File Memo
13 December 2019
Subject: Board of Governors Teacher and Club Manager Deliverables Dec 2016 to Date
Executive Summary
The Board of Governors Teacher and Club Manager Committee has advised, consulted and proposed on more than 2 dozen issues and opportunities since our inception.  We focus on issues important to our stakeholder groups.  We contributed materially to deliberations that have impacted the direction and progress of the ACBL.
We do not count success by the number of motions passed by the Board of Directors.  Very few business improvement ideas are well served by bylaw amendments.  Instead we focus on proposals that lead to business improvement by focusing on 
· improving transparency and the quality of data available to management and stakeholders, 
· identifying and eliminating disincentives to growth in the bridge ecosystem, 
· managing useful knowledge for the benefit of the ecosystem, and 
· system proposals that work on how the various stakeholders interact.   
We strive to be financially responsible (benefits justify costs) and respectful of the limits that the size of the ecosystem places on the choices that management must make.
[bookmark: _GoBack]We are collectively proud of our work product and look forward to increasing positive change in the direction and actions of the ACBL and our bridge ecosystem.  
Submitted Respectfully on behalf of the Committee
Stephen Moese, K082411
Chair, Board of Governors Teacher and Club Managers Committee
2nd Alternate to the Board of Directors – D11 Board of Governors
D11 President
U124 Secretary

Board of Governors Reports: http://www.district11bridge.com/ACBL_board_reports.html
BoG Teacher & Club Manager:  http://www.district11bridge.com/BoG/2017BoGTCODocs.html 

Board of Governor’s Teachers and Club Managers Committee Deliverables
This Committee was chartered in Orlando 2016 with the following mission: 
By giving voice to teachers and club owners viewpoints, priorities, and proposals we hope to improve results against key growth priorities:
-     Membership,
-     # of club tables played per year, and
-     Attendance at ACBL tournaments.
Our charter extends through December 2020. We gather inputs from teachers and club owners, work to improve the Board of Governors deliberation process itself, and identify opportunities for the Board of Governors and the Board of Directors to collaborate on issues of interest to teachers and club owners. 
What follows describes our deliverables in chronological order:
· Kansas City 2017
· Participated in Kevin Lane’s Task force urging transparency and input from the stakeholders themselves.  Encouraged BoD to create task forces comprised of BoD, Mgmt, and BoG members to work on major stakeholder issues.  
· Polled Teachers and Club Managers zone wide with the help of ACBL Management about what’s working and what’s not with the current organization.
· Toronto 2017. 
· Presented findings to the Board of Directors 
· http://www.district11bridge.com/BoG/20170723-BoG-Teacher-and-Club-Owner-Survey-Presentation-Toronto.pdf 
· Defined the Bridge Ecosystem and the concept of collaboration or “coopetition” ((cooperation and competition) among the key stakeholders.  
· Defined the stakeholders as Districts, Units, Club Managers, Teachers.  
· ACBL Management and the Board of Directors represent the business interest and function. 
· Recommended segmenting clubs by size and role so solutions can be tailored to needs in a business effective and efficient way
· Recommended creating a list of all teachers whether certified or not to allow sharing best practices and other resources useful to these stakeholders.  
· San Diego 2017
·  1) Club Segmentation: We have provided an activity based set of characteristics to describe the range of offerings and services from Clubs. In addition we proposed 4 segments a priori, depending on the data to clarify their population and verify these boundaries: Premium Experience (aka Full Service), No Frills, Social, Entrepreneur. Bahar and Dan plan to include these characteristics in the new customer relationship management system (CRM). 
· LINK: http://www.district11bridge.com/BoG/20170917-SegmentationModel.xlsx 
· 2) 10 Big Ideas: We provided our discernments and offered modest amendments that would improve several with clubs and teachers in mind. Of these, advertising/ promotion, improve teaching results, and support/integrate social bridge are big ideas. We also like the ability to offer facts on health benefits from a marketing perspective.
· LINK: http://www.district11bridge.com/BoG/20171003-Sense-of-the-Committee-DRAFT.pdf 
· 3) Limiting Sanction Encroachment: Club owners see this need but fair solutions require in-depth discussion at all levels. We need to identify whether price competition makes bridge better if it hurts or closes a full service club. We need to understand the unique needs of smaller clubs and those with social benefits that outweigh the financial reason for being (e.g. low cost clubs at retirement homes). 
· LINK: http://www.district11bridge.com/BoG/20171024-On-limiting-or-controlling-sanctions.pdf 
· 4) More Special Games 2018 - We provided specific feedback to the ACBL on the proposal to increase the number of special games in 2018. We understand this topic has been tabled until Philadelphia. Nonetheless we ask that you consider the discernment we provide.
· LINK: http://www.district11bridge.com/BoG/20171016-BoG-TandCO-Inputs-Special-Games-2018.pdf 
· 5) Focused feedback/guidance on What Teachers Need: 	
1. Clear credentials and standards, clarifying what Master Teacher means in terms of student benefits. 
2. Access to all potential new players and advancing players in their area - time searching for new students is time away from teaching and motivating newer players. 
3. Curriculum help that enables all teachers whether credentialed or not. We suspect nonaccredited teachers impact a large share of new players. We need to support and engage their efforts. 
4. Include social bridge in the teaching toolkit - this means encouraging all clubs to offer supervised games (with or without masterpoints®) so newbies can gain confidence in a supportive environment. Demand for this approach is growing and we need a model that encourages teaching games and masterpoints®. We need to recognize that some people want to play competitively and some only want to play for fun. We need to encourage both. 
5. Financial reward for creating a new member who plays for 3 or more years. We need a mechanism that is easy to manage and affordable in today's financial structure.
· 2018 Philadelphia
·  1. Joint active mutual promotions with key partners – Alzheimer’s Association, AARP, Insurance Companies (Long Term Care Specialists), etc. The idea is to engage business who have an interest or benefit from bridge and our existing membership to actively promote learning bridge to their membership/customer base. We can no longer accept just passive exposure based on what we do for them. Focus: ACBL Marketing. 
· 2. Creating resources teacher, along with a business model to incentivize contributions and use. Examples include a library of lesson hands provided by teaching peers to other teaching peers that allow fresh hands on known lesson points, reducing the time and energy spent on preparation. We envision a curated cooperative that helps all teachers. Teachers who contribute can use for free. Other teachers could participate for a modest fee. The electronic library would be keyworded and cross referenced. Creating dealer files for duplicated lesson hands would be enabled too. Focus: ACBL with Education Foundation and ABTA, as well as all teachers/coaches. 
· 3. Using Rubber Bridge to engage new players. This approach will favor large clubs and Units with central playing sites. The idea is to make playing at the club more attractive than playing at home. Offer some amenities to customers, offer party packages (avoid house cleaning, clean-up, and snacks), perhaps even a local rubber bridge ladder or scale. Proliferate so that NABCs and Regionals can offer these spaces as revenue generators and simple ways to engage home bridge players who aren’t playing duplicate. Focus: Clubs, with ACBL support and guidance – what does it take to succeed.
· Topics of interest but cost/benefit not well understood: 
· 4. Connecting teachers to new students. What’s the need? Are we losing prospects because they can’t find the help they want? What needs to be in place to capture those who reach out to us and those who would if they’d thought to? (Google ads, Facebook ads, etc). Does our current infrastructure capture and help all who have a desire to learn or play bridge? 
· 5. Residual fees to teachers and club managers for new students who become members – needs detailed business model. The temporary membership is a step in this direction. Can we feasibly do more? What would it take? (High appeal for Teachers and Club Managers, but needs much detail and proof before creating a proposal). We agree to work on a business model.
· Established the Clubs and Teachers Forum on BridgeWinners for sharing issues, solutions and best practices.  
· https://bridgewinners.com/forums/browse/clubs-and-teachers/
· 133 members and growing
· 2018 Atlanta Strategy Review – ACBL BoD Strategy Committee
· Integrated strategy presentation on lifecycle and target audience focus.  What growth means and what must be true to sustain growth.
· http://www.district11bridge.com/BoG/20180730%20Growing-the-ACBL-Ecosystem-Final.pdf 
· Sam Marks shared learning from his Atlanta Club and the issues he faces, along with the effort he expends to sustain growth.
· Betty Starzec presented Teachers perspective from the Ed Foundation and ABTA viewpoint.
· Dan Storch, ACBL Marketing Director, presented the Marketing Funnel and justified why technology is key to recruiting new prospects to bridge.  
· 
[bookmark: _MON_1637752705]Steve Moese Address: 
· 2018 Atlanta Board of Governor’s Meeting
· Advanced 14 motions for consideration by the Board of Governors. Introduced the approach to distinguish between Motions (M) for Board of Directors action and Business (B) Proposals for ACBL Management action. Greyed proposals were rejected for capability or conflict reasons (CRM debacle had occurred blocking discussion of good business principles and marketing strategy).  White proposals were engaged and decided.  Yellow proposals were not admitted to the floor for discussion. Those in yellow were given to Management for consideration at a later time.  
	B
	2080716-BoG-Motion-1B-Expand-ACBL-Customer-Relationship-Mgmt Business

	M
	2080716-BoG-Motion-2-ACBL-Privacy-Policy-Update-Enable-Growth

	B
	2080716-BoG-Motion-3B-Member-Growth-Business-Metrics -Carried

	M
	2080716-BoG-Motion-4-Reward-Recruiting-Success Deferred

	M
	2080716-BoG-Motion-5-District-Unit-Owned-Bridge-Facilities – Failed Narrowly

	B
	2080716-BoG-Motion-6B-Club-Table-Counts-by-Address Accepted

	B
	2080716-BoG-Motion-7B-Map-Member-Intake-Services-by-Teacher-Club-Unit

	B
	2080716-BoG-Motion-8B-Growing-New-Members-Best-Practices-Success-Stories

	M
	2080716-BoG-Motion-9-Club-Sanction-Business-Data-Intake

	B
	2080716-BoG-Motion-10B-ACBL-Financial-Reporting-Sanction-Fee-Clarity

	M
	2080716-BoG-Motion-11-District-Unit-Support-for-Clubs-Teachers Carried

	M
	2080716-BoG-Motion-12-Reward-Top-Recruiters Deferred

	B
	2080716-BoG-Motion-13B-Free-Bulletins-For-Recruiting- Rejected

	B
	2080716-BoG-Motion-14B-Cell-Phone-Recruiting-App


· Committee Summary:
· Teachers Hands Library (Baron Barclay and Common Game) – source materials for teachers available for a small fee eliminates designing and curating hands for beginner classes.

· Club & Teachers Forum on Bridge Winners – 87 Members and growing (BoG @ 68) Open Honest and forceful discussions about club ownership and teaching bridge.  Global. Dominated by ACBL issues.  We seek best practices and success stories in a peer to peer environment where all can learn.  

· BBO as a teaching resource – need for onboarding help and demonstrations.  No interest in having virtual clubs for brick and mortar club owners.   Interest as a teaching tool – but unsure how to begin.  Need for simple diret training – Get Me Started – teaching bridge on BBO.

