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1.0 SUMMARY OF FINDINGS 

Banister Research & Consulting Inc. (Banister Research) conducted an online survey with 810 customers 

of Servus Credit Union Place regarding their perceptions and levels of satisfaction with the facility. This 

study provides not only a measurement of satisfaction, but also the perceived value of the facility to its 

users and members. The final results reflect a margin of error no greater than +3.3% at the 95% confidence 

level or 19 times out of 20. Key findings of the 2016 Servus Credit Union Place Customer Satisfaction 

Survey were as follows:  

Overall Satisfaction 

• The vast majority (94%) of respondents indicated they were very satisfied (25%), satisfied (56%), 
or somewhat satisfied (13%) overall with Servus Credit Union Place. 

o Results were statistically comparable to 2014 (96% were satisfied or very satisfied). 

Admission Details  

• At least one-third of respondents purchased day admission (34%, a significant increase from 18% 
in 2014) or accessed through an annual membership (33%, a significant decrease from 47%) on 
their most recent visit. Ten percent (10%, a significant decrease from 30%) purchased a monthly 
membership and 5% used a multi-use pass. 

• The majority of those who recently gained access with paid admission (n=670) purchased for 
adults (18 years of age or older) on their most recent visit, or when they obtained their 
membership (60%), followed by 29% who paid for children (2 to 12 years of age). (New question 
in 2016).  

• Respondents were told currently, family admission is defined as “2 adults and any children in the 
household under the age of 18” and were asked if this configuration adequately reflects their 
family or household. Over two-thirds of respondents (68%) indicated this reflects their family or 
household. (New question in 2016). 

Membership Value and Benefits (New in 2016 – added full list of benefits)   

• The majority of respondents (77%, comparable to 75% in 2014) who carry a membership (n=352) 
indicated that 1 or 2 people in the household had a membership. Fifteen percent (15%, 
comparable to 18% in 2014) of respondents indicated 3 or 4 people have memberships, while 8% 
stated at least 5 people had memberships.  

• Those who had a membership at Servus Credit Union Place (n=352) most often had an individual 
membership (56%, a significant decrease from 63% in 2014) followed by corporate (21%, a 
significant increase from 15%) then family (18%, comparable to 20% in 2014). 

• A high proportion (93%, comparable to 94% in 2014) of respondents indicated satisfaction 
(“good”, “very good” or “excellent”) with the value for their money with regards to annual 
memberships, as well as the multi-use pass (91%, comparable to 89% in 2014). 
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Annual Membership Value and Benefits (New in 2016 – added full list of benefits)   

• Annual members (n=269) were asked to rank their perceived value and importance levels with a 
number of benefit features of their membership:  

o Eligibility to participate in all drop-in programs & activities was considered the primary 
area of improvement for Servus Place (new question in 2016). 

o Access to affiliate venues, four (4) complementary Play for a Day guest passes per year, 

per membership category, 15% discount on all registered programs at fitness services, and 

advance registration for programs were considered key strengths.  

 Four (4) complementary Play for a Day guest passes and the 15% discount on all 

registered programs was considered a primary area for improvement in 2014. 

Advance registration was considered a secondary area of improvement. 

 Access to affiliate venues was also considered a key strength in 2014. 

• The majority of those who did not have an annual membership (n=541) were aware of the 
following benefits of an annual membership (new question in 2016):  

o Eligibility to participate in all drop-in programs and activities (84%); and  
o Access to spontaneous play areas on a first-come, first-served basis (73%).  

• Conversely, fewer than half of respondents were aware of the following benefits:  

o Advanced program registration one week early (48%);  
o 15% discount on all registered programs (47%);  
o A complimentary facility orientation and tour (47%);  
o Four (4) complimentary play-for-a-day guest passes per year, per membership category 

(43%); and  
o 15% discount on child-minding punch passes (35%).  

• The majority (78%) of those who did not have an annual membership (n=541) rated the value they 
believed they would receive for their money for an annual membership, knowing that it includes 
the benefits stated above as good (31%), very good (31%), or excellent (15%). (New question in 
2016).  

• Twenty-one percent (21%) of those who did not have an annual membership (n=541) were likely 
to purchase one (ratings of 4 to 6 out of 6), while 69% were not likely (ratings of 1 to 3 out of 6). 
(New question in 2016).   

• When asked what benefits they would like to see as part of their membership, 5% of all 
respondents suggested more or larger discounts. 
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Facility Usage  

• Twenty-two percent (22%) of respondents make 11 to 20 visits to Servus Credit Union Place per 
month (a significant decrease from 41% in 2014) or 1 to 2 visits per month (22%, a significant 
increase from 10%). 

• Twenty-eight percent (28%, a significant decrease from 44% in 2014) of respondents typically 
visited the facility alone while 11% stated that they typically visited with friends. Sixty percent 
(60%) typically visit with family, a significant increase from 38% in 2014. 

o Respondents most frequently indicated they used the water play centre (56%), followed 
by the track and training centre (43%). 

Facility Amenities  

• The water play centre and the fitness and wellness centre continued to be primary areas of 
improvement for Servus Place.  

•  The track and training centre, ice arenas (new in 2016), and child-minding were identified as key 
strengths of Servus Place.   

• When asked which amenities they would like to see improved or changed, the water play centre 
was the most cited amenity (36%) followed by the fitness and wellness centre (28%) and the 
children’s playground (23%). (New question in 2016). 

o Those who felt the water play centre needs improvement or changes (n=201) most often 
reported that it requires more swimming lanes/dedicated lane swimming pool (30%) and 
to expand the amenity space (26%).  

o Those who felt the fitness and wellness centre needs improvements or changes (n=137) 
most often reported that it requires more space for amenities (41%), more fitness or gym 
equipment (36%), and larger changing rooms (31%). 

• When asked which amenity they believed was the most important, in terms of needing 
improvements or other changes, one-quarter of respondents (25%) said the water play centre. 
(New question in 2016). 

