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The Derrick Club’s commitment to excellence and dedication to
continuous improvement have allowed us to provide our
members and their families with unparalleled, inclusive and
year-round private club experiences and enjoyment.
We engaged the services of GGA Partners, a preeminent
consulting firm that provides strategic planning and advisory
services to private member clubs worldwide, to assist us in the
proper consideration of our proposed strategic plan and its
actions. Over the course of several months, GGA’s
professionals examined our market and membership trends and
operations, capturing a clear understanding of members’
aspirations for our club. To understand member priorities, we
asked for your participation in focus groups and an all-member
survey. The sincere responses from so many of you pointed the
direction and shaped the action items that will guide us through
the next five years and beyond.
We’re proud of our history as Edmonton’s most comprehensive
private club and this strategic plan is designed to help us
continue to meet and exceed the evolving needs of our current
and future members for generations to come. The following
pages outline the roadmap to The Derrick’s collective future
and success.
We hope you will join us on our incredible journey.
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Introduction
Our Purpose

Our Strategy

Continuous improvement will remain a priority in our approach
to facilities and programming to ensure the member experience
meets current and future members’ needs and wants.

The Strategic Plan is centred around five strategic priorities:

Family is our priority and drives our strategy - We will

The following Purpose and Values statements are the
foundation of our future strategy.

continue to foster a culture of inclusion and create an
environment that addresses the needs of all members
across generations and reflects the diversity of our
community.

Purpose Statement

Derrick for life - We will focus on providing value to our

We are a private family club that enriches the lives of our
members and their guests by providing exceptional facilities
and services in a comfortable atmosphere.

Values Statement

members through the consistent delivery of differentiated
experiences that enhance member retention across all age
categories.

Tailored programming for the Derrick lifestyle – We will

Integrity - We are honest in what we do and say, acting in the
best interest of our members, employees and outside
community.

make decisions on facilities and offerings to allow our
members to use the Club more often and year-round.
Continuous member feedback will ensure value-added
programming is offered and customized to the needs of our
members.

Future Focused - We look for ways to innovate, improve and
be relevant.

Create a pipeline of prospective members – Membership

Respect – We treat everyone with dignity and fairness.

is the lifeblood of our Club. A continued focus on value and
excellence will create a pipeline of prospective members.
This results in a more sustainable Club that can adequately
fund its facilities and sustain the programs and services for
current and future members.

Continuous and deliberate improvements to our facilities
– All enhancements and additions will make the best use of
space and uphold and unlock the greatest potential and
value for our members. Our future facility plans will be
expansive and look at options beyond our current campus
while at the same time effectively managing the Club’s
financial situation.
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Strategic Foundation
Strengths
▪

▪
▪
▪
▪
▪
▪
▪

▪

Weaknesses

Great reputation and brand recognition as well as a
strong market share in the southwest Edmonton market
Family culture with a focus on youth/young family
programming and childcare
Local demographic profile is favourable and will help to
generate demand for memberships in the future
Golf fees are competitive for both primary and spousal
members
Strong financial position and prudent management of
club finances
High member satisfaction levels and NPS
Strong performance in the areas of governance and club
management
High-quality, multi-purpose, year-round facilities and
amenities that offer convenient access to both fitness
and golf in one place
New state-of-the-art indoor tennis facility
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▪

▪
▪
▪
▪
▪
▪

▪
▪

Limited ability to expand the current facilities due to the
size of the property and space constraints
Parking issues during peak usage periods
Misaligned membership offering for prospective nonaffiliated intermediate members
Lack of targeted marketing to key potential membership
candidates based on psychographic characteristics
Low satisfaction levels with food and menu options
Lack of variety in terms of athletic programming
Price sensitive membership with lower tolerance for
financial investment in the Club
Limited social events and programming for younger
members
Lack of diversity on committees
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Strategic Foundation
Opportunities
▪

