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Assessment of the Chase Sapphire Reserve Card 
The Chase Sapphire Reserve card is an excellent product for JPMorgan Chase and the Sapphire Chase brand. To begin with, the product was designed to tap into a rapidly growing market (millennials), which in addition to guaranteeing higher profits, it assured its future growth and success. By reaching a one year’s market target within two weeks, the product showed a promise for growth. The card was a good product for JPMorgan Chase because of the high number of U.S. citizens who adopted the consumer and community banking (Santana et al., 2018, p.2). The high presence of the company in the country was another reason that assured the success of the product. The Chase Sapphire Reserve Card was a good product for the brand because it created a competitive advantage and differentiated it from other rival businesses. Considering that the card was identified as the most appealing card in 2016, an influx of customers was recorded, making the brand to be known in the market. By capitalizing on the large market pool, the brand would grow rapidly and reach different consumer segments. 
Success Strategies on Consumer Acquisition 
Chase Sapphire Reserve has been so successful in the acquisition of customers because of the flexibility of the product, the associated rewards, experiences, bonuses, and the use of different media platforms. The new card was designed to be a flexible product that allowed consumers convenience and ability to make relevant choices. Success in customer acquisition can be associated with the rewards (Santana et al., 2018, p.5). Because millennials were the target customer, using rewards would increase the number of consumers. Using reward programs would attract more millennials because the programs would allow them to increase their value and improve their experiences. Another reason why Chase Sapphire Reserve has been successful in customer acquisition is by using a new approach for marketing and communicating. Millennial consumers prefer to use social media platforms. By using relevant influencers and celebrities, the product was easily marketed to large populations. Establishing branch networks and mass marketing enabled the company to acquire consumers easily. 
Benefits of Consumer Segmentation 
Segmentation of consumer groups to the design of the product is important because it allows Chase Sapphire to focus on its target customers, which will improve customer service, establish loyal relationships, and demonstrate excellent knowledge of consumer needs and interests. Segmentation can also help in price optimization because a company can know the most important segment and the least important customer segment (Onwezen, 2018). Chase Sapphire has successfully segmented consumers with the Sapphire Reserve Card because of its flexible nature. With majority of millennials being students and members of the working class, the company allows customers to set their rules for convenience and relevance. 
Response to Competition 
As a competitor, there are ways that I can use to respond to the Chase Sapphire Reserve. The first approach would be product differentiation. Through product differentiation, I will be able to develop new products and services and at the same time lower the costs. Making different products for different consumers would ensure that large market segments are reached. I would rely on data analytics and big data to collect consumer information, and use it to determine their consumption behaviors (Hagiu and Wright, 2020). Understanding their consumer behaviors would ensure that products are customized and services improved. I would increase promotions and bonuses for all travelers using my credit card. Using bonuses and establishing reward programs would attract more consumers. Considering that Chase Sapphire reduced its sign-up bonus points by 50% from 100,000 points to 50,000 points, introducing sign-up bonus points would be an excellent competitive strategy. 
Management Approaches to the Chase Sapphire Brand Evolution and Product Portfolio 
As a Chase branch manager, there are steps that I would take to ensure that I maintain competitive advantages. The first thing to position the company in a competitive environment is to use social media platforms more aggressively. Because of the rapid development of technologies and penetration in the U.S. population, using social media platforms to market products will guarantee mass marketing and fast customer acquisition. Another approach is promoting the quality of services and experiences. Based on the fact that the company does not target the rich, improving customer experiences can attract more customers and thus, achieve competitive advantages. 
Based on the exhibits provided in the case, I would manage the Chase Sapphire brand and product portfolio evolution by outlining how the brand will be represented and how different parties should use the brand assets. I would promote collaboration across departments and businesses, which would ensure real-time discussion of strategies and developments. I would ensure that there is a close relationship between the brand and customer experiences. Inclusion of third parties and the use of defined workflows would ensure that the right choices are made and conflicts minimized. The Chase Sapphire brand has five sub-brands, including JPMorgan, Chase Sapphire, Chase Ink, Chase Freedom and Chase Slate (Santana et al., 2018, p. 7). I think that this is a reasonable number of products in the line because they are designed to meet different consumer needs. Using different features allows the products to effectively address consumer needs and wants. I would retain the no annual fee card because it would attract a large pool of customers with a limited bonus point acquisition. Another change that I would make to the Sapphire Reserve Card is to lower the annual fee by 5%. Lowering the annual fee would attract more millennial consumers who are focused on rewards and experiences. Besides, I would ensure that the sign-up bonus points are maintained at 50,000 to ensure that new customers are acquired and current customers are interested to renew their cards (Santana et al., 2018 p. 16). Guaranteeing these points will ensure that customers are not attracted to rival competitions. These approaches and changes are necessary because they assure a better future for the brand and the company as a whole. 
Effects of Consumer Insights Data 
Consumer insights play an important role in determining the success or failure of companies and brands. Consumer insights data regarding JPMorgan Chase parent brand will affect the evolution of the Chase Sapphire Reserve line because JPMorgan is literally the parent company. The reputation of the parent company can affect the reputations of acquisitions because of the effects of generalizations (Santana et al., 2018, p. 11). Consumer insights will affect the evolution of the brand because JPMorgan is the owner of the brand, and thus, its failure leads to the failure of the brand. With majority of Americans aware of JPMorgan Chase, a positive reputation and customer insights can promote customer loyalty and brand recognition. Also, considering that JPMorgan led the market share, it can be argued that its success determines the success of its brands. Consumer insights will impact the evolution of the brand because success strategies of the brand are overseen by the top management in the JPMorgan Chase. 
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