advancements, because they're going to skip the 
existing infrastructures that have been in place… 

…We're the largest issuer in terms of billings. We are a merchant 
acquirer, we are a network processor, we have a very large rewards 
and loyalty set of capabilities. And the fact that we can connect 
those all at once, we think is going to give us a very important set 
of advantages… 

…and more from 
the top… 



… While I can't publicly share with you what our international growth objectives are, what I 
can say, if we just look at the GDP growth rates around the world in different markets, that 
leads you to the need for any business that wants to grow, they in fact are going to have to 
have very strong growth in a range of international markets… 

…And if we just look at the brick markets and the growth rates there, we're 
going to have to have a more substantial presence in international, and we 
have been growing in international, and I think that will be accelerated… 

…And then the last piece that I would emphasize, both on a global 
basis, and certainly in the U.S., as I think about 2019, is that 
American Express is increasingly, and we characterize ourselves 
this way, is – think of us more broadly as a services company than 
a financial services company. What we provide is, we've got a 
network of very broad relationships with end user customers, 
with companies, with merchants. And we in fact can provide value 
to all those different segments as a result of the relationships and 
the value that we perform… 

…and yet more. 



So deals were being done… 



...and here are some 
more of those. 



The competition… 

The competition were 
doing deals too. In 
overseas markets… 



…and involving new 
technologies. 



American Express? That'll do nicely, especially 
in North America, where the brand remains 
arguably the card of choice for  business users. 
But increasingly the company is out to capture 
the hearts, minds and purses of ordinary 
consumers in order to counter sharp declines 
in corporate expenditure. This has pushed 
American Express into fierce competition with 
credit card operators Visa and MasterCard… 

And, there may be a challenge in how 
international the American Express 
brand really is. 



Research, reports and technical information… 

There were other 
relevant digital resources 
to harvest as well… 



…which could inform 
strategic thinking for 
the future. 



Not everyone shares the vision…. 



There were some 
alternative views… 



…rather a lot actually. 



Just days before the president 
appointed Kenneth I. Chenault, 
chairman and chief executive of 
American Express, to the council, 
the company announced a massive 
restructuring that closed a facility in 
North Carolina and eliminated 550 
jobs, or about 1% of the company's 
workforce. At the same time, 
American Express announced it had 
made $1.1 billion in the fourth 
quarter of 2010, up 48% from the 
same period the previous year. 

And there  were alternative interpretations 
of some big stories. 



Not thought through?: This intervention failed to grasp how the 
world has changed. The story has been tweeted from the page 
almost 1,000 times and has no doubt been re-tweeted many more. 

And then there was 
the just plain dumb… 



American Express won’t have much of a future if it doesn’t pay down the debt and alter 
its business model. With the changing economic times, so must American Express change 
its business model to phase out annual fee cards. When it comes time for businesses, 
especially small businesses, to cut costs and find savings wherever they can, finding an 
alternative to American Express will be a no brainer. 

Mastercard and Visa Best Positioned To Profit Among Credit Card Companies 

…and there was 
informed opinion. 



How analysts, investors or the competition 
might interpret all of this… 



American Express sees itself as a global brand and has a global presence—yet its greatest 
strength is its home market. It is readily perceived from outside that sphere of influence to 
be essentially an American business with all the implications that this concept entails; and 
it is unclear what its value proposition is… 
 
American Express appears uncertain as to whether it is still a Debit/Credit card business or 
is now a Bank, or business services provider… 
 
Since the advent of the Internet and more so since the rapid adoption of social media, 
good customer service has become a necessity. It is a survival strategy not an innovation 
and is only likely to be a differentiator between otherwise identical products… 
 
Evidence of its penetration of emerging markets is limited and it looks vulnerable in those 
where it has a foothold in terms of its competitive strengths and weaknesses… 
 
Heavily managed Public Relations statements delivered through a limited number of high 
ranking spokespeople is an out-dated approach that does not fully recognise the shift in 
the balance of power that has taken place across communications channels...  



There are too many products, including the number 
of card options, so the offering is confused and it is 
not clear what the ‘must have’ value in the product 
is to the end-user… 



American Express seems unable to differentiate between the interests of 
its commercial stakeholders and its end-user customers. It has 90 million 
card members and 5.6 million merchants. Significant effort clearly goes into 
communications aimed at investors and its current high profile support for 
small businesses; which cynically might be seen as in order to engage and 
retain them as clients whilst seeking to gain kudos from doing this in a 
difficult economic environment—not to mention possible associations with 
the lawsuit that arose with the Department of Justice and others in 
October 2010.  
 
Other than seeking to market to them through Social Media, however, 
meaningful communication with the card members, its customer 
stakeholders, seems conspicuous by its absence. 



A brand is not whatever its 
management says it is. It is 
what it is perceived to be from 
outside. That encompasses a 
set of values and expectations 
that customers can 
understand and rely on…  



The engagement of Dan Schulman as an informed and well-connected 
influence within American Express, together with the alliances it is forming 
with technology companies shows it to be in the game as the digital 
revolution continues to upend traditional commercial models.  
  
It is far from clear though if its position is at the forefront of innovative 
thinking or if it is simply in a catch up or ‘me too’ position. 
  
Thought leadership requires either a vision of the future that may carry 
others with it and be made real, or the dissemination of knowledge and 
ideas that are focused, informative and sufficiently unique in how they are 
put together to create a sphere of influence and the recognition of 
expertise and worth that goes with that. 
 
Given the vast amount of data that American Express has access to the 
intelligent use of that to enable B2B and B2C services, marketing and 
personalised service to the end-user seems untapped. See this for 
clarification of what is meant:  http://bit.ly/ou11Jf  
 

http://bit.ly/ou11Jf
http://bit.ly/ou11Jf


The Internet as a whole including the libraries, databases and archives 
it connects to, the billions of pages of the World Wide Web, wikis as 
collective depositories of knowledge, blogs as broadcast expressions of 
ideas, opinion and comment—and social media, either as networks of 
friends, or professional groups, are all now part of the digital 
intelligence ocean. 

As a consequence Digital Intelligence and Social 
Media Research have become the new ‘capital’ of 
the Knowledge Economy. 

As a source of strategic and commercial 
intelligence, what may be harvested from the 
digital environment has suddenly become 
extremely important. 

Analysts, investors, or the competition 
could do this too, so can today’s global 
corporates afford not to? 



It is said that if you know your enemies and know yourself, you will not be imperilled 
in a hundred battles; if you do not know your enemies but do know yourself, you will 
win one and lose one; if you do not know your enemies nor yourself, you will be 
imperilled in every single battle. 
 
Sun Tzu: The Art of War, circa 476–221 BC 
 

No enterprise is more likely to succeed than one concealed from the enemy until it is 
ripe for execution. Nothing is of greater importance in time of war than in knowing 
how to make the best use of a fair opportunity when it is offered. 
 
Niccolò Machiavelli: The Art of War (1520) 
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