· Taste of Bridge & Best eBridge – tools for recruiting success. Start slow.  Emphasize play.  Play brings fun.  Fun brings interest.  Keep in peer groups. Enable self-directed learning.  Encourage rubber bridge.  If duplicate is what you want – bring them along in a duplicate setting.  Eliminate the risk new players perceive at trying bridge for the first time. https://bestebridge.com/ 

· Rubber Bridge, Canasta, alternative games to attract traffic to big clubs.  If bridge isn’t enough there are other ways to utilize the space and help cover the overhead costs for your club. 

· 
The following presentation on Growth was not shared: 
· Heat Map and search capability for ACBL Membership data. Jay Whipple.  Google discontinued this capability so map is no longer available as originally created.  
· Filter search for new member recruiting 
· Filter search tool created  in common game for new member data tracking
· http://bridgefinesse.com/D0/GrowthSearch.html
· Public Tableau 2018 ACBL Data Analyses 
· New Members: https://public.tableau.com/profile/stephen.moese#!/vizhome/2018ACBLNewMemberAnalyses/LeadingCities
· USA:  https://public.tableau.com/profile/stephen.moese#!/vizhome/ACBLDIstrictsbyZipCodeOct2018/D11  
· Canada: https://public.tableau.com/profile/stephen.moese#!/vizhome/ACBLDistrictsbyCanadaPostalCode/ACBLCanada?publish=yes 
· Mexico: https://public.tableau.com/profile/stephen.moese#!/vizhome/ACBLD16MexicobyPostalCode/Mexico 
· IRS 990 Data Comparables: https://public.tableau.com/profile/stephen.moese#!/vizhome/2Nov18-501c4-Comparables/ACBL2016?publish=yes  
· 
This reports on ACBL business peers in 501c4 organizations 
· 
Practical ACBL Data Analysis: 
· New Member Heat Map (Google No Longer supports this tool):
https://fusiontables.googleusercontent.com/embedviz?q=select+col6,+col7+from+1OrhPqWUCCzj6myiRTSg3Dng_XwklGj5YSEYskRur+limit+1000&viz=HEATMAP&h=true&lat=34.343436068482966&lng=-90.47605787500004&t=1&z=4&l=col6&y=2&tmplt=2&hmd=true&hmg=%2366ff0000,%2393ff00ff,%23c1ff00ff,%23eeff00ff,%23f4e300ff,%23f4e300ff,%23f9c600ff,%23ffaa00ff,%23ff7100ff,%23ff3900ff,%23ff0000ff&hmo=0.6&hmr=19&hmw=0&hml=TWO_COL_LAT_LNG 
· New Member Search:
http://bridgefinesse.com/d0/GrowthSearch 
· 2018 Hawaii
· 
Proposed 9 zone map for BoD reorganization
MAJOR ISSUES 
· PROSPECTS - Finding prospective new bridge players is hard work.  Big clubs have staff and resources, little clubs depend on members and Unit assistance. This is often hit or miss.   We need a solution that works for both.  
· WELCOME FUN  -  How we welcome new bridge players is inconsistent – (we lack data but)…we see little use of social bridge programs and inconsistent use of OLLI and other adult education platforms across the Zone.  We see less emphasis on FUN for Newcomers, and more on expertise – if true, we have this BACKWARDS.  FUN brings people back again.  
· NEWCOMER GAMES - We see far fewer 0-20 (or less) games across our zone than membership headcount indicates.  We construe that clubs who just run games are not doing the work to help newer players find the FUN in bridge.
· SUPPORTING EFFECTIVE RECRUITERS - Large clubs invest substantial effort and money in creating successful programs that attract, train and retain bridge players.  However, these clubs often have higher overheads and are victims of “low-price” bridge clubs who do none of the recruiting work, gain new players as a benefit, and tend to attract trained players because they can offer significantly lower table fees.   Since controlling sanctions by geography is problematic, Large clubs and successful recruiters want compensation for new members they create who return as players year after year.
· PRICE COMPETITON – If a low-price club does no recruiting or teaching, should it pay the same low sanction fee to the ACBL as the clubs who invest in recruiting and teaching?  
RECOMMENDATIONS
· We recommend extending this Committee as composed for two years.  
· All clubs encourage social bridge or social card games as part of their local activity.  Social bridge is a source of new players for duplicate.  Clubs and teachers should work closely together to engage prospects in their area – this is an important partnership to encourage – it is not a competition.
· That the ACBL consider making all teaching games and all 0-20 games (0 to any MP holding up to 20) free (no sanction fees or rebate all sanction fees) for three years.  Clubs need to encourage newcomers to play everywhere.  
· That the clubs, teachers and units study their new member recruiting work process – how do new people engage bridge in your area.  Make sure they can get immediate contact/options, that the welcome plan works for people who never played bridge as well as the social player or those returning to the game, and that taking on bridge as a pastime is a low risk proposition for the prospective member.  
· That the ACBL redirect 10-20% of the membership dues for years 2-3, and 5-10% of the dues from years 4-11 to the original sponsor for a new member.  This will support clubs and units that invest money and effort in creating new members, and partially mitigate the effects of predatory price competition in their immediate area. (Temporary memberships, returning lapsed members, and dropouts do not count toward this rebate).    
· 20181125-BoG-Motion-General-Recruiting-Incentive CARRIED
· 20181125-BoG-Motion-Reward-Top-New-Member-Sponsors   CARRIED
· 
Unit Tertiles Proposal 
· 
ACBL Vision for Growth
· Joined Governance Task Force as C/T voice
· Created 9+50 Proposal graphics for Memphis. 
· Memphis 2019 Committee Inputs - 
· TEAM GAMES  Newer players are not playing in them!  Sunday Swiss games are slowly disappearing from area sectionals.

Pro-Am-Am-Am teams or “Eight is Enough Swiss Teams” are popular. 
Cincinnati is running two experiments – Eight is enough 2-session swiss at a regional (gold points) and Mini-Soloway KOs (swiss Day 1 and Ko day 2) with peer brackets where possible.  

· RECRUITING PLAYERS TO BRIDGE We applaud current progress toward rewarding those who recruit new members.   How can we empower all members to regard themselves by bringing friends and family to bridge? 

· SOCIAL BRIDGE is contributing to the rent. Word of mouth drives players to my club. How do we get people who might like bridge to learn if they haven’t touched cards? 
1) Make it easy for all players to show people how to play (Mini bridge, HOOL, BiDittle)
2) Reward members who bring prospects engage duplicate and the ACBL.
3) Run social games for social players

· TEACHERS
Certification BPWS Area Clubs Apprenticeship Practice Own teaching practice.  
We need to have the onboarding process for new teachers too!
Clubs must step up and engage new teachers!!!! 

Teaching  Social Settings → Novice Game → I/N game → Open Game – at least a 2-year process. Needs to be replicated at all recruiting clubs. 

· ACBL WIDE GAMES AT CLUBS
Expect poor participation if you offer NWGs in the afternoon only and 11 AM clubs cannot play.
Expecting clubs to change their start times is bad business and unnecessary intervention.
If posting results and hand records is the issue, do not allow posting until a time certain, even the next day (doable once ACBL Live for Clubs comes online). 
· Allow players to view the hands and the results while at the club inside the facility.  
· Do not allow hand record distribution until the next day.  
· Other remedies besides making clubs change logistics and space needs must be chosen.  


· Las Vegas 2019
· Reconsideration Motion for 192-51 Redefinition of the BoD Executive Committee - Carried
· 192-Las-Vegas Board-of-Governors-Motion-Amend-Duties -1st Reading CARRIED
· 192-Las-Vegas Board-of-Governors-Motion-Marketing Center of Excellence Mgmt Advisement
· 192-Las-Vegas Board-of-Governors-Motion-Recruiting-Incentive FAILED

· San Francisco 2019
· BoG ByLaw 2nd Reading – CARRIED
· 193-05-BoG_Unit-and-Club-Teacher-Recommendations– CARRIED
· 193-04-BoG_Teaching-Clubs_Center– CARRIED
· 193-03-BoG_Beginner-Articles-from-the-ACBL-Bulletin– CARRIED
· 193-02-BoG_Teaching-Clubs_Center-Incentives FAILED

For details please consult the BoG Reports link on the cover page.
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20180726-Talk
26 July 2018 – ACBL Board of Directors – Strategy Workshop 

· Board, and Paul and AJ 

· Bridge player since 1970 member since 1974, volunteer since 2006 who has never directed a game, or owned a sanction, not a teacher.  Education, website management, mentor programs, publications, communication and policies at the unit and District Board Levels. 2nd Alternate from District 11.  Chaired the Board of Governors Teachers and Club Owners Committee.  42 years at P&G 

· Sam Marks and Betty Starzec are committee members.  

· SWOT analysis.  

· critical business gaps are and where the major growth opportunities 

· strategy deployment tools I’ve shared as examples 

· there are no silver bullets or instant pudding – strategic change takes 3-5 years to see its impact.  

· Recognize I will talk about change.  Change is uncomfortable.  I ask only that you all keep an open mind today.  I will focus on one growth opportunity – recruiting new members.  

Several givens:

1) ACBL is a non-profit and will remain so.

2) ACBL is a (very) small business $18MM turnover per year

3) ACBL faces a demographic and cost crisis

Focus on GROWTH – Members, Tables, and Classes – GROWTH COSTS MONEY

· Metaphor. ACBL as a symphony orchestra.

· What’s missing from your symphony?  The Conductor!

· Your orchestra is larger than you are used to - Districts, Units, Clubs, and Teachers.  Yes, each independent businesses, but very dependent on timing and emphasis from the conductor.

· Stakeholders want empathy.  They want to know by how you move that you have their best interests at heart.

What do Club Owners and Teachers think? 

· Large clubs are suffering from fixed cost pressure.  Tournaments cost them income.  Low priced competition steals their students.  Lack of ACBL advertising hinders their ability to recruit.  

· Small clubs and Teachers find recruiting difficult.  They also decry the amount of time spent on creating curated interesting hands for specific lesson points.  The Demographic wave is hitting is square in the business model.  

· A new player who plays 3 times a week is worth their weight in gold.    

· recruiting new players is hard work and is getting harder.  All want to grow / would do the work if only they knew what to do.  Risk & cost outweighs the benefit for many locals.  

· not computer savvy? not social media savvy? Growth is next to impossible unless you are a very large club with resources to spend on the effort.  

What can you change?  The Code – The Stick.  There are three incentives – Masterpoints®, Money, and Knowledge. 

· We can agree that masterpoints® cannot bring growth in new members.  

· Cash?  lack scale for mass media advertising, Ecosystem not robust inefficient demand creation

· Knowledge the most powerful tool you have at your disposal to support membership growth, and 

· With knowledge you can coordinate the efforts of all in the eco system. 

· You depend on independent clubs and teachers - your sales force to create new members. 

· Eliminate the disincentives intended or unintended.  

· Knowledge - the conductor. Knowledge is scalable – it doesn’t necessarily cost more to create more.  

