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Bridge an intriguing mind sport  

 

Approaching the basics  

Bridge is simply put a card game and more recently a mind sport that derives from whist. Bridge is 

played by 4 players in pairs of two sat opposite each other, thus forming two pairs. The pairs are 

identified by means of the four cardinal directions aka: North-South, East-West. A 52 deck of cards 

is used and all cards are dealt clockwise to the player’s one at a time and face down. Thus each 

player has 13 cards in his hand at the end of the dealing. The whole purpose of winning is to win as 

many tricks as possible. A trick consists of the four players revealing one card of the same suit as 

the dealing card and the highest card is the winner. The cards are divided into 4 suits namely: 

spades, hearts, diamonds and clubs. It is important to note that all suits are not equal. On the 

contrary, the aforementioned ranking signifies the order of importance. ("bridge (card game) -- 

Encyclopedia Britannica," n.d.) 

 

The highest card is the Ace, followed the by the king the queen and the jack right down to the 

lowest 2. Therefore in order to explain a trick (Grant, 2006, p. 2) we assume the following example  

 West plays K  

 North follows with 6   

 East plays 2  

 And South closes with Ace  

In the above round the winner is the Ace of      

In the event that a player cannot follow the same suit, he/she plays any other card and the game 

continues as displayed until all cards are played. Of course there are various other factors that 
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influence the way the game is played such as whether the game is played with a trump or not. 

Thus, before the game begins the players determine whether the board will be played with trumps 

or not. A trump is the declaration of a specific suit as the winning one. Thus any card in the trump 

suit beats the card of any other suit. The method of determining the trump differs in different 

bridge games ("bridge (card game):: How to play contract bridge -- Encyclopedia Britannica," n.d.). 

A number of factors serve as to require mind capacity, endurance and flexibility in order to engage 

into the strategic mind sport of bridge. 

In order to appreciate the importance and reputation of the mind sport a brief analysis of its 

background relevant to the misconceptions widely held within the Greek society and its current 

status are examined further.  
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The development of the game 
 

Phase 1: Bridge whist  

Throughout its history, bridge has undergone changes in the rules and has branched out into 

auction bridge and contract bridge. Initially deriving from whist, now called bridge whist, the game 

in its entirety of variations has served as a favored intellectual game. Especially contract bridge 

since its inception constituted a social phenomenon due to its widespread popularity ("bridge (card 

game) -- Encyclopedia Britannica," n.d.). 

Delving back into time and attempting to decipher the origins of the game, a similar game called 

Khedive appears in Konstantinople, in Greece and the French Riviera. Accounts of the game also 

appear in London in 1887. By 1897, whist proponents were clearly taken aback by the new 

possibilities bridge had to offer, despite their initial dissent.  Bridge whist was the first game to 

appeal to women too and became a favorite yet among the upper class rather. It was only later 

though with advent of auction bridge that the game managed to break all societal barriers and 

spread among all social classes ("bridge (card game) :: The development of the game -- 

Encyclopedia Britannica," n.d.) 

Phase 2: Auction bridge 

Auction bridge first accounts appear in the early 1900’s. A description of auction bridge by Oswald 

Crawford in his letter to the London Times in 1903, but most importantly, a book by John Doe - that 

first appeared on the market in 1904 presenting auction bridge as the invention of the writer and 

two of his friends – constitute some of the first written documents that pinpoint the beginning of 

the new trend. Soon the most important clubs worldwide accommodate the new trend; London’s 

Portland Club in 1907 and New York’ Whist Club and other American Clubs straight after in 1908-

1909. By 1910 auction bridge had supplanted bridge whist in the fashionable circles and the latter 

had become obsolete. The wide proliferation of auction bridge is ascribed to the nature of the 

game and the social circumstances in which it was born. The former is related to the skillful play 

required, the infinite possibilities and the increasing demand for suitable instructors. Throughout its 

history, the instructors serve as ambassadors of the game, attracting increasingly more new 
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players. At the same time, the increasing middle and upper classes instigated the demand for 

entertaining guests at social events. Auction bridge came as the perfect solution. Gradually the 

church and religious factors became more reliant towards the game seeing it in its true light and 

not as gambling, since when it was played for stakes they were never high ones ("bridge (card 

game) :: The development of the game -- Encyclopedia Britannica," n.d.).   

Phase 3: Contract bridge 

Following a rather concurrent development to auction bridge, contract bridge did not catch on 

straight away. It was not until Harold S. Vanderlbilt, a genius auction bridge player, experimented 

with auction bridge and managed to change the scoring system. By increasing the scoring values, 

multiplying bonuses and eradicating the element of vulnerability in the game, he managed to 

create a new scoring system, that of contact bridge. Yet, the game reached the wide audience of 

auction bridge players after 1931, when Ely Culbertson consolidated the game. Marking successive 

winnings in tournaments, Culbertson himself and his teams monopolized all victories in the 

American tournaments and then moved on to England establishing their reign beyond the borders. 

In 1931-1932 he defeated bridge Legend Sidney S. Lenz. This victory in what American Newspapers 

called “the bridge battle of the century” was the turning point receiving a month’s coverage and 

unrivalled publicity. Contract bridge then became a spiraling trend in the U.S, South America and 

Europe.  

Sales of books and playing cards continued to increase in the following decade, and the beginning 

of the 21st century  has found the game of contract bridge to be common featuring concurrently in 

newspaper columns and magazines in the U.S and Great Britain. Factors that hinder further 

expansion of the game on a global scale are the insignificant prizes awarded in tournaments except 

for the championships and international tournaments and the fact that the game does not offer a 

good show meaning that it is not entertaining in the sense other sports are. Viewers have to be 

familiar with the game to be able to follow the developments ("bridge (card game) :: Development 

of contract bridge -- Encyclopedia Britannica," n.d.)  

Duplicate and Tournament Bridge 

When referring to contract bridge nowadays there are distinct types popular within a certain 

context.   
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 Rubber Bridge is the simplest form, popular in a casual setting among friends.   

 Chicago Bridge is played at small parties and including several tables of four players.  

 Duplicate bridge is the most important since it is played  in competitions, tournaments and 

championships ("bridge (card game) :: Development of contract bridge -- Encyclopedia 

Britannica," n.d.) 

Nowadays the technological evolution has radicalized the game too, affecting the way it is played. 

New methods of instruction and play have been introduced. Moreover, one can play bridge online 

without  the need of attending the local club or even travelling to participate in tournaments since 

various websites host tournaments that are recognized by superintendent bodies such as the 

American Contract Bridge League and the World Bridge Federation. Mobile Application for Apple 

and Android phones have been developed allowing the players to engage in their favorite activity 

even on the go ("Bridge Base Online," n.d.). 

 

 

  

Anyone who stops learning is old, whether at twenty or eighty. 

Anyone who keeps learning stays young. The greatest thing in life 

is to keep your mind young. 

HENRY FORD 
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International Trends 

Tracking practices for benchmarking  

With a history of over a century and despite changes throughout the development of the game, 

bridge has served as a prime intellectual game. In an attempt to map the international scene and 

the current trends and developments as far as bridge is concerned and the respective bodies, one 

can easily identify a specific hierarchy. This hierarchy serves as to organize and monitor the mind 

sport effectively on a global scale while also to describe the limits and jurisdiction of each engaging 

body separately. The World Bridge Federation features at the very top affiliated to other sports 

bodies and institutions such as The International Olympic Committee, SportAccord, the 

International Mind Sport Association and the Association of the IOC Recognized International 

Sports Federations (ARISF). Collaboration has also been established between WBF and the 

International University Sports Federation under the notion of promoting Bridge in the University 

Championships ("History of the WBF - World Bridge Federation," n.d.) 

 

 

The 

World Bridge Federation 

According to the World Bridge Federation, the National Bridge Organizations amount to 107 and 

the active enlisted members are currently 736.952 globally. These numbers have exhibited a strong 

and steady growth over the years and the aforementioned bodies have only assisted in the 

proliferation of the mind sport, according to the WBF.  All enlisted members participate actively in 

competitive bridge events on a local, national, and international level.  
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Founded in 1958 in Oslo, Norway the WBF is committed to promoting the game of Bridge and it 

along certain coherent goals ("Purpose - World Bridge Federation," n.d.).  

Yet since its foundation, it took 12 years for the federation to assume an actual world role under 

the vision of Julius Rosenblum, who recognized the need to promote the idea of a central 

foundation with an international reach ("History of the WBF - World Bridge Federation," n.d.). Due 

to administrative and promotional reasons along with a need of compliance with the principles of 

the IOC (International Olympic Committee), the WBF has divided the globe into 5 geographical 

continental conferences - in accordance to the IOC’s Olympic Rings - which in turn are subdivided 

into 8 zonal conferences. 

Zones  Geographical Regions  Governing Body 

Zone 1 Europe  European Bridge League  
Zone 2  North America  American Contract Bridge League  
Zone 3 South America Confederacion Sudamericana de 

Bridge  
Zone 4 Asia and the Middle East Bridge Federation of Asia and the 

Middle East  
Zone 5 Central America and the 

Caribbean  
Central American and Caribbean 
Bridge Federation  

Zone 6 Pacific Asia  Asia Pacific Bridge Federation 
Zone 7 South Pacific South Pacific Bridge Federation 
Zone 8 Africa  African Bridge Federation 

 

Each of the Zonal Conferences/Leagues in the table above comprises of a number of National 

Bridge Organizations/Federations responsible for the organization, administration and 

management of the activities of Bridge on a national level. These NBO’s are committed to working 

along certain guidelines such as opening their ranks to all interested citizens and residents and 

abiding by the ethical charter of the WBF ("Zonal 

Organizations & NBOs - World Bridge Federation," n.d.). 

The European Bridge League 

The EEuropean Bridge League  itself is one of the Zonal 

Conferences of the WBF and functions as a non-profit 

organization of civil nature ("Statutes - European Bridge 

League," n.d.). The resources at its disposal are strictly 
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allocated to the promotion and fulfillment of its beneficiary goals; no amount is allocated for 

private use. 

The foundational principles the EBL abides by are those of the Olympic Charter and more 

specifically ("Statutes - European Bridge League," n.d.): 

 To combine bridge with cultural and educational aspects of each country and promote 

the value of prime example and respect for universally accepted ethical principles. 

 To harbor and enhance the idea of the consolidation of a peaceful society that develops 

and espouses human dignity.    

The EBL operates under a specific framework. Article 11 of EBL’s Statute describes its goals and 

objectives which are listed below ("Statutes - European Bridge League," n.d.) 

 To promote the game of Bridge in the geographic region of Europe.  

 To define and control the sport with the help of the NBO’s. 

 To urge European countries to formulate National Bridge and function under the auspices of 

the WBF.  

 To stimulate and cultivate amicable relations between the NBO’s. 

 To design and organize competitions and championships for the nomination of the winners 

and the awarding of the titles.  

 To supervise all competitions and tournaments and protect the health of bridge players. 

 To consolidate and cooperate with other bridge federations-associations in Non-European 

countries recognized by the WBF as well as with their governing bodies.  

 To cooperate and support the promotion of the goals and objectives of the WBF and the 

IOC. 

 To stimulate, urge and support the NBO’s in promoting bridge in all educational levels and 

youth associations.  

 To safeguard and abide by the highest possible ethical standards.  

 To prevent drug-taking or the consumption of harmful substances.  

 To monitor the respect of all human rights and to ensure no discrimination or violations 

occur. 
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The European Bridge League comprises of 46 non-profit, affiliate NBO’s and measures a 

membership of 405.258 members 

("Zonal Organizations & NBOs - 

World Bridge Federation," n.d.).  

Only one NBO can be found in each 

country-member. All members are 

responsible for the administration of 

the game in their country and deal 

with all aspects of regulation, 

administration, management, 

organization and promotion of the game in the respective countries.  

 

An image of the countries and their capacity is illustrated in the table below. The actual number of 

players in each country is quite higher since not all bridge players are enlisted as members of their 

Federations. 

 No. Country Organization  Membership 

1 Albania Albanian Bridge Federation        220 
2 Austria Osterreichischer 

Bridgesportverband 
2808 

3 Belarus  Belarus Contract Bridge Union 142 
4 Belgium  Belgian Bridge Federation 7561 
5 Bosnia& Herzegovina  Bosnia & Herzegovina Bridge 

Federation 
23 

6 Bulgaria  Bulgarian Bridge Federation 1291 
7 Croatia  Croatian Bridge Federation 653 
8 Cyprus  Cyprus Bridge Association 290 
9 Czech Republic Czech Bridge Federation 479 
10 Denmark  Danmarks Bridgeforbund 23319 
11 England  English Bridge Union 37.194 
12 Estonia  Estonian Tournament Bridge 

League 
554 

13 Faroe Islands Foeroya Bridge Samband 216 
14 Finland  Bridge League of Finland 1610 
15 France  Fédération Française de 

Bridge 
99,015 

16 Germany  Deutscher Bridge-Verband 
e.V. 

27325 
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17 Greece  Hellenic Bridge Federation 2713 
18 Hungary  Hungarian Bridge Federation 548 
19 Iceland  Icelandic Bridge Federation 850 
20 Ireland Irish Bridge Union 1915 
21 Israel  Israel Bridge Federation 6699 
22 Italy  Federazione Italiana Gioco 

Bridge 
25445 

23 Latvia  Latvia Bridge Federation 295 
24 Lebanon  Lebanese Bridge Federation 628 
25 Lithuania  Lietuvos Sportinio Bridzo 

Asociacija 
149 

26 Luxembourg  Federation Luxembourgeoise 
de Bridge 

50 

27 Malta Malta Bridge Association 90 
28 Monaco  Fédération Monégasque de 

Bridge 
233 

29 Montenegro  Bridge Federation of 
Montenegro 

109 

30 Netherlands  Nederlandse Bridge Bond 86873 
31 Norway  Norsk Bridgeforbund 8884 
32 Poland  Polish Bridge Union 7064 
33 Portugal  Federação Portuguesa de 

Bridge 
653 

34 Romania  Romanian Bridge Federation 580 
35 Russia  Russian Bridge League 1040 
36 San Marino Federazione Nazionale 

Sammarinese Bridge 
52 

37 Scotland  Scottish Bridge Union 6412 
38 Serbia  Bridge Association of Serbia 220 
39 Slovakia  Slovak Bridge Association 265 
40 Slovenia  Bridge Zveza Slovenije 208 
41 Spain  Asociación Española de Bridge 5230 
42 Sweden  Swedish Bridge Federation 23155 
43 Switzerland  Fédération Suisse de Bridge 3742 
44 Turkey  Türkíye Bríç Federasyonu 10130 
45 Ukraine  Ukrainian Bridge Federation 60 
46 Wales Welsh Bridge Union 1718 
  TOTAL 405,258 
 

Greece is one of the countries with a tradition in Bridge since 1965 when the Hellenic Bridge 

Federation was founded and enjoys a community of 3670 enlisted active players to date. With 

reference to the list above as well as the countries that traditionally enjoy a large membership, a 

reference to certain Federations is deemed necessary for reasons of estimating their presence and 
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their communication actions and policy. France, Italy, and England are the Federations with the a 

great history and active presence. 