Facility Features and Attributes  

• Amenities that continued to be considered as the primary areas of focus for future improvement 
were as follows: 

o Fitness equipment reliability; 
o Security of lockers; 
o Fitness equipment availability; and 
o Availability of lockers. 

• The following five areas continued to be key strengths: satisfaction: 

o Personal safety; 
o Atmosphere; 
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o Parking lot safety; 
o Overall maintenance of the facility; and 
o Air quality. 

 

Drop-in Programs 

• Thirty-eight percent (38%, a significant decrease from 47% in 2014) of respondents have used the 
drop-in programs in the last year, while 45% had not. 

• The only aspect of drop-in programs that was identified as a primary area for improvement was 
availability, the same as was reported in 2014.  

• Quality of instruction and quality of programs continued to be key strengths, or attributes 
respondents reported were above average in both importance and satisfaction. 

Registered Programs  

• When asked if they had accessed a registered program in the last year, 45% of respondents 
indicated they had not, while 38% had (a significant increase from 32% in 2014).  

• Availability continued to be a primary area of focus for improvement.  

• Key strengths, or attributes respondents reported were above average in both importance and 
satisfaction were quality of instruction, quality of programs and value for price.  

o Value for price was previously considered a primary area for improvement in 2014. 

Customer Service 

• Respondents were asked to rate their level of agreement with a number of customer service 
statements relating to staff at Servus Credit Union Place. At least 9 out of 10 respondents agreed 
with the following statements: 

o “Staff are polite” – 94% of respondents agreed;  
o “Staff are helpful” – 92% of respondents agreed; and 
o “Staff appear happy to work at our facility” – 90% of respondents agreed. 

• Although ratings remain consistently high, customer service ratings have decreased slightly since 
2014. 

Facility Cleanliness 

• The following facilities were viewed as primarily needing improvements in regards to cleanliness 
satisfaction: 

o Children’s playground cleanliness; 
 Children’s playground cleanliness was previously considered a key strength 

(2014), in addition to track and training centre cleanliness (now a secondary 
strength);  

o Water play centre cleanliness; 
o Fitness and wellness centre change room cleanliness; and 
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o Water play centre change room cleanliness. 

• When assessing the cleanliness of Servus Credit Union Place facilities, the following five (5) 
facilities were calculated as key strengths, facilities rated as being above average in both 
importance and satisfaction: 

o Child-minding centre cleanliness; 
o Fitness and wellness centre cleanliness; 
o Fitness equipment cleanliness; and 
o Overall cleanliness. 

 Overall cleanliness was previously considered a primary area for improvement 
(2014). 

 

Retail Partners  

• When asked which retailers they had purchased items from in the past six months, respondents 
most frequently mentioned Starbucks (68%, comparable to 64% in 2014), followed by Booster 
Juice (63%, a significant increase from 55%).  

• Respondents who made purchases at each retailer were then asked how satisfied they were. At 
least 8 out of 10 respondents were satisfied with each of the retailers:  

o Source for Sports (n=244) – 98% of respondents were satisfied (97% in 2014);  
o Starbucks (n=553) – 98% of respondents were satisfied (99% in 2014); 
o Booster Juice (n=506) – 98% of respondents were satisfied (98% in 2014);  
o Active Physio Works (n=84) – 96% of respondents were satisfied (94% in 2014); and 
o The Skybox Grill (n=247) – 86% of respondents were satisfied (93% in 2014). 

 

Communications 

• Respondents were asked what communication tools they use to get information about Servus 
Credit Union Place. Those respondents most frequently noted:  

o Servus Credit Union Place website (83%, comparable to 82% in 2014); and  
o Servus Credit Union Place Program Guide (65%, comparable to 68% in 2014).  

• There was a significant increase in the percentage of respondents who use the City website (38%, 
versus 22% in 2014). 

• There was a significant decrease in the percentage of respondents who use Servus Place eNews 
(33% versus 65% in 2014) and in facility bulletin boards (24% versus 39% in 2014). 

• Respondents were then asked to rate their level of satisfaction with the overall communication 
they had received from the Servus Credit Union Place over the past year. The vast majority (91%) 
were either very satisfied (31%), satisfied (53%), or somewhat satisfied (7%) – a significant 
decrease from 96% in 2014, though still relatively quite high.   
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2.0 PROJECT BACKGROUND 

Servus Credit Union Place serves the City of St. Albert, the City of Edmonton, and surrounding 

communities with a number of leisure and athletic opportunities, services and programs. The purpose of 

this project was to assess the satisfaction and opinions of customers utilizing the facilities of Servus Credit 

Union Place. 

Similar to the research conducted in 2007, 2008, 2010, 2012, and 2014, specific 2016 project objectives 

are to measure:  

• awareness, value and importance of Servus Place membership benefits  
• usage, satisfaction and importance of Servus Place - services and programs; facility 

feature and attributes; and -drop in and registered programs 
• perceptions regarding the quality of service provided by Servus Place and suggested 

changes or improvements 
• whether our structure of a family membership is reflective of the customer base (new in 

2016) 

This report outlines the results for the 2016 survey of Servus Credit Union Place members and customers, 
with comparisons to data from 2010, 2012 and 2014, where applicable. 

3.0  METHODOLOGY 

All components of the project were designed and executed in close consultation with the City of St. Albert 

(the client).  A detailed description of each task of the project is outlined in the remainder of this section. 

3.1 Project Initiation and Questionnaire Design 

At the outset of the project, all background information relevant to the study was identified and 

subsequently reviewed by Banister Research. The consulting team familiarized itself with the objectives 

of the Client ensuring a full understanding of the issues and concerns to be addressed in the 2016 project. 

The results of this task were an agreement on the research methodology, a detailed work plan and project 

initiation. 

The survey instrument was then designed by Banister Research in close consultation with the client, based 

on the survey instruments used in 2007, 2008, 2010, 2012 and 2014. Once the client reviewed the draft 

survey instrument, revisions were made and the questionnaire was finalized. A copy of the final 

questionnaire is provided in Appendix A.  



City of St. Albert                                                                 
2016 Servus Credit Union Place Customer Service Survey                                                                                Final Report 
 

9 
 

3.2 Survey Population and Data Collection 

The data collection strategy involved email notifications and reminders about the opportunity from 

Banister Research.  