Some key facts:

1) ACBL has zero growth.  US Census data general population grows 2-4% and 50-85+ grows 4-8

2) Every member has a lifecycle: 

ProspectBeginner  Club  TournamentVolunteer/ProRetire.

3) Managing membership dues and masterpoints assumes the player is a member -they play already

4) Successful onboarding to bridge - substantial attention and welcoming activities – facts and social connections. 

5) Not every club or teacher has offerings that meet the learning goals, timing and social needs of the new player

6) Membership Lifecycle Management (Customer Lifecycle Management) - measure every step for each individual member.  Sales forces today.  Key business metrics are harvested from in this data – How long does it take to get a new player playing regularly at a club?  How long does it take to create a tournament player? How long does a player stay a member?  How long do players drop out of bridge for family and career reasons.  Can online bridge keep dropouts in the game?

· Amazon experience –find whatever I want, buy it immediately, see alternatives smart people have chosen.  

· Immediate engagement when a new person comes calling  Ffull view of all possible offerings in their area, not just what 1 club or teacher offers.

· Sylvana Sangri (Sagamore Bridge Club) has built a thriving business using Facebook ads.  

· The secret sauce - appealing low risk offerings where new people try bridge at a club and learn along the way.  Great recruiting approach and great skill in human relations / social engagment.    

· We can’t cite all the success stories and best practices.  Nor can we give teachers and club managers in my Unit information they would find compelling.  

· Because the Clubs and Teachers are so disparate in their ability to recruit and retain new players and members, we have a very inefficient membership lifecycle process.  

What would the future look like if Teachers, Clubs, Units and Districts would make their annual plans and onboarding capability known in a MLM system managed by the ACBL.  New player inquires about bridge, record their contact information, and immediately receive a rainbow of options about knowledge and social opportunities in their area, including BBO, software, and books that can energize their learning journey.

Integrated Membership Lifecycle Management (record the contact, provide immediate offerings allowing choices, competent follow up by Clubs and Teachers in their area) ensures growth - capture and retention of new players.  

Feedback to operators for continual improvement. New members / people choosing not to join provide data.

1) Install the Prospect Management Capability for MLM

2) Survey Clubs, Teachers, Units and Districts for their offering in real time.  If they participate they benefit.

3) Engage e-advertising:  Facebook, Yahoo, Google Ads.  Train clubs, teachers, and Units how to run their local effort to build off the ACBL presence.

4) Engage BBO to define paths to ACBL Membership, online teaching capability, and self directed learning options.

5) Create apps for pads and smart phones that hook new players and guide/speed their onboarding experience.  

6) Review the Membership Lifecycle Data for Marketing Strategy insights.

7) Enable members to recommend adult friends and family for invitations to learn bridge in their area.  

MAKE GROWTH EASY

Build the necessary infrastructure as you spend money to advertise or promote bridge. By linking the recruiting efforts to a known time line and new player demand, you will have coordinated the recruiting effort across the ecosystem, and plugged the leaks where we lose people due to poor execution on the ground.  

Finally, I ask that whatever you choose to do, please test your choices for sufficiency with the stakeholders in the ecosystem.  You’ll be glad you did.

Steve Moese K082411

D11 2nd Alternate / BoG Teacher & Club Owner Committee Chair
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On Growth

Steve Moese K082411

U124 D11





Teachers & Club Owners Perspectives

Strong desire to grow. Some desire to collaborate.  Fiercely independent.  I know what’s best.

Need for best in class methods to grow business.

Hard work finding new players & keeping classes fresh. I recruit, train and develop, then the player goes two blocks away to play in the low price game.  No way to do business. No equity in it.

Distrust of finances and special game sanction fees. Flat pricing preferred to changes caused by sanction cost variation – too complex. Can’t have a transparent cost model for ecosystem.  

Nobody knows the total cost players face.  Nobody.  

I can’t get leads on prospects from the ACBL.

Nearby tournaments lose me business.  I get nothing in return for developing their players.  

Districts and Units do nothing to help.  

Do volunteers and non-profits impede financial success of for-profit clubs?

Between recruiting and promoting games for NLMs, I choose NLMs because I get better returns from my effort.  Focus on immediate gain limits growth.    





Business Trends – Change is Everywhere

Forces for Change	

Work-life balance. Work from home.

Volunteerism

2854 Clubs / 298 Units / 25 Districts

Online Bridge

Disposable Incomes

50-85+ population growth

Plethora of leisure activities

eTechnology and Artificial Intelligence

Social pluralism

Environmental awareness

Entrepreneurial Spirit 











Forces Resisting Change

Membership, club tables, clubs in decline.  

Member Demographics weak

Stakeholder Independence

Proven Methodology? Capability?

Past Performance?

Finance models discourage spending

Accurate Activity Data Missing

Mistrust and misunderstanding

Magic, not Bridge; Video Games

Social  Individual entertainment

Political isolation – clustering by belief.

Entitlement  









Leading Growth

Business Trends

SWOT – Strategic Analysis

Business Objectives  Goals  Strategies  Measures that 

Shape: Organization / People / Work Process / Systems / Governance



Best practices: 

Stretch the organization, 

Build on current capability, 

Create sustainable business advantage, 

Have a realistic time frame, 

Leverage consumer trends, and 

Go viral with little effort.  

Attract members and leaders…





ObjectiveGoalStragegyMission

		Objectives		Goals		Strategy		Measures

		Grow Members, Tables, and Classes.









  		4-8% Membership Growth /yr

5% Tables Growth / yr

5% Classes Growth / yr






		Integrate Prospect Mgmt. through Membership Lifecycle.

Integrate trial offerings at clubs. Financial support for exceptional results.  

Unit and District effort and $$ support engaged in recruiting new members

Eliminate barriers to trial.

Enable Club & Teacher local Promotion and Advertising		Yr/Yr headcount ex trial memberships.

Membership Lifecycle status. # Attracted, # tried # played #joined #renewed. Time.  

$$ returned to successful recruiters. TOT $$/recruit

Number of integrated trial offerings meeting best practice standards.  

#Districts and Units funding tangible membership growth projects.  #members recruited. 

Club table and teacher class growth.  







Business Metrics	

		Stakeholder		Information		 Comment

		Prospects		Contact, Classes Taken, Goals, Learning preference, class experience, standardized class evaluation, 		Opt in security to learn more about bridge.

		Members		Contact, Games played, Game type, event type and location, Partners, MP Awards, Next Rank, Lifecycle Stage		Opt in security

		Teachers		Contact, Classes taught, Students per class, their contact information, Improvement plan, Best Practices, Teaching Hands, teaching games, supervised play, rubber bridge.		Access to prospects contact data in their area for recruiting only. 

		Clubs		Sessions run.  0-5/10/20 MP sections? Table count. NLM table count.  Open Table count.  Pairs, Teams, STaCs, Special Games by type, supervised play, rubber bridge, player contact information, Recruiting costs. Club locations(s). Business meta data.  Entry fee by game. Business lost to tournaments?		

		Units		Recruiting activities, teacher recruitment, Director recruitment, bridge center support, sectionals run, regionals run, members recruited, expense for recruitment, best recruitment practices. Tournament entry fees by session. 		

		District		Success Stories and Best Approaches – sought and reapplied, funding and volunteer staffing for Clubs and Teacher recruitment. Active support for University Programs.   Tournament entry frees per session. 		

		ACBL		Manage CRM data records to lifecycle.  Costs and time to next step metrics known and shared with Stakeholders.  		Manage CRM system for Zone GROWTH.







Sustaining Growth

		Strategy		Organization		People		Work Process		Systems 		Governance

		Integrate Prospect Mgmt. through Membership Lifecycle.
		Growth Committee 
Focus on members and their lifecycle.
Manage ACBL “Sales Force”  		Teachers
Club Managers
Tournament Chairs		Enrobe prospects in appropriate offerings at all levels. 
Nat’l & local e-Adv/ promotion  		CRM  - manage full membership lifecycle.  Share contact information with vetted teachers and clubs.  
Choices in real time.  		PII policies engaged.
CRM service shared. Decide if free or at cost.     Share best practice. 

		Integrate trial offerings at clubs. 

Financial support for exceptional results. 		Focus all membership on growing members or games.  		Identify teachers / clubs who recruit to newbie needs.		Define standards of excellence for recruiting and retaining new players
Choices in Real Time		Share success stories and best practices.  

Business analytics identify best in class results.  		Reduce price as a barrier to first membership.
Reward results, not activity

		Unit and District effort and $$ support engaged in recruiting new members		Open communication with Units and Districts.  
Boards engaged		Teachers and clubs identified capable of recruiting by best practice		District & Unit define.		Proposals, programs, results shared with the ACBL.  

Best in Class methods reapplied.		Tournament Sanctions require membership growth effort.

		Eliminate barriers to trial.
		What marketing focus on prospects would add value?		Vet Knowledgeable teachers & club managers. Zero Tolerance at Clubs.		Simple quick path to fun.  		Best Methods for first 16 classes. Low cost. Low membership cost.  Meet friends		Deal actively with failing and nonresponsive clubs & ZT avoiders.  

		Enable Club & Teacher local Promotion and Advertising
		Integrate 2854 clubs and over 8000 teachers.  Power of SCALE.  		Train e-Advertising and CRM use by vetted clubs and teachers		Share prospect contacts and NLM contacts. Eliminate wasted recruiting effort and rework.  		CRM – define if subscriptions are needed.  
E-Advertising & E-mail campaigns (Pianola).  		Report analytics centrally.  Provide useful feedback and improvement plans.  







Membership Lifecycle – Keys to Success

What: the Newbie wants

When: the Newbie wants it

Where: the Newbie wants it

How: The way the Newbie can do it.  

Low Risk offerings - focus on FUN & PLAY

Learning consistent with the student’s environment – focused on FUN

Learning consistent with student’s peers – FUN

Ways to play & practice

Ways to play at clubs in a welcoming environment

Ways to meet (bridge) peers

Ways to grow

Who does the well today?

How do we know?

Lifecycle: n. 

3 : a series of stages through which something (such as an individual, culture, or manufactured product) passes during its lifetime.





Member Lifecycle
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My goals



My friends
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Pros
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Tournament Directors

Teachers

Players



VOLUNTEERS

“Moments of Truth” at each step along the path

People drop out at every stage for many reasons

Time and Cost for each individual varies - UNKNOWN

GOAL:                   FUN & SOCIAL – LOW RISK          Self Improvement       Competition                        	Actualization



Quantify THIS!







Member Lifecycle

“Moments of Truth” at each step along the path

People drop out at every stage for many reasons

Time and Cost for each individual varies - UNKNOWN

Timeline: 

Day 0	            Day 1              3 min   	  3-5 Classes    3-5 Games   1-12 mos   3 mos – 6+ Yrs             2 Yrs to ????    

Today we measure time indirectly for the final 3 steps. We need to understand the cost and dynamics of the first 5 if we are to incentivize growth successfully.

