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Diana Sweis 
JP Morgan Chase Public Relations Proposal 

Situation 

JP Morgan Chase is one of the oldest financial institutions in the United States dating 

back 200 years ago. Chase is a leading global financial services firm with assets of $2.3 trillion. 

Chase operates in more than 60 countries, and employs more than 240,000 people. Chase serves 

millions of consumers, small businesses and many of the world’s most prominent corporate, 

institutional, and government clients. Chase is also a leader in investment banking, financial 

services for consumers, small businesses and commercial banking, financial transaction 

processing, asset management and private equity. 

 Due to the financial crisis recently, many consumers lost trust in financial institutions. 

Many people associate banks with corporate greed, which leads them to withdraw their funds 

from large national banks. The challenge for JP Morgan Chase is gaining the trust of the clients 

they lost due to the economic downfall as well as gaining new clientele by providing an 

unforgettable customer experience. The time frame for this proposal will be from July 2012 

through December 2012. The six-month duration will allow for Chase to host events and train 

their employees to create a better banking experience for the customers. 

Objectives 

 Educate employees to provide exceptional customer service. 

 Own customer issues from start to finish. 

 Build lasting relationships based on trust. 

 Exceed customer expectations. 

Target Audience 
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 Since Chase bank is one of the largest financial institutes in the world; we must reach out 

to audiences that will continue to stimulate our corporation. Based on Claritas Prizm, I decided 

to focus on the following demographics because they are the groups that will keep Chase in 

business as one of the best U.S. banks. The people in these demographics will be more likely to 

invest with Chase, take out mortgages and loans, and create savings funds for their children. 

 Upper Crust: couples over 55 years old, no children, earning over $200,000 a year. 

 Blue Blood Estates: wealthy suburban families, million dollar homes and high end cars, 

significant percentage of Asian Americans earning six figure incomes. 

 Movers & Shakers: America’s up-and-coming business class, wealthy and highly 

educated people between 35-54, children, own small business and home offices. 

 Kids & Cul-de-Sacs: upscale, suburban, married couples with children, high rate of 

Hispanics and Asian American professionals with upper middle class income. 

Currently many people investing their money are wealthy upper class Caucasians. By targeting 

families with children, Chase will be opening up doors for future clients as well.  

Strategy 

 Chase does not only want to target their audience because of their financial stature, we 

want to build a bond between the employees and the customers. Every Chase in every country 

will be able to provide customers with an unforgettable experience. I want Chase banks all over 

the world to be associated with friendliness. The following are my strategies to accomplish this. 

 Creating workshop classes for the managers, tellers, bankers, loan officers, investment 

representative individually. This will allow the employees to be educated on their role in 

advancing Chase.  
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 Many customers complain about their issues not being resolved in a timely manner. To 

eliminate this problem, if a customer comes into a branch or calls in with a problem, the 

first person they speak to will be the one handling the issue. We do not want customers to 

be frustrated because they are passed around from one employee to the next. 

 Building lasting relationships is really the key factor. Chase employees should make 

connections with their customers, take a personal interest in the customer’s needs, listen 

and ask for feedback and most important, establish trust through short conversations in 

the branch. 

 Customers that walk into banks do not expect much from the employees because of all 

the negative media coverage that banks receive. However, each and every employ that 

wears a chase logo on their shirt should go above and beyond for their customers. 

Employees will figure out ways to say ‘yes,’ or offer options that would satisfy the 

customer’s needs. 

Tactics 

 It is crucial for Chase to regain their trust from new and existing customers. Chase will 

accomplish their goals through giving back to communities, hosting events, creating promotions, 

newsletters, social media and providing jobs. 

Giving Back 

 Chase will sponsor fundraisers to help families that have lost their homes. 

 Chase will provide donations to natural disaster relief funds. 

 Chase will sponsor seasonal coat drives in many locations across the nation. 

 Chase will provide local assistance to states that are in need of funding for educational 

purposes, medical improvements, art programs, etc. 
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Events 

 Chase will host awards ceremonies for the employees that have made a difference in their 

customer’s life. All the proceeds from admission and raffle tickets will go to a charity 

that the consumers will chose by voting through social media. 