The Italian Bridge Federation 
 

 

One of the most important Federations in Europe with a long tradition and champion-players, the 

Italian Bridge Federation measures a capacity of 25,445 active players ("Zonal Organizations & 

NBOs - World Bridge Federation," n.d.).  The website of the Federation (see Appendix, Image 1)  is 

indicative of the variety of actions and activities the Federation undertakes in order to promote the 

game. Most notably, the Federation’s’ website features a home page with links to the page 

content. A separate tab “Communication” enlists links to their own YouTube channel, the Italian 

Bridge Magazine issued by the Federation, BDI online - a website featuring News, Chronicles, 

Reviews, Documents, Resources and an archive with bridge events. Lastly it also features a direct 

link to RAI Sport, a live streaming online TV network. On the whole, the website is detailed, concise 

and contains the following:  a presentation of the Federation, the clubs and regions as well as their 

actions, the teachers, referees and organizers, a programme of the events around the country, 

news updates, useful national and international bridge links as well as software to create 

convention cards and posters, the ranks of the players and classification points, tournaments and 

championships. The website is also open to online advertisements in the form of banners at the top 

of the page. The Federation also promotes the mind sport actively to younger ages by collaborating 

with the Ministry of Education for the introduction of the game in schools and Universities and also 

features tabs for Youth Bridge. However the website is rather dull and confusing as a webpage 

since the font is at times  small and the layout of the info is also quite puzzling ("FEDERAZIONE 
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ITALIANA GIOCO BRIDGE," n.d.). Additionally the presence of the Federation in the social media is 

non-existent except for the initiative of regional FB pages of certain but limited individual groups.    

The French Bridge Federation  
 

 

 

 

The French Bridge Federation features as no. 1 in Europe and the second largest in the 

world with 99,015 members and 1183 clubs nationwide. With the Support of Societe General as a 

partner, the FBF features an interesting website (see Appendix, Image 2) from a graphic design and 

communication point of view. The choice of pictures and colors is definitely appealing. The 

information provided on the website covers all aspects from discovering the game itself, recent 

news and articles regarding current events, the journal of the FFB, a newsletter, information about 

the federation, tabs and links for youth bridge as well as information regarding the introduction of 

bridge in schools under the scope of training the youth in mathematical reasoning.  The website 

also provides lists and links to the tournaments and championships as well as an online shop 

promoting bridge books, games, bridge materials and software ("Fédération Française de Bridge," 

n.d.). 

Interestingly enough the website features a Le Figaro article on Bridge ("Le bridge, la solution 

miracle pour faire aimer les maths aux jeunes? - Le Figaro Étudiant," n.d.), indicating that the game 

is taught to more than 7,000 students per year and is now entering the academies of Versaille, 

Bordeaux, Rennes and  Reims in attempt to further critical thinking and reasoning in the field of 

math’s with astonishing results as Pascal Evrand, professor in Montaigne Pitch North says that 
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students who delved into the world of Bridge managed to dissolve the psychological block they had 

with the subject of mathematics ("Le bridge, la solution miracle pour faire aimer les maths aux 

jeunes? - Le Figaro Étudiant," n.d.).  

The English Bridge Union  

The English Bridge Union Limited has a dual nature (see Appendix, Image 3). It is an organization 

funded by its members and concurrently functions as a National Bridge Organization under the 

auspices of the EBL and the WBF. The mission of EBU is to promote duplicate bridge in England and 

therefore paramount importance is placed on the education aspect. The EBU comprises of 39 

county members and their actions are aligned to the mission and vision of promoting bridge. The 

EBU acknowledges the beneficial educational aspect of bridge in that it teaches grouping, 

numeracy, probability, deduction, concentration, following rules and developing a specific strategy 

as well as team building ("What is the EBU? | English Bridge Union," n.d.). With the accumulation of 

information and the need to fill a growing demand for a source devoted to the educational aspect, 

the EBU recently created a separate body English Bridge Education & Development charity (see 

Appendix, Image 4) 

 

The latter functioning as an affiliate of the EBU have recently launched an interactive and modern 

website featuring only educational related matters.  Simon Barb, Education and Development 

Manager for the English Bridge Education& Development Charity stated that the aim was to create 

a “bright, exciting and easy to navigate in website” for the increased new material that will serve to 

foster attraction and involvement among new audiences ("Welcome to EBED | EBED," n.d.) 

As far as the promotional and educational aspect are concerned, the EBU features the “Really Easy 

Events” purposely designed for the new players while also specific tabs for learning how to play 

bridge and providing free bridge software. There is also a tab for tournament directors with videos, 

seminars and books as well as a separate tab for bridge teachers and partner teachers.  
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The EBU is also present in the social media world with a FB page (see Appendix, Image 5) with a 

limited reach of 39 likes compared to the capacity of the Union.  

International Marketing and Communications strategies  

 

In terms of specific and categorized marketing and 

promotional strategies, The American Contract 

Bridge League and the Australian Bridge Federation 

constitute paradigms. The ACBL features a 

separate tab on their website entitled Marketing 

and consisting of the Cooperative Advertisement 

programme, Branding Standards and Toolkits, 

Brochures and pamphlets, Marketing programmes, 

Publicity, Logos and Templates and the Resource centre ("Marketing | 

American Contract Bridge League," n.d.). Moreover, the ABF also 

features a tab entitled marketing and comprising of the Marketing 

plan and strategy of the ABF, Marketing tips and updates for 

associations and clubs, Research data to assist is the design of 

promotional plans and strategies, a comprehensive guide to 

the ABF actions, partnerships and the various promotional 

materials and Information regarding the Administrative 

Marketing on a National level ("Marketing | Australian 

Bridge Federation," n.d.). This magnitude of material on 

both websites provides a concrete communication 

plan and directives for the regional clubs and units in 

order to promote the mind sport across the countries. Both 

websites feature links to social media such Facebook, YouTube while the ACBL 

also features a twitter account. This information will serve as a paradigm in the reconstruction of 

the HBF website.  

  



17 | P a g e  
 

Private Practices  

 

There are several orbiting entities that have developed gradually over the years around the game. 

Contrary to the Federations and their superintendent bodies these are for-profit private entities 

functioning as consulting companies offering services to organize bridge events and festivals, 

competitions and contests. The biggest entity in the field is Mind Sports International Ltd. created 

by parent company Living It Loving It LLC that initially aimed to create awareness and add value to 

Mind Sports through organizing and hosting live events ("Mind Sports International - Event 

Management & Consultancy -," n.d.).  

Mind Sport International Ltd was in turn created with a key objective 

to reconnect the global mind sports 

community and bring together like-minded 

enthusiasts to take part in an exciting new 

collaborative festival series.  The company 

set up a dedicated festivals schedule 

throughout Europe within its first 10 

months, a trend that gradually infiltrated 

North America and with a goal to effect the 

on an international scale. The 

company also set up Mind Sport 

Academy ("Home - Mind Sports 

Academy," n.d.).The whole idea 

came as a solution to the growing 

market demand for organized 

events programmes associating the 

clubs with all forms of educational institutions. Thus all 

members can become part of a global network of players with diverse mind sport interests and 

follow the online and offline organized events. So Mind Sports International intended to create a 

hub for bringing all Mind Sports together and organize events to fuel participation, socialization, 

communication and engagement on the part of the players. One of the most unique efforts is the 

Academy’s incentive to create an international ranking system ("World Mind Sports Ranking - Mind 
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Sports Academy," n.d.) so as to classify players not only within the same mind sport but on a 

horizontal axis amongst diverse disciplines on the basis of inherent talent and acquired skills. Yet, 

Mind Sports International Ltd’s initiatives went further in 2014 to recognize the need to create a 

global governing body. Therefore the World Mind Sports Federation was recently founded in order 

to set the global operating framework and standards for Mind Sports to promote competitive Mind 

Sports and such festivals as well as monitor the ethics and establish the best practices ("World 

Mind Sports Federation," n.d.). Their aim is to forge stronger intergroup and intragroup relations 

within and among all mind sports. Finally they have also created a mind sports online TV channel 

broadcasting news from around the world. Thus, the audience can easily access related high quality 

programmes through a scheduled programme or live-streaming.  
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Greek myths around Bridge 
 

A qualitative approach was adopted in order to decipher the potential problems surrounding the 

idea of bridge as a card game in Greece. Through extensive and intensive interviews held with the 

board of directors of the Hellenic Bridge Federation a map of four existing misconceptions were 

identified as far as the idea of Bridge as a card game is concerned. These are abundant among the 

unaware or latent publics and even active publics. These misconceptions pertain to aforementioned 

historical issues and are account largely for the negative predisposition towards the mind sport.    

Myth 1: Bridge equals Gambling 

This misconception is inherent with the 

actuality of the nature of Bridge. The 

game is played with a 52 deck of cards. 

Traditionally playing cards in Greece is 

closely related to the notion of 

gambling. Therefore, when bridge is 

presented for the first time to people it 

may be easily confused with gambling. 

Historically bridge was dismissed as 

gambling mainly by religious circles. In 

Greece, this “misunderstanding” is particularly dominant in rural areas and serves as a strong 

awareness barrier. In many cases the organizing committee in an attempt to found a bridge club in 

the Greek periphery came across a negative disposition on the part of the local authorities with the 

excuse that a casino would not be tolerated within their community. Therefore, in many cases 

proposals of founding bridge clubs were adamantly dismissed. 

Myth 2: Bridge is Difficult 

Another largely held myth is that bridge is a difficult card game and therefore cannot serve as a 

pleasant pat time or hobby. It is a fact that bridge requires absolute concentration, dedication, and 

practice in order to learn. This myth is relevant to the actual product of Bridge in Greece. The 

Hellenic Bridge Federation acknowledges a ranking system of a total of 16 levels. Players are 
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awarded master points and it is dependent upon them to devote many hours in order to excel in 

the game. The fact also that bridge in Greece is largely and innately champion-oriented only 

exacerbates the myth.  These factors have served to increase the competitive side of bridge as a 

mind sport and as a result many players especially newcomers may feel disheartened or many lose 

their interest over time due to the lack of enjoyment in the long run.  However there is another side 

to bridge, the social aspect. Bridge as a game offers a perfect ground for communication and 

socializing.  

Myth 3: Bridge is for senior citizens  

Τhis is a prevalent myth 

especially among the 

young publics. In a variety 

of instances when 

members of the HBF 

attempted to reach out to 

the younger ages, bridge 

was dismissed on the 

notion that card games 

were more appropriate for 

senior citizens and not for young people. It is a fact that the younger generation constitutes a latent 

public in that they could greatly benefit from the mind sport but they are not aware of it. However, 

bridge is an ageing mind sport on a global scale with Federations of other countries such as the USA 

only attesting to this fact and the predominance of this myth among younger generations. 

Myth 4: Bridge is for the upper class 

It is a fact that bridge has throughout its history been linked to the wealthy, serving as a favorite 

pastime. In England its predecessor whist, was played in elite card clubs and was known for its 

aristocratic roots. This largely provides a valid rationale for the myth. However, as soon as contract 

bridge caught on, the game proliferated vastly reaching all audiences. Nowadays, the game attracts 

interest from all social classes and is not limited to financial status, as perhaps in the past. 

Nevertheless the myth of bridge as a game for the upper social class does exist. 
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The Situation 

Interpreting Diverse Aspects and Mapping the Roots  

The Greek debt crisis of 2007-2008 triggered a 

domino of sociopolitical and fiscal events and an 

unprecedented need for structural reforms 

throughout the Greek public sector. Cutbacks in 

government spending and the counterbalance 

brought on by wide-scale privatizations taking 

place have undoubtedly affected diverse fields, 

especially those institutions and organizations 

depending on government funding. Equally 

afflicted, the General Secretariat of Sports has 

introduced cut-backs in the governmental funding 

towards the Sport Federations. Hence, the Hellenic Bridge Federation has witnessed its financial 

resources dwindling over the years marking an astonishing 93% decrease during the period 2011-

2014. In 2011, with a funding of 114.500€ the organization was considered robust and financial 

audits indicate that the Federation would end the year with a surplus. However in 2012 the 

Federation received only €30.000, cut down in half for 2013 and the GSS announced that for 2014 

the Federation will only receive state funding of 5000€ ("Ελληνική Ομοσπονδία Μπριτζ » Πρακτικά 

Δ.Σ," n.d.). This turn of events is directly threatening the financial viability of the organization and 

its sustainability in the long run, while it has also affected the quality of services it provides, the 

scale and level of activity, as well as the morale of the members of the Federation.   