Membership



Membership
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Play

Club

Tournament

Professional



VOLUNTEERS

CLUB

UNIT

DISTR

ACBL





About ACBL Demographics





GROWTH



50-89 year olds are projected to grow 4-8 % per annum while the total population will grow 2-4%

http://www.cincybridge.com/gifs/20150724-2014-US-Census-Population-Projections.gif 





About ACBL Demographics













The Age Gap





50-85 Demographic

If we recruit 65.5 yr olds, how old will teachers, sanction owners, directors be?

When will they start going to tournaments?

Clubs like the immediate return a 65.5 yr old gives on their investment.

Units, Districts, and the ACBL can’t replenish tournament players at that pace (1-6 year lag?)



Need two targets

Clubs: 50-85+

Tournaments: 18-30+  





On Costs –  Ecosystem Model 









Sanction Fees and Entries

One Club Margin

One Sectional & Regional  Margin

Sanction Fees and Margins





Total Cost of Bridge – Create a Model





Working Estimate





Implications

The player faces higher costs for our premium events, but the ACBL captures a decreasing share of total costs.

That’s like discounting Bentleys to compete with Chevy’s.  





Total Cost of Bridge



Tot Cost/Session	BBO	Club	Sectional	Regional	NABC	1	20	60	225	170	Entry	BBO	Club	Sectional	Regional	NABC	1	10	12	14	18	S% Tot Cost	BBO	Club	Sectional	Regional	NABC	25	1.4	1.6	0.5	E% Tot Cost 	BBO	Club	Sectional	Regional	NABC	100	55	17	7	14	







What Can We Do?

Target Markets: 1) 50=85+ yr olds; 2) 18 – 30+ Yr olds 

Enable CRM to track individual prospects & their progress along the member lifecycle. Its not just Masterpoints ® anymore.  Are prospects and members growing and engaging?  

CRM Coordinates prospects’ contact information and lifecycle status zone-wide. Privacy rules changed to allow sharing w/clubs & teachers. 

Establish Business meaningful Standards of Excellence 

Qualify clubs and teachers who can share in this information for free. They have a proven track record for recruiting, and offerings conducive to trial and retention by newbies. 

Reward RESULTS (not activity).  Make the reward impactful to a business.  

Define a training and participation plan for Districts and Units to provide effort and cash to teachers and clubs for results. Consider New-Member Committees, not just Membership Committees.





What Can We Do? II

Create the necessary activity based business metrics so that progress and cost can be estimated at the individual, Unit, District, and ACBL levels.  If Teachers and Clubs want support form the Growth Fund, they provide the information.  Include the entry fee for a normal game as part of the sanction application (data collection only). Define the cost of promotion activity at Club and Class level. Share same with the ecosystem.  We all must be on the same page. 

Identify the zone-wide funding mechanism for the Membership Growth Fund where all stakeholders participate fairly.  Extend the temp membership to 3 months at $10.  Reduce year 1 Membership to $19.99 one time. Incentivize 3 or 5 year memberships. Consider a temporary Surcharge on Membership Dues for growth purposes.

Ask Bridge Professionals to help raise funds for growth.  Auction a game with a Pro/GLM, etc.  

Funding Transparency.  Disclose all special game income by type.  Decide whether the cash flow matches the priority for the ACBL and make appropriate changes.  Dispel doubt about how the ACBL spends sanction fees.  

Lead Change UNANIMOUSLY, don’t just endorse it.  



We are in a bacon and eggs breakfast.  The Chicken is aligned but the Pig is COMMITTED. WE ALL MUST BE PIGS!  







Ideas for Today

eAdvertising (Google Ads, Facebook, Yahoo, etc.) drives contacts to CRM.  CRM shares prospect contacts with teachers & clubs nearby.  Units provide onboarding support and introductions to area members.  Districts provide introductions to tournaments and area volunteer opportunities. 

Classes offered tuned to newbie learning style and immediate goals.  Support from standard content and media toolkits. Includes a variety of computer based learning tools.  

While learning, students engage rubber bridge or supervised play in peer groups at clubs nearby.  

Cost is not a barrier to trial for new players. 

Successful completion of classes promotes free play to 0-5, 0-10, or 0-20 games nearby.  

NLMs see tournament and club opportunities nearby.  Can subscribe to an effective partnership experience.  (on-line dating for bridge). 

The Membership Growth Fund rewards results with meaningful stipends.  Teachers and Clubs define opportunity costs for recruiting new players.  

Units and Districts create Teachers and Club Manager forums for sharing best practices.

Units (Sectionals) and Districts (Regionals) devise compensation for clubs and teachers who lose business during tournaments.  Not applicable for teachers and sanction holders who close and play at the tournament, only for those holding club games. 
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United States Census : 2014 National Population Projections: Summary Tables - Table 9
http://www.census.gov/population/projections/data/national/2014/summarytables.html
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6. Productivity vs age (years)
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Source: HSBC.
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Survivorship vs. Age
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Event  Count  Est Tables   Entry Fee  Sanction fee  % of Entry    


BBO  NA  935000  $1  0.25  25%  


Clubs  2854  2.25MM  Free  -   $ 3 3+  0.25 2  1.67  –   3.5%  


Sectionals  1009  151000e  $9 - 12+  $0. 77 - 1.15 1  4.2 - 12.7 %  


Regionals  138  151000e  $11 - 16+  $ 0.77 - 1. 1 0  6.25  –   9%  


NABCs  3  33700  $15 - 25   (18)  NA  TBD  


TOTAL  1150  335700e  $2.6MM    
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Item  $  %  


Entry Fee  7.00  100  


Sanction Fee  (0.25)  3.6  


Rent  (3.75)  53.6  


Snacks  (1.00)  14.3  


Net  $2.00  28.6  
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Unit 124  -  2017 Regional


R%


Sectional


S%


Income  55803


100.0%


6220


100.0%


Expense


ACBL Fees 11268


20.2%


1252


20.1%


Advertising 968


1.7%


500


8.0%


Director/Caddy 14833


26.6%


1650


26.5%


Facility 5000


9.0%


1049


16.9%


Food/Supplies 2700


4.8%


424


6.8%


SubTotal 34769


62.3%


4875


78.4%


Net Cash Generated 21034


37.7%


1345


21.6%
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 Owner  ACBL  Factor  


Club games  29%  1.7 - 3.5%  7  -   17  


Sectionals  22%  4.2 - 12.7%  2  -   5  


Regional  38%  6.2 -   9%  4  -   6  
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 Entry   Travel  Food/da  Room/da  Sessions  Days  Total  Tot $/Session  


BBO  $1  0  0   1  1  $1  $1  


Club  $7 - 10  $10 2  0   1  1  $17 - 20 1    $17 - 20  


Sectional  $9 - 12+  $60 3  $20  0  6  3  $174 - 192  $58  -   64  


Regional  $11 - 16+  $120 4  $30  $130  15  5  $1080  -   1170  $216  -   234  


NABC  $15 - 25  $600   $70+  $250  25  10  $4175  –   4425  $167  -   177  
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 Entry    E  Tot $/Session   S  Sanction  S% Entry  S% TOT  COST  E% TOT COST  


BBO  $1  $1  $0.25  25%  25%  100%  


Club  $7 - 10  $17 - 20  $0.25  1.67  –   3.5%  1.3  –   1.5  35 - 58%  


Sectional  $9 - 12+  $58  -   64  $0.77  –   1.15  4.2 - 12.7%  1.2  -   2  14 - 21%  


Regional  $11 - 16+  $216  -   234  $1.10  6.25  –   9%  0.47  –   0.5   5 - 7%  


NABC  $15 - 25  $167  -   177   TBD   12 - 14%  


 






On Growth
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FILE MEMO 
Subject: ACBL Data - Practical Applications       3 NOV 2018 
 
 
 
Executive Summary 
Simple analyses of existing date can yield important insights on membership, recruiting and growing club, tournament and 
bridge class participation. 
 
This offers several examples of the insights possible from static data extracts (files downloaded form the ACBL system and 
provided to an analyst with no risk back to the ACBL database).  
 
This shows how data from 4 readily available sources can be combined using free online to yield business insights. 
 


Data Source Contents PII Impacts 


501c4 990 
Extracts 


USA IRS 2017 
Downloads 


Financial Performance Data 
and Mission Information  


None – Public Record Information.   


ACBL 
Membership  


Extract (.csv) 
from D0 


# Members by Country, State, 
Zip/Postal Code, District Unit,  


NO PII DATA 


District 
Membership 


ACBL Zip/PC, State, Country, Unit, 
and Master Points (held), 
Player Number, Player Name 


PII exists, but the data used creates no conflict with PII 
policy. Player number and names are omitted from the 
reports, graphs and tables.   


ACBL Score Data Names, Player Numbers, # 
Sessions 


Names and Player numbers are used to link data to 
Masterpoint holdings, then eliminated form the reports.  
Analyses posted on line do not contain this information.  


 
Finally, we propose opportunities that can help guide where the ACBL, Districts, Units, Clubs and Teachers chose to invest in 
growth.  We hope that this guidance reduces losses and rework, making the recruiting, onboarding and retaining efforts at all 
stakeholders more effective.   
 
Submitted Respectfully, 
 
Steve Moese 
stephenmoese@gmail.com 
Chair, Teacher and Club Committee (Board of Governors) 
2nd Alternate to the Board of Directors – D11 
Data Analytics Committee (Board of Governors) 
K082411 
 
Cc: Paul Cuneo, AJ Stephani, Jay Whipple, Richard Popper, Chris Compton, David Rodney, Stu Goodgold.  
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Discussion 
This covers the following topics: 


• Peer Business comparisons with 501c4 Corporations 


• Membership geographical dispersion 


• Rewarding Recruiters – Unit Membership Tiers 


• Analysis of club play – frequency by master point holding 


• What’s Next – where we can do more to find and create growth 
 
Links in this document to Tableau web analytics are part of the Tableau Public data sharing effort.   
 
 
I. How do 501c4 Not for Profit (NFP) Corporations of similar size compare to the ACBL?   
 


The USA Government Internal Revenues Service website provides data extract downloads at:  


https://www.irs.gov/statistics/soi-tax-stats-annual-extract-of-tax-exempt-organization-financial-data 


This analysis is based on a text file summarizing IRS Form 990 records filings for 2017.  This include NFP entities that transact 
more than $500K per year and to not use the short form 990 EZ.  The extract file “17eofinextract990.dat” contains 990s 
received in 2017 (and include some from previous years.  There are 300910 records for 282640 independent businesses (by 
Tax ID).  22199 Businesses report revenues in excess of $10MM.  Of these, 218 were 510C4 corporations. 


 Records Unique EID >$10MM 


All NFPs 300910 282640 22199 


501C4 Only 11105 10392 218 


 


Of these 218 companies, 127 were in the revenue peer group $10 MM to $25 MM.   


