Surname4

Name:
Professor:
Course:
Date:
Chase Sapphire Short Questions Answers
1. [bookmark: _GoBack]Target audience segmentation to the overarching branding of the new Chase offering was important because it allowed the company to understand different customer segments, their needs and interests, which in turn, promotes service provision. Segmentation as necessary because it allowed the company to optimize prices. Price optimization would be facilitated by the excellent customer knowledge. Audience segmentation was also used to establish product flexibility. Product flexibility implies that every audience segment’s needs are considered. Another reason why target audience segmentation was vital is because it would promote brand recognition in different market levels, and thus improve the probability of achieving competitive advantages. 
2. One of the brand management challenges in the development of the new product was retaining customers after a one-year anniversary. Developing a new product required the management team to plan for the long-term needs, changing consumer behaviors, and market environment. Developing a new product requires the management to anticipate uncertainties because of the dynamic nature of the business environment. Another brand management challenge was differentiating products to ensure that they do not cannibalize each other. Differentiation was a challenge because it ensured that the product could address the needs and interests of different consumers. Another brand management challenge is maintaining a competitive advantage considering that the presence of new entrants and rival businesses. 
3. Sapphire Reserve Card leveraged the new brand value by promoting flexibility, establishing a reward program, and understanding consumer needs. Flexibility was important because it allowed consumers’ convenience and the ability to make relevant choices. Allowing customers to make their choices allowed the brand to position itself in a highly competitive environment. Establishing a rewards program was used for brand positioning because it allowed consumers to increase their value and their experiences. The product was nod developed for the rich people, rather millennials who aim at having higher benefits and better experiences. 
4. The first lesson from LEVI’s Brand Spokesperson Ted talk regarding the maintenance of a global brand presence and relevance is creating defining moments and seizing them. The speaker gives the example of Levi’s brand that has been in the market for 150 years. The relevance of the brand can be linked to the company’s success in seizing moments, where it can address the needs and interests of customers. A second key learning is the importance of balancing experience and knowledge to develop a startup that has a rich portfolio. The third key learning is the use of synergistic approaches. https://www.ted.com/talks/james_curleigh_how_to_enhance_and_expand_a_global_brand?utm_campaign=tedspread&utm_medium=referral&utm_source=tedcomshare
5. There are several key insights about brand management principles that were identified in the recording. The first principle is extending the brand to many people. Brand management is a collaborative effort between people and those in management positions. These second principle is ensuring consistency. Consistency promotes coherence and familiarity, which leads to excellent brand recognition. Also, it promotes consumer confidence and loyalty. The third principle is being unique and clearly defining the brand. Uniqueness is necessary because it shows a brand’s authenticity. Clearly defining the brand ensures that it becomes an authoritative force in the market, establishing an environment for growth and achievement of competitive advantages. 
6. One challenge faced by brand managers while sustaining differentiation and consistency in a dynamic world is having an in-depth understanding of the market and the willingness to change. Understanding the market allows the brand manager to understand reasons why products are not bought, the product line, and loss of interest in a product. Another challenge is understanding the changing consumption behaviors. Because of the changing characteristics of products, consumers tend to have varied opinions, which prompt them to change their consumption behaviors. There is also the challenge of designing a product that will not harm other products by the company. A brand can have sub-brands; these sub-brands need to be designed individually to avoid product cannibalism. 
7. COVID-19 has presented opportunities for brands to become more relevant by allowing them to focus on the use of technology and different media platforms. These platforms allow the brands to reach a wide range of consumers. Tapping into these markets ensures that there is a high consumer acquisition. The pandemic has prompted consumers to try new brands avoiding known brands. The pandemic has also presented challenges like the inability to conduct face-to-face transactions. Because of the pandemic, known brands have faced difficulties in adapting to changes in the market. There are supply chain challenges, which have disrupted consumer behaviors, prompting new purchase behaviors. 
8. From the case study, I learned that brand management is an important discipline because it promotes the development of better relationships between consumers and companies. The success of a brand depends on the collaborative efforts between brand managers and consumers. Brand management is important in the development of better brands because it focuses on understanding the market and consumers. Also, I learned that brand management is an important discipline because it focuses on understanding a changing business environment and at the same time ensuring there is consistency. Consistency is important because it leads to relevance and the achievement of consumer loyalty. 