The online survey was active from October 26th to November 13th, 2016, during which time 810 surveys 

were completed. The City of St. Albert was also provided with a generic URL, through which 5 of the 810 

surveys were completed upon request. The final results provide a margin of error no greater than +3.3% 

at the 95% confidence level or 19 times out of 20. 

The content of the 2016 questionnaire was similar to that of previous editions, but some changes were 

made. Differences include: 

• Question removed from the 2016 survey: 

o Can you name any of the corporate sponsors of or within the facility? 
o Using a scale of 1 to 10 where 1 is not at all likely and 10 is extremely likely, please rate 

how likely you are to a.) Continue to use Servus Credit Union Place and b.) Recommend 
Servus Credit Union Place to others.  

o Do you have any suggestions for how Servus Credit Union Place could improve overall?  
o Do you have any additional feedback not already provided in this survey?  

• Membership benefits added to the 2016 survey:  
o Eligibility to participate in all drop-in programs and activities (link to drop-in programs);  
o Access to spontaneous play areas on a first-come, first-served basis (day lockers are 

available);  
o Free use of athletic equipment including volleyballs, basketballs, badminton rackets and 

floor hockey sticks (collateral required - membership card or $5); and  
o A complimentary facility orientation and tour.  

• Questions added to the 2016 survey:  

o Prior to completing this survey, were you aware that each of the following are benefits 

that are included with every annual membership?  
 Eligibility to participate in all drop-in programs & activities (link to drop-in 

programs) 
 Access to spontaneous play areas on a first-come, first-served basis (day lockers 

are available) 
 Free use of athletic equipment including volleyballs, basketballs, badminton 

rackets and floor hockey sticks (collateral required - membership card or $5). 
 Access to affiliate venues including: Fountain Park Recreation Centre, 

Grosvenor Outdoor Pool, Akinsdale and Kinex Arenas 
 A complimentary facility orientation & tour 
 Four (4) complimentary play-for-a-day guest passes per year, per membership 

category 
 15% discount on all registered programs and fitness services at Servus Place 
 15% discount on child-minding punch passes 
 Advanced program registration one week early 
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o Please rate the value you feel you would receive for your money for an annual 

membership.  

o Now that you know more about the benefits of having an annual membership, how likely 

are you to purchase one?  

o Which of the following amenities would you like to see improved or changed? 

 Water play centre 
 Fitness and wellness centre 
 Track and training centre 
 Fitness studios 
 Gymnasium courts  
 Field houses 
 Ice arenas 
 Leisure ice  
 Children’s playground  
 Childminding 
 Other (specify)  

o Of these amenities, which one do you think is the most important, in terms of needing 

improvements or other changes?  

o In what ways do you think this amenity needs improvement or other changes?  

o Are there any other amenities you would like to see offered at Servus Place? 

Caution should be exercised in the interpretation of results as only appropriate 2016 results can be 

compared to previous survey data.  
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3.3 Data Analysis and Project Documentation 

While data was being collected, Banister Research provided weekly written progress reports to the client.  

After the interviews were completed and verified, the lead consultant reviewed the list of different 

responses to each open-ended or verbatim question and then a code list was established. To ensure 

consistency of interpretation, the same team of coders was assigned to this project from start to finish. 

The coding supervisor verified at least 20% of each coder’s work. Once the responses were fully coded 

and entered onto the data file, computer programs were written to check the data for quality and 

consistency.   

Data analysis included cross-tabulation, whereby the frequency and percentage distribution of the results 

for each question were broken down based on respondent characteristics and responses (e.g. gender, 

membership type, household composition, etc.). Statistical analysis included a Z-test to determine if there 

were significant differences in responses between respondent subgroups. Results were reported as 

statistically significant at the 95% confidence level.  

Tabulations of the detailed data tables have been provided under separate cover. It is important to note 

that discrepancies between charts, graphs or tables are due to rounding of the numbers.  

This report provides a summary of findings for the City of St. Albert, 2016 Servus Credit Union Place 

Customer Service Survey with comparisons to results from 2010, 2012, and 2014 where appropriate. It is 

important to note that any discrepancies between charts, graphs or tables are due to rounding of the 

numbers. 
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4.0 STUDY FINDINGS 

Results of the study are presented as they relate to the specific topic areas addressed by the survey. It is 

important to note that respondent satisfaction with specific products or services may entail not only their 

own experiences, but also their perceptions or what they may have seen, heard or read about in terms of 

the services investigated. Respondents may or may not have had any direct experience with the products 

and services examined; therefore, this survey not only provides a measurement of satisfaction, but also 

of the perceived “image” of the quality of service provided by Servus Credit Union Place. The reader 

should note when reading the report that the term significant refers to “statistical significance”.  

4.1 Overall Satisfaction 

The vast majority (94%) of respondents indicated they were very satisfied (25%), satisfied (56%), or 

somewhat satisfied (13%) overall with Servus Credit Union Place, comparable to 2014. See Figure 1, 

below. 

 Figure 1 
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Respondent subgroups significantly more likely to have been satisfied overall with Servus Place included: 

• Those who visit 4 to 11 times per month (96%) versus those who visit 4 times or less (91%);  

• Those who have used registered programs in the past year (97%) versus those who have not (92%); 
and 

• Those who live in Edmonton (98%) versus those who live in St. Albert (93%).  

4.2 Admission Details  

Respondents were asked how they gained admission into Servus Credit Union Place on their most recent 

visit. At least one-third of respondents purchased a day admission (34%, a significant increase from 18% 

in 2014) or accessed using an annual membership (33%, a significant decrease from 47% in 2014) on their 

most recent visit. Ten percent (10%, a significant decrease from 30% in 2014) purchased a monthly 

membership and 5% used a multi-use pass. Refer to Figure 2, below. 