Witnessing the events since 2011 and predicting the future financial debility of the State, the 

Federation effectuated a rescue plan to ensure the survival of the mind sport in Greece and avert 

the disbandment of the local bridge clubs. The strategic rescue plan was twofold; drastic cutbacks 

in expenditure were achieved and a sense of serious and strict allocation of finances was 

introduced; at the same time an increase in the amount of players and their engagement in the 

local and national tournaments and championships, enactments of new inter-club tournaments, 

and the creation of new clubs in the Greek periphery received special attention on the part of the 
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Federation that enhanced all actions related to these directives. In 2013, the first promising results 

came to light. Expenses were reduced by 30% and the increase of the Federation’s income by 10% 

attributable to the foundation of new local clubs, the increase in the numbers of new players and 

the subsequent increased income from tickets and entry fees ("Ελληνική Ομοσπονδία Μπριτζ » 

Πρακτικά Δ.Σ," n.d.).  Indicatively, in 2013 the number of newly founded clubs amounted to 10 and 

591 new players were enlisted in the Federations registry. For the first time, fears regarding the 

viability of the Federation dispersed and the BoD regarded the set of circumstances in a more 

positive light. The auspicious results dissolved the preexisting negativity and infiltrated a sense of 

promising perspective within the organization.    

In-depth interviews with the members of the Board of 

Directors and the Department of Press, Public 

Relations and Promotion of the HBF revealed that all 

interviewees are in congruence about the main issue 

the HBF is currently facing. This is related to the 

promotion of Bridge in Greece and the intent to create 

and cultivate ongoing awareness regarding the Mind 

sport. The Federation has understood that self-

sustainability and financial independence are key factors in their perseverance. Of course they also 

appreciate the difficulties the Greek paradigm brings along since the awareness goal is closely 

related to the Greek myths around bridge and the relative recentness of the game in Greece – it is 

crucial to remember that bridge came to Greece officially in 1965 with the foundation of the HBF, 

whereas in the rest of Europe and the U.S the game has a history of over a century. An unchartered, 

yet determined, specified and proactive communication plan has been followed since 2011 in an 

attempt to face the future withering resources and create awareness regarding the mind sport. The 

highlight of ongoing efforts was introduced in 2013 when a large scale Facebook campaign took 

place in order to promote bridge in Greece and attracted an astonishing and novel interest of 

approximately 1,200 individuals. This was unprecedented in the history of the organization since 

the dependence of the HBF upon cost-demanding media outlets could be replaced by online media. 

Such reach had never before been achieved by means of cost-effective methods. This 

communication tool was embraced for its effectiveness by the HBF. 
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The popularity of the game and hence the visibility of the organization in Greece among the publics 

and especially the younger generation is regarded as limited, since the amount of active players do 

not exceed 3670. There are an additional 5133 that are non-active players which means that 

currently they do not attend the local club but at some time in the past they use to frequent it. The 

situation of the latter is attributed to two main categories of reasons; game-related or personal. 

When referring to game related issues the inactive players decided to abandon their local clubs 

mainly due to the nature of the game, the lack of organization of their local clubs, the mal-practices 

and bad behavior of certain players, the focus only on the mind sport and the lack of other social 

activities within the clubs.  

In a Nutshell 

On the whole, the HBF has made significant improvements in terms of modifying its product and 

services mainly in terms of increasing the number of new clubs and attracting new players. 

However, the issues of regenerating interest of inactive players and introducing practices for 

retaining and inspiring active players can receive further attention. Qualitative data indicate that 

the HBF has radicalized its philosophy and attempts have been made to introduce different 

practices. Of course, the HBF does face a number of issues still related to the product itself i.e. 

stereotyping and the nature of the game, the relationship with local clubs, financial resources, 

administrative and organizational practices and decision-making processes, interpersonal and 

intergroup conflicts, the lack of personnel, the weaknesses of the existing communication plan, and 

the latency or inactivity of the various committees. Modifications across all these ranges were 

introduced in 2011 in an attempt to directly address various internal and external impediments and 

are still ongoing. Given the circumstances, this present communication plan will focus upon 

creating awareness by expanding previous efforts and introducing a map of interrelated efforts 

serving as a specific set of goals and objectives set in unison 

with the Federations vision. This campaign aims to serve as a 

charter for further development and improvement introducing 

new practices, communications and scientific tools assisting the 

efforts of the insightful members to implement policies and 

practices in order to enhance results.  

      "Bridge helps you think. It's a game you can play your 

entire life and keep getting better and better."  

BILL GATES 
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Profiling the Hellenic Bridge Federation 

 

Structure 

The Hellenic Bridge Federation  was founded in Greece in 1965 with an initial capacity of 3 bridge 

clubs and only a few hundred players. In 1975 competitive contract bridge was officially recognized 

as a mind sport by the General Secretariat of Sport. Since then contract bridge has proliferated in 

Greece to the extent that to date there are 10301 enlisted players of which  3670 are active players. 

The number of bridge clubs has risen to 52 and an additional 3 currently under foundation.  

The HBF is a non-profit sport organization that comes under the General Secretariat of Sport, a 

subordinate of the ministry of Sport. The General Secretariat of Sport as the parent body provides 

financial support and coordinates-moderates all Federations. Members of the HBF are all 

recognized bridge clubs in Greece. The method of operation is described in the lastly modified 

Statutory text of 18/10/2003 and in the Rules of Procedure sanctioned on the 15th of December 

2003.  

According to the latter, the Federation comprises of the Board of Directors – elected in 2012 – the 

various committees and the members. The Board of Directors is elected every four years and 

consists of seven members: the President, The Vice President, the General Secretary, the Treasurer, 

the Special Secretary and two members. There are also 3 substitute members. The various 

committees are entrusted with diversified roles encompassing a wide variety of tasks. The 

committees listed below deal with pertinent matters and execute the decisions finalized in the 

general meetings of the BoD. 

 

 

 

 

 

1. The Audit Committee 

2. The Executive Committee – President, Vice-President, the 

General Secretary and the Treasurer 

3. The Gaming Committee 

4. The Educational-Teaching Committee 

5. The Central Committee of Arbitration 

6. The National Team Committee 
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Besides the BOD and the committees, the Federation has 4 contracted employees responsible for 

dealing with a wide range of organizational, administrative and communication tasks on daily basis.    

 

Organizational Performance  

Related to the issue identified in the situation analysis presented above - aka the stereotypes that 

exist in the proliferation of Bridge in Greece - are elements tangible to the organizational 

performance in terms of product expansion and positioning. The promotion of Bridge in Greece , 

which as a strategic program is interrelated with the qualitative characteristics of the mind sport as 

a product,  has followed certain guidelines and directives which can be identified as: 

1. Promoting and advertising the game using a multitude of online and offline media.  

2. Founding and supporting bridge clubs in Greece.  

3. Developing the game in terms of introducing new teaching methods and new practices 

within the mind frame of enhancing its appeal.  

4. Introducing new tournaments. 

7. The Rules and Regulation Committee 

8. The Appeals Committee 

9. The Commission of Redress/Recourse 

10. The Youth Committee  

11. The Development, Promotion and Sponsorships Committee 

12. The Women’s Committee 

13. The Finance Committee 

14. The Committee of Statistical Analysis, Records and Sporting Press 

15. The Committee of Regional Development 
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5. Participating in international bridge events.  

These guidelines have served as an organizational charter and appear as headlines throughout the 

minutes of BOD general meetings. This conceptualized framework encompasses the main mission 

of the organization to promote Bridge in Greece.  Previous communication efforts are considered to 

have had a limited effect on the Federation’s mission while not serving adequately the quality, 

capacity and visibility of the organization. Despite efforts, the wider public is not aware of the mind 

sport and the HBF faces an obstacle related to creating and cultivating awareness of the mind sport 

and their efforts to promote it.  All members interviewed are in congruence about the nature of the 

problem they face and they are determined to endorse efforts and implement changes.  

At this point reference is made to the statutory text of Rules and Rules of Procedure issued in 

October 2003 describing the administrative function of the organization, the various structural 

matters and the responsibilities of each department. Namely, the department of Press, PR and 

Promotion is responsible for the below:  

1. The drafting and execution of the communication policy of the Federation.  

2. The drafting, editing and dispatching of the daily press releases.  

3. The organization of all events outside the actual tournaments. 

4. The drafting, editing   and dispatching of all informative material of the Federation. 

5. The design, production and the dissemination of all advertising material of the 

Federation.  

6. The function of the library, the archive of films and of all materials relevant to 

scientific, educational and athletic aspect of the mind sport. 

7. The relationship between the Media and the Federation.  

8. The organization of press conferences and all presentations decided to be 

implemented.  

9. The monitoring on a daily basis of the press and updating the President of the 

Federation and the President of the Committee of Public Relations for any matter 

that falls under their jurisdiction.  

10. Proposing to the General Secretary, the President of the Board of the Directors and 

the Head of the Public Relations Committee any matter related to their jurisdiction.  
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11. Any matter of issue assigned to the department by the President of the Board of 

Directors and the General Secretary.  

12. Reporting to the Head of PR, the President of the Board of Directors and the General 

Secretary or to the authorized by them person/entity. 

Historically, the HBF has undergone two distinct organizational phases. The first can be identified 

from its inception in 1975 until 2010 and the second and more radical period of 2010-2014. During 

the first period spanning 35 years certain steps were followed to promote Bridge in Greece. These 

steps mainly comprised of paid print and media advertisements on TV and radio channels. Current 

members of the HBF having worked there stated explicitly in the intensive interviews that the most 

effective method used at the time was the TV ads since as soon as they would air the HBF 

telephone centre would receive hundreds of enquiries regarding the game, the lessons and the 

local clubs. However, there is a lack of statistic evidence for the first period, since systematic 

records were not kept. The first statistics on the communication methods and practices and their 

reach surface in 2010 with the internal rearrangements and the gradual replacement of members 

in the committees and the Board of Directors. Four years ago a systematic and significant effort was 

made by the HBF in an attempt to slowly introduce new methods encompassing all fields from the 

game itself to organizational matters. Of course the effort is ongoing and many of the attempts to 

revitalize the game or update operating systems fell though mainly due to conflicts of opinion and 

the existing stereotypes and established practices.  

An overview of the communication strategy so far 

Currently, the HBF does follow an unchartered yet organized communication programme 

throughout the year and the first two awareness campaigns were initiated fairly recently in 2013 in 

order to promote bridge. The existing communication programme outlined below has been 

followed since 2010 as efforts to promote the game, inform the public, generate and retain interest 

were set in the spotlight in attempt to eradicate the lingering procrastination of previous 

authorities. Therefore, in order to organize the function and thus enhance the performance of the 

organization the following actions were undertaken (see Also Appendix, Image  9) 

1. Individual efforts of the HBF to found bridge clubs in the Greek periphery. The most 

notable contribution was that of Mrs. Anastasia Baboula, who on her own expenses 

travelled to various prefectures and more specifically to the Greek Islands of Chios, 



28 | P a g e  
 

Samos, Kos and Lefkada as well as towns such as Drama and Tripoli in order to 

perform a variety of tasks:  found clubs, train teachers, assist in the directing 

tournaments and training directors, inform the local club-manager on a multitude of 

issues, assist in problem solving and equip the club with materials. 

2. Dispatching bridge material (leaflets, pamphlets, and the two-month bridge 

magazine) to the 52 bridge clubs-members of the HBF and their enlisted active 

players.  

3. Motivating bridge members to invite their friends and promote the game via word-of-

mouth.  

4. Direct mail, e mail, phone calls and sms to bridge players and people that express 

their interest via phone call, e mail, or filling out the interest form on the HBF 

website. 

5. Follow ups on a recent basis depending on the category of initial enquiry. 

6. Motivating bridge clubs to be proactive in promoting bridge in their local community.  

7. Encouraging local bridge clubs to host social and recreational events within their 

facilities.  

8. Drafting and dispatching press releases to newspapers and sport magazines.  

9. Designing, producing and distributing leaflets, pamphlets, and posters.  

10. Ordering and distributing advertising gifts (playing cards, pins) 

11. Participating in events, such as conferences, festivals and exhibitions.  

12. Generating publicity and online placements in websites, blogs and company 

newsletters. 

13. Paid Advertisement placing billboards on national highways  

14. Paid advertisement on TV and Radio Stations, national and local. 

15. Collaborating with companies for logo placement and HBF score sheet production.    

16. Updating and informing the HBF website.  

17. Updating and hosting interactivity via the HBF Facebook page. 

The first organized awareness campaigns were held on a larger scale in August - September 2013 

and on a smaller scale in January 2014 and August-September 2014. Lessons and games at the local 

clubs start in October, hence the campaigns of August-September. Until 2013 no targeted 

campaigns were initiated by the Federation throughout the year, due to the fact that the lessons 
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had already started at the clubs and attracting new members in the middle of the year would be 

difficult to incorporate in the schedule of the clubs. However, the federation estimated that only 

one campaign was insufficient and brand awareness could be enhanced by initiating campaigns in 

the middle of the year, while incorporating new lessons starting in January for the newcomers at 

the local clubs. 

 

 

 

 

 

The August-September 2013, 2014 and January 2014 campaigns comprised of the following  

1. Emails, phone calls and sms to active and non-active players as well as individuals having 

expressed a previous interest in order to inform them about the new lessons.  

2. Designing, printing and promoting materials to local clubs regarding the starting of the new 

lessons that would in turn be disseminated within the local communities.  

