Advertise, Promote, Sponsor
Current Situation
· ACBL's budget for advertising is $100k per year:
· Co-op advertising (50% of club spend) = $65k
· Other advertising = $35k
· Three recruitment incentives for clubs and teachers cost about $12k per year:
· $100 gift certificate for 25 recruited members within a year (teacher/club)
· $500 check for 100 members recruited (teacher/club)
· Upgraded club championship for 10 members (club only)
· ACBL gets little revenue from advertisers and sponsors
· No corporate sponsorship/partnerships
· Advertising (bridge and daily bulletins) revenue in 2016 was $260k
· Tournament sponsorships at NABC are sporadic and generate low revenue.
· No ACBL program for regional or sectional sponsorships.
· Lifetime value of a new member is at least $250 and may be >$350. (We will share further research on this, soon.)

Problems
· "Bridge" and "ACBL" brands are weak outside our member community. Prospective sponsors and advertisers do not know about our brands.
· Not clear who we should target with advertising—who is likely to be interested in bridge?
· Not clear which advertising channels we should employ to reach our target market.
· Not clear how to measure the return (effectiveness) of our advertising and promotion efforts. Number of new members? How often people play bridge? Revenue from membership + clubs + tournaments? Happiness of members? Success of clubs and teachers?
· Recruitment incentives are not compelling to motivate teachers and clubs. No incentives for regular members to recruit.
· Unclear where responsibility lies for attracting sponsorship and advertisers: could be marketing; could be operations; could be local districts and units. No person responsible for this area.
· Past efforts in this area did not appear to have enough return to justify the expenditure. As a result, past programs remained small in scope and duration.
Possible Solutions
· Review our brand description. Understand our current strengths and adjust the design of our web site, publications, and other public-facing communications to emphasize these strengths.
· Review our coop advertising program. Either expand it, kill it, or improve it.
· Look for advertising methods we can afford that will allow us to both test the attractiveness of bridge to various markets and track the return/results. On-line ads may be especially attractive due to the wide range of options, the narrow targeting that is possible, and their trackability.
· Review and revise the promotion plans for teachers and clubs.
· Develop a clear offering for corporate sponsorships.  Look for long-term partnerships such as HCL.
· Seek new Bulletin and web site advertisers.
Approach
· Consider using an outside firm (or a business school study group?) to examine our brand. We feel we know ourselves and our product, but it is hard for us to be objective.
· Reach out to five clubs that use a lot of coop advertising money, five who use a little, and five who use none. Try to understand what is working and what needs to be changed.
· Design ads that reflect our brand needs. Run tests in a range of web sites (these tests will be very inexpensive) and see which produce good ROI.
· Start running $3,000 to $5,000 ad tests.  Consider web, print, co-operative advertising and other forms of outreach. Run at least six tests in the first three months of the program. Carefully measure the response and return on advertising investments.
· Start running bigger campaigns ($20,000 to $30,000 per month) for the ads and channels that show a positive return on advertising investment. If we can establish a strong return on investment, we should consinder ramping to an even larger campaign size.
· Reach out to a group of clubs and teachers and get feedback on the current programs. Test changes in selected districts.
· Clarify which area will manage sponsorships and sell advertisements.
· [bookmark: _GoBack]Hire a new person or engage an outside group to do this, if needed.
· Offer different levels of sponsorship, that may include promotional space only, or also technology partnership (Think Rolex for horse competitions, or Omega for Olympics)
· Sell a comprehensive sponsorship package for each NABC (Maybe “Coca-Cola Summer NABC”)

Funding
· A third-party analysis of our branding would cost between $15,000 and $30,000
· Each ad test will cost between $3,000 and $5,000. We expect to run at least six tests in the first three months.
· Invest $20,000 to $30,000 per month in advertising and promotion to support our brand
· We will need one person to help with advertising analysis (part time) and one to help with sponsorship (part time).
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