ProPublica is a one source of data about specific NFPs, and can be used to identify the companies in the ACBL revenue peer 
group by name.   


https://projects.propublica.org/nonprofits/api/v2/search.json?q=propublica 


  


What’s the Best Way to share, view and understand the data?  
Tableau Public is a public domain data analysis tool available free online.  Tableau is a very powerful tool for manipulating 
large data sets, extracts, and public sourced data. Creating unions and interlaced data sets is trivial.  It affords multiple ways to 
visualize data, assisting in data preparation and clean-up, planning analysis strategies, and creating web published stories 
highlighting insights from the data behaviors.   


https://public.tableau.com/s/  


There is an enterprise version that appears affordable.  I recommend the ACBL should test Tableau (Enterprise or Individual) 
for enterprise data analytical needs.   


https://www.tableau.com/  



https://www.irs.gov/statistics/soi-tax-stats-annual-extract-of-tax-exempt-organization-financial-data

https://projects.propublica.org/nonprofits/api/v2/search.json?q=propublica

https://public.tableau.com/s/

https://www.tableau.com/
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The 501c4 Comparables analysis is at: https://public.tableau.com/profile/stephen.moese#!/vizhome/2Nov18-501c4-
Comparables/TrvlEntmntExp?publish=yes 


 


At the Tableau Public Link above you will find financial data presented graphically to provide a detailed view of all 501c4 
businesses.  No PII data of any kind is shared with the public.  You can interact with the analyses.   


II. Rewarding ACBL New Member Recruiters 
We are working toward an annual reward and recognition proposal for top new-member recruiters.  To level the playing-field 
we recommend mapping Units to membership tertiles, and tracking new member % of unit population as the ranking metric 
for a given recruiting year within each tertile.  Each tertile (large, medium and small markets) get recognized for their success 
and efforts.  Mapping the zip codes for the new members and the Units by tertile will help give insight to barriers and 
opportunities for growth. In theory, clubs and teachers in large population centers have a recruiting advantage over those in 
less populated regions.  The tertile approach accounts for this disparity in a simple to manage way.   


Here we simply demonstrate a process for creating tertile groups.  This does not discuss when these groups will be created, 
how they will be managed, and how the annual winners are selected.  This simply demonstrates the analysis yielding 
appropriate tertiles based on cumulative membership population.   


https://public.tableau.com/profile/stephen.moese#!/vizhome/ACBLUnitMembershipTertiles/Table?publish=yes  
 
III. Where are ACBL Members? 
Tableau Public to plotted the postal Code / Zip Code Maps for ACBL Members in Mexico, Canada and the USA.  These simple 
maps display the patchwork threads that entwine the zone.  Our membership is disperse and bicoastal with a nice 
concentration in the Midwest.  There is much “whitespace” (unserved geography) and many isolated areas.  The sparse map 
recommends against broad direct mail campaigns and supports targeted approaches to nearby PC/ZC areas.   


Canada: 
https://public.tableau.com/profile/stephen.moese#!/vizhome/ACBLDistrictsbyCanadaPostalCode/Sheet1?publish=yes  
 
USA: 
https://public.tableau.com/profile/stephen.moese#!/vizhome/ACBLDIstrictsbyZipCodeOct2018/Sheet2?publish=yes  



https://public.tableau.com/profile/stephen.moese#!/vizhome/2Nov18-501c4-Comparables/TrvlEntmntExp?publish=yes

https://public.tableau.com/profile/stephen.moese#!/vizhome/2Nov18-501c4-Comparables/TrvlEntmntExp?publish=yes

https://public.tableau.com/profile/stephen.moese#!/vizhome/ACBLUnitMembershipTertiles/Table?publish=yes

https://public.tableau.com/profile/stephen.moese#!/vizhome/ACBLDistrictsbyCanadaPostalCode/Sheet1?publish=yes

https://public.tableau.com/profile/stephen.moese#!/vizhome/ACBLDIstrictsbyZipCodeOct2018/Sheet2?publish=yes
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Mexico: 
https://public.tableau.com/profile/stephen.moese#!/vizhome/ACBLD16MexicobyPostalCode/Sheet1?publish=yes  


Combined with Google Advertising and Facebook Advertising. this information can help drive promotion and prospecting for 
new bridge players. 


Combining these membership maps with tournament attendance can help identify who attends and who doesn’t – allowing 
for focused communication to attract those not in attendance.   


Clubs can use smaller versions of these maps – display the club location and member density within a radius of 25 miles.  Zips 
can be targeted with mailings.   


IV. Practical applications for Membership Mapping 
 
Zone-Wide Advertising, Anyone? 
Many think they want more advertising and promotion centrally.   


The belief is that broadcast advertising still works and can boost recruiting.  However before we put much resource into a 
broadcast marketing effort, we should map where the support efforts (Rubber Bridge, Come and Play, Supervised Play, Bridge 
Parties, Homestyle, teaching games, and 0-20 (short) games are.   


Of the 2900+ sanctions, fewer than 10% offer games aimed at 0-20 players who are almost 25% of their players.   


This has to change.  


Before we invest in creating member prospects, we have to be sure they have a place to go within whim’s reach of their home 
or office.  Such promotion requires proof of efficacy, and is absolutely necessary if we are to grow membership.   


Mapping the location of such newbie friendly offerings is a first step in identifying whether we have appropriate coverage 
across the ACBL for new member growth. 


Unit and Clubs 
Unit 124 has studied our member heat maps by Zip Code, a direct subset of the Zip membership map referenced above.  Unit 
124 has a Unit owned bridge center that is well located in the Unit relative to the current member population.  This helps us 
feel confident that reinvesting in upgrades to our bridge center makes sense for the near term.   


Further investigation allowed us to map player sessions to MP holdings using the member data provided by the ACBL and the 
ACBL Score data from our bridge center (across multiple sanctions and different sanction holders).  Key Findings: 


1) We have 48 members with Zero master points 
2) 235 members have 0-20 masterpoints.  There are currently no 0-20 games at in the Cincinnati metro area. (we do 


have Come and Play rubber bridge and Supervised Play for I/N Duplicate players). 
3) Club play at the center shows lesser experienced players play less frequently.  The tipping point is at about 2000 MPs 


(above that many, people play more than their population share of the sessions). 
4) Looking closely at the 0-300 crowd we see that once a week play isn’t reached until players have on average 200 


masterpoints.  Increasing play frequency with games appealing to the 0-300 crowd is a prime growth opportunity for 
current sanction holders.  Examples include –  


a. limited night games of short duration (18-22 boards);   
b. 0-20 and 0-50 games at popular times;  
c. Membership Committee engage newer members so they play more club games;  
d. Weekly mentor games where Mentor-Advancing player pairs are the only pairs playing.   


Being able to analyze the data graphically helps visualize the opportunities for growth even at the Unit and Club levels. 
 
Please see the reports in the appendix. 



https://public.tableau.com/profile/stephen.moese#!/vizhome/ACBLD16MexicobyPostalCode/Sheet1?publish=yes
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What’s Next 
Broader use of these metrics and mapping capabilities should serve clubs currently prepared to capture and serve member 
prospects effectively.  We can’t expect every club owner or teacher to want to do their own analyses.  The Teache rand Club 
Committee will assess the potential value of this information and propose ways to make it available for prepared clubs and 
teachers/bridge schools.   
 
Certainly checking into the Sectional and Regional Tournament players from the past 3 years can give us insights into who 
joins what tournaments on what dates, and who doesn’t.   
 
This can help with targeting appeals by media or in person to encourage more participation.  With the proper data, Units and 
Districts are no longer flying blind regarding their customer base, and can tailor marketing and promotion appeals to make 
them more effective increasing attendance. 
 
By the 2019 Memphis NABC Meetings I hope to have 2-3 sectionals and 1-3 Regionals analyzed from District 11.  Engaging the 
Data Analytics Team to define ways to extract ACBL Live data for this purpose, maintain Privacy and PII rules for data analytics 
and reports, and publishing analyses to Units and Districts for their review makes eminent sense.  We need knowledge about 
our customers if we are to grow tournament tables.   


Disclosure 
The author has no financial interest in Tableau, but did work extensively with enterprise Tableau prior to retirement. I support 
District 11 and Unit 124 websites.   No PII has been exposed by any of the analyses and reports.  This information complies 
with the ACBL data privacy policy.   


S. A. Moese  
3Nov2018 
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FILE MEMO 
Subject: ACBL Data - Practical Applications       3 NOV 2018 
 
 
 
Executive Summary 
Simple analyses of existing date can yield important insights on membership, recruiting and growing club, tournament and 
bridge class participation. 
 
This offers several examples of the insights possible from static data extracts (files downloaded form the ACBL system and 
provided to an analyst with no risk back to the ACBL database).  
 
This shows how data from 4 readily available sources can be combined using free online to yield business insights. 
 


Data Source Contents PII Impacts 


501c4 990 
Extracts 


USA IRS 2017 
Downloads 


Financial Performance Data 
and Mission Information  


None – Public Record Information.   


ACBL 
Membership  


Extract (.csv) 
from D0 


# Members by Country, State, 
Zip/Postal Code, District Unit,  


NO PII DATA 


District 
Membership 


ACBL Zip/PC, State, Country, Unit, 
and Master Points (held), 
Player Number, Player Name 


PII exists, but the data used creates no conflict with PII 
policy. Player number and names are omitted from the 
reports, graphs and tables.   


ACBL Score Data Names, Player Numbers, # 
Sessions 


Names and Player numbers are used to link data to 
Masterpoint holdings, then eliminated form the reports.  
Analyses posted on line do not contain this information.  


 
Finally, we propose opportunities that can help guide where the ACBL, Districts, Units, Clubs and Teachers chose to invest in 
growth.  We hope that this guidance reduces losses and rework, making the recruiting, onboarding and retaining efforts at all 
stakeholders more effective.   
 
Submitted Respectfully, 
 
Steve Moese 
stephenmoese@gmail.com 
Chair, Teacher and Club Committee (Board of Governors) 
2nd Alternate to the Board of Directors – D11 
Data Analytics Committee (Board of Governors) 
K082411 
 
Cc: Paul Cuneo, AJ Stephani, Jay Whipple, Richard Popper, Chris Compton, David Rodney, Stu Goodgold.  
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Discussion 
This covers the following topics: 


• Peer Business comparisons with 501c4 Corporations 


• Membership geographical dispersion 


• Rewarding Recruiters – Unit Membership Tiers 


• Analysis of club play – frequency by master point holding 


• What’s Next – where we can do more to find and create growth 
 
Links in this document to Tableau web analytics are part of the Tableau Public data sharing effort.   
 
 
I. How do 501c4 Not for Profit (NFP) Corporations of similar size compare to the ACBL?   
 


The USA Government Internal Revenues Service website provides data extract downloads at:  


https://www.irs.gov/statistics/soi-tax-stats-annual-extract-of-tax-exempt-organization-financial-data 


This analysis is based on a text file summarizing IRS Form 990 records filings for 2017.  This include NFP entities that transact 
more than $500K per year and to not use the short form 990 EZ.  The extract file “17eofinextract990.dat” contains 990s 
received in 2017 (and include some from previous years.  There are 300910 records for 282640 independent businesses (by 
Tax ID).  22199 Businesses report revenues in excess of $10MM.  Of these, 218 were 510C4 corporations. 