 Chase will host three major concert events in Central Park (New York City, NY), Grant 

Park (Chicago, IL), and Empire Polo Club (Indio, CA). These will be free-ticketed events 

to benefit not for profit organizations in each state to fight poverty. 

Promotions 

 Promotional coupons will circulate through the mail offering customers bonuses for 

banking with Chase. 

 Customers that already bank with Chase will be awarded with quarterly savings 

promotions that would increase their interest rate for 90 days. 

 Referrals through word of mouth will allow customers to obtain special rewards on their 

accounts. 

 Bank days would allow Chase to go to businesses and open account while giving away 

free cups, hats, shirts, and pens. 

Newsletters 

 A weekly newsletter will be posted on Chase’s website so that our customers could see 

the accomplishments we have made throughout the week, and it will provide customer’s 

with the opportunity witness the ways that Chase is helping communities all over the 

world. 

Social Media 

 Chase will have a larger presence on social media websites. 
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o Twitter will be used as a way for customers to communicate their comments or 

concerns to Chase. 

o Our social media team will provide efficient responses to customer questions as 

well as addressing any complaints. 

o Facebook will also be used to generate feedback, but at the same time customers 

will be able to see the current promotions we are offering, and current job 

postings. 

o Additionally, Facebook is where people can vote for the charity they believe 

needs the most funding. 

Employment Opportunities 

 Chase is currently hiring ten veterans a day. 

 Chase branches are constantly being built, which provides jobs all over the nation. 

 Chase helps create 7,500 employees in a hard hit community in Atlantic City. 

Calendar 

Month 2012 Activity 
July  Release a corporate newsletter 

stating all of the upcoming changes 
for the company. 

 Begin transitioning into 
community-focused events. 

 Email all Chase management, and 
inform them about a conference call 
that they will need to attend August. 

August  Send a more detailed email to 
Chase managers with specific dates 
and times per region for the 
conference call. 

 Create an agenda for what will be 
on the call. 

 Start creating training classes for all 
employees. 
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September  Open voting on Facebook for 
people to vote for which charity 
they feel should get a donation of 
$100,000. 

 Employees will watch videos at 
their branch, which will 
demonstrate good customer service 
and bad customer service. 

 Start of the winter coat drive. 
October  Continue to focus our attention on 

training employees properly. 
 Slowly executing the steps needed 

to create great customer 
experiences. 

 Branches will have Halloween 
treats for clients with children. 

November  Voting on Facebook will close. 
 Begin Sponsoring Toys for Tots 

event nation wide. 
 Verify all promotional, marketing, 

and advertising material is ready for 
distribution to the branches by 
January 2012. 

December  Finish coat drive and Toys for Tots 
events for the year. 

 We will send out one last corporate 
newsletter to all Chase employees 
thanking them for their cooperation 
as we transition into a better Chase. 

January 2013  The start of a new year will be the 
when Chase unveils their “Building 
Relationships Campaign” 

 Employees are accustomed to the 
new changes. 

 Changing the focus from sales to 
better customer experiences. 

 

Budget 

 This plan will require volunteers from all over the nation that work for Chase. We will 

not have to include labor costs for the volunteers, but the following list will need funding. 

 Cost for sending out flyers and promotional coupons. 
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 Cost for venues and entertainment. 

 Cost for catering and drinks. 

 Cost for outdoor tents and port potties. 

 Cost for branch signs and offers. 

 Cost for training classes. 

 Cost for evaluations and surveys. 

 Cost for newsletters and press kits. 

 Cost for photographer. 

 Cost for out of pocket and traveling expenses. 

Evaluation 

For this plan to come to life and become a success, Chase employees need to work 

together as a team all across the nation. We will measure our level of success by the following: 

 Facebook ‘Likes’ 

 Twitter followers 

 How many people attended each event? 

 How much money did we raise at the benefit concerts? 

 How many toys and coats were we able to donate? 

 How many families were we able keep from becoming homeless? 

 How many new employees did we hire? 

 Feedback from customers and branch employees. 

Customers that complete transactions in any Chase branch will also receive a random survey call 

to give us feedback on their experience. If we get positive responses from Chase customers then 

that means we were able to accomplish a better experience for the customer.  
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