3. Organizing informative groups consisting of volunteers/players that would stand in strategic 

spots in order to inform the public about the new lessons. 
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4. Banners and pop-ups on the HBF website informing the audience of the starting date of the 

lessons.  

5. Promotion of the game via the HBF Facebook page with relevant postings regarding all 

aspects of the mind sport.  

6. The creation of a new webpage ("Μάθε μπριτζ | Ελληνική Ομοσπονδία Μπριτζ," n.d.) 

focused upon the promotion and advertisement of lessons measured by means of Google 

Analytics (see Appendix, Image 6) 

The Online Campaign via their website and mainly Facebook delivered a reach of approximately 

1200 individuals and the local clubs reported an increase in new players.  The assessment of the 

effectiveness of the communication programme is discussed in the board meetings in May, when 

the Federation conducts an unofficial assessment of the programme in an attempt to identify the 

weaknesses and make adjustments and ramifications. These actions are indicative of the serious 

intentions of the Federation to modify a set of existing circumstances regarding their unchartered 

communication programme.  

Appraisal of the overall approach  

On the whole the main media outlet that has marked a significant return of Interest is the online 

social media outlet Facebook, which has generated the largest amount of incoming inquiries so far. 

Secondly, word of mouth has played a significant role in generating interest. Thirdly, the Internet 

and the radio have generated significant interest as has the participation in the Metropolitan Expo 

and the dissemination of leaflets. Finally the magazine HBF produces every two months has also 

instigated interest. These communications tactics are the most popular and have been already 

tested with audiences (See Appendix, Image 6). Therefore the present communication campaign 

will serve as to enhance and broaden established practices by introducing modifications in order to 

expand the effectiveness of the practices and finally increase the amount of players. 

Niche  

The Federation is unique in itself since it’s the official body that organizes and promotes the mind 

sport of Bridge in Greece. Hence, its specialty is inherent and can only be parallel to Federations of 

other countries and recognizes no competitors in Greece. The niche also lies in the fact that the 

organization does not only promote a game but a mind sport with which it identifies fully. 
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Internal and External 

Impediments  
 

Examining the internal and external environment of 

the organization and holding intensive interviews with members of the BoD, certain matters came 

to light that could impede the efforts of applying a coherent communication programme. In 

general, these hindrances are identified in the fields of administration, function, organization, 

finance, and HR. Moreover, internal conflicts between members and the rigidity of the mind sport 

in its rules and regulation are issues that deserve attention and modification. These issues have 

been identified below in the SWOT Analysis of the Federation as pivotal in shaping an actual 

communication plan:  

 

 

 

 

 

1. The level of commitment and strong cooperation on the part of high-level engagement 

publics in the bridge community: The heads of the local clubs, the directors and the teachers 

collaborate closely with the Federation on positive grounds. The Federation acknowledges 

the importance and potential of this strength but determines that it hasn’t been used to its 

full potential.  

2. The rapid expansion and adoption of innovations introduced by the HBF on the part of the 

clubs, directors and teachers: The quick response is indicative of the level of positive 

cooperation, but is listed as separate since this attribute will function as an important 

stepping stone for the introduction of the present communication campaign.   

3. The significant traffic to the website: Statistics indicate that the website has very strong 

traffic on a daily basis with specific peak hours. This is a strength that the Federation 
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acknowledges but hasn’t yet managed to its full potential in terms of disseminating the 

information and creating a stronger online presence in terms of networking.  

4. Strong level of commitment on the part of the players: The reality is that all players can be 

considered as a highly engaged public since they do love the game and do expect it to 

expand and gain more followers. This level of commitment is attributed to various reasons 

related to the two broad categories of players; the professionals and the socials. 

5. The educational, intellectual and health benefits of the game: Extensive research has shown 

that the mind sport is an effective tool in teaching ("In Bridge, Schools See Mental and Social 

Benefits - NYTimes.com," n.d.; "Bridge-building: Veterans teach younger players, with 

benefit — good math grades - Naples Daily News," n.d.). Bridge not only teaches simple 

mathematical notions such as addition, subtraction, multiplication and division but also 

more complicated notions such as the calculation of odds and percentages, sequential and 

deductive reasoning, as well as other skills such as following specific rules, interacting and 

communicating while working to achieve a common goal and enhancing self-discipline. The 

Bridge has also been linked to stretching the elders mind, longevity, and can but also 

procrastinate the onset of Alzheimer’s (Vedantam S., 2013; "Do Bridge Players Know the 

Secret to Longevity?," n.d.; "Mind games 'answer' to Alzheimer's | Society | The Guardian," 

n.d.) and thus many bridge clubs have been involved in raising money for such research 

("Fundraiser benefits Alzheimer’s research and support," n.d.; "Flower Mound bridge club 

joins effort to raise money for Alzheimer’s research - Star Local: The Leader," n.d.). 

Moreover further research conducted in 2000 by University of California, Berkeley 

researcher M.C. Diamond indicates that bridge as a mind sport fortifies the human immune 

system ("11.08.00 - Contract bridge enhances the immune system, according to a 

preliminary study by researchers at UC Berkeley," n.d.)  

6. The new socio-economic parameters brought on by the financial crisis have led Greek 

people to cutbacks on various activities and favored past-times due to cut backs. Hence, 

Bridge has proven to be an alternative to these more expensive past-times since it provides 

combined entertainment. Bridge clubs cater for various needs of their players since they 

provide package excursion trips with tournaments, social outings, dinners and parties 

hosted at the local clubs.  Hence the clubs have become social hubs for the players.     

7. Willingness of the HBF to automize and revolutionize the mind sport and the function of the 

HBF as a whole in order to promote the mind sport.  
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8. The competitive nature of the mind sport fuels and retains the interest of the players.  

 

 

1. An inherent weakness of the HBF is the focus upon 

issues related to the mind sport and the overlooking of issues 

related to the promotion of the mind sport in Greece. The 

BoD meetings are hence champion-oriented in that they 

concentrate upon internal matters of the mind sport 

regarding organization and function and little time is 

devoted on the communication aspect and the 

promotion of the mind sport in Greece.   

2. Lack of financial resources and hence the lack of personnel 

induces a significant challenge to implement and coordinate the 

communication plan effectively, since the HBF employs only 4 people.  

3. The insufficient participation and representation of the HBF in international tournaments: 

This is largely due to the lack of finances. The HBF is unable to cover the expenses for the 

participation of national teams in tournaments and festivals abroad hence limiting the 

presence of HBF on a wider scale.  

4. The lack of the support on the part of the committees in terms proactively addressing issues 

and the lethargic approach on dealing with respective matters.   

5. The lack of visual element of the mind sport serves as a significant impediment especially in 

attracting the interest of the Media, and also the interest of the new players. The mind 

sport is quite static and does not provide interesting viewership material. Moreover, a non-

player cannot view or follow the mind sport. 
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1. The HBF recognizes the opportunity to branch out in terms of creating alliances and 

coalitions with latent publics such as the Ministry of Health and more importantly the Hellenic 

Institute of Alzheimer’s. A coalition will create a joint front in terms of exposure and this will 

enhance the Federations goals by projecting an image of social responsibility too. 

2. The HBF appreciates the opportunity of attracting income via the strong online presence 

and use this as a means of attracting sponsorships and donations. Moreover, the strong online 

presence could be used to attract further advertisements rendering the website mainly as online 

field for advertising placements.  

3. The potential of the game to be played at any time and in any place due to the minimal 

resources needed to set it up.   

  

 

 

 

 

 

 

 

 

 

 

1. The insufficient organization and computerization of the local clubs: The inert mentality of 

the local clubs in that they view the HBF as a “mother” figure that will cater for all their 

needs has rendered most of the clubs lacing in initiative. Hence the infrastructure and 

Opportunities 

PORTUNITIES 
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operation of the local clubs doesn’t meet the requirements of operation as the HBF 

concedes.  

2. The short-sightedness and conservative mentality of members in the HBF: Some members 

are reluctant to initiate radical and wide-scale changes or are unwilling to support certain 

HBF initiatives due to the fact that they do not want to topple the preexisting positive 

relations with clubs and members. The rigidity of certain members to support these 

modifications may lead to the lack of support towards this specific communication 

programme.  

3. The threat posed by myths and stereotypes regarding the mind sport.  

4. Exclusion from the list of recognized Federations of the General Secretariat of Sport. This 

potential exclusion would ensue a regression in the function of the Federation having an 

effect all aspects regarding the existence of the HBF.  
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Mission and Vision 
 

The notion of a specific mission and vision statement appear in the form of an integrated purpose 

statement in the minutes of BoD meetings. This is largely common knowledge to the BoD members 

but does not appear on the website in an attempt to inform audiences. Throughout the intensive 

interviews and especially the interview with the president of the Federation the mission and vision 

was identified as follows:  

“Our vision is to dare the mind and experience the passion, while taking part in the mind sport of 

Bridge” 

The vision of the HBF defines the optimal result the HBF is committed to achieving and provides an 

inspirational and encouraging picture for the members to embrace and follow. It is twofold in the 

sense that innately it combines the benefits the mind sport has to offer. The phrases “to dare the 

mind” and “experience the passion” focus on the intellectual and the emotive responses of human 

functions. Therefore, the vision directly addresses aspects of the messages and the benefits the 

mind sport has to offer. The vision functions as the northern star that can guide the Federation and 

its action. Concurrently the mission statement is:   

“Our mission is to promote bridge as a mind sport, support and encourage all bridge related 

activities and provide a positive and flourishing environment for the players” 

Rooted in the present and the former mission statement is in congruence with the vision of the 

Federation and directly derives from it. The purpose of the HBF is to promote the mind sport in 

Greece and to encourage more people to take up the sport while at the same time catering for all 

related events and issues. Directly addressing the line of action and the recipients of these as well 

as the way of achieving the promotion of 

bridge as a mind sport constitutes the above a 

succinct and effective mission.   
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Visibility – Reputation 

 

Benchmarking via Webpage and Facebook   

The interviews with members of the HBF identified a linear progression among three notions 

visibility-reputation-identity forming, certain idiosyncratic features can be described and explained. 

The visibility of the game and the further promotion on the part of the HBF will increase the 

reputation of the Federation while at the same time the mind sport will be gaining momentum. 

Therefore the concepts of visibility and reputation of the Federation and the mind sport are 

inextricably associated and will be examined as interrelated. The visibility of the HBF is closely 

related to its identity aka the image of the Federation as well as the mind sport itself. Enhancing the 

quality of the mind sport and promoting it further will ensure a wider visibility and a positive 

reputation for the organization. A matter of significant importance is that the issue of visibility and 

reputation is parallel to the notions of the myths and stereotypes identified earlier. In order to 

acquire a current quantitative framework regarding the notions of visibility and reputation, 

statistical data from the webpage as well as the Facebook Campaign of the Federation are 

examined and interpreted.  

Statistical data (see Appendix Image 7 and 8) of the website of the HBF were examined so as to 

identify the behavioral patterns of the users. Online activity regarding the HBF website is 

concentrated around the months of August-March when the lessons take place in the local clubs 

and online activity drops throughout April May and June to pick up gradually in July. The highest 

concentration of online access to the website is noted in the months September-October and 

January-February concurrent to the Facebook campaigns and the starting of the lessons. The users 

tend to visit the website with a greater frequency on Thursday and Friday and as far as the time slot 

is concerned peak hours are 8:00-10:00, 15:00, and 21:00-22:00. The HBF website serves as a 

restricted online portal mainly receiving visits from acive players who access it primarily to retrieve 

their scoring reports and master points after participating in a tournament. The website does not 

receive visits from users outside the bridge community. Moroever the HBF website in comparison 

to foreign Federation Websites does provide a rich content, yet the retrievability and the design 

could be further improved. Becoming more attractive and offering easier navigation will enhance 
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visibility, compound the online visits and ensue further opportunities for online adverstising. The 

fact that the website is a restricted online portal receiving visits only from current players is not 

considered an obstacle in any way since the Facebook Campaign are designed to attract new 

players and promote the visibility and reputations of the mind sport.    

Moreover, Google Analytics have provided vital information as far as the Promotional Facebook 

Campaign is concerned. Data covering the period January-December 2014 (see Appendix, Image 6) 

have been examined to further estimate the effectiveness of the campaign. The control panel 

indicates that the access of current and new users is concentrated strictly throughout the period of 

the launching of the new lessons – which concurs with the launching of the campaign in 

September-October and January; hence, the hype in online activity. Google Chrome (51.67%) and 

Firefox (23.89%) are the preferred browsers while the users accessed the Campaign mainly via 

desktop (80.04%). Social (75.5%) and direct (21.5%) media serve as the main online media to access 

the campaign page. The page was visited a total of 37.733 times by a total of 33.441 users 

(returning 12.44% and new 87.56%) and a total of 43.367 page views were recorded. However, a 

mean high drop rate has been recorded of a total of 88.82%.  The main target set in the online 

campaign was for the visitors to fill out the inquiry form on the pag; a total of 1522 users provided 

personal data to the HBF and enquired about the starting of the lessons. 

In the past visibility was enhanced by the various communication tactics mentioned above i.e. TV 

and radio sports, newspaper articles, the HBF magazine, the participation in exhibitions and events. 

It is important to underline the heavy promotion of the past since a multitude of communication 

tactics including Interpersonal Organizational Media, News Media as well as Advertising and 

Promotional was used. Despite the diversity and significantly higher budget allocated for promoting 

the game the results were not satisfactory and the reach remained very low. On the contrary, the 

initiation of the facebook campaign was ground-breaking in numbers of enquiries and interest 

expressed, providing the Federation with an annual reach they had never achieved before.  