 Records Unique EID >$10MM 


All NFPs 300910 282640 22199 


501C4 Only 11105 10392 218 


 


Of these 218 companies, 127 were in the revenue peer group $10 MM to $25 MM.   


ProPublica is a one source of data about specific NFPs, and can be used to identify the companies in the ACBL revenue peer 
group by name.   


https://projects.propublica.org/nonprofits/api/v2/search.json?q=propublica 


  


What’s the Best Way to share, view and understand the data?  
Tableau Public is a public domain data analysis tool available free online.  Tableau is a very powerful tool for manipulating 
large data sets, extracts, and public sourced data. Creating unions and interlaced data sets is trivial.  It affords multiple ways to 
visualize data, assisting in data preparation and clean-up, planning analysis strategies, and creating web published stories 
highlighting insights from the data behaviors.   


https://public.tableau.com/s/  


There is an enterprise version that appears affordable.  I recommend the ACBL should test Tableau (Enterprise or Individual) 
for enterprise data analytical needs.   


https://www.tableau.com/  



https://www.irs.gov/statistics/soi-tax-stats-annual-extract-of-tax-exempt-organization-financial-data

https://projects.propublica.org/nonprofits/api/v2/search.json?q=propublica

https://public.tableau.com/s/

https://www.tableau.com/
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The 501c4 Comparables analysis is at: https://public.tableau.com/profile/stephen.moese#!/vizhome/2Nov18-501c4-
Comparables/TrvlEntmntExp?publish=yes 


 


At the Tableau Public Link above you will find financial data presented graphically to provide a detailed view of all 501c4 
businesses.  No PII data of any kind is shared with the public.  You can interact with the analyses.   


II. Rewarding ACBL New Member Recruiters 
We are working toward an annual reward and recognition proposal for top new-member recruiters.  To level the playing-field 
we recommend mapping Units to membership tertiles, and tracking new member % of unit population as the ranking metric 
for a given recruiting year within each tertile.  Each tertile (large, medium and small markets) get recognized for their success 
and efforts.  Mapping the zip codes for the new members and the Units by tertile will help give insight to barriers and 
opportunities for growth. In theory, clubs and teachers in large population centers have a recruiting advantage over those in 
less populated regions.  The tertile approach accounts for this disparity in a simple to manage way.   


Here we simply demonstrate a process for creating tertile groups.  This does not discuss when these groups will be created, 
how they will be managed, and how the annual winners are selected.  This simply demonstrates the analysis yielding 
appropriate tertiles based on cumulative membership population.   


https://public.tableau.com/profile/stephen.moese#!/vizhome/ACBLUnitMembershipTertiles/Table?publish=yes  
 
III. Where are ACBL Members? 
Tableau Public to plotted the postal Code / Zip Code Maps for ACBL Members in Mexico, Canada and the USA.  These simple 
maps display the patchwork threads that entwine the zone.  Our membership is disperse and bicoastal with a nice 
concentration in the Midwest.  There is much “whitespace” (unserved geography) and many isolated areas.  The sparse map 
recommends against broad direct mail campaigns and supports targeted approaches to nearby PC/ZC areas.   


Canada: 
https://public.tableau.com/profile/stephen.moese#!/vizhome/ACBLDistrictsbyCanadaPostalCode/Sheet1?publish=yes  
 
USA: 
https://public.tableau.com/profile/stephen.moese#!/vizhome/ACBLDIstrictsbyZipCodeOct2018/Sheet2?publish=yes  



https://public.tableau.com/profile/stephen.moese#!/vizhome/2Nov18-501c4-Comparables/TrvlEntmntExp?publish=yes

https://public.tableau.com/profile/stephen.moese#!/vizhome/2Nov18-501c4-Comparables/TrvlEntmntExp?publish=yes

https://public.tableau.com/profile/stephen.moese#!/vizhome/ACBLUnitMembershipTertiles/Table?publish=yes

https://public.tableau.com/profile/stephen.moese#!/vizhome/ACBLDistrictsbyCanadaPostalCode/Sheet1?publish=yes

https://public.tableau.com/profile/stephen.moese#!/vizhome/ACBLDIstrictsbyZipCodeOct2018/Sheet2?publish=yes
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Mexico: 
https://public.tableau.com/profile/stephen.moese#!/vizhome/ACBLD16MexicobyPostalCode/Sheet1?publish=yes  


Combined with Google Advertising and Facebook Advertising. this information can help drive promotion and prospecting for 
new bridge players. 


Combining these membership maps with tournament attendance can help identify who attends and who doesn’t – allowing 
for focused communication to attract those not in attendance.   


Clubs can use smaller versions of these maps – display the club location and member density within a radius of 25 miles.  Zips 
can be targeted with mailings.   


IV. Practical applications for Membership Mapping 
 
Zone-Wide Advertising, Anyone? 
Many think they want more advertising and promotion centrally.   


The belief is that broadcast advertising still works and can boost recruiting.  However before we put much resource into a 
broadcast marketing effort, we should map where the support efforts (Rubber Bridge, Come and Play, Supervised Play, Bridge 
Parties, Homestyle, teaching games, and 0-20 (short) games are.   


Of the 2900+ sanctions, fewer than 10% offer games aimed at 0-20 players who are almost 25% of their players.   


This has to change.  


Before we invest in creating member prospects, we have to be sure they have a place to go within whim’s reach of their home 
or office.  Such promotion requires proof of efficacy, and is absolutely necessary if we are to grow membership.   


Mapping the location of such newbie friendly offerings is a first step in identifying whether we have appropriate coverage 
across the ACBL for new member growth. 


Unit and Clubs 
Unit 124 has studied our member heat maps by Zip Code, a direct subset of the Zip membership map referenced above.  Unit 
124 has a Unit owned bridge center that is well located in the Unit relative to the current member population.  This helps us 
feel confident that reinvesting in upgrades to our bridge center makes sense for the near term.   


Further investigation allowed us to map player sessions to MP holdings using the member data provided by the ACBL and the 
ACBL Score data from our bridge center (across multiple sanctions and different sanction holders).  Key Findings: 


1) We have 48 members with Zero master points 
2) 235 members have 0-20 masterpoints.  There are currently no 0-20 games at in the Cincinnati metro area. (we do 


have Come and Play rubber bridge and Supervised Play for I/N Duplicate players). 
3) Club play at the center shows lesser experienced players play less frequently.  The tipping point is at about 2000 MPs 


(above that many, people play more than their population share of the sessions). 
4) Looking closely at the 0-300 crowd we see that once a week play isn’t reached until players have on average 200 


masterpoints.  Increasing play frequency with games appealing to the 0-300 crowd is a prime growth opportunity for 
current sanction holders.  Examples include –  


a. limited night games of short duration (18-22 boards);   
b. 0-20 and 0-50 games at popular times;  
c. Membership Committee engage newer members so they play more club games;  
d. Weekly mentor games where Mentor-Advancing player pairs are the only pairs playing.   


Being able to analyze the data graphically helps visualize the opportunities for growth even at the Unit and Club levels. 
 
Please see the reports in the appendix. 



https://public.tableau.com/profile/stephen.moese#!/vizhome/ACBLD16MexicobyPostalCode/Sheet1?publish=yes
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What’s Next 
Broader use of these metrics and mapping capabilities should serve clubs currently prepared to capture and serve member 
prospects effectively.  We can’t expect every club owner or teacher to want to do their own analyses.  The Teache rand Club 
Committee will assess the potential value of this information and propose ways to make it available for prepared clubs and 
teachers/bridge schools.   
 
Certainly checking into the Sectional and Regional Tournament players from the past 3 years can give us insights into who 
joins what tournaments on what dates, and who doesn’t.   
 
This can help with targeting appeals by media or in person to encourage more participation.  With the proper data, Units and 
Districts are no longer flying blind regarding their customer base, and can tailor marketing and promotion appeals to make 
them more effective increasing attendance. 
 
By the 2019 Memphis NABC Meetings I hope to have 2-3 sectionals and 1-3 Regionals analyzed from District 11.  Engaging the 
Data Analytics Team to define ways to extract ACBL Live data for this purpose, maintain Privacy and PII rules for data analytics 
and reports, and publishing analyses to Units and Districts for their review makes eminent sense.  We need knowledge about 
our customers if we are to grow tournament tables.   


Disclosure 
The author has no financial interest in Tableau, but did work extensively with enterprise Tableau prior to retirement. I support 
District 11 and Unit 124 websites.   No PII has been exposed by any of the analyses and reports.  This information complies 
with the ACBL data privacy policy.   


S. A. Moese  
3Nov2018 
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APPENDIX 


Mike Lipp was kind enough to provide an extract from the CBC ACBLScore showing all the players and the number of 


times they played in the past 10+ months (Year to Date or YTD) at the Cincinnati Bridge Center.  The CBC does more than 


6000 tables a year distributed among multiple sanctions at the same address. 


 


Who plays at the 


CBC shows the 


number of 


members in a 


given MP range 


(blue line) and the 


total number of 


sessions played 


by that group 


(orange bar 


chart).  


Thoughts: 


0-100 (0-300) are 


underrepresented 


in the session 


count.   


Established 


players play 


often. 


 


 


 


MP Range 


# CBC 


Players # Sessions


Sessions/


Player


% CBC 


Players


% 


Sessions


Cum  CBC 


Players


Cum CBC 


Sessions # Players 


% Players


 in Unit


0-20 75 798 10.6 11.9% 4.6% 11.9% 4.6% 215 34.9%


20-50 39 734 18.8 6.2% 4.2% 18.2% 8.8% 91 42.9%


50-100 47 1217 25.9 7.5% 7.0% 25.6% 15.9% 94 50.0%


100-300 82 2652 32.3 13.1% 15.3% 38.7% 31.2% 133 61.7%


300-500 44 1982 32.3 13.1% 15.3% 51.8% 46.5% 76 57.9%


500-1000 83 3389 40.8 13.2% 19.6% 65.0% 66.0% 140 59.3%


1000-2000 58 2046 35.3 9.2% 11.8% 74.2% 77.9% 86 67.4%


2000-5000 52 2710 52.1 8.3% 15.6% 82.5% 93.5% 67 77.6%


5000-10000 5 475 95.0 0.8% 2.7% 83.3% 96.2% 6 83.3%


10000+ 5 204 40.8 0.8% 1.2% 84.1% 97.4% 6 83.3%


Members not in Unit 132 929 7.0 21.0% 5.4% 105.1% 102.8% N/A N/A


Nonmembers 6 189 31.5 1.0% 1.1% 106.1% 103.9% N/A N/A


628 17325 914 53.61%
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Looking at the 


Sessions/player statistics 


for the groups we see 


strong attendance once a 


player approaches LM 


and very strong among 


our mist experienced 


players.  The opportunity 


to grow tables is in the 0-


100(300) group.  What 


can we do to encourage 


more participation from 


these players? 


