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Questions 1, 2, and 3
Question 1
Customers have principal dimensions they incorporate when judging a business’s services. They include responsiveness, tangibles, empathy, reliability, and tangibles (Sarlas, 2017). American Express has unique ways that aim at addressing these principal dimensions. The American Express has redefined the call-center strategy. The company understands that the workers are the core resources of the company and interact with the customers regularly. By looking at their best-performing employees, they noted that they had crucial attributes like empathy with customers, connect well with clients over the phone, and had great passion in delivering exceptional service.
The company founded their cue on a basketball philosophical quote that says, “You cannot teach 7 feet.” Based on this their realized the best way is to look at the employees with the appropriate attributes in the hiring phase (Jacquelinen, 2014). Second, they have created a culture where they increase employees’ payments based on the value they add to the customers. Third, the company performs frequent employee performance evaluations, which are primarily linked to consumer feedback. Also, an employee is entitled to incremental 25%-35% on their monthly pays if the customers are satisfied (Jacquelinen, 2014). In addition, the company ensures hiring a lot of employees to ensure reliability; currently, the company has over 59,000 workers, ranking second among its rivals.
Question 2
Heterogeneity is particularly essential to credit customers because it reduces the vulnerability of businesses or customers relying on credit to disruption of a single source of credit from a financial company, banks, or any segment of the credit market. Most businesses and customers rely on credit to run their daily operations. Unlike large-scale companies, small business ventures have, for long, had limited access to credit. The large enterprises have the advantage of using commercial papers, issuing bonds, or any other relevant debt security to access credit from banks and broader segments financial institutions (Stefano & Sampagnaro, 2011). On the flip side, small business lacks collateral, have less correct financial statements, and short track records. Such frictions hinder customers from accessing credits. As a result, lacking credit forces the customers to turn to other sources such as business and personal credit cards, family and friends, residential mortgages, and home equity loans (Stefano & Sampagnaro, 2011). Some of these sources are unprotected and can land customers into deep financial crisis. Thus, heterogeneity in banks and financial institutions are integral to credit customers to prevent the risk of an emergency.
Question 3
American Express sets its vision as becoming “the world’s service respected service brand.” The following are the implications attached to how the company manages the service expectations. First, the vision of the company implicitly suggests that American Express is looking forward to investing and improve their service brand. The vision seems like a good move for the company since it already has a positive reputation in the eyes of the customers. Moreover, based on the vision, the customers can only expect an even greater sense of service experience from the company, derived from the passion in delivering exceptional services. For instance, in 2014, the company launched the Amex Every Day Credit Card that had no annual fee but had a vital rewards program that was given to frequent users. The company has been known for its target of the affluent class based on their premium-pricing approach (Jacquelinen, 2014). The introduction of the card was a great sign to show its commitment to achieving the set vision. Crafting the Amex, Every Day Credit Card was a part of the strategic shift that allowed mass customers to feel respected. Therefore, the American Express vision implicitly suggests diversification of its services to incorporate all customers to reach their concept of ‘world’s respected brand.’
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