Moreover, the HBF values its reputation in terms of transparency and the fact that as a Federation 

all financial, administrative and organization data and decisions are posted in their website 

augments the demand for truthfulness and lack of discrepancies. The visibility and reputation of 

course are serviced also by national and international distinctions. In these cases the limelight is on 

the winners and messages go viral but mainly within the bridge community. The reputation is also 
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largely dependent upon the teachers, the directors, the clubs and opinion leaders within the local 

communities. It is important to note that as abroad the mind sport is gradually ageing as statistical 

data of the Federation indicates that the mean age of players was 53 in 2007 and has reached 57 to 

date. Therefore, it is important to further increase the visibility and reputation among the younger 

generation.   
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Identification of Publics   
 

 

The process of mapping internal and external publics is executed under the notion of identifying all 

current publics and examining further prospective publics latent or unaware publics in order to 

create a network of closely related entities that could enhance the goals and objectives of the HBF. 

These coalitions could serve in broadening the spectrum of ambassadors that could work in order 

to proliferate the organizations messages. The efforts of the HBF have been largely concentrated on 

promoting the mind sport itself with a limited focus on the wider picture of creating a beneficial 

perception in the minds of the people and enlisting all potential associates in this effort.   

 

 

 

In the broad category of Customers we can enlist all players (registered and non-registered, active or 

inactive) the directors, and the local clubs. These customers are in a direct link with the HBF and receive 

their services and support. The relationship between the HBF and the active customers is on amicable 

grounds of mutual understanding and collaboration. Lastly, we could enlist potential players under the 

category of unaware customers.   

1. Players: We could refer to the players as indirect customers since the players enjoy the support of 

the Federation yet they are not in a direct link to them. The players are closer to the local club management. 

The clubs serve as intermediaries to provide the players with services. This specification refers to current 

players as well as non-active players. 

Customers 
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2. Clubs: The HBF supports all regional activities of the clubs and is in a direct communication with 

them to assist them in the organization of their activities. The Federation also covers costs of purchasing 

material in the event that the clubs cannot cover the costs themselves. Yet the contribution is also of a 

practical nature since the Federation dispatches promotional and educational material to the clubs.  

3. Directors: The directors are in some cases heads of the local clubs.  The main support it offers 

towards the directors is of an administrative nature directly related to the game rankings and classifications. 

Moreover, the HBF fends for their educational improvement by providing seminars which they can attend 

furthering their knowledge on directing games. The HBF sees to provide them with the relevant tools and 

methods to effectively carry through their tasks.  

4.  Teachers: Each club has 1 -3 teachers and these individuals are representatives of the local club as 

well as customers of the HBF since they are in direct contact with the HBF for further training purposes and 

educational matters.  

 

 

 

In the second category of the producers that provide input into the organization and have reached the final 

active stage in the linear development of publics, the following can be identified: 

1. The General Secretariat of Sports is largely a producer, since as a superintendent body the 

Secretariat allocates financial support to all recognized federations and Sports Organizations. It also 

monitors the administrative functions and the legal framework of operation and directives which the HBF is 

required to follow.  

2. Active Players: Under the category of producers this present study enlists the players under the 

notion that they also provide financial support to the Federation. In order to participate in any game they 

have to pay an entry fee and they are also required to purchase tickets in order to sit in the tournaments. A 

small percentage of these payables goes to the HBF as an indicative contribution. Lastly among the players 

there are certain individuals that have exceptionally contributed in the past to the financial veracity of the 

HBF in the form of sponsorships. 

3. Personnel/Employees – The members of the BOD and the committees of the Federation as well as 

the 4 employees of the Federation are the stronghold organizational members that offer their services all 

year round. It is important to mention that only the 4 employees of the federation are paid. The members of 

Producers 
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the committees and the BOD do not receive any financial retribution. They work and deal with all issues 

pertinent to the Federation pro bono.   

 

 

The most perhaps important public in this present study are the enablers. Certain publics can be identified 

that could greatly enhance the performance of the organization and its aim to promote Bridge in Greece. 

The HBF has managed to forge meaningful alliances with certain publics. These coalitions could serve as a 

strong network of supporters that mutually enhance the effectiveness and reach of their efforts.  In the 

broader category of the enablers specific entities can be identified such as the  

1. The Ministry of Education: Following the paradigms of France and Italy the HBF could address the 

Ministry in an attempt to further the understanding of the importance of Bridge as a mind sport by 

underlining the importance of the game as a teaching method with exemplary results. The encouraging 

examples of teachers and professors in both countries implementing the game in sessions during the 

academic year and the astonishing results could serve as a benchmark for the Ministry in adopting other 

teaching methods and incorporating them into the curriculum. The HBF has intended an approach with the 

Ministry of Education in the past - constituting it an aware public - but the efforts were fragmented and due 

to various reasons related to the socio-political and economic idiosyncrasies of the past years all endeavors 

fell through.  

2. Ministry of Sports: The alliance with the Ministry of Sports is an established relationship since it 

serves as the governing body through its subsidiary the general Secretariat of Sport. These governmental 

constituencies are active and can assist further in the promotion of the mind sports. It is a fact that the 

Ministry is rather more supportive of physical sports rather than mental activities. However, this is a norm in 

the country largely related to the recentness of Bridge and the unfamiliarity with the game.  

3. Ministry of Health: There has been no attempt on the part of the HBF to form a strategic alliance 

with the Ministry of Health. At this point, the cultivation of a relationship with this latent public will assist in 

promoting the efforts of the Federation to underline the beneficial aspect of bridge regarding the 

preservation of mental health. Numerous studies will assist in stressing the common ground between the 

two entities.  

4. Institute of Alzheimer’s: Largely related to the Ministry of Health, the Institute of Alzheimer’s is also a 

latent pubic that could be an important ally in collaborative efforts to promote the messages of the 

Enablers 
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Federation. Numerous studies have highlighted the benefits mind sports and more specifically bridge have in 

averting the onset of the illness.   

5. Hellenic Chess Federation: As an aware public the HBF has yet to enlist the Chess Federation in 

attempt to mutually endorse their mission and vision. The Federations and in turns its customers, supporters 

and enablers could also function as ambassadors for the HBF’s message and enable a further reach.  

6. The active customers identified earlier could also be enlisted as enablers since they could serve as 

ambassadors of the messages of the HBF. This could assist in creating voice channels supportive of the 

Federations actions. 

7. Volunteers: Many players are also volunteers in their local clubs and more specifically players-

residents in Athens are also closer to the Federation and its activities. In many cases they have actively 

supported the Federation in campaigns and promotional actions.  

8. Mass Media: The radio and TV channels newspapers and magazines identified in Step 2 have served 

the HBF’s mission in promoting its messages and further news coverage can be sought on their part in terms 

of generating more newsowrty information. 

9.  The Online Media are important tools for the Federation since they provide cost-effective ways of 

disseminating their messages and promoting the mind sport in Greece. Therefore, further expansion within 

the online environment and a stronger online presence will only prove beneficial to the Federation. 

9. Town city councils and prefectural bodies:  Under this category the present campaign identifies the 

city councils and prefectural bodies of the regions that already host a bridge club. Memebrs of the town 

councils and prefectural bodies are in mnay cases also brige players. Hence they could also proliferate the 

messages and serve in the promotion of the local activities of the clubs. 

10. Opinion Leaders: International Bridge champion-players as well as players ranking high in the HBF 

and celebrity players could function as spokespeople for the Federation.   

 

 

 

 

Finally there are certain publics that could be identified as active limiters in the sense that they oppose the 

goals and objectives of the HBF and are not supportive of their actions. These are:  

Limiters 
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1. Media: Certain newspapers have opposed the HBF’s request to cover national tournaments and 

write articles about Bridge. The rationale behind their disposition is that Bridge does not interest the readers 

in terms of it not being a game that offers spectacle. Moreover, they underline the fact that the HBF does 

not have an in-house press agency hiring a sports journalist. 

2. Town council and prefectural bodies: In certain regions where bridge clubs do not exist the HBF has 

received an unwelcoming disposition. This negativity has been ascribed to the lack of understanding of the 

nature of the game and the confused misperception that bridge equals gambling. In the cases that local 

authorities were keen on the establishment of a bridge club they feared the attitude of the members of the 

opposing political party, who in turn could slander their initiatives on the grounds of promoting gambling 

and illegal games. 

  “Our next thing is that we are getting a 

bridge table for our next tour because, 

quite frankly, we haven't got a good 

enough one now. Me, Jim our sound 

engineer, my brother, and Ed are going 

to get together and buy a nice green 

felt table.” 

THOM YORKE, RADIOHEAD 
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Targeting Key Publics  

 

Identifying the target groups  

Most of the identified publics above function as intercessory publics or side-publics that could serve as 

allegiances in order to target the key publics. The main age groups identified were concluded upon based on 

the internal intensive interviews and the preexisting data of HBF relating to active players. The former 

identified that the target groups are as follows:  

1. Active players in terms of inspiring them and recruiting them as ambassadors of the mind sport.  

2. Non-active players in terms of regenerating their interest in the mind sport and re-engaging 

them in the field. 

3. High-school and university students since there is a proven beneficial relation between 

educational fields and the mind sport.  

4. A wider age group of 50-65 representing those who have already achieved a level of professional 

prestige and hence financial comfort. Therefore, this age group in the event of slowing down in 

terms of professional rhythms is keen on taking up a new hobby and is interested in such a past-

time.  

5. An age group of 65 and above who for reasons of interaction and a need to belong to a local club 

frequently take up bridge in order to indulge into a creative and mindful past-time.  

      

Based on Grunig’s and Hunt’s (1984) categorization of publics, the target groups identified above cover the 

range of the four realization stages. The non-active players are aware publics in that they know about the 

mind sport and have in the past played a role as active members but due to a variety of reasons related to 

the mind sport or personal issues have ceased participation in the local clubs. The rest of the target groups 

are latent in that they share a common issue without the mind game without recognizing it. The students 

can thrive from the inherent educational and intellectual benefits while the other two publics can thrive 

from the social and health benefits of the mind sport. 
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In an attempt to further identify the population span within the Greek society and in order to obtain a 

quantifiable measurement of the potential target groups, statistical data from the Hellenic Statistical 

Authority (census 2011) were retrieved. Taking into consideration that the HBF is currently engaged in an 

plan of classifying and taxonomizing their data in order to create a concrete and specific database with 

attributes related to the players, the below data retrieved from the latest consensus of 2011 

("elstat_apografi_id28637467.PDF - Google Drive," n.d.) will serve as the demographic indicators for the 

communication plan. The table below indicates the population and percentage share by age group:  

Age group  Percentage in total 
population 

Generation 

20-24 15.43 Generation Z  
50-65 18.66% Boomers  
65-80 14.11% Matures  
Total  38.57%  

 

An interesting factor is that the high majority of the total population, namely 91.6% is of Greek 

ethnicity and citizenship. This indicator vouchers for the monocultural aspect of Greek society.  

Clustering by Demographics and Psychographics  
 

In an attempt to understand the latent publics and inactive players, research into the demographic 

and psychographic nature of these is at hand so as to appreciate their needs, wants and desires as 

well as main attributes. This profiling will assist in the nature of shaping the message and tactics 

addressed to them and maximize personalization efforts.  
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Generation Z  

 

 

Students identified 

earlier belong to what 

is known as the Generation Z. Despite the varying trends to 

describe the time boundaries enclosing the generation one of the most 

important attributes they reserve is that they have been reared within the digital 

age, hence the term “Digital Natives”. The latter coined by Mark Prensky in 2001, refers to those 

born into the Internet era and are highly accustomed to the use of digital media, mobile phones, 

MP3 players, and instant messaging. The connectivity and constant access to rapid communication 

tools is the main characteristic of their daily lives. Due to this their level of interaction with the 

digital world is constant and they exhibit a heightened level of easiness when using them. What 

characterizes their age is that they have lived through commercial exploitation, they have been 

bombarded with information from a multitude of online and offline media. They are highly 

comfortable with high-tech equipment and diverse information sources (Langford, P. 2008); 

Benjamin, K. 2008). However, in terms of values they are conservative in terms of adopting 

traditional stances and opinions, they exhibit a high level of self-control and responsibility and they 

value family and belonging, since their identity and understanding of themselves depends on 

identifying with a group. Anything authentic and real is also very important. As a generation they 

are characterized by diversity in ideas and experiences since they come from various global 

backgrounds (Labi, S. 2008a). On another note, security is very important to them in the ever 

changing daily scene infested with threats and terror. Confidence, optimism, increased imagination, 

ability to visualize and project are main attributes of Generation Z. (Matthews, V. 2008). Moreover, 

these natives like being gratified on the spot, success is a given fact to them and their inclination 

towards liberal thinking and values is how their form perceptions. Contrary to the influences of the 

times they do exhibit a strong sense of righteousness and wrongdoing. The Internet has many 

options to offer them, one of these being the social networking sites. The latter serve as social hubs 

for connecting with people sharing and communicating. Issues relevant to this generation include 
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global warming and civic service. In the same frame of mind they appreciate education but mainly 

as a means to guarantee security (Mallalieu, L., Palan, K.M., and Laczniak, R.N. 2005; Ford, G.C. 

2006).  As they live within the information Age they are highly influenced by social and new media, 

virtual friendships In many cases they do not use only one medium but rather surf across many 

platforms at the same time. One of the negative aspects of the fast-paced online reality is that it 

has reduced the attention span of these natives especially regarding text and they are more 

receptive to visuals, images and emoticons. This fast-paced they are used to explains the fast pace 

response they expect. In terms of communications sms-competitions, regular updates to retain 

their attention and engagement.  