Figure 2 
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Selected Sub-Segment Findings 

Respondent subgroups significantly more likely to have used a day admission pass on their most recent 

visit included: 

• Those who visit less than 4 times (63%) or 4 to 11 times (24%) per month versus those who visit 12 
times or more (10%); 

• Those who most recently visited with family (47%) versus those who visited alone (14%) or with 
friends (21%); 

• Those who have not used drop-in programs in the past year (53%) versus those who have (26%); 

• Those with children in their household (43%) versus those without children (13%); 

• Those without seniors in their household (36%) versus those with seniors (17%); 

• Those aged 16 to 34 (45%) or 35 to 64 (34%) versus those aged 65 and older (15%); 

• Females (36%) versus males (26%); and 

• Those who live in Edmonton (40%) or communities other than St. Albert or Edmonton (45%) versus 
those who live in St. Albert (30%). 

Respondent subgroups significantly more likely to have used a monthly membership pass on their most 

recent visit included: 

• Those with 1 person in their household with a membership (30%) or 2 people (23%) versus those 
with 3 or more people in their household with a membership (10%);  

• Those who visit 12 or more times per month (20%) versus those who visit 4 to 11 times (9%) or less 
than 4 times (3%); 

• Those who most recently visited alone (19%) versus those who visited with family (6%); 

• Those who have not used registered programs in the past year (16%) versus those who have (8%); 

• Those without children in their household (20%) versus those with children (6%); 

• Those with seniors in their household (25%) versus those without seniors (8%); 

• Those aged 65 and older (28%) versus those aged 35 to 64 (9%) or 16 to 34 (8%); 

• Males (15%) versus females (9%); and 

• Those whose household income is less than $100,000 (12%) versus those whose income is between 
$100,000 and less than $150,000 (6%). 
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Respondent subgroups significantly more likely to have used an annual membership pass on their most 

recent visit included: 

• Those with 3 or more people in their household with a membership (90%) versus those with 2 
people (77%) or 1 person (70%) in their household with a membership;  

• Those who visit 4 to 11 times (37%) or 12 times or more (60%) per month versus those who visit 
less than 4 times (7%); 

• Those who most recently visited alone (58%) or with friends (48%) versus those who visited with 
family (19%); 

• Those who have used drop-in programs in the past year (54%) versus those who have not (29%); 

• Those who have used registered programs in the past year (45%) versus those who have not (36%); 

• Those without children in their household (54%) versus those with children (24%); 

• Those with seniors in their household (47%) versus those without seniors (31%); 

• Those aged 65 and older (44%) versus those aged 16 to 34 (27%); 

• Males (44%) versus females (31%); and 

• Those who live in St. Albert (37%) versus those who live in Edmonton (23%) or communities other 
than Edmonton or St. Albert (25%).  

Respondent subgroups significantly more likely to have used a multi-use pass on their most recent visit 

included: 

• Those who visit less than 4 times per month (9%) or 4 to 11 times (8%) versus those who visit 12 
times or more (<1%); 

• Those who most recently visited with friends (12%) versus those who visited with family (5%) or 
alone (5%); 

• Those aged 16 to 34 (9%) versus those aged 35 to 64 (5%); and  

• Those who live in communities other than Edmonton or St. Albert (10%) versus those who live in 
St. Albert (4%).  
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Respondent subgroups significantly more likely to have not paid for admission on their recent visit 

included: 

• Those who visit less than 4 times (18%) or 4 to 11 times (22%) per month versus those who visit 12 
times or more (10%);  

• Those who most recently visited with family (24%) versus those who visited with friends (4%) or 
alone (9%); 

• Those with children in their household (21%) versus those without children (9%); 

• Those without seniors in their household (19%) versus those with seniors (9%); 

• Those aged 35 to 64 (19%) versus those aged 16 to 34 (11%) or 65 and older (10%); and  

• Those whose household income is between $100,000 and less than $150,000 (19%) or $150,000 
or greater (19%) versus those whose income is less than $100,000 (9%). 

Those who recently gained access with paid admission (n=670) were asked what they paid for on their 

most recent visit, or when they obtained their membership. The majority of respondents (60%) paid for 

adults (18 years of age or older), followed by 29% who paid for children (2 to 12 years of age). See Figure 

3, below.  

Figure 3 

 

1%

9%

10%

17%

20%

29%

60%

0% 20% 40% 60% 80% 100%

Not Stated

Youth (3 to 17 years)

Tots (did not pay - were
admitted free)

 Seniors (60+ years)

Family

Children (2 to 12 years)

Adults (18+ years)

Which of the following did you pay for on your visit, or did you pay for when 
you obtained your membership?* **

n=670
Base: Respondents who most recently gained access with paid admission
*New to the 2016 survey 
**Multiple responses



City of St. Albert                                                                 
2016 Servus Credit Union Place Customer Service Survey                                                                                Final Report 
 

17 
 

Next, respondents were told currently, family admission is defined as “2 adults and any children in the 

household under the age of 18” and were asked if this configuration adequately reflects their family or 

household. Over two-thirds of respondents (68%) indicated this reflects their family or household. See 

Figure 4, below.    

Figure 4 
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4.3 Membership Value and Benefits  

Respondents who maintain a membership (n=352) were asked how many people in their household 

currently have a membership to the facility. The majority of respondents (77%) indicated that 1 or 2 

people in the household had a membership. Fifteen percent (15%) of respondents indicated 3 or 4 people 

have memberships, while 8% stated at least 5 people had memberships. Refer to Table 1, below. 

Table 1 
How many people in your household have a membership to the facility  

Base: Respondents who 
have a membership 

Percent of Respondents 
2016 

(n=352) 
2014 

(n=651) 
2012 

(n=601) 
2010 

(n=614) 
1 or 2 people 77 75 77 75 
3 or 4 people 15 18 17 19 
5 people or more 8 5 6 7 
Mean  2.01 people 2.01 people 2.04 people 1.83 people 

Respondents who had a membership at Servus Credit Union Place (n=352) were also asked what type of 

membership they had. The majority of respondents (56%, a significant decrease from 63% in 2014) had 

an individual membership at the facility, followed by 21% who had a corporate membership (a significant 

increase from 15% in 2014) and 18% who had a family membership. See Figure 5, below.  

