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Priorities:

• Create a strong and effective team at HQ  

• Establish effective communication channels

• Promote open and collaborative communication with all 
team members or stakeholders

• Conduct regular check-ins to provide feedback on 
progress, address challenges, and offer support

• Deploy membership initiatives in target areas

• Investigate partnerships and sponsorships
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a• Membership

• Marketing

• Internal Operations

• Information Technology

• Online Bridge

• Discipline

• Litigation Report



Membership



Membership 
Trend



Membership 
Trend

Based on 5% decline yearly



11 %        15 %
💸  We want to reward the units who are working on improving membership recruitment and retention💸

ACBL & Units working together to mobilize grass roots volunteers

5%

Automatic Retention

5%
Recruitment

5%

Retention Plan Idea
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Refers to a good or 

service being 

offered.

Refers to a good or 

service being 

offered.

Lapsed & At-Risk Members : New tools to assist our salesforce

Retention Plan



ACBL Plan

Training Sessions

4 available sessions per week

Individual Attention in Zoom 

Room

Retention Tool Training

Online Tutorials

Video Tutorials

Telemarketing Scripts

Update Database

Manual Process

Data Analysis

Use first quarter 2024 to train and recruit unit volunteers



Recruiting

SPADES PICKLEBRIDGE BRIDGE4FRIENDS



Marketing



BOOST

CAMPAIGN OVERVIEW

ACBL runs targeted Facebook 
campaigns to connect 
prospective students with 
teachers in their area.

Teachers receive leads for 
personal follow-up and recruit 
students to be ACBL guest 
members.

PROGRESS

• 159 campaigns 
completed through a 
combined 4 rounds

• Round 1 and 2: 25% of 
leads became guest 
members

• Round 3: 64% became 
guest members

• Round 4 (ongoing): 55% 
became guest members

BRIDGECONNECT.ME

Implementation of refined 
Find a Teacher database will 
allow us to replicate and 
expand campaigns to include 
more local markets.



Guest Membership

CAMPAIGN OVERVIEW

Free 120-day membership and 
opportunity to join as regular 
ACBL members for $29 the first 
year.

• Digital access to Bridge 
Bulletin

• Weekly emailed bridge tips

• Earn up to 20 masterpoints

• Access to MyACBL portal

ACQUISITION AND 

CONVERSION

• Average conversion of 
40% in first half of 2023

• 507 new guest members 
in October (biggest 
month in 2023)

• YTD, 4043 new guest 
members

• YTD, 1179 conversions

FUTURE MARKETING

Guest members are one of 
the most engaged with 
emails, leading to great 
marketing channel in 2024.

• Restart of automated 
emails reminding guest 
to join

• New campaigns for 
expired guests



Element3 Health

CAMPAIGN OVERVIEW

ACBL partnered with Element3 
Health to give eligible members 
a path to a free year of 
membership by playing bridge.

Participants see a progress bar 
in their MyACBL portal.

STATUS

• Working with E3 to 
promote bridge to their 
subscriber base (12 
million)

• Nearly 1200 eligible 
ACBL members 
registered

• More than 300 members 
have earned enough 
credits for a free year

CHALLENGES

Due to a wide variety of ACBL 
membership types, 
administration has been a 
manual process.

Marketing and IT are 
partnering to automate 
processes.



BridgeConnect.me

BridgeConnect.club

BridgeConnect.games

Bridge4Friends.funRebranding ACBL for new players

We are working to significantly improve our 

engagement with new members and those 

who aren't currently participating in bridge 

games.



Internal 
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2024 Goals

Processes:

• Identify key steps

• Streamline workflow

• Standardize tasks

• Implement automation

• Regularly review/update

Staff:

• Define roles/responsibilities

• Train on procedures

• Encourage feedback

• Promote team collaboration

• Assess performance regularly



Information 
Technology



Presentation Title

Where we are



Where we want to be by end of 2025



IT

Infra-

structure

MP V2 Guest

E3H

Data

EE

Software SOF

AS400

Overhaul paused until post-NABC, 

focusing on cloud migration for 

AS/400 and Active Directory.

Essential features enhanced 

for NABC, successful Daytona 

test, minor issues expected, 

Source of systemic minor 

issues, time-intensive fixes 

required.

Realigning vision, focusing 

implementation on AS400, minor 

impact on migration.

65% of L4C games use MPEv2 

aiming for 90% post-testing.

Progressing well, expected 

completion in 2024 for critical 

member related functionalities.

SOF - In UAT phase, deciding 

between scrapping or 

additional deployment efforts.

Issues with Midflight

Transitioning from Tableau to 

Power BI for technological and 

cost efficiency, completion 

targeted before May.
Marcin Waslowicz 

Interim Director of IT

Prepping for mandatory database upgrades to 

prevent service disruptions, addressing auto-

renewal issues.

=code 

freeze

9-12 month code freeze to address internal work

Support and bug fix resources always available

What we are doing



9/3/20XX Presentation Title

•

What we are planning



Online Bridge





Online Bridge

• Players have strong preferences

• Online bridge is major contributor to revenue

• BBO vs VACBs vs F2F Clubs vs Tournaments vs Online 
Regionals……….

• Online bridge as a teaching tool

• Good for many people as only access to Bridge



Discipline 



EDGAR Collaboration

Hand Records

• Relies on BBO

• Key to partner with 
EDGAR and BBO to 
ensure success of 
EDGAR deal

Data Analysis

• Automated

• Recorder’s office

Discipline

• Warnings for first 
offenders with criteria

• Fast track discipline with 
criteria

• IBA

• OEOC

• A&C



Thank You
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