Boomers  

 

Contrary to matures, the boomers value individuality and 

self-expression very highly. They are more open to 

optimism. They identify with their professions and in 

many cases exhibit signs of work holism (Koco L., 2006).  

Many might have retired but they do exhibit practices 

of continuing working and they do have dispensable 

time for various activities (Musico C., 2008). Family 

matters are very important to them (Dietz J., 2003) as 

are issues regarding health and physical energy (Beasty, 

C. 2006; Court, D., Farrell, D., & Forsyth, J.E., 2007). 

They are not as lenient to authority but rather regard 

it with suspicion (Lee, L. & D. Kiley  2005;  Coleman, 

L.J., Hladikova, M., and Savelyeva, M. 2006). 

Boomers also value quality, flexibility and they 

prefer to have many options to choose from. Health 

and keeping fit is very important to this generation and they 

concentrate upon anti-aging. (Wong, E., 2010) They are very keen on 

maintaining a healthy life style and they respond well to activities and products that 

address the stage they are in rather than their age. On the one hand they are sensitive of family 

values, hence they do take care of their parents and grandchildren, yet they increasingly become 
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aware of their new identity and the fact that they are worth of a good life. Thus, they focus greatly 

upon themselves and upon having fun (Stewart, K.L. 2009; Williams, G. 2005). As far as 

communication matters are concerned positive and emotionally influenced information and images 

work well with generation. They also prefer their information presented in a rather simple way 

allowing them to deduce easily and accurately. Being recognized publicly and gratified on a 

personal level is what they appreciate most. Word of mouth works very well with this cohort 

especially when it comes from a professional, a trustworthy individual or even better a friend. Open 

houses, events, local fairs, gatherings, seminars, face-to-face communication and e mails are the 

favored communication methods to approach this generation. TV is also an important media outlet 

to reach them. Contrary to matures, the boomers do like more information presented to them 

thoroughly, but at the same time they need to pinpoint “what’s in it for them”. As far as their 

interests are concerned they are particularly sensitive to environmental issues (Ford, G.C. 2006; 

Read, E. 2007). They also use the Internet in increasing numbers especially for social networking 

purposes, finding a job and searching for health information. Thus, the internet can also serve as a 

means of reaching this public. However, websites catering for them should incorporate easy 

navigation systems, more text than image and relevant information. As far as their use of mobile 

phones their knowledge on the whole is restricted to voice calls and instant text messaging (McLeod, 

E. 2009). 

The Generation of Matures or the Silent Generation 

 

The Matures born between 1930 -1945 value social equanimity and 

acquiescence (Dietz, J. 2003; Gorrell, M. 2008; Hawkins, D.I., 

Mothersbaugh, D.L., and Best, R.J. 2010) adherence to morals and 

ethics, family as and social institution, as 

well as ethics and 

morals (Williams, K. C. 

and Page, R. A. n.d.).  As far as 

their mentality and attitude they adhere to 

given ways and the beaten track. They are not fond of 

change and new things but rather exhibit social and financial 

conservatism.  Addressing them is an issue of addressing their 
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values such as discipline, commitment, responsibility, and victory. (Williams, K. C. and Page, R. A. 

n.d.).Teambuilding is also a very important attribute for this generation while they are particularly 

receptive to authority bodies, celebrities, and respectable institutions (Williams, G. 2005; De Paula, 

M. 2003) Another important factor is that they respond to adult recreational educational activities. 

They like things to be simple, easy, accessible and supportive to their needs, wants and desires. As 

far as their communications preferences are concerned they tend to be traditional so the use of 

large-scale media outlets such a radio and TV are prevalent. Apart from the wider media outlets, 

formal language, face-to face communication, eye-contact, summarized information, and they also 

value plural references. Trust is highly important to this generation since it generates their loyalty. 

They value conversations, formal social events, direct mail, telephone calls (Ford, G.C. 2006; 

Rosenburg, J., 2008). 

 

This present communication campaign will set the guidelines and tailor the messages in accordance 

to the key publics and in direct accordance with the demographics. The demographic insight serves 

as to cluster the target groups and appreciate the common features they exhibit in orderto 

infiltrate the messages with these. 

 

  

"Bridge is such a sensational game 

that I wouldn't mind being in jail if 

I had three cellmates who were 

decent players."  

WARREN BUFFET 
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Setting the New Guidelines   

 

The scope of this present communication campaign 

will be to determine and define the goals and 

correlated objectives permeating the action plan the 

HBF will undertake. The goals will broaden the 

general action guidelines followed by the HBF but 

will be inspired by the mission and vision statements 

of the Federation and will serve the modified 

operational framework. The goals will serve as the 

directive conceptual guidelines spurring the HBF into 

action. The objectives will serve as the specific, 

measurable and attainable branches of the goals. 

They are the concrete objective pillars supporting 

the rather abstract goals.  

With regards to the positioning of the HBF a shift in mind and perception among the members of 

the Federation has borne the need to re-position the Federation. This desire and need of the 

Federation is akin to the organizational niche i.e. that Bridge is not only a game but a mind sport 

with all ensuing beneficial aspects. Thus the organization wants to be seen as a Federation that 

promotes a mind sport and not just a card game with all affiliated misconceptions, myths and 

taboos. Therefore there is a need for structural reframing with regards to the position statement of 

the Federation that will underline the core attribute the Federation wants to be identified to. Thus, 

the position statement could be phrased as follows  

The HBF is an organization that develops and promotes Mind Sports in Greece and more specifically 

the game of Contract Bridge. The Federation is committed to welcoming anyone from anywhere, 

despite age and social ranking, to the all clubs across Greece and to showing the benefits of this 

interactive and highly social past-time to all newcomers.     

The positioning statement reflects the true character of the organization, the efforts of the all 

members and all aficionados to develop and promote Contact Bridge in Greece and the desire to 
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strongly position the Federation apart from the myths explained earlier. In collaboration with the 

HBF the following goals were identified:  

  

Reputation management goals 

1. To re-position the HBF as a Federation that promotes Bridge as a mind sport in Greece. 

2. To promote Bridge as a mind sport that provides a multitude of educational, intellectual and 

mental health benefits.  

3. To promote Bridge as a creative and recreational social activity that builds relationships and 

creates fun and enjoyment to the players. 

 

Relationship management goals 

1. To promote and foster a favorable relationship with current customers. 

2. To rejuvenate and reestablish a positive relationship with non-active players. 

3. To forge new relationships with key publics i.e. high school and university students, 

boomers and matures.  

 

Task management goals 

1. To re-structure the online media campaign and website so as to gain momentum and reach. 

2. To educate club managers and bridge teachers so as to foster engagement and provide the 

grounds for enhancing active involvement on their part. 

3. To initiate social change in terms of addressing the Greek myths around bridge. 

4. To increase interest in the mind sport among key publics identified. 

5. To affect the behavior of the key publics in terms of participation. 

6. To reactivate the participation of non-active players to the club tournaments and events. 

7. To increase the participation of active players in the events of the local clubs.  

8. Attract publicity to the events hosted on a local basis. 
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Awareness Objectives 
 

1. To have an effect on the awareness of Bridge teachers; namely to enhance their 

understanding of the educational, intellectual and mental health benefits of contract 

bridge, the new teaching methods and practices as well as influence their understanding 

of knowledge sharing with regards to the minds sport. (30% within the next year)  

2. To have an influence on the awareness of the managers of the bridge clubs; namely to 

create awareness regarding issues pertaining to the promotion of bridge clubs on a local 

scale and the creation of social hubs. (30% within the next year)  

3. To have an effect on the awareness of local communities and members, namely to 

increase their awareness regarding bridge as a social, creative and skillful pastime as 

well as the mental health benefits of the game; namely to enhance their understanding 

by 30% within the next 3 months. (30% within the next  year)  

4. To have an effect on the awareness of parents and teachers association regarding the 

positive educational and intellectual benefits of bridge as a mind sport and a playful 

method of enhancing children’s mathematical and reasoning skills. (30% within the next 

year)  

5. To have an effect on the awareness of students; namely to create awareness as far as 

the educational, intellectual and social benefits of the mind sport are concerned (30% 

within the next year). 

6. To have an effect on the awareness of the local media; namely to increase their 

understanding of the overall benefits of the mind sport and their understanding of the 

local bridge clubs as social hubs promoting a variety of actions on a local scale. (30% 

within the next year)  

7. To have an effect on the awareness of active bridge members as far as the 

transformation of the HBF into an organization that promotes bridge as a mind sport in 

Greece and values its members for their contribution to their efforts. (30% within the 

next year)  

8. To create awareness among non-active players regarding the rejuvenation of bridge 

clubs and the restructuring of local clubs into social hubs and tournament centres (30% 

within the next year)  



54 | P a g e  
 

 

Acceptance objectives 
 

1. To have an effect on the acceptance of bridge teachers; namely to increase their positive 

attitude towards the significance of new methods and international practices for their 

line of work. (30% within the next year) 

2. To enhance the positive attitude on the part of the managers of the bridge clubs; namely 

to engage them as fervent stakeholders in the promotion of bridge as a mind sport on a 

local level and in the creation of social hubs within the clubs. (30% within the next year) 

3. To influence the acceptance of the local communities and members; namely to cultivate 

a positive attitude towards bridge as a mind sport that provides social and mental health 

benefits. (30% within the next year) 

4. To have an effect on the acceptance of the parents and teachers associations in schools 

across the country; namely to create a positive attitude towards the mind sport with 

regards to the numerous educational benefits and its possible applications within the 

educational environment. (30% within the next year) 

5. To create a positive attitude the part of the university students; namely to create a 

positive stance towards the educational, intellectual and social aspects of the mind 

sport. (30% within the next year) 

6. To create a positive response on the part of the local media with regards to the activities 

of the local bridge clubs. (30% within the next year) 

7. To have an effect on the attitude of active members; namely to affect their acceptance 

with regards to the new communication policy of the HBF and their positive response to 

the acknowledgement of their contribution to the actions of the Federation. (30% within 

the next year) 

8. To reestablish the acceptance on the part of non-active players; namely to recreate a 

positive attitude towards their local clubs and their activities. (30% within the next year) 
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Action objectives 
 

1. To have an effect on the action on the part of bridge teachers; namely for them to 

implement new teaching methods and practices, act as Bridge Ambassadors 

promoting the mind sport and its benefits on a local scale. (30% within the next year) 

2. To influence the action on the part of the club managers in terms of creating vibrant 

social communities within the bridge clubs and promoting the mind sport effectively 

on a regional level. (30% within the next year) 

3. To increase the numbers new club members (30% within the next year) 

4. To introduce the mind sport as an effective educational method within high schools 

across Greece. (30% within the next year) 

5. To initiate active participation in the mind sport among the youth groups –university 

students. (30% within the next year) 

6. To generate media coverage on the part of the local media that will provide third 

party endorsement to the actions of the local clubs and the HBF. (30% within the 

next year) 

7. To increase the participation of current members at the tournaments and events 

hosted at their local bridge clubs (30% within the next year) 

8. To increase the participation and involvement of non-active players at their local 

clubs. (30% within the next year) 

 

Monitoring and assessing the effectiveness of the objectives throughout the communication 

campaign will serves as indicators for the need of modifications.   
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The Strategic Line of Action   
 

The combination of selected strategies provides a solid and consistent framework for the 

unraveling of the action plan. The actions will vocalize the messages, the niche and the positioning 

as well as reflect a coherent set of goals and objectives. Moreover, the strategies will complement 

each other in order to maximize the effectiveness of the communication plan.  

More specifically, the communication plan will follow a list of proactive strategies falling under the 

broader categories of action and communication. These are selected in congruence with the 

condition the Federation faces and the timeline that conveys their interests. Thus, the tangible 

efforts on the part of the HBF will emanate directly from the objectives.  

 

Action Strategies 

 

Organizational Performance: The core elements taken into consideration were the performance of 

the organization and the room for initiating changes. Unquestionably, the organization has 

exhibited zest and constant vigilance over the past two years not only in monitoring the situation at 

hand, but acting proactively in order to secure the viability of the Federation by implementing bold 

actions. The significant efforts of the BOD to enhance the proliferation of the mind sport in Greece 

by modifying and enriching the quality but also by their willingness to implement new 

communication methods speaks loudly about the level of commitment and their decisiveness to 
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make radical changes in their approach and their generic  operational framework. Adaptation, 

accommodation and a strong disposition to evolve further are the main attributes of their current 

stance as a Federation and this mindset serves as a pre-established formula.   

 

Audience Participation: The interaction and engagement of the key publics is regarded as pivotal in 

this communication campaign mainly due to the lack of financial resources. An added value is that 

the large number of active players can function as ambassadors of the Federations message 

generating word-of-mouth. Therefore strong two-way communication tactics will be employed in 

order to transform the active members into message disseminators. Focusing upon the diverse 

needs of the audience members and designing salient messages appropriate to address these 

needs, common ground will be established upon mutual values. Indicatively the value of family will 

be greatly underlined as it is a prominent value in the largely traditional, monocultural and 

conservative Greek Society. Tailored activities will bring the new audiences into direct contact with 

the mind sport itself, while their feedback for will be monitored by filling out participation surveys. 

Triggering events such as open house nights launched simultaneously on the first day of lessons and 

games at the local clubs will be incorporated into the communication plan and an invitation to join 

the club at the end of the evening will be addressed to the newcomers. This will foster direct 

contact with them.  

 

Special Events : The special events will be designed under the notion of holding orchestrated events 

to instigate the attention and the acceptance of key publics. Celebrating the 50th anniversary since 

the foundation of the HBF, local fairs throughout holiday seasons and a contest designed 

specifically for active members will inspire the virtues of contribution, participation and 

responsibility while also provide the opportunity for creating stronger social ties within the local 
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communities. Creativity and originality will be the main elements of these events in order to trigger 

the interest of the audiences addressed.  