       Figure 5 
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Selected Sub-Segment Findings 

Respondent subgroups significantly more likely to have an individual membership included: 

• Those who most recently used a monthly membership (71%) versus those who used an annual 
membership (51%); 

• Those with 1 person  in their household with a membership (72%) or 2 people (61%)  versus those 
with 3 or more people (15%) in their household with a membership;  

• Those who most recently visited alone (66%) or with friends (61%) versus those who visited with 
family (39%); 

• Those without children in their household (70%) versus those with children (41%); 

• Those with seniors in their household (75%) versus those without seniors (52%); 

• Those aged 65 and older (75%) versus those aged 35 to 64 (49%); and 

• Those whose household income is less than $100,000 (64%) versus those whose income is between 
$100,000 and less than $150,000 (49%) or $150,000 or greater (45%). 

Respondent subgroups significantly more likely to have a family membership included: 

• Those who most recently used an annual membership (21%) versus those who most recently used 
a monthly membership (8%); 

• Those with 3 or more people  in their household with a membership (62%) versus those with 2 
people (14%) in their household with a membership;  

• Those who most recently visited with family (34%) or friends (17%) versus those who visited alone 
(7%); 

• Those with children in their household (30%) versus those without children (8%); 

• Those without seniors in their household (21%) versus those with seniors (9%); 

• Those aged 35 to 64 (22%) versus those aged 65 and older (9%); and 

• Those whose household income is $150,000 or greater (29%) versus those whose income is less 
than $100,000 (16%). 

Respondent subgroups significantly more likely to have a corporate membership included: 

• Those who most recently used an annual membership (26%) versus those who most recently used 
a monthly membership (5%); 

• Those without seniors in their household (23%) versus those with seniors (10%); 

• Those aged 35 to 64 (24%) versus those aged 65 and older (9%); and 

• Those whose household income is between $100,000 and less than $150,000 (30%) versus those 
whose income is less than $100,000 (17%). 
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A high proportion (93%) of respondents indicated satisfaction (“good”, “very good” or “excellent”) with 

the value for their money with regards to annual memberships, as well as the multi-use pass (91%). See 

Figure 6 below, and Table 2, on the following page. 

Figure 6 

 
  

89%

91%

92%

90%

92%

93%

89%

94%

81%

84%

84%

86%

88%

88%

91%

93%

0% 20% 40% 60% 80% 100%

Day admission** (n=148-271)

Personal Training (n=131-192)

Monthly membership** (n=82-252)

Child minding*** (n=154-156)

Registered programs*** (n=497-531)

Drop-in programs*** (n=458-514)

Multi-Use Pass** (n=28-43)

Annual membership** (n=269-399)

Value Received for Their Money for the Following Progams of Services*

2016 2014
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***Questions were asked to all in 2016. However, these questions were only asked to respondents who paid 
admission to access the facility in 2014 
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Table 2 
Please rate the value you received for your money for the following programs and services 

 

Percent of Respondents 
2016 Mean (out of 6) 

Exc. 
(6) 

Very 
Good 

(5) 

Good 
(4) 

Fair 
(3) 

Poor 
(2) 

Very 
Poor 
(1) 

Don’t 
know/ 

N/A 
2016 2014 2012 2010 

Annual membership 
(n=269)** 32 40 21 6 1 - - 4.96 5.04 4.89 4.79 

Monthly membership 
(n=83)** 33 33 18 13 2 - - 4.80 4.99 4.82 4.67 

Drop-in programs (n=810)*** 15 20 15 5 1 <1 44 4.74 4.98 4.68 4.78 

Multi-Use Pass (n=44)** 25 32 32 9 - - - 4.74 4.86 - - 
Registered programs 
(n=810)*** 17 24 17 6 2 <1 34 4.73 4.85 4.68 4.60 

Personal Training* 
(n=810)*** 5 5 4 2 1 - 84 4.70 5.02 4.70 4.89 

Child minding (n=810)*** 5 6 5 2 1 <1 81 4.68 4.88 4.85 4.55 

Day admission (n=274)** 17 30 33 12 6 <1 - 4.39 4.63 4.56 3.78 
*In 2010 and 2012 surveys, question asked value for “Fitness Services”  
**Questions only asked to those who recently gained access with each type of admission 
***Questions were asked to all in 2016. However, these questions were only asked to respondents who paid admission 

to access the facility in 2014 and 2012  
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Refer to Table 2a and 2b below for previous survey results.  

Table 2a 
Please rate the value you received for your money for the following programs and services 

 

Percent of Respondents 
2014 Mean (out of 6) 

Exc. 
(6) 

Very 
Good 

(5) 

Good 
(4) 

Fair 
(3) 

Poor 
(2) 

Very 
Poor 
(1) 

Don’t 
know/ 

N/A 
2014 

Annual membership (n=399)** 35 41 18 4 2 <1 - 5.04 

Personal Training* (n=827)*** 9 7 4 2 <1 <1 77 5.02 

Monthly membership (n=252)** 35 39 18 6 1 <1 - 4.99 

Drop-in programs (n=827)*** 22 23 13 3 1 1 38 4.98 

Child minding (n=827)*** 6 7 4 1 1 <1 81 4.88 

Multi-Use Pass (n=28)** 36 29 25 7 4 - - 4.86 

Registered programs (n=827)*** 16 25 14 4 1 <1 40 4.85 

Day admission (n=148)** 22 37 31 7 2 2 - 4.63 
*In 2010 and 2012 surveys, question asked value for “Fitness Services”  
**Questions only asked to those who recently gained access with each type of admission 
***Questions were asked to all in 2016. However, these questions were only asked to respondents who paid admission 

to access the facility in 2014 and 2012  

Table 2b 
Please rate the value you received for your money for the following programs and services 

 

Percent of Respondents 
2012 Mean (out of 6) 

Exc. 
(6) 

Very 
Good 

(5) 

Good 
(4) 

Fair 
(3) 

Poor 
(2) 

Very 
Poor 
(1) 