▪
▪

▪

▪
▪

▪

Threats

A more proactive membership recruitment and
communication strategy that targets spouses, nonlegacy intermediate members and potential new tennis
members
Increase the number of golf members and develop a
waiting list of members who pay dues for limited access
Expand amenity offerings to include an outdoor patio
and dining area with lounge space, leveraging the natural
surroundings of the golf course
Repurpose existing facilities to meet evolving
membership preferences and for optimal use of the
Club’s space
Evaluate opportunities for strategic partnerships with
affiliate clubs locally, provincially, and nationally
Bolster intra-club communications (i.e. upcoming
events/programs) and explore possibilities for digital
enablement (i.e. member portal to book programming)
Consider additional resources to plan and deliver more
robust programs and personalized services
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▪

▪
▪

▪
▪

▪
▪

Competition from emerging private clubs and specialty
facilities in southwest Edmonton
Renovations to competitor facilities that increase the
attractiveness of these alternatives
Rising inflation and higher interest rates requiring larger
increases to member dues, higher salaries for staff and
increase costs of future projects
Inability to keep up with evolving fitness trends due to
cost or limitations of the current facility
Economic uncertainty (post-COVID) that could impact
membership and revenues
Key staff succession planning
Inability to retain or attract new members due to more
competitive offerings
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Family is our priority and
drives our strategy
Our priority

The actions that will achieve success

We will continue to foster a culture of inclusion and create an
environment that addresses the needs of all members across
generations and reflects the diversity of our community.

►

Our commitment
Diversity, equity and inclusion are important to us and we are
committed to fostering an environment that is not only
welcoming to all, but also reflects our diverse community and
addresses its needs. Open, frequent and timely communication
is key to keeping all members informed of the activities, events
and programs available through the Club and to allow equal
access and participation.

Enhance internal communications with the existing
membership and monitor their satisfaction
It is important to us that members are informed so that
they feel included and able to engage in the activities,
events and programs that are taking place at the Club. We
will ensure that all internal communications are relevant
and timely.

We will leverage a variety of mediums and platforms to
accommodate our members’ most preferred communication
methods. Communications will share information including
but not limited to existing programs and facilities, new
additions and offerings, as well as the benefits of Club
membership.
We are also committed to diligently monitoring satisfaction
levels at the Club and to identifying potential areas of
improvement that can be addressed to increase our NPS
and satisfaction scores as revealed by the survey.
►
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Realign spousal pricing
We are committed to being a club that provides exceptional
benefits to all of our members and have had much success
in attracting spouses of current golf members to join (39%
of golf members have a registered spouse). Currently, our
membership offering does not require spousal members to
pay an additional entrance fee for full golf privileges. This is
a family friendly benefit that we will communicate more
proactively to our members and prospective members. In
terms of annual fees, spousal dues are below market levels
and will be slowly increased to market norms over the next
few years.
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Derrick for
life
Our priority

The actions that will achieve success

We will focus on providing value to our members through the
consistent delivery of differentiated experiences that enhance
member retention across all age categories.

►

Leverage task force committees to improve the dining
experience
The survey confirmed that our dining service levels are
above industry norms. We heard that members desire an
enhanced dining experience at the Club. To improve the
dining experience our focus will be improving food quality,
expanding menu offerings, and incorporating health and
wellness options as they relate to the menu.

►

Deliver robust onboarding and ongoing staff training
We are committed to helping our employees succeed
through robust, consistent and relevant training. We will
evaluate our current onboarding processes and look for
opportunities to streamline, formalize and improve the
program. We will ensure that training is provided on a
consistent basis and evolves with the changing needs of the
Club.

Our commitment
We will continuously monitor all areas of the Club to identify
opportunities where efficiencies can be made to improve the
member experience. Continuously improving the private club
experience and meeting the expectations of all members
throughout all stages of life is of the utmost importance to us.
We will seek to identify ways in which we can become more
relevant to not only our current membership, but also
prospective members who will play a vital part in our future.
We will ensure the Club maintains industry-best HR practices
throughout each department at the Club. We promise to make
informed staffing and compensation decisions based on internal
utilization data as well as external market conditions to ensure
we are able to retain top-tier talent. We will ensure each
employee is able to perform their job to the best of their ability
and be rewarded appropriately. We will better differentiate
ourselves in the local market to become the “employer of
choice” in the area by providing more attractive employee
benefits and perks at competitive salary ranges.

