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Brand Refresh
American Contract Bridge League
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/ /01

Current Brand Style is 7 Years Old

/ /02

5 Years of Declining Membership

/ /03

New Member Recruitment 
& Retention Declining

/ /04

Average Age of Members 
Continues to Rise

In 2019, the Executive Team was asked by the BOD to explore an updated logo and brand refresh for the ACBL. A study was 
conducted independently through students at Arkansas State, and recommendations from that study informed the decision 
to update ACBL branding. The process of a ACBL’s logo redesign was started in late Fall of 2019 with RedRover and was then 
put on hold until the new Marketing Director could oversee and finalize the project.

Concurrently, research was done for the Try Bridge Project with a study on the demographics of current and prospective 
members. This will further help us in updating branding and other marketing aspects.

CURRENT BRAND STATUS
AMERICAN CONTRACT BRIDGE LEAGUE

Source: RedRover Membership Study 2019Source: 1/29/20 Strategic Committee 
2018 Strategic Plan Update
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Weakness
Average age and new member age is too high

Membership/Tournament attendance declining

Not attracting 45 - 60

Fewer people familiar with bridge 

Internal issues consume resources 

Lack alignment of stakeholders priorities
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Threat
Average age is too high

Inability to grasp various ways of playing it—
online, face-to-face, in clubs as well as at 
tournament sites. These must exist in harmony 
and need to be seen as complementary rather 
than competitive 

Management may be listening to complaints of a 
very few and may be trying to solve problems that 
either don’t exist or are applicable to only a few 
squeaky wheels 

Strength
Excellent product

Strong organization

Outstanding NABC Tournaments

Opportunities
Take advantage of the internet and 
social media to promote bridge 

Reach younger adults with Apps 
and e-games that are preludes to 
bridge.  Criteria are speed, 
excitement, not overly 
complicated, competitive and fun

Cooperate with internal and 
external partners

Improve marketing

S.W.O.T ANALYSIS
AMERICAN CONTRACT BRIDGE LEAGUE

Source: Strategic Committee 2018
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CONSIDERATIONS
Our landscape is constantly changing.
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IS OUR IMAGE 
OUTDATED?

6

HAS OUR AUDIENCE 
CHANGED?
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ARE WE GROWING
OR REPOSITIONING?
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WHY NOW?
Branding is just the tip of the iceberg.
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MEMBER RETENTION
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MEMBER ACQUISITION
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MARKET SHIFT
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STAFF EFFICIENCIES
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PROJECT EFFICIENCIES

14

15 16

LOGO REVEAL

17 18

13 14

15 16

17 18



Refreshing the ACBL Brand

19

IMPROVEMENTS
AMERICAN CONTRACT BRIDGE LEAGUE

/ /01

Clearly displays who we are and what we do

/ /02

Combination of Modern + Historical Typography

/ /03

Colors and visuals inspire a sense of class

/ /04

Proudly demonstrates our legacy — Established 1937

/ /05

Carries old elements forward

/ /06

Includes all the pips

2021 OBJECTIVES

INCREASE 
MEMBER VALUE

IMPROVE MEMBER 
RECRUITMENT 
& RETENTION

STABILIZE  
MEMBERSHIP BASE
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WEBSITE REDESIGN
AMERICAN CONTRACT BRIDGE LEAGUE
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WEBSITE REDESIGN
AMERICAN CONTRACT BRIDGE LEAGUE

THANK YOU!
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