Don’t 
know/ 

N/A 
2012 

Annual membership (n=379)** 31 38 20 8 2 <1 - 4.89 

Child minding (n=777)*** 7 6 5 1 1 <1 81 4.85 

Monthly membership (n=222)** 31 36 20 9 3 1 1 4.82 

Fitness services* (n=777)*** 19 29 18 8 2 <1 24 4.70 

Drop-in programs (n=777)*** 14 21 13 5 2 1 44 4.68 

Registered programs (n=777)*** 14 22 14 7 1 1 41 4.68 

Day admission (n=777)**** 18 27 20 9 3 1 21 4.56 
*In 2014 and 2016, question asked value for “Personal Training”  
**Questions only asked to those who recently gained access with each type of admission 
***Questions were asked to all in 2016. However, these questions were only asked to respondents who paid admission 

to access the facility in 2014 and 2012  
****Day admission was asked to all in 2016 and 2012, but only to those who paid for day admission in 2014.   
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Selected Sub-Segment Findings 

Respondent subgroups significantly more likely to have felt they received “good,” “very good,” or 

“excellent” value for their money for registered programs included: 

• Those who visit 4 to 11 times per month (62%) or 12 or more times (63%) versus those who visit 
less than 4 times (48%); 

• Those who have used drop-in programs in the past year (67%) versus those who have not (49%); 

• Those who have used registered programs in the past year (83%) versus those who have not (36%); 

• Those aged 16 to 34 (65%) versus those aged 65 or older (48%); and 

• Females (60%) versus males (49%). 

Respondent subgroups significantly more likely to have felt they received “good,” “very good,” or 

“excellent” value for their money for drop-in programs included: 

• Those who most recently used an annual membership (66%) versus those who used a monthly 
membership (52%) or a day admission pass (42%); 

• Those who visit 4 to 11 times or more per month (52%) or 12 or more times (63%) versus those 
who visit less than 4 times (38%); 

• Those who most recently visited alone (58%) or with friends (63%) versus those who visited with 
family (44%); 

• Those who have used drop-in programs in the past year (83%) versus those who have not (28%); 

• Those who have used registered programs in the past year (61%) versus those who have not (47%); 

• Those without children in their household (59%) versus those with children (46%); and  

• Those who live in St. Albert (53%) versus those who live in Edmonton (43%) or communities other 
than St. Albert or Edmonton (39%).  

Respondent subgroups significantly more likely to have felt they received “good,” “very good,” or 

“excellent” value for their money for child-minding included: 

• Those with 3 or more people  in their household with a membership (38%)  versus those with 2 
people (14%)  or 1 person (10%) in their household with a membership;  

• Those who most recently visited with family (20%) versus those who visited alone (10%); 

• Those who have used drop-in programs in the past year (22%) versus those who have not (14%); 

• Those who have used registered programs in the past year (22%) versus those who have not (14%); 

• Those with children in their household (22%) versus those without children (4%); 

• Those without seniors in their household (18%) versus those with seniors (7%); 

• Those aged 16 to 34 (31%) versus those aged 35 to 64 (15%) or 65 or older (8%); and 

• Females (18%) versus males (11%). 
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Respondent subgroups significantly more likely to have felt they received “good,” “very good,” or 

“excellent” value for their money for personal training included: 

• Those who most recently used a monthly membership (19%) or an annual membership (20%) 
versus those who used a day admission pass (10%); 

• Those who visit 12 or more times per month (21%) versus those who visit 4 to 11 times (11%) or 
less than 4 times (10%); 

• Those who most recently visited alone (21%) versus those who visited with family (11%) or friends 
(10%); 

• Those who have used drop-in programs in the past year (19%) versus those who have not (12%); 

• Those who have used registered programs in the past year (19%) versus those who have not (12%); 

• Those without children in their household (20%) versus those with children (11%); 

• Those with seniors in their household (22%) versus those without seniors (13%); and 

• Those aged 65 or older (23%) versus those aged 35 to 64 (12%).  
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4.4 Annual Membership Benefits  

Next, annual members (n=269) were asked to rank their perceived value and importance levels with a 

number of benefit features of their membership. Mapping the responses identifies priority areas for 

improvement and key strengths: 

• Higher importance and lower value, primary areas perceived as needing improvement; 

• Higher importance and higher value, key facility strengths; 

• Lower importance and higher value, secondary facility strengths; and 

• Lower importance and lower value, secondary areas perceived as needing improvement. 

Respondents provided their impressions of the perceived value of and importance of the six Servus Credit 

Union Place annual membership benefits investigated (using a scale of 1 to 6). Respondents’ importance 

and value ratings were plotted on grids whereby the axes intercepted at the average importance rating 

(mean=4.59) and the average value rating (mean=5.09) across all ten membership benefits measured. 

Figure 5 maps each benefit with respect to the average importance rating and average value rating.   

First, the membership benefit placed in the upper left quadrant is of above average importance, but below 

average value. This is the benefit considered the primary area of improvement for Servus Place, which 

was 2) Eligibility to participate in all drop-in programs and activities.  

Second, the membership benefits which fell into the lower left quadrant is considered lower than average 

in both importance and value. While at this time, the value of these benefits is lower than average they 

are also not considered as important as other elements investigated and consequently should be 

considered secondary areas of improvement. The benefits within this quadrant include: 

• 3) Access to spontaneous play areas on a first-come, first-served basis;  

• 4) Free use of athletic equipment including volleyballs, basketballs, badminton rackets and floor 
hockey sticks; and 

• 6). A complementary facility orientation and tour. 

Third, when assessing the Servus Credit Union Place membership benefits investigated, the following were 

calculated as key strengths, being above average in both value and importance:  

• 5) Access to affiliate venues;  

• 7) Four (4) complementary Play for a Day guest passes per year, per membership category;  

• 8) 15% discount on all registered programs at fitness services; and  

• 10) Advance registration for programs.  
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Maintaining the value of these benefits will be important, as they are viewed as highly important or critical 

to members. 