Coalitions-Alliances: The best way to enhance visibility and 

reputation of the organization and the mind sport is 

by forming alliances and coalition. This way a joint 

front is created and mutual understanding serves 

and to promote the goals of the Federation. In this 

case the alliances will be sought with the managers 

of the clubs and the bridge teachers. By establishing 

common ground and mutual benefits they will 

function as intercessory groups assisting the Federation in reaching its goals 

and realizing its mission. Alliances and coalitions serve as win-win vehicles since they compound the 

proactive strategies. Hence, the Federation will greatly profit from joint forces. This will certainly 

augment the Federation in terms of status, perception, publicity and visibility.  

Club Managers and teachers have served as external active publics whose potential has not yet 

been exploited as far as the promotional aspect is concerned. Their contribution to the proliferation 

of the mind sport on a local level could fortify the foundations and broaden the grassroots of the 

Federation.  

Proactive Strategy: Communication  
 

Publicity: Seeking publicity as third party endorsement is essential to the needs, desires and wants 

of the organization since the limited budget does not allow for buying advertising time and applying 

news media and extensive advertising and promotional tactics. Mind Sports are a neglected area in 

Greece and traditionally not that gravely supported by sport media and their gatekeepers. The 

interest of the public is concentrated on physical sports for a variety of socio-political and financial 

reasons. Another important factor that has to be stressed is that mind sports do not offer the 

adrenaline rush and spectacle that physical sports do. The lack of a strong visual element is what 

constitutes the low level of newsworthiness. However, targeting the grassroots in terms of creating 

an active national audience for the sport could attract the interest of media gatekeepers. At the 

same time online publicity will be promoted via strengthening the online presence and enhancing 



59 | P a g e  
 

the online media campaign, while offline publicity will be attempted via seeking media coverage on 

a local level and creating word-of –mouth. 

Newsworthy information: Following the components of newsworthiness i.e. significance, localness, 

balance, timeliness, unusualness and fame the HBF will attempt to create newsworthy items of 

information in order to overcome the lack of visual element inherent in the game. Hosting events at 

the local clubs such as the open houses and expanding the number of events throughout the year 

will serve as to create active social clubs within the clubs and thus attract the media.  

Transparent Communication: The invitations for the active involvement of all selected publics 

enhance the potential of observing the transparency while at the same time the financial 

transparency observed closely by the Federation will enhance the openness and clarity of the 

organization. The fact that all minutes of the meetings held at the headquarters are always 

uploaded on the Website and are accessible to anyone enhances the image of transparency the 

Federation wants to achieve. The issue of transparency is crucial and delicate within the Greek 

society due to the numerous fraud cases that surfaced since the financial crisis hit in 2008. 

Throughout the crisis, the Media frequently brought up the issue of Non-Governmental and Non-

Profit Organizations that functioned as vehicles for illegal or questionable financial transactions. 

Thus the HBF wanted from the very beginning to differentiate its position by providing all minutes 

and financial accounts on its Website. The Federation received media coverage for its transparency. 

An article entitled “A paragon Federation” posted on the website sportssecrets.gr on the 8th of 

December 2012, featured the HBF as a model Federation setting the stakes high for other 

Federations handling governmental financial resources.   
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Designing the Message  
 

As mentioned earlier strong two-way 

communication techniques will be 

implemented so as to maximize audience 

participation and engagement. Therefore, the 

flow of communication will largely follow 

Wievers cyclical Information-Based Model 

placing a great deal of importance on feedback. 

Attempt to open dialogue routes with new 

publics as well as fortify existing two-way 

communication techniques with established 

publics will be observed.   

The messages tailored for this present campaign will focus upon logos and pathos i.e. the rational 

and emotional appeal to the audiences. Bearing in mind that the audiences are bombarded on a 

daily basis with messages, in essence clarity and simplicity both of form and meaning will be 

observed. The messages introduced will be mainly supported by strong arguments, examples, 

testimonies and statistics since their power as persuasive tools is undoubtedly immense. Of course 

the visual element will be enhanced especially with regards to the testimonies in order to introduce 

a personalized aspect with which the audience can identify. Moreover love appeals and virtue 

appeals will infiltrate the messages since these identify well with the publics.  

Bridge teachers will serve as spokespeople in their local communities in terms of introducing the 

mind sport in the local schools. The selection of bridge teachers is based upon the notion that they 

have a common ground with the parents and teachers association in terms of their profession. As 

teachers they have the necessary credibility, charisma and control within their local communities, 

and can serve to deliver the message regarding the educational benefits of the mind sport:  

“Bridge is the fun game that offers mental flexibility and acuteness. It helps students exercise their 

memory and judgment, concentrate, develop logic and analytical skills within a friendly 

environment that promotes teamwork, social skills and equal opportunities to all players” 
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This message serves as to introduce the educational benefit of the mind sport to the parents and 

teachers associations of the local schools. The HBF has already gained the permission of the 

Ministry of Education in the past for the introduction of the mind sport within elementary schools 

as an extra-curricular activity and attempts have been previously undertaken but not in an 

organized manner. The above message comprises the main beneficial aspects for the students and 

will be supported by international practices and statistics.  

In order to target university students the message featuring in the media outlets targeting them will 

focus upon the social and fun aspect of the mid-sport. The message targeting the students uses 

power words such as play and fun while at the same time targets their interests of encountering 

new people and travelling. Moreover, the feature of obtaining an identity and feeling of belonging 

to a group are underlined. 

“Join the most popular family in the world. Bridge is a challenging mind game you can play with 

your friend, have fun, meet new people and travel around the world. Belonging to our family, you 

belong to the World”. 

The message directed to the boomers will place great emphasis on the demographic and 

psychographic characteristics. On another scale the messages targeted to the generation of 

boomers will differentiate from them above underlining the necessity of keeping mentally fit and 

enjoying themselves.   

Join our local bridge family where you can enjoy exciting evenings with friends, take part in our 

social events and trips, keep your mind sharp and fit and create your own memorable moments. Our 

bridge family appreciates your time and efforts and is committed to offering you the highest quality 

experience.    

The message for the mature public will also revolve around key demographics and psychographics 

in order to amplify its effect. Since the matures focus upon virtues and are keenly searching for 

educational activities of hobbies due to the fact that they have free time the message will address 

these needs concisely and directly.   

Join our loyal Bridge Family. Bridge is a mind sport that educates and rejuvenates the mind, through 

team-work, discipline and commitment. In our local bridge clubs you can find the new hobby you are 

looking for and join all our social events. 
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The Blend of Communication Tactics  
 

The current communication plan will be largely based on controlled media allowing the Federation 

to tailor the message content, present it in a timely manner and control the distribution process. 

The rationale behind the selection of this category of media outlets is that this allows the 

organization to define the communication process and it is within the budget the organization can 

allow for promotional plans. Moreover, another stronghold is the cost-effective design of a 

σstronger online social media campaign ensuing a dynamic online presence via multiple social 

media networks. 

 

Interpersonal Communication Tactics have been selected mainly due to the high level of 

persuasion and under the notion that they are coherent with previous practices on the part of the 

Federation. The fact that these will be implemented in relation to publics with whom the 

organization has a pre-established positive relationship will serve so as to heighten the persuasive 

impact. Of course their limited cost compared to the uncontrolled media outlets is within the 

capacity of the organization and suits their financial status. The interaction between the Federation 

and the key publics will allow the organization to affect directly the awareness and the acceptance 

objectives while at the same time receive direct feedback on their efforts. Establishing an open 

two-way dialogue with the managers of the clubs and the teachers will serve so as to create an 

active thinking pool of highly involved individuals and establish a joint front so as to disseminate the 

messages of the Federation.  
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Personal Involvement: In order to engage the public on a local level, open house nights will be 

hosted on a Friday at the local clubs offering free mini-bridge lessons during September and 

January. These promo nights will be combined with a party after the lesson offering free food and 

beverages to the people. These introductory free lessons, conducted in a playful manner will serve 

in order to present the mind sport emphasizing the social aspect and benefits. At the end of the 

open house nights gifts will be given to the newcomers so as to welcome them to the local bridge 

family and as a token of appreciation. These welcome nights will serve so as to open the bridge 

clubs to their local communities and gradually create local social hubs.  

Information exchange: The notion of hosting seminars twice a year – in March and October when 

the club managers visit Athens to participate in the HBF meetings - is pivotal in shaping a joint front 

with the club managers. These seminars will serve so as to inform the club managers of 

international practices in the field of bridge communities, to present them with comprehensive 

guidelines in terms of best advertisement, communication, PR and promotional techniques and 

educate them in the importance of infrastructure and service on a local level. This will serve as a 

workshop in terms of exchanging information and ideas as well a thinking pool of examining the 

effectiveness of promotion on a local level. In fact, this creative thinking pool will initiate 

interaction, engage the club managers and provide benchmarking for enhancing their efforts. 

Manager-kits as well as participation certificates will be distributed to the participants containing 

the information presented alongside example promo ideas, gifts and materials.  

Seminars will also be held twice a year for bridge 

teachers so as to provide them with new 

educational material and techniques as well as 

presenting international practices. Bridge teachers 

also visit Athens twice a year in order to 

participate in HBF meetings and actions. Therefore, 

they will be invited to participate in these 

seminars in which they will be presented with the 

latest information with regards to the social, 

health and educational-intellectual benefits of the 

mind sport as well as new teaching methods. These seminars will serve as thinking pools in terms of 

the structure of the game with regards to presenting the benefits to the players. Moreover, training 
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regarding public speaking will be provided under the notion that the teachers will be invited to visit 

the local high-schools and deliver key-speeches with regards to the benefits of the mind sport. 

Teacher-kits as well as participation certificates will be distributed to the participants regarding the 

material presented at the seminar.   

Key Speeches: With the support of the club managers, 

the teachers will be invited to address the parents 

and teachers association of local high-schools 

throughout Greece in September regarding the 

educational, intellectual and social benefits of the 

mind sport. Bridge will be presented as a mind sport 

that can also function as an alternative way to 

approach the subject of mathematics presenting the 

associations with the findings of teachers that have 

undertaken similar programmes in France and the US. These speeches will end with a call to action 

on the part of the Bridge Teachers for embracing the mind sport and initiating bridge lessons within 

the school environment. The training in terms of effective communication, PR and public relations 

will be provided to the bridge teachers throughout the seminars. 

The efforts of the club managers and bridge teachers will be appreciated by the increase of club 

members. A joint award will be presented the Best Bridge Ambassadors aka the club manager and 

the bridge teacher every year. The award will be presented at the annual awarding ceremony held 

in Athens.  

Special Events - Commemoration: An event for the 

celebration of the 50th anniversary 

of the HBF will take place at the 

Piraeus Port Authority Hall.  This will 

be hosted after the National 

tournament in April and will comprise 

an awarding ceremony, a buffet dinner, 

dj music and dancing for the participants. 

Before the ceremony key note speeches 
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will be delivered by members of the HBF in order to present the overall efforts of the HBF and its 

new policy with regards to the new communication policy. The notion of presenting the new 

communication policy will be to inspire active members to enlist as active supporters of their local 

clubs actions. It is essentially a call to action on the part of the HBF and an attempt to underline the 

common goal. At the same time and in order to mobilize the local clubs the HBF anniversary will be 

celebrated at the local clubs too with the introduction of a contest. The HBF will provide a birthday 

cake to the clubs and the local clubs will be invited to create a banner with a wish on for the HBF. 

The photos will be posted on the FB pages of each club respectively and the best photo will be 

voted online. The winner club and member players will win some of the entry fees required to be 

paid at the National Tournaments. 

Civic Events: Small fairs will be held at the local clubs throughout the holiday seasons of Christmas 

and Easter as well as a Halloween party in February open to the local community. The engagement 

of the local players and their initiative to host the fairs will help as to heighten the social activity 

within the clubs creating local visibility. Active and non-players will be invited via e-mail regarding 

these events.  

Contest: Launching a contest in order to regenerate the interest of current players and under the 

notion of thanking them for their support over the years will create buzz within the bridge 

community. A game entitled “Hot Bridge Seat”, a replica of the popular TV quiz show on SKAI TV 

Channel will be designed by bridge teachers and presented to the audience at the Annual National 

Games in April. Prizes will be awarded to all team-contestants.  
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Organizational Media Tactics  

The following organizational media tactics were selected under the notion of controlling the 

distribution of the messages of the HBF to the scattered publics. These media tactics assist in 

succeeding with the acceptance and action objectives underlined while at the same time 

compounding the persuasion efforts of the interpersonal communication tactics.    

General publications: Newsletters will be sent out to the club managers and the teachers 

respectively throughout the year to retain their interest on matters discussed at the seminars and 

inform them on practices related to their work. This will regenerate involvement and serve as a 

reminder of the special tie to the HBF.  

Stand Alone Publications and Miscellaneous print Media: Flyers and posters will be designed by the 

HBF, adjusted accordingly and printed by the local clubs. The posters will be placed in strategic 

locations within the community – local stores and shops, the library, the town hall - and the flyers 

will be distributed during the local advertisement campaigns hosted in September and January 

alongside the online Facebook campaign. The notion of the flyers and posters is to advertise and 

invite the locals to the Open House Nights held on Friday nights. A separate set of flyers and posters 

will be distributed throughout the local community to invite the public to the Fairs held at the local 

clubs. The posters and flyers will be more personal featuring familiar faces in order to introduce a 

personalized approach to the advertisement initiatives. 

Small accordion-like brochures containing simple teach-yourself bridge steps will be designed in a 

fun and playful way to be given to the students and the newcomers to the clubs on the Open House 

Nights. 

