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Purpose of this document

This document outlines opportunities and considerations of value to MACA members, both scholastic and adult. 

How to use this doc

This doc supplements the MACA Planning doc. 

Membership Value for FY 2002-2003

Importance

The very existence of MACA depends on delivering good value to MACA members via branded services. MACA can exist on paper as the official state affiliate to the US Chess Federation, but in order to be vibrant, with a full and active membership, MACA must deliver value to both its adult and scholastic membership.

Background

Having watched MACA for the past 10 years, and actively participated for the past 3 years, here is what I have observed.

From an “adult member value” point of view:

1. Entry requirements of MACA tournaments require membership.

2. Chess Horizons rationalize the value of membership.

3. A fixed program of MACA adult tournaments with moderate entry fees and low prizes fills the gap between low-end club play and high-end regional and national play. 

4. One “state champion” tournament, the Mass G/60 is not promoted as a Championship, no trophy, &etc.

From a “scholastic member value” point of view:

1. Entry requirements of tournaments require membership.

2. Chess Horizons is largely not read, yet we give juniors the magazine for half-price.

3. A “state champion” set of tournaments.

Current Situation

The situation is not static. We are making great advances in scholastic membership and value perception and participation, yet losing adult membership, and tournament participation.

What is the current situation with adult membership and tournament participation?

1. Despite US Chess claims that on-line chess has put downward pressure on OTB, we observe that the number of players in tournaments has gone up steadily.

2. The number of players in MACA tournaments has declined steadily.

3. MACA no longer owns the low-end / high-end tournament gap. There is competition with other organizers.

4. MACA provides free (no membership required) online club and tournament directory and crosstable info, probably the best state level directory in the US.

Thus, the value of MACA membership and tournaments is not clear to the average OTB adult player.

Differentiators, the Market and Branding

Value comes from differentiators. If we offer unique services to members, then we can say we have “differentiated” ourselves from the competition in our market. If this differentiation is clear and widely known and valued, then we can say we have developed a “brand”. 

We are well on our way to developing a “MACA Scholastic Brand”:

1. Well understood market; all chess-playing students from K-12 in Massachusetts. 

2. Well understood and advertised value in a set of “champion” and “inclusive” tournaments. We use our proprietary advantage, MACA alone can determine the scholastic champion of the state. Wrapped around that concept are other tournaments, like the “inclusive” ones.

3. Well run operations and interface value to the member. [There is still much back-office operational pain behind the scenes to volunteers, which we need to address]

4. A clear connection to national tournaments (Denker)

We have a very weak “MACA Adult Brand”:

1. Little market differentiation between players in Massachusetts and other states. 

2. Little value differentiation between being a subscriber to Chess Horizons and being a member.

3. Little value differentiation between MACA tournaments and other weekend tournaments,

Chess Markets and Branding

Before we consider possibilities for the MACA adult market and branded services, let’s consider other organizations, their markets, and their branded services.

Local Clubs

Local clubs have a well-defined market. Their market is chess players within geographic commuting distance; who want to play OTB; and have a compatible schedule. The various services can range from casual un-rated skittles, to rated fast time-control, and/or slow time control. Note that most weeknight clubs have a fixed format for time-control and that becomes their brand. Local clubs that experiment with different time controls generally lose players. Boylston CC is a possible exception because they are open 7 days per week and can offer all formats frequently. Many clubs hold a tournament for champion.

US Chess

US Chess has a well defined market. Any chess player in the US who wants to play rated OTB. [Their experience with correspondence is murky and will be ignored here] The one proprietary service that they own is the rating of games. There is no competition in the US. They are also the FIDE affiliate for the country. In order to play rated chess, you must be a member. You also get a magazine, which is recently being offered as an option. US Chess also sponsors many championship tournaments, including national tournaments for scholastic, amateur team and individual champions.

Regional Organizers

Regional organizers have a well-defined market. Any chess player who wants to play for big money in high profile tournaments. The value is big money and rubbing elbows with a lot of GMs and other strong players. The range of regional tournaments is from the World Open down to NorthEast Chess. Consider that some of these tournaments, like the recent (CCA) Chicago Open are qualifiers for larger events like the US Championship. That gives special unique value to the tournament.

MACA Adult Market and Branding

MACA needs a well-defined market and branded services. For a low-end/high-end perspective, we are being squeezed, so one must consider the question: “What kind of tournaments can MACA hold, that are unique or proprietary to MACA?” The answer to this question reveals a competitive advantage.

MACA can uniquely offer tournaments to determine the champion of the state. No one else can offer that. So instead of competing on the basis of hotel vs. hall, or big money vs. chump change, we use our proprietary advantage; we are the official state affiliate of US Chess. We can determine the champion(s) of the state. A key point here is that we can have more than one type of competition, therefore more than one champion.

Consider what scholastics has done with proprietary advantage:

1. Create a track of qualifying tournaments leading up to the big championship tournament

2. Add “inclusive” tournaments related to the core of championship tournaments

3. The “buzz” of excitement lasts all year

4. Increase scholastic membership from 200 to 375 in one year!

What can we do for adults with proprietary advantage?

1. Create a set of championship tournaments, promote and advertise their meaning to the state chess world.

2. Add prep tournaments related to the championship tournaments. For example, people play at Eastern Class to prepare for the NY Open or Foxwoods.

3. Keep the championship buzz all year advertising via clubs, Chess Horizons and general media.

Are there any other unique services we can offer? The answer should be “yes”, and we should consider any and all options. For example:

1. MACA store front for scholastic and adult tournaments

2. Affiliate programs to develop MACA awareness, possibly offer advertising on the MACA website, branded use of storefront, etc.

3. Media outreach to promote chess to general public and the meaning and value of competition and championships.

Summary

This year, we must make an important choice:

1. Continue with our default policy, continuing unclear adult membership value, losing adult membership, gaining lifetime membership, and relying increasingly on scholastics to make up the balance; or…

2. Convert to growth mode by (a) focusing adult membership value, and; (b) take the success in scholastics and reinvest in scholastics for the long term.

If we do not actively make a choice, then by default, we are choosing option #1.