Last, the facility membership benefits which fell into the lower right quadrant and are currently perceived 

as lower than average in importance, but higher than average in value were:  

• 1) Convenience of making monthly payments; and  

• 9) 15% off child-minding punch passes. 

While respondents feel these benefits are valuable, the importance placed on them is low in comparison 

to others evaluated; these are considered secondary strengths.  

At this time these membership benefits should be considered the least important area in which 

improvement should be focused; nevertheless, maintaining the value of this benefit so that it does not 

become perceived as an area of concern or discontent in the future is critical.  

See Figure 7, below. 

Figure 7 

 
Note: Axes set at 5.09 mean value rating and 4.59 mean importance rating 
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Table 3, below, outlines the mean importance and value ratings for each of the ten Servus Place annual 

membership benefits investigated.  

Table 3 
Average Satisfaction and Importance Ratings of Servus Credit Union Place Annual Membership 

Benefits 

Base: Respondents who have an annual membership 
Annual Membership Benefits: 

Mean Ratings* 
(out of 6) 
(n=269) 

Value Importance 
1. Convenience of making monthly payments 5.40 4.27 
2. Eligibility to participate in all drop-in programs & activities** 5.04  5.24 
3. Access to spontaneous play areas on a first-come, first-served 
basis**  4.77 4.51 

4. Free use of athletic equipment including volleyballs, 
basketballs, badminton rackets and floor hockey sticks**  4.93 4.19 

5. Access to affiliate venues *** 5.31 5.09 
6. A complementary facility orientation & tour** 4.41 3.12 
7. Four (4) complementary Play for a Day guest passes per year, 
per membership category**** 5.28  4.96 

8. 15% discount on all registered programs  5.16 5.19 
9. 15% off child-minding punch passes 5.18 4.33 
10. Advance registration for programs 5.41 5.02 
Overall Mean 5.09 4.59 

 *1=very poor/not at all important and 6=excellent/extremely important 
**New to the 2016 survey  
***In 2014, this was called “Access to other City owned recreation facilities” 
****In 2014, this was called “Four (4) complementary Play for a Day guest passes for annual members  
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For a breakdown of responses, including comparisons to 2014, see Figures 8 and 9, and Tables 4 and 5 below, and continued on the following 

page.  

Figure 8 
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Base: Those who recently gained access with an annual membership (excludes don't know responses) 
*Respondents who rated the value for their money as 'good', 'very good' or 'excellent'
**New to the 2016 Survey 
***In 2014, this was called “Access to other City owned recreation facilities”
****In 2014, this was called “Four (4) complementary Play for a Day guest passes for annual members
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Figure 9 
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**New to the 2016 Survey 
***In 2014, this was called “Access to other City owned recreation facilities”
****In 2014, this was called “Four (4) complementary Play for a Day guest passes for annual members
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Table 4 
What value for your money do you receive for the following benefits of your membership? 

Base: Respondents who have an annual 
membership 

Percent of Respondents  
2016 (n=269) 
2014 (n=399) 

Exc. 
(6) 

Very Good 
(5) 

Good 
(4) 

Fair 
(3) 

Poor 
(2) 

Very Poor 
(1) 

Don’t 
Know 
N/A 

2016
Mean 

2014 
Mean 

‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 

Advance registration for programs 45 32 15 19 12 11 1 4 <1 <1 - 1 26 34 5.41 5.17 
Convenience of making monthly 
payments 25 28 12 12 5 6 - 1 1 - <1 1 58 52 5.40 5.37 

Access to affiliate venues** 44 52 23 22 12 7 1 1 <1 <1 1 - 19 18 5.31 5.52 
Four (4) complementary Play for a Day 
guest passes per year, per membership 
category*** 

54 50 24 23 13 13 3 6 2 3 1 2 3 5 5.28 5.12 

15% off child-minding punch passes 14 13 6 6 5 3 <1 2 1 - - <1 73 77 5.18 5.25 
15% discount on registered programs 39 38 24 20 14 9 3 4 <1 1 1 1 19 28 5.16 5.21 
Eligibility to participate in all drop-in 
programs & activities* 39 - 24 - 19 - 4 - 2 - 1 - 12 - 5.04 - 

Free use of athletic equipment including 
volleyballs, basketballs, badminton 
rackets and floor hockey sticks* 

20 - 15 - 10 - 5 - 1 - <1 - 49 - 4.93 - 

Access to spontaneous play areas on a 
first-come, first-served basis* 16 - 23 - 17 - 6 - 1 - - - 36 - 4.77 - 

A complementary facility orientation & 
tour* 12 - 8 - 9 - 4 - 3 - 2 - 63 - 4.41 - 

*New to the 2016 survey  
** In 2014, this was called “Access to other City owned recreation facilities” 
*** In 2014, this was called “Four (4) complementary Play for a Day guest passes for annual members 
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Table 5 
Please rate how important the following benefits of your annual membership are to you. 

Base: Respondents who have an 
annual membership 

Percent of Respondents  
2016 (n=269) 
2014 (n=399)  

Extremely 
Important 

(6) 
(5) (4) (3) (2) 

Not at all 
important 

(1) 

Don’t Know 
N/A 2016 

Mean 
2014 
Mean 

‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 

Eligibility to participate in all drop-in 
programs & activities* 54 - 22 - 9 - 6 - 1 - 2 - 6 - 5.24 - 

15% discount on registered programs 54 38 21 26 9 10 5 8 2 3 3 4 7 12 5.19 4.89 
Access to affiliate venues** 48 50 22 18 12 12 4 5 3 3 3 3 8 10 5.09 5.09 
Advance registration for programs 45 25 23 24 9 16 5 7 4 6 3 7 10 16 5.02 4.41 
Four (4) complementary Play for a Day 
guest passes per year, per 
membership category*** 

41 32 28 27 18 17 7 10 3 6 1 6 3 4 4.96 4.54 

Access to spontaneous play areas on a 
first-come, first-served basis* 25 - 25 - 13 - 6 - 4 - 7 - 22 - 4.51 - 