We will incorporate the use of existing and emerging
technologies as they relate to Club operations in our
training to empower our employees to succeed in this new
digital world. Employees satisfaction and engagement
surveys, and our member satisfaction scores, will be
common practices. Our success in retaining members will
be the biproduct of our staff and their delivery of the
member experience.
►
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Develop monitoring dashboards focused on membership
utilization patterns
A primary goal is to find opportunities to expand real-time
reporting and KPI tracking capabilities and to study
utilization patterns to help inform decision-making and
make process improvements. Over time the Club will
measure and track utilization for each amenity and space in
the clubhouse.
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Derrick for
life
The actions that will achieve success
►

Recruit and retain key resources to deliver an exceptional
member experience
We will enhance our recruitment and retention strategy in
order to better attract talent, mitigate turnover and deliver
an outstanding member experience. We will continue to
undertake concrete action to become the employer of
choice for top hospitality staff in the immediate and local
area. Specifically, we will continue to leverage and consider
the adoption of the following:
1.

2.
3.

4.

Referral program where current employees who refer a
friend who is hired and works for a pre-determined
period are rewarded either financially or via Club
benefits.
Formalized processes for hourly pay scales, annual goal
setting, performance reviews, etc.
Spotlight employees through communication and social
media efforts. Intentionally plan for content creation
with as many front-line employees as possible to help
them assimilate with members and feel a part of the
programming and culture of the Club.
Consider an incentive program and compensation plan
for senior leadership that is aligned with the overall
goals of the organization.

In a challenging labour market that is expected to continue,
we must ensure that the extrinsic and intrinsic incentives
for our employees match or exceed the benefits offered by
other clubs and hospitality brands in the local area. We also
know that in order to deliver an exceptional member
experience, we must have the right resources in place.
Based on member feedback, we will evaluate the possibility
of adding key resources as they would relate to supporting
the Club’s programming efforts and social calendar.
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►

Develop monitoring dashboards focused on membership
utilization patterns (continued)
In the short-term leveraging data available at the Club on
member use and utilization of key amenities, management
will be responsible for creating and maintaining utilization
dashboards for their department’s offerings. This data will
be shared with leadership to support strategic decisions and
membership levels. By evaluating the current capacity
levels through the aforementioned utilization dashboards,
we will be able to better monitor evolving member usage
patterns and habits to inform the Club’s strategy related to
member capacity and access provided.

►

Create a succession plan to reduce key personnel
dependency
We are fortunate to have a tenured management team of
industry professionals and experts in their fields. If any of
them were to stop working at the Club, there is a risk of the
Club experiencing an unstable transition period as
successor(s) learn how to perform in crucial roles. To
alleviate these concerns and proactively combat any
potential negative effects, we will create a succession plan
to smooth the transition of those in key management
positions.
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Tailored programming for
the Derrick lifestyle
Our priority

The actions that will achieve success

We will make decisions on facilities and offerings to allow our
members to use the Club more often and year-round.
Continuous member feedback will ensure value-added
programming is offered and customized to the needs of our
members.

Our commitment
We are committed to improving upon areas of the Club that
have the greatest impact on the member experience to ensure
that our current members are happy and satisfied and that
prospective members are excited and able to join. We learned
that there are many priorities among members across the Club
and we are committed to offering more robust and customized
all season programming that meets these needs and allows for
year-round use of the Club by all members.

►

Offer new and expanded all-season programming
The past few years have established the importance of
private clubs being a home-away-from-home for members.
We will make it a priority to elevate our program offerings
to all membership groups. There will be an emphasis placed
on introducing programs that provide members with allseason access to the Club as well as programs and
opportunities for socialization that vary based on
demographic preferences (i.e. teen members, young adults).
We know that members desire more fun and engaging
events that make the social network at The Derrick more
robust. We will ensure that all events and programs are
communicated consistently and are easy to sign up for and
attend. We also understand that some activities, programs
and social events are of greater interest to different age
groups. Below are the top events and activities favoured
by different age groups:
Age 26 – 45
1.
2.
3.