About 53% of the Unit 


(490/937) played at the 


CBC.  Here’s how the 


different MP groups 


participate relative to 


their share of the unit 


membership.  Each point 


shows it’s MP group range.  Points vertically below the RED line are underperforming relative to their share of the 


10.6


18.8


25.9


32.3 32.3


40.8
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95.0
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31.5
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Sessions Per Player Based on YTD data
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membership.  Points over the blue line are above average % of their MP Group.  0-20, 100-300 and 500-1000 are major 


under performers in terms of % membership.   


One final thought  - if 


each MP group were 


participating at a share 


of sessions equal to 


their membership 


share, the two 


cumulative curves 


would coincide exactly.  


Here we see that the 


lesser experienced 


players exceed the 


number of sessions 


they contribute.  The 


more experienced 


players contribute 


more sessions than 


their share of 


membership.  Notice 


the two curves to not 


overlay near the right 


hand side.  That’s 


because there is a 


small group of non-members/visitors who pla a sizable number of sessions at the CBC.  Some of these people are non-


members.  Some a members from other areas.  Some are lapsed members.  Identifying lapsed members and getting 


them back into the fold is a good way to add more tables.  A lapsed member is more likely to play at their higher 


contribution level than a newer player. Health and transportation permitting. 


Notice also that above 500-1000 MPs players are “heavy users”.  These players are the gold mine for club owners.   


Special thanks to Mike Lipp – without whose effort this analysis would not have been possible.  Thanks for all you do 


Mike.   


Happy to answer any questions. 


Submitted Respectfully for the Unit Board of Directors, 


Steve Moese, VP 


K082411 
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October 23, 2018    0-300 MP players at CBC 
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I took the District 11 Membership 


List from March 2018 and extracted 


all Unit 124 members.  Some 


snowbirds might not have been 


included.  Total members shown 


here is 914 while our rolls are about 


935.  This is only a 2+% difference so 


percentages should be on target. 


No surprise,  


0-20 make up the largest unserved 


group 23.5% of members.   


0-100 represent 400 members and 


43.8% of the Unit.   


NLMs are 68.5 % of the Unit.   


Surprisingly there are 44 members with no masterpoints at all.   


I want to do frequency by player analysis for players at the CBC.  It will be very enlightening to see which 


MP levels play the most.   


What follows is the graph that includes the cumulative % of the membership so we can see where the 


median falls 


0%


5%


10%


15%
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25%


Unit 124 Membership by Masterpoints


MP Range # Cumulative % Cum %


GLM 4 914 0.4% 100.0%


PLM 2 910 0.2% 99.6%


5000-10000 6 908 0.7% 99.3%


2000-5000 67 902 7.3% 98.7%


1000-2000 86 835 9.4% 91.4%


500-1000 140 749 15.3% 81.9%


300-500 76 609 8.3% 66.6%


100-300 133 533 14.6% 58.3%


50-100 94 400 10.3% 43.8%


20-50 91 306 10.0% 33.5%


0-20 215 215 23.5% 23.5%


0 44 4.8%


NLMs 626 68.5%


LM+s 288 31.5%
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This strongly suggests:  


1) 0-20, 0-100, and NLM games are necessary if we are to grow tables at the CBC and throughout 


the Unit. 


2) Focusing the Membership Committee on bringing these players to the table more often is the 


best path to growth among existing players. 


3) Why do 44 members have no masterpoints?  How can we engage them to play?  Membership 


committee can help bring these people to the table. 


4) The need for sanction holders to deliver on offerings for these target groups is high – promotion 


without a landing spot is wasted energy.  A landing spot without effective promotion is wasted 


opportunity.  Collaboration between the membership committee and the sanction holders is a 


must.    


Submitted Respectfully for the Board of Directors, 


Steve Moese, Vice President 
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This is a picture of the interactive Tableau Map that shows zip codes where members reside colored by their home unit.  


Note that the web based map allows knowing number of members per zip code area.  Members follow population 


centers.   
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Where        shows the relative position of the Cincinnati Bridge Center.   


OH 
IN 
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http://www.openheatmap.com/view.html?map=EarthkinUntransparentlyLahomas  


NB: The radius of the blobs is unimportant.  See the shade of color and the location.   


Zip # Zip # Zip # Zip # Zip # Zip #


41001 2 41075 4 45044 2 45140 5 45215 11 45239 2


41005 2 41091 4 45050 1 45150 6 45220 5 45241 2


41011 7 41094 1 45052 2 45162 1 45224 8 45242 16


41015 3 45002 1 45056 3 45171 1 45226 4 45243 19


41017 15 45005 1 45065 1 45174 5 45227 7 45244 40


41018 2 45011 3 45066 3 45177 2 45229 1 45245 5


41030 1 45013 1 45069 8 45202 10 45230 5 45246 5


41042 8 45014 4 45071 1 45205 1 45231 7 45247 5


41048 4 45036 1 45102 1 45206 13 45233 2 45248 5


41051 2 45039 7 45103 3 45208 49 45236 4 45249 10


41071 1 45040 12 45106 3 45209 1 45237 10 45251 1


41073 2 45042 2 45123 1 45213 1 45238 1 45255 5


48130 1


0 – 100 #       = 400 


100 – NLM # = 226 



http://www.openheatmap.com/view.html?map=EarthkinUntransparentlyLahomas
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http://www.openheatmap.com/view.html?map=FliomaSalonsContactors 


Submitted Respectfully for the Board of Directors – Steve Moese, V. P.  


Zip # Zip # Zip # Zip # Zip #


33418 1 45002 1 45067 1 45213 1 45238 1


34949 1 45005 1 45069 9 45215 7 45240 2


41005 4 45011 3 45140 8 45217 1 45241 18


41011 2 45013 2 45150 2 45224 1 45242 12


41015 1 45014 3 45152 1 45226 2 45243 8


41017 11 45030 1 45160 1 45227 7 45244 4


41018 1 45039 1 45174 1 45229 1 45245 1


41042 6 45040 11 45202 4 45230 5 45246 3


41048 1 45042 1 45204 1 45231 2 45247 6


41071 1 45052 1 45206 7 45233 2 45248 2


41076 1 45056 4 45208 12 45236 5 45249 2


41091 2 45066 3 45211 1 45237 8 45255 9


47006 1


0 – 100 #       = 400 


100 – NLM # = 226 



http://www.openheatmap.com/view.html?map=FliomaSalonsContactors
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8 Zones – No change in District Boundaries (9th Member elected by Board of Governors)   Page | A-1 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


8 Zone 


Proposal 


Zone Districts Members Deviation


1 9 17904 -1944


2 7, 10 19959 111


3 3, 24, 25 19595 -253


4 4, 5, 6, 11 20883 1035


5 8, 12, 13, 14 15632 -4216


6 15, 16, 17 20283 435


7 20, 21, 22, 23 21610 1762


8 1, 2, 18, 19 22916 3068


158782 2104


Average 19848


Grand Total


25-Oct-18


8-Zone Proposal


Edited 11/1/2018 to 


correct Zone 3 


Composition – 3, 24, 25 
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8 Zone 


Proposal 
Canada & 


Bermuda 


One Zone 


D20 adds Alaska 


and Washington; 


D17 adds D18 Units 


un USA.   


Zone Districts Members Deviation


1 9 17904 -1944


2 7, 10 19959 111


3 3, 24, 25 19595 -253


4 4, 5, 6, 11 20883 1035


5 8, 12, 13, 14 15632 -4216


6 15, 16, 17, 18* 21969 2121


7 19*, 20, 21, 22, 23 24773 4925


8 1, 2, 18, 19 18031 -1817


158782 2616


Average 19848


Grand Total


25-Oct-18


8 Zone - Canada


Edited 11/1/2018 to 


correct Zone 3 


Composition – 3, 24, 25 
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9 Zone 


Proposal 


Zone Districts Pop'n Deviation


1 9 17904 262


2 7, 11 17952 310


3 3, 24, 25 19595 1953


4 4, 5, 6 16531 -1111


5 12 13 14 8 15632 -2010


6 10,  16 14708 -2934


7 15, 17, 22, 23 21651 4009


8 19, 20, 21 18275 633


9 1, 2,18 16534 -1108


158782 1988


Average 17642


9 Zone Proposal


Grand Total


25-Oct-18
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25 Oct 2018     S.A. Moese 


District Members


1 5346


2 7375


3 6110


4 6158


5 3258


6 7115


7 13600


8 2683


9 17904


10 6359


11 4352


12 4472


13 4685


14 3792


15 3023


16 8349


17 8911


18 3813


19 6382


20 3703


21 8190


22 6495


23 3222


24 5084


25 8401


Total 158782
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Subject: Unit Recruiting Awards – Pro Forma Tertile Definition  


 


This provides the Unit Membership Tiers as of October 25, 2018 for 


defining the Recruiter awards.  The top 18 units account for 1/3 of the 


membership.  The next 53 largest Units account for the second third or 


tertile.  The remaining 224 units account for the third tertile.   The tertile 


tables are presented sorted by population highest to lowest.  Other 


versions by District and Unit are available but not shown here.   


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


 


Slightly unequal member population by tier comes because we do not 


split up units to match 33%ile exactly.   


 


Submitted Respectfully, 


Steve Moese K082411 


BoG Teacher and Club Manager Committee.   


 Tier I  


 