Free lessons: In order to further promote the local clubs as social hubs, free computer lessons 

mainly for the matures will take place on Sunday afternoons, in an attempt to assist them with 

online access and educate them in terms of becoming adequate computer-users but also to inform 

them about the online presence of the HBF. The lessons will be conducted by volunteer-active 

players. 
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The magazine: The two-month publication of the magazine printed and distributed by the HBF will 

undergo serious restructuring as far as the material is concerned in order to make it more appealing. 

Feature stories, interviews with famous bridge players, updates on the international scene as well 

as information regarding the mind sport and its promotion will be added to the issues and more 

cost-effective methods of production and distribution will be applied. Moreover a separate column 

will be added covering the local activities such as the fairs. The magazine will be provided online 

therefore constituting an electronic publication. This will alleviate printing and dispatching costs for 

the Federation. 

 

  

 

 

 

 

 

 

 

 

 

 

E mails: E mails will be sent to active and non-active players before each event in order to inform 

them on the activities of the local club.   
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Online Environment and Social Media 

The Facebook campaign initiated by the HBF has improved its online presence. However, there is a 

great need of restructuring and broadening the online presence. First of all specific steps will be 

taken with regards to this issue:  

 

1. Addition of a welcome tab, and approval from FB Hellas to ensure the legality and 

protection of the initiative.  

2. Management, updating and promoting the HBF FB page as well as the pages of local clubs 

and direct communication with the interested parties.  

3. Promotion of open house nights, fairs, and free computer lessons on the respective FB 

pages of the local clubs.  

4. Creation of a Bridge YouTube Channel, and an Instagram Account.  

5. Online graphic design uniformity. 

6. Creation of online games, contests and online apps for the promotion of the mind sport. 

7. Promotion of the page to relevant sport fan communities. 

8. Identification of independent bridge bloggers and creating online two-way communication 

with their pages. Blogs on bridge 

9. Social media releases online to promote regional and central activities. 
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10. Restructuring of the HBF webpage rendering it friendly in terms of navigation and more 

appealing. The ACBL website will function as a paradigm for the HBF website. 

The notion of restructuring and reorganizing the online presence will assist in building brand 

awareness. This is essential is building an online support community. Interaction with members and 

the invaluable feedback will secure the online presence and modifications will be introduced 

according to the monitoring of the process.  

Press releases, as a news media tactic, will be sent out to the local newspapers in September and 

January informing the local media about the Open House Nights, the free Sunday Computer 

Lessons for the seniors, the starting of the lessons and games and the social and health benefits of 

bridge as a mind sport. Press releases will also be sent out to the local newspapers to inform the 

media regarding the civic events. On the whole, past experience has indicated that local media 

respond to the events hosted by local clubs in terms of featuring an article or announcement on the 

starting of the games.  

The Federation has used advertising and promotional media in the past. However, the small scale of 

reach recorded has disheartened the members of the HBF as far as their effect. Moreover, the 

limited budget does not allow for incorporating this set of tactics within the communication 

programme. Hence, only promo materials have been selected as they constitute a standard practice 

of the Federation and can serve the purpose of rewarding the newcomers. 

Promotional Items: Gifts will be given out to new members in terms of identifying their place within 

the bridge community. These promo items include a small pocket mirror for the female players with 

an inscribed message “Bridge your world” for the female new members and a usb-key-ring with the 

same inscription for male members joining the clubs. These will be given out as welcome gifts at 

the local clubs during September- October and January to the newcomers.  

Project youth : The youth committee will engage in combined efforts with the teachers to initiate 

the activity of the youth bridge van. Under the expenses of the HBF and the supervision of the 

Youth Committee registered student players will act as volunteers and will be invited to visit 

universities in Athens and distribute brochures, demonstrate the game, invite students to 

familiarize with the online world of Bridge. The HBF will hire a van and set up a local spot in 

designated places on-campuses in September and January alongside the promotional online and 
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offline campaigns so as to present the mind sport to the youth. The volunteer youth bridge players 

will be dressed in costumes resembling the 4 separate suits of cards. The legality of this present 

action is not considered an obstacle since the mind sport is not prosecuted in Greece under the 

corresponding law ( A.L 258/20-10-1936, Public Order Ministerial Decision n. 10703/1947) and the 

Ministry of Education has issued permits for the integration of the Mind Game within the 

Universities.  
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Timeframe and Budgeting  
 

Below is an indicative timeframe of the communication actions to be undertaken by the HBF and 

Bridge Clubs and a financial appraisal of the cost for the communication programme.  The table 

presents estimated costs regarding each tactic and a breakdown of the material and manpower 

when needed. Indicatively the personnel in charge of the tactics as wells as the timeframe is 

presented for purposes of coordination.  

Tactic – Material –Manpower  Timeframe  Responsible  Estimated Cost  

Preparation and production of 
the material for the seminars 
including the teachers and club-
manager kits as well as the 
buffet-dinner at the end of the 
seminar. Manpower and venue 
costs are in-house. 

Preparation will take place in 
February and September, 
while the seminars will take 
place in March and October. 

The Educational-
Teaching Committee 

1500€ 

Celebration of the 50th 
anniversary. The costs include 
renting of the venue, the dinner 
and drinks, the dj music. A 
photographer will be hired by 
the HBF.  

Preparation will take place in 
the period of January-March. 

Decision Making is 
upon the BoD and 
the execution is upon 
the Development, 
Promotions and 
Sponsorship 
Committee. 

Event: 7000€ - 
10.000€  
Other : 1000€ 
Photographer: 
100€ 

Xmas, Easter and Halloween 
fairs at the local clubs  

Respectively December, 
February and Easter time. 
The date is open to 
accommodate the needs of 
the clubs. 

The club managers The cost burdens 
the clubs. 

Contest Hot Bridge Seat: the 
design will take place in-house 
from Bridge teachers and 
volunteers. The additional cost 
is for the awards given to 
winners. A photographer will be 
hired by the HBF. 

Preparation period January-
March before the National 
Tournament. The game will 
take place straight after the 
tournament in April.  

The Gaming 
Committee in 
collaboration with 
the Educational and 
Teaching Committee 

Awards: 2000€ 
Photographer: 
100€ 

Newsletters: designed in-house 
and distributed via e mail. 

Four times a year mainly in 
between the seminars on a 2 
month basis newsletters will 
be sent to the club managers 
and the teachers  

Mrs. Anastasia 
Baboula 

0€ 

Flyers and Posters, brochures : 
the design will be undertaken 
by the HBF providing a 

Distributed in September 
and January as well as prior 
to the holiday events. 

Mrs. Anastasia 
Baboula in 
collaboration with a 

 40€ per 
template. 
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template, while the 
modifications and production 
costs will be taken on by the by 
the local clubs. 

contracted designer.  

Press Releases: compiled in-
house in the form of a template, 
modifications will be introduced 
by the local clubs accordingly 
and dissemination will take 
place via e mail. 

Before the Open Nights In 
September and January as 
well as before the fairs at 
Christmas, Easter and 
Halloween.  

Mr. Anastasia 
Baboula in 
collaboration with 
Club Managers 

0€ 

Re-structuring and online 
distribution of the Bridge 
magazine to the clubs and 
players will take place in-house. 

This is an ongoing action of 
the HBF since the magazine 
is produced every two 
months. 

Mr. Anastasia 
Baboula in 
collaboration with a 
designer 

Graphic Designer 
cost : 100€ 

Online Media Campaign  1 year, setting up in 
December 2014 and starting 
January 2015 with duration 
of 1 year. 

Mr. Nikos 
Delimbaltadakis- 
social media expert  

3000€ 

Restructuring of website  November, December 2014 
–January 2015 to be 
launched in January 2015. 

Mr. Takis Pournaras – 
web developer. 

1.500€ 

Open Friday Nights and Free 
bridge lessons  

To take place in September- 
October and January as 
promo events. 

Club Managers Cost will burden 
the local clubs. 

Free computer lessons: bridge 
volunteers will be invited to 
provide free computers lessons 
for any club members that wish 
to participate.  

Throughout the year, on 
Sunday afternoons by one of 
the bridge players-members 
of the local club. 

Club Managers Utility costs are 
covered by the 
clubs.  

Project youth – with the 
participation of young bridge 
players. Costs include van hire, 
petrol, modifications to van, 
banner, brochures, materials. 

Project youth will take place 
in September –October, and 
January alongside the other 
activities.  

The Youth 
Committee 

1000€ 

Promotional Items: Key chains-
usb sticks for male members 
and pocket-mirrors for female 
new members.  

Ordering will take place 
December and August and 
the items will be dispatched 
accordingly to the club 
managers 

Mr. Anastasia 
Baboula. 

1000€ 

Direct e mails to active and non-
active players  

To be sent out respectively 
before the Open House 
Nights, the initiation of the 
Free Computer Lessons, the 
fairs and the beginning of 
the lessons 

Club Managers  0€ 

Awards for Best Ambassadors.  Annual awarding ceremony 
during April. 

The Gaming 
Committee 

1000€ 
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The notion of compiling tactics within tight time-frames and coordinating the communication 

campaign in terms of timeliness is the key idea supporting the communication campaign. As far as 

the budgeting process is concerned the personnel responsible for seeing through the tactics is in-

house except for contracting a designer to assist with the development of promotional materials 

such as the brochures, the flyers and posters and the magazine. As far as the materials are 

concerned only printing costs for the brochures have been considered, since the production of the 

teacher and club-manager kits will take place in-house.  
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Evaluation  
 

 

A combination of qualitative and 

quantitative methods will be used in 

order to appreciate the progress of the 

communication campaign. Of course 

there are limitations that effect the 

actual implementation of the evaluative 

process that are mainly related to the 

novelty of the process, the lack of trained 

personnel to implement it and the lack of 

resources. In some cases the HBF has the 

ability to implement a more controlled 

approach of certain tactics. In other situations though due to the use of intercessory publics the 

effectiveness cannot be appreciated directly.   

The awareness and acceptance objectives referring to the club managers and teachers will be 

assessed via the completion of post seminar questionnaires. Key question will be addressed to 

them in order to obtain a qualitative and quantitative appreciation of their understanding of their 

new role within the bridge community as well as their acceptance of engaging into this new role.  

Of course, direct audience feedback throughout the seminars will also constitute a measure for the 

acceptance objectives. The action objectives referring to the club managers will be measured via an 

e mailed task list they will be invited to complete and submit to the HBF. This implementation task 

list will contain questions regarding the range of communication and advertisement activities 

undertaken by the club managers throughout the promotional periods of September, October and 

January. On the other hand the action objective regarding the teachers will be measured by inviting 

them to submit a small article - feature story to be published in the magazine regarding the 

implementation of new teaching methods and practices and their experience with the students.  

Moreover the effectiveness of the key speeches delivered by the bridge teachers will be measured 

by questionnaires filled out by the Committees of the Parents and Teachers associations and a 
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judgmental assessment report of the teachers regarding their key speeches. Of course interest 

generated via e mails or phone calls on the part of the Association in terms of expressing interest to 

initiate bridge lessons within the schools will also serve to measure the respective action objective. 

Awareness objectives regarding the local communities will be assessed mainly by judgmental 

assessment on the part of the volunteers players involved in the dissemination process of flyers 

inviting the local community to the open house nights, the civic events and the free computer 

lessons. Attendance figures to these events will serve as to measure the acceptance of the local 

community while the enrollment of new members will generate an idea for the achievement of the 

action objectives.  

Attendance figures and judgmental assessments by the BoD will serve as to measure the 

effectiveness of the special event. 

Moreover articles, mentioning’s, announcements or media clips in the local media channels will be 

measured and registered in order to appreciate the effect of the action objectives on the local 

media.  

The game “Hot Bridge Seat” designed as an event to inspire active players will be measured by 

interest in participation as well as online content generation related to the event as well as the 

number of likes and shares online.  

Moreover, increase in the attendance of active players, re-attendance figures of former non-active 

players as well as the number of newly registered members will serve as to measure the action 

objectives.  

Interest will be monitored in terms of registering phone calls, e mails,sms and channels via which 

the audience expresses its interest as well as the level and quality of interest. 

Finally the newly registered young members will serve as to assess the effectivenessof project 

youth and the effect of the key speeches delieverd by the Bridge teachers in schools. 

Online Environment – Dual Metrics  
 

 Ongoing Metrics will serve as to track and appreciate the activity over time regarding the 

website, the FB pages and the YouTube Channel. 
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 Campaign Focused Metrics will be used in order to appreciate the effectiveness of the 

Facebook Campaign. These metrics are clear cut or beginning and end metrics providing a 

specific image of the targeted promotional initiatives. 

Measurements of the online campaign will focus upon awareness, engagement, and fans. In this 

case the volume, the reach, the exposure and the compounding effect of the messages will be 

tracked alongside the comments and replies of the audience members. Moreover the increase in 

the number of fans and the kind of effect will also be appreciated. Facebook Analytics in 

combination with independent metrics will comprise the tools for assessing the overall 

effectiveness of the campaign. Monitoring, reporting and re-adjusting will serve as guidelines 

throughout the campaign. 
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Image 1 :  Official Website Page of the Italian Bridge Federation 

 

 

Image 2 : Official Website Page of the French Bridge Federation 
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Image 3: Official Website Page of the English Bridge Union 

 

 

Image 4 : Official Website Page of the English Bridge Education and Development 
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Image 5 : EBU Facebook Page 
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Image 6 : Google Analytics – Overall Control Panel 
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Image 6: Google Analytics – Online Access to the Promotional Webpage 
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Image 6: Google Analytics Social Media Access to Promotional Webpage  
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Image 6 : Google Analytics New Users- Returning users  
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Image 7 : Statistics from HBF Website  
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Image 8: Statistics from HBF Website  