Holiday events for the whole family (62.8%)
Kids nights (57.6%)
Chef table nights (51.8%)

Age 46 – 65
1.
2.
3.

Chef table nights (55.7%)
Cooking classes (53.3%)
Wine and beer tastings (52.2%)

Age 66+
1.
2.
3.
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Chef table nights (60.2%)
Wine and beer tastings (35.8%)
Cooking classes (31.5%)
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Tailored programming for
the Derrick lifestyle

Create a pipeline of
prospective members

The actions that will achieve success
►

Evaluate the feasibility of an all-inclusive athletic program
One of our aspirations is to work towards a membership
model and athletic offering whereby members pay a fixed
fee to access athletic programs on an all-inclusive and
unlimited basis. In doing so, we would hope to stimulate
demand and interest from membership in our programs and
potentially generate support for the Club to offer allinclusive and unlimited programs on a full-time basis at
higher dues in the future. Although support from
membership in charging higher dues to provide all-inclusive
programming was low in the survey (81.3% do not support),
we believe there is an opportunity to make facility changes
that would provide us with a more robust fitness profile and
increased demand.

►

Adopt technology to increase efficiency and improve the
member experience
We expect increased adoption of automation technology
will be a leading trend in the industry over the next five
years. As the cost of labour constantly increases, the
relative cost of technology to replace labour goes down.
Examples include, but are not limited too, automated
mowers, F&B service automation, automated cleaning
tools, and smart key entry facilities. The Club will actively
evaluate opportunities to adopt technology that will reduce
costs and/or improve the member experience.

►

Expand communications capabilities
Based on the results of the survey as well as industry
trends, preferences on how communication is received is
changing. By improving and tailoring the ways in which we
communicate information to our members, we will achieve
a more informed and engaged membership. We will explore
the introduction of new technologies and digital platforms
(i.e. mobile app) to provide more targeted communications,
improve the member experience and foster engagement
with the Club. We will ensure that all such platforms are
up-to-date and improved where necessary.

18

Our priority
Membership is the lifeblood of our Club. A continued focus on
value and excellence will create a pipeline of prospective
members. This results in a more sustainable Club that can
adequately fund its facilities and sustain the programs and
services for current and future members.

Our commitment
We will continue to elevate internal and external
communications to enhance the Club’s reputation in the mind
of current and prospective members. We will ensure that
relevant communications and member information is available
through a variety of channels and accessible on a wide variety
of devices to suit members’ modern lifestyles and
communication preferences. Improvements will be made to our
online presence to ensure our external brand is portrayed as
one that is family-oriented, inclusive and provides opportunities
for year-round socialization and exercise. We will leverage our
brand to bolster the Club’s positioning and awareness in the
local and national market to expand our catchment areas and
create a healthy pipeline of member prospects.
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Create a pipeline of
prospective members
The actions that will achieve success
►

►

Introduce a tiered intermediate category for prospective
non-legacy members
Membership is not full and there exists an opportunity to
grow membership at the Club, with the largest opportunity
to do so in our number of golf members. Prospective
intermediate-aged golf members who cannot join the Club
under an existing account are subject to the same entry
costs as primary shareholders. Because of this we have
attracted very few younger golf members. In order to
attract this segment of non-affiliated members, the Club
will implement a tiered intermediate membership structure
with a lower fee structure for this group. We intend to
incentivise these prospective members primarily through a
reduction in initiation fee versus a reduction in annual dues.
This allows us to adjust the joining fee incentive based on
market conditions.