   Tier II → 


District Unit Members % Cum % Tier


9 128 13246 8.34% 100.00% I


2 166 3367 2.12% 91.66% I


25 108 3142 1.98% 89.54% I


13 123 3085 1.94% 87.56% I


24 155 3036 1.91% 85.62% I


3 140 2865 1.80% 83.70% I


4 141 2757 1.74% 81.90% I


16 174 2523 1.59% 80.16% I


25 126 2336 1.47% 78.57% I


7 253 2198 1.38% 77.10% I


9 240 2147 1.35% 75.72% I


24 242 2048 1.29% 74.37% I


1 151 1808 1.14% 73.08% I


17 354 1778 1.12% 71.94% I


7 160 1738 1.09% 70.82% I


6 147 1709 1.08% 69.72% I


1 192 1592 1.00% 68.65% I


7 119 1566 0.99% 67.64% I


District Unit Members % Cum % Tier


6 135 1537 0.97% 66.66% II


16 176 1512 0.95% 65.69% II


6 218 1462 0.92% 64.74% II


12 195 1452 0.91% 63.82% II


2 246 1400 0.88% 62.90% II


19 446 1385 0.87% 62.02% II


17 361 1374 0.87% 61.15% II


3 188 1364 0.86% 60.28% II


2 249 1313 0.83% 59.42% II


8 143 1297 0.82% 58.60% II


19 430 1247 0.79% 57.78% II


7 114 1137 0.72% 57.00% II


4 112 1134 0.71% 56.28% II


17 356 1111 0.70% 55.56% II


3 106 1096 0.69% 54.87% II


12 203 1083 0.68% 54.17% II


16 207 1065 0.67% 53.49% II


22 533 1045 0.66% 52.82% II


7 153 1038 0.65% 52.16% II


9 102 1020 0.64% 51.51% II


13 149 1019 0.64% 50.87% II


14 103 993 0.63% 50.23% II


23 562 984 0.62% 49.60% II


7 165 968 0.61% 48.98% II


10 179 966 0.61% 48.37% II


11 130 966 0.61% 47.76% II


21 505 959 0.60% 47.15% II


18 390 948 0.60% 46.55% II


16 183 936 0.59% 45.95% II


10 161 934 0.59% 45.36% II


7 171 930 0.59% 44.78% II


15 131 928 0.58% 44.19% II


1 194 914 0.58% 43.61% II


20 487 911 0.57% 43.03% II


11 124 901 0.57% 42.46% II


4 168 895 0.56% 41.89% II


10 157 869 0.55% 41.33% II


21 499 867 0.55% 40.78% II


9 243 842 0.53% 40.23% II


5 142 830 0.52% 39.70% II


21 507 815 0.51% 39.18% II


14 178 812 0.51% 38.67% II


10 134 792 0.50% 38.15% II


7 169 780 0.49% 37.66% II


19 571 775 0.49% 37.16% II


5 125 761 0.48% 36.68% II


6 109 759 0.48% 36.20% II


25 189 725 0.46% 35.72% II


7 202 722 0.45% 35.26% II


12 137 710 0.45% 34.81% II


21 503 704 0.44% 34.36% II


17 373 682 0.43% 33.92% II


21 506 662 0.42% 33.49% II


Units Members


Tier I 18 52941


Tier II 53 53331


Tier III 224 52510


Total 295 158782







Tier III   District Unit Members % Cum % Tier


9 219 649 0.41% 33.07% III


11 117 637 0.40% 32.66% III


6 139 629 0.40% 32.26% III


15 167 624 0.39% 31.86% III


7 244 616 0.39% 31.47% III


8 208 611 0.38% 31.08% III


11 122 611 0.38% 30.70% III


22 539 597 0.38% 30.31% III


25 150 593 0.37% 29.94% III


13 222 581 0.37% 29.56% III


21 508 581 0.37% 29.20% III


7 252 573 0.36% 28.83% III


16 172 572 0.36% 28.47% III


4 190 566 0.36% 28.11% III


17 351 564 0.36% 27.76% III


12 154 560 0.35% 27.40% III


17 374 557 0.35% 27.05% III


10 144 545 0.34% 26.70% III


7 191 533 0.34% 26.35% III


23 568 532 0.34% 26.02% III


21 498 531 0.33% 25.68% III


22 538 521 0.33% 25.35% III


19 431 520 0.33% 25.02% III


22 525 519 0.33% 24.69% III


10 138 511 0.32% 24.37% III


7 118 509 0.32% 24.04% III


22 531 494 0.31% 23.72% III


23 561 487 0.31% 23.41% III


25 145 476 0.30% 23.11% III


1 230 471 0.30% 22.81% III


25 196 470 0.30% 22.51% III


8 239 465 0.29% 22.21% III


12 200 464 0.29% 21.92% III


19 429 463 0.29% 21.63% III


6 146 455 0.29% 21.34% III


18 386 454 0.29% 21.05% III


22 515 447 0.28% 20.76% III


14 241 446 0.28% 20.48% III


25 175 444 0.28% 20.20% III


14 216 434 0.27% 19.92% III


23 557 432 0.27% 19.65% III


23 559 423 0.27% 19.38% III


14 163 421 0.27% 19.11% III


3 115 419 0.26% 18.84% III


5 116 414 0.26% 18.58% III


6 110 395 0.25% 18.32% III


18 391 392 0.25% 18.07% III


17 360 391 0.25% 17.82% III


11 136 390 0.25% 17.58% III


2 255 385 0.24% 17.33% III


2 181 379 0.24% 17.09% III


15 132 379 0.24% 16.85% III


11 193 376 0.24% 16.61% III


18 575 372 0.23% 16.38% III


1 152 365 0.23% 16.14% III


21 530 358 0.23% 15.91% III


22 549 358 0.23% 15.69% III


17 359 354 0.22% 15.46% III


15 158 351 0.22% 15.24% III


5 107 350 0.22% 15.02% III


17 364 348 0.22% 14.80% III


22 526 346 0.22% 14.58% III


21 502 345 0.22% 14.36% III


16 225 341 0.21% 14.14% III


17 355 341 0.21% 13.93% III


21 509 340 0.21% 13.71% III


11 164 339 0.21% 13.50% III


17 363 334 0.21% 13.28% III


22 542 333 0.21% 13.07% III


10 221 327 0.21% 12.86% III


10 182 321 0.20% 12.66% III


20 470 317 0.20% 12.46% III


8 223 310 0.20% 12.26% III


2 238 309 0.19% 12.06% III


21 473 278 0.18% 11.87% III


District Unit Members % Cum % Tier


19 443 113 0.07% 3.07% III


17 381 112 0.07% 3.00% III


20 481 109 0.07% 2.93% III


4 217 107 0.07% 2.86% III


5 111 106 0.07% 2.79% III


18 248 102 0.06% 2.72% III


5 127 100 0.06% 2.66% III


19 442 100 0.06% 2.60% III


19 574 100 0.06% 2.53% III


20 457 100 0.06% 2.47% III


20 469 99 0.06% 2.41% III


22 537 99 0.06% 2.34% III


23 556 96 0.06% 2.28% III


20 572 93 0.06% 2.22% III


15 210 92 0.06% 2.16% III


17 421 88 0.06% 2.10% III


18 392 87 0.05% 2.05% III


2 212 86 0.05% 1.99% III


16 224 86 0.05% 1.94% III


18 396 85 0.05% 1.89% III


22 548 85 0.05% 1.83% III


17 422 84 0.05% 1.78% III


18 408 84 0.05% 1.73% III


20 491 84 0.05% 1.67% III


5 129 82 0.05% 1.62% III


17 388 82 0.05% 1.57% III


22 543 80 0.05% 1.52% III


19 427 78 0.05% 1.47% III


18 395 77 0.05% 1.42% III


10 214 75 0.05% 1.37% III


16 353 75 0.05% 1.32% III


5 185 74 0.05% 1.27% III


18 405 74 0.05% 1.23% III


5 229 73 0.05% 1.18% III


22 541 73 0.05% 1.14% III


16 254 71 0.04% 1.09% III


23 553 71 0.04% 1.04% III


23 564 70 0.04% 1.00% III


17 367 68 0.04% 0.96% III


16 237 67 0.04% 0.91% III


18 406 62 0.04% 0.87% III


19 456 62 0.04% 0.83% III


16 205 59 0.04% 0.79% III


20 485 59 0.04% 0.76% III


3 156 56 0.04% 0.72% III


18 420 55 0.03% 0.68% III


20 458 53 0.03% 0.65% III


18 389 52 0.03% 0.62% III


20 471 52 0.03% 0.58% III


22 516 52 0.03% 0.55% III


22 528 52 0.03% 0.52% III


18 411 51 0.03% 0.48% III


5 226 49 0.03% 0.45% III


20 493 48 0.03% 0.42% III


19 453 47 0.03% 0.39% III


20 398 47 0.03% 0.36% III


19 455 45 0.03% 0.33% III


22 536 44 0.03% 0.30% III


19 454 43 0.03% 0.28% III


17 376 40 0.03% 0.25% III


19 426 39 0.02% 0.22% III


17 358 38 0.02% 0.20% III


5 177 36 0.02% 0.18% III


18 399 34 0.02% 0.15% III


20 482 33 0.02% 0.13% III


20 492 30 0.02% 0.11% III


19 450 29 0.02% 0.09% III


19 436 23 0.01% 0.07% III


22 517 22 0.01% 0.06% III


18 393 20 0.01% 0.04% III


7 138 19 0.01% 0.03% III


19 428 18 0.01% 0.02% III


18 418 10 0.01% 0.01% III


25 140 4 0.00% 0.00% III


Grand Total158782


District Unit Members % Cum % Tier


7 206 273 0.17% 11.69% III


4 133 271 0.17% 11.52% III


20 452 269 0.17% 11.35% III


15 247 268 0.17% 11.18% III


19 451 267 0.17% 11.01% III


4 120 264 0.17% 10.84% III


21 522 263 0.17% 10.68% III


21 550 261 0.16% 10.51% III


17 383 257 0.16% 10.35% III


10 232 254 0.16% 10.19% III


5 148 248 0.16% 10.03% III


22 540 240 0.15% 9.87% III


10 215 237 0.15% 9.72% III


21 512 225 0.14% 9.57% III


14 184 221 0.14% 9.43% III


15 101 214 0.13% 9.29% III


21 500 214 0.13% 9.15% III


25 113 211 0.13% 9.02% III


20 394 208 0.13% 8.89% III


18 573 205 0.13% 8.75% III


22 547 204 0.13% 8.63% III


12 105 203 0.13% 8.50% III


19 448 203 0.13% 8.37% III


10 180 201 0.13% 8.24% III


14 104 200 0.13% 8.11% III


19 441 198 0.12% 7.99% III


1 199 196 0.12% 7.86% III


22 513 191 0.12% 7.74% III


16 201 190 0.12% 7.62% III


22 532 190 0.12% 7.50% III


10 170 189 0.12% 7.38% III


22 534 187 0.12% 7.26% III


20 477 184 0.12% 7.14% III


20 479 182 0.11% 7.03% III


20 476 181 0.11% 6.91% III


3 186 180 0.11% 6.80% III


16 187 180 0.11% 6.69% III


19 425 180 0.11% 6.57% III


18 404 177 0.11% 6.46% III


18 400 175 0.11% 6.35% III


20 461 170 0.11% 6.24% III


6 231 169 0.11% 6.13% III


20 484 169 0.11% 6.02% III


15 234 167 0.11% 5.92% III


17 380 165 0.10% 5.81% III


20 490 165 0.10% 5.71% III


4 121 164 0.10% 5.60% III


18 412 163 0.10% 5.50% III


19 433 162 0.10% 5.40% III


22 519 162 0.10% 5.30% III


16 233 160 0.10% 5.19% III


22 514 154 0.10% 5.09% III


19 439 145 0.09% 5.00% III


21 501 144 0.09% 4.91% III


17 159 143 0.09% 4.81% III


21 465 141 0.09% 4.72% III


19 437 140 0.09% 4.64% III


20 464 140 0.09% 4.55% III


10 211 138 0.09% 4.46% III


14 235 138 0.09% 4.37% III


2 228 136 0.09% 4.29% III


5 213 135 0.09% 4.20% III


18 417 134 0.08% 4.12% III


16 173 133 0.08% 4.03% III


21 497 133 0.08% 3.95% III


11 227 132 0.08% 3.86% III


16 204 131 0.08% 3.78% III


3 236 130 0.08% 3.70% III


16 197 130 0.08% 3.62% III


21 510 128 0.08% 3.53% III


14 162 127 0.08% 3.45% III


23 551 127 0.08% 3.37% III


21 529 125 0.08% 3.29% III


16 209 118 0.07% 3.21% III


21 524 116 0.07% 3.14% III
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