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About the customer 

The YMCA is the nation’s leading non-profit committed to strengthening communities 

through youth development, healthy living, and social responsibility. For the PNC YMCA, 

the vision is that the Greater Pittsburgh community will be vibrant and inclusive, providing 

hope, access, and belonging where all are prepared to succeed and to live and lead with 

a sense of purpose.  As a health facility, the PNC YMCA is one of the premier locations in 

downtown Pittsburgh, PA. 

 

The PNC YMCA acts as the premier health facility in downtown Pittsburgh and works 

diligently to promote social responsibility and support the community and its members. 

Due to increased competition from growing health facility competition, YMCA leadership 

identified several membership concerns, specifically, the decrease in member retention, 

increase in competition, and decrease in mission awareness.  

 

Challenge 

YMCA organizations drive significant revenue through membership to their health 

facilities.  However, although their mission is more diverse than health facilities, this 

revenue drive requires a strong competitive position against leading companies in the 

Health and Fitness industry.  In response YMCA leadership are continually evolving 

recruitment and retention strategies to gain and sustain competitive advantage against 

growing competition.  Thus, despite its focus on community development and 

empowerment, membership to their health facility is consistently one of their highest 

priorities. 

The biggest challenges are both operational and tactical: 

• At a foundational level, a high-value member is one that will maintain their 

membership, while volunteering time and talent to the YMCA mission of community 

engagement and empowerment.  Identifying high-value members in recruitment 

activities is a challenge. 

• Downtown populations are often highly transient, which leads to inconsistent 

member engagement. 

• Health fitness facility competition in downtown Pittsburgh is rapidly growing, 

offering more equipment, more specialized classes and personal training. 

The YMCA sought support to help drive new insight into member acquisition and 

retention, define actionable strategies to  improve member engagement, and deploy new 
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strategies and capabilities that would make the YMCA more agile, more competitive and 

more visible within the downtown communities. 

 

Our role 

We believed that the PNC YMCA could see improved acquisition and retention rates by 

focusing on and adapting an advanced analytics infrastructure and mindset to drive 

strategic decisions.  Specifically, to address the innate challenges of the PNC Y, the focus 

was on implementing a collaborative analytics culture through company-wide training 

and organizational goals, expanding the use of predictive analytics tools to identify at-risk 

members and use analytics to reduce the likelihood of a member terming, and improving 

internal and external brand perceptions to expand perceived value. 

 

With analytics adoption as the foundation, our personnel analyzed YMCA organizational 

assets using the TechBlue Business Value Analysis (BVA) methodology.  The BVA defines 

a set of activities that enabled us to create a comprehensive view of current state, gap 

analysis to future state, and a prioritized list of strategic, operational and technical 

enhancements to improve their membership competitive position.  Through a series of 

interviews, we engaged key YMCA personnel including front desk attendants, marketing, 

IT and C-level executives to develop a set of deliverables that would become part of the 

YMCA strategic membership initiatives going forward. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Requirements 
Capture

• Understand S.M.A.R.T. 
(Specific, measurable, 
attainable, relevant, 
timely) business 
objectives

• Assess strategic, technical 
and organizational 
transformation readinesss

• Identify value 
opportunities that align 
with business objectives

• Select the most 
appropriate entry point 
and roadmap for 
transformation

• Comprehensive transformation 
roadmap, including high-level plan, 
estimated cost, level of effort, and 
expected return on investment

• Strategic alignment with S.M.A.R.T. 
business objectives

• Captured, analyzed and prioritized 
transformation opportunities 

Understand SelectIdentify Assess

Transformation 
Roadmap

Deliverable Content

• Identified transformation 
readiness gaps, with 
prioritized closure 
recommendations

Business Value Analysis Focus Areas

Business Value Analysis Deliverables

Figure 1: TechBlue Business Value Analysis (BVA) 
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With a clear vision of current and future state, and leveraging our experience and 

expertise in applying advanced analytics to drive customer engagement, we prioritized 

every identified improvement opportunity, and selected the three most appropriate 

transformations to implement:   process, data maturity and brand awareness. 

 

Process 

TechBlue used the International Institute for Analytics’ (IIA) methodology (i.e. the DELTA 

Model described in the report) to complete an Analytics Opportunity Assessment. The 

Assessment was used to evaluate and interpret the PNC Y’s deployment of numerous 

analytic competencies and the importance of each analytic competency within the 

organization. The output of the assessment was a 2x2 matrix that highlighted the analytic 

competencies where the PNC YMCA could realize significant return on its efforts.  

 

Data Maturity 

To fully capitalize on all that analytics can offer, increasing both the amount of data and 

the quality of data is necessary. Capturing data and using analytics at each stage of the 

membership lifecycle will transform the way the PNC YMCA views membership and 

increase retention and position them as a data centric organization.  

 

The two software programs for membership efforts at the PNC YMCA facilitate high level 

analysis and understanding of these programs and augment the use of their analytics to 

focus on all stages of membership. Ultimately, a well-rounded data management program 

with data capture and analytics integrated at all stages will improve the retention of Y 

members and data maturity of the PNC Y.  

 

Brand Awareness 

TechBlue created a descriptive analytic model to illustrate membership trends based on 

member cycles and behaviors. Ultimately, TechBlue developed a data acquisition 

strategy, acquired data related to PNC YMCA members from the Daxko software, and 

developed a data visualization dashboard through a software called Tableau. This 

descriptive analysis provided significant insights regarding membership trends that can 

be used to drive engagement strategies.  

 

TechBlue used these insights to develop a brand guide for the PNC YMCA team to 

addresses concerns and use actionable insights about membership cycles and member 
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behavior clarify the PNC Y’s unique qualities, ensure that key themes are present in all 

communications. The staff uses it as a time management tool to better plan their day (i.e.: 

when to staff up for high membership times) and answered the question “who are we?” 

for all PNC YMCA employees. By empowering employees to talk in greater depth about 

the mission of the YMCA, the mission awareness increased.  

 

 
 

Equipping YMCA staff with the ability to teach members about the mission helps to 

improve mission awareness and connection to the brand. The brand guide documented 

the value proposition, culture, consistency, and audience considerations using data 

analysis and SWOT analysis.  

 
 

Results 

By identifying the most effective and efficient uses of the current customer management 

tools and addressing associated user concerns, TechBlue developed a cohesive 

membership solution that will increase acquisition and retention of best-fit members and 

manage brand perceptions accordingly. Required were the recommendations regarding 

fundamental issues directly affecting membership. 

• Communications: Improvement in internal and external communications to 

streamline engagement and sales processes internally and augment 

membership and mission connection. 

• Software:  Adoption of built-in predictive analytic capabilities and distinct 

approach to maximizing operational efficiency using CRM tools.  

• Training: Development of in-house training methods for software procedures to 

expand relevant user capabilities and data performance 
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• Brand Management: Using actionable insights about member engagement and 

behavior to expand perceived value, link brand image and brand identity, and 

improve the relationship between mission and membership. Throughout the 

project, a major point of contention was the YMCA association activities and 

their fit with the transient nature at the PNC branch.  

 

Think it’s time to learn more about what we can do for your company?  Contact us. 

+1 (800) 432-8473              info@techblue.com               www.techblue.com/contact 

 

 

 

 

 

 

 

 

 

 

 

 

Our approach to services is based on knowledge gained from performing in consultative roles for over 30 years, and the smarter, 

faster, better concept is a direct result of our successes.  Our knowledge, coupled with a service-oriented approach based on 

teamwork, collaboration and consultation, provides our clients with trusted advisors that work toward meeting objectives. 