Implement a waiting list structure
As the Club approaches its capacity for membership, we will
develop an intentional and structured waitlist of
prospective members that have made a financial
contribution to commit to the Club. We will explore the
possibility of providing these waitlisted members controlled
access to the course given that there is capacity to grow
this membership category. We will ensure that any access
to the course afforded to waitlisted individuals does not
impede access to the course by full shareholder members.
To support member growth we will communicate initiation
fee increases in advance to create a sense of urgency in the
marketplace. This tactic is an industry best practice and has
worked well for us in the past.

►

Maintain an active presence on multiple online platforms
and increase brand awareness and outreach
We will continue to undertake an active and multi-pronged
marketing and communications effort to increase brand
awareness and engage, retain, and attract members. The
Derrick should be known across the city as the premier
family-oriented club. Our website and social accounts will
be regularly updated with relevant information. With
respect to the website, we will prioritize updating aspects
that ease navigation with a focus on intuitive design.

Additionally, we will consider increasing the age at which an
intermediate member converts to a full membership from
35 to 40. In doing so, we would be better able to capture
more of the intermediate market and would be better
aligned with local and national club standards and best
practices.
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Create a pipeline of
prospective members

Continuous and deliberate
improvements to our facilities

The actions that will achieve success
►

Maintain an active presence on multiple online platforms
and increase brand awareness and outreach (continued)
We will also continue to use social media platforms to
elevate brand awareness. This will be managed to
appropriately showcase the Club without breaching the
privacy of members or staff. We will also continue to
leverage third party services that can improve these efforts.

►

Target key geographic areas and psychographic profiles
The market analysis conducted by GGA revealed key
geographic
areas
that contain individuals
with
psychographic profiles who are prime targets for private
club membership within close proximity to the Club. Some
of these areas do not currently contain many Club
members. We will implement initiatives to increase brand
awareness to these more affluent areas to support
membership recruitment efforts.

►

Emphasize affordability and key points of differentiation
In our marketing efforts, it will be important to promote the
relative affordability of the Club when compared to our
local competitors. We will highlight the fact that we do not
charge any food and beverage minimums across any of our
membership categories, which is uncommon among our
competitors.
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Our priority
All enhancements and additions will make the best use of space
and uphold and unlock the greatest potential and value for our
members. Our future facility plans will be expansive and look at
options beyond our current campus while at the same time
effectively managing the Club’s financial situation.

Our commitment
Given space restrictions, the Club will focus on providing
amenities and facilities to meet member expectations that are
exceptionally maintained and functional and that further
elevate the member experience and guarantee value for money.
We will make informed decisions based on member utilization
of amenities and programs and will continuously look for new
facilities and new avenues for members to use and enjoy. We
will pursue a culture of continuous improvement based on
member feedback to ensure that the Club experience continues
to be a point of pride to enjoy with family, friends, and guests.
We understand that affordable, year-round, club access is of
paramount importance and we will keep this at the forefront of
our facility planning.
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Continuous and deliberate
improvements to our facilities
The actions that will achieve success
►

►

Consider repurposing existing facilities to ensure
maximum utilization for the membership as a whole (i.e.,
curling space)
Based on actual membership statistics, we know that 97%
of members do not use the curling facility and 58% of
respondents in general believe that the Club should
evaluate options to leverage the curling space differently.
While not an overwhelming majority, there is strong
support for the consideration to use the space in a variety
of different ways to better serve the interests of our
members and fit with the future vision of the Club.
Members have identified several alternatives for how we
can use the space better but before making any decisions
more work needs to be done. Over the next 12 months we
will focus on the following as it relates to curling:
1.

Operational considerations
• Declining utilization of curling
• Curling membership numbers and trends by type

2.

Financial impact
• Future cost to repair or replace curling facility in
the next 10-20 years

3.

Alternative options
• Cost (capital and operational) and members
interest in replacement options

Build an outdoor patio and lounge space that becomes a
social hub and provides great views of the golf course
There is strong support (83% of respondents) for the
introduction of a patio or outdoor space that offers views
of the course, lounge seating and features fireplaces. There
is also a strong desire for the provision of outdoor dining
and a pizza oven.
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►

Maintain and enhance the quality of the golf experience
(i.e., golf course beautification, etc.)
Members are very satisfied with the golf operation, and
particularly the lesson programs provided by our
professional staff. In terms of the golf experience, the golf
course presents the greatest opportunity for improvement.
The course is our primary asset and is one of the more
frequently used amenities at the Club. Members
understand the course will never rival the best layouts in
the city but there is a feeling that more can be done.
Members would like to see a greater focus on
beautification of the golf course. This includes, but is not
limited to, enhanced gardens and horticulture, landscaping,
and better use of fixtures (such as benches, water stations,
ball washers, etc.).

25

Continuous and deliberate
improvements to our facilities
The actions that will achieve success
►

►

Develop a Facility Master Plan & Capital Reserve Study
It will be important for us to be both strategic and
thoughtful in our approach to capital planning and for us to
exercise prudence and transparency as we progress
through the planning and funding of capital projects. We
will rely on experts to develop a facility master plan and
capital reserve study that will give us a strong roadmap for
the future. Such plans will help us understand the total cost
of maintaining existing assets. The capital repair and
replacement costs should be planned over a longer time
horizon (25+ years) so that we can undertake a more
proactive approach to capital planning. The study will also
be used to compare repair and replacement costs against
estimates for new capital projects.
Explore addition and renovation possibilities that reinvigorate the dining experience at the Club
The survey revealed certain aspects of our dining program
that will require specific attention in order to provide a
quality dining experience moving forward. For example,
there was moderate support (42% of survey respondents)
for the provision of updates to the Spike Bar and interest
among members (21.1%) for the addition of a juice bar. We
will further investigate these facility changes, and other
dining-related projects, and establish any applicable funding
requirements. If desired, and feasible, we will ensure that
any dining-related projects are undertaken in a way that
minimizes disruption and maintains the Club’s strong
financial position.

►

Pursue other projects that are important to a variety of
age groups
We acknowledge that some projects are of greater interest
to different age groups. We are committed to evaluating all
of the proposed projects and that the needs and desires of
all member groups are equally met. The groupings below
generally reflect the interests of members based on age:
Age 26 – 45
1.
2.
3.

Addition of outdoor playgrounds/ lawn (61.2%)
Updates to the family changeroom (43.1%)
Expanded kids’ fitness & gymnastics room (43.0%)

Age 46 – 65
1.
2.
3.

Pickleball courts (41.5%)
Bike storage with video surveillance (31.5%)
Squash and racket ball courts (29.2%)

Age 66+
1.
2.
3.

Pickleball courts (40.0%
Addition of outdoor playgrounds/ lawn (24.6%)
Other (22.8%)

It is also important to note that any additions to our dining
offering will require an evaluation of the kitchen’s capacity
to insure that we can deliver an optimal dining experience.

26

27

Measuring Success

Our Gratitude

The following key goals have emerged through the formation of
this plan:
▪

Make structural changes to membership
categories to market and industry norms.

▪

Be more proactive in member recruitment and develop a
prospective member pipeline /waiting list to join.

▪

Continue to make continuous improvements to facilities
with a greater focus on enhancements that provide the
highest and best use of space.

▪

to

realign

Expand programming and offer more personalized member
services.

There are a number of items that the Club will need to monitor
in order to determine its success in following through on these
goals, including but not limited to our financial performance and
our ability to attract and retain members of the highest
standard.

This Plan was made in collaboration with a number of people.
The Club extends our thanks to all those who supported this
undertaking.
Board of Directors
Chris Lavin
Maya Patrie
Kyle Braithwaite
Rich Hiron
Wayne Berney
Brandon Bruyer
Mark Edwards
Jennifer Garg
Jeff Lloyd
Jeneth Pelletier

Derrick Club Team
Jim Hope, General Manager

GGA Partners Team
Michael Gregory, Partner
Glen Dowbiggin, Manager
Elida Marotta, Associate

We are incredibly excited about venturing into this bright
future for the Club, while remembering the history and
traditions that have contributed to The Derrick’s success today.
The Club looks forward to embarking on this journey with all of
you.
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