15% off child-minding punch passes 23 14 7 4 3 4 2 2 1 1 12 12 53 63 4.33 3.83 
Convenience of making monthly 
payments 24 28 16 10 4 7 3 4 4 4 12 11 38 37 4.27 4.31 

Free use of athletic equipment 
including volleyballs, basketballs, 
badminton rackets and floor hockey 
sticks* 

19 - 20 - 18 - 9 - 7 - 7 - 20 - 4.19 - 

A complementary facility orientation & 
tour* 11 - 8 - 13 - 11 - 14 - 19 - 24 - 3.12 - 

*New to the 2016 survey  
** In 2014, this was called “Access to other City owned recreation facilities” 
*** In 2014, this was called “Four (4) complementary Play for a Day guest passes for annual members 
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Selected Sub-Segment Findings  

Respondent subgroups significantly more likely to have felt they received “good,” “very good,” or 

“excellent” value for their money for the convenience of making monthly payments included: 

• Those with 3 or more people  in their household with a membership (53%)  versus those with 1 
person (36%) in their household with a membership;  

• Those with children in their household (51%) versus those without children (30%); 

• Those without seniors in their household (45%) versus those with seniors (21%); and 

• Those aged 35 to 64 (48%) versus those aged 65 and older (17%).  

Respondent subgroups significantly more likely to have felt they received “good,” “very good,” or 

“excellent” value for their money for the eligibility to participate in all drop-in programs and activities 

included: 

• Those who have used drop-in programs in the past year (94%) versus those who have not (64%); 

• Those who have used registered programs in the past year (88%) versus those who have not (76%); 

• Those aged 16 to 34 (92%) versus those aged 65 and older (71%); and  

• Females (86%) versus males (73%).  

Respondent subgroups significantly more likely to have felt they received “good,” “very good,” or 

“excellent” value for their money for access to spontaneous play areas on a first-come, first-served basis 

included: 

• Those with 3 or more people  in their household with a membership (73%) versus those with 1 
person (47%) in their household with a membership;  

• Those who most recently visited with family (70%) versus those who visited alone (49%);   

• Those with children in their household (73%) versus those without children (41%); 

• Those without seniors in their household (60%) versus those with seniors (43%); and  

• Those aged 16 to 34 (74%) versus those aged 35 to 64 (56%) or 65 or older (43%).  

Respondent subgroups significantly more likely to have felt they received “good,” “very good,” or 

“excellent” value for their money for free use of athletic equipment including volleyballs, basketballs, 

badminton rackets and floor hockey sticks included: 

• Those with 3 or more people  in their household with a membership (58%) versus those with 1 
person (36%) in their household with a membership;  

• Those who most recently visited with family (54%) versus those who visited alone (37%);   

• Those with children in their household (55%) versus those without children (35%); 

• Those without seniors in their household (49%) versus those with seniors (25%); and 
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• Those aged 16 to 34 (53%) or aged 35 to 64 (48%) versus those aged 65 or older (23%). 

Respondent subgroups significantly more likely to have felt they received “good,” “very good,” or 

“excellent” value for their money for access to affiliate venues included: 

• Those with 3 or more people  in their household with a membership (89%) versus those with 1 
person (73%) in their household with a membership;  

• Those who visit 4 to 11 times per month (84%) versus those who visit 12 or more times (73%); 

• Those who most recently visited with family (89%) versus those who visited alone (74%) or with 
friends (73%);   

• Those with children in their household (88%) versus those without children (70%); 

• Those without seniors in their household (84%) versus those with seniors (52%); and  

• Those aged 16 to 34 (87%) or 35 to 64 (83%) versus those aged 65 and older (46%).  

Those aged 35 to 64 (32%) were significantly more likely to have felt they received “good,” “very good,” 

or “excellent” value for their money for a complimentary facility orientation and tour versus those aged 

16 to 34 (13%).  

Respondent subgroups significantly more likely to have felt they received “good,” “very good,” or 

“excellent” value for their money for 15% off all registered programs and fitness services included: 

• Those who have used drop-in programs in the past year (82%) versus those who have not (67%); 

• Those who have used registered programs in the past year (89%) versus those who have not (63%); 

• Those aged 16 to 34 (90%) versus those aged 35 to 64 (75%) or 65 and older (71%); and 

• Females (80%) versus males (67%).  

Respondent subgroups significantly more likely to have felt they received “good,” “very good,” or 

“excellent” value for their money for 15% off child-minding punch passes included: 

• Those with 3 or more people  in their household with a membership (45%) versus those with 1 
person (17%) or 2 people (21%) in their household with a membership;  

• Those who most recently visited with family (42%) versus those who visited alone (16%) or with 
friends (21%); 

• Those with children in their household (50%) versus those without children (2%); 

• Those without seniors in their household (31%) versus those with seniors (2%); 

• Those aged 16 to 34 (53%) versus those aged 35 to 64 (26%); 

• Females (30%) versus males (15%);  

• Those who live in Edmonton (42%) versus those who live in St. Albert (21%); and  

• Those whose household income is $150,000 or greater (39%) versus those whose income is 
between $100,000 and less than $150,000 (22%). 
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Respondent subgroups significantly more likely to have felt they received “good,” “very good,” or 

“excellent” value for their money for advanced program registration one week early included: 

• Those with 3 or more people  in their household with a membership (82%) versus those with 1 
person (67%) in their household with a membership; 

• Those who have used drop-in programs in the past year (82%) versus those who have not (58%); 

• Those who have used registered programs in the past year (86%) versus those who have not (58%); 

•  Those with children in their household (79%) versus those without children (65%); 

• Those without seniors in their household (75%) versus those with seniors (57%); 

• Those aged 16 to 34 (79%) or 35 to 64 (76%) versus those aged 65 or older (54%); and  

• Females (77%) versus males (60%). 

 

Next, those who did not have an annual membership (n=541) were provided with a list of benefits that 

were included with every annual membership and were asked if they were aware of each benefit.  

The majority of respondents were aware of the following benefits:  

• Eligibility to participate in all drop-in programs and activities (84%); and  

• Access to spontaneous play areas on a first-come, first-served basis (73%). 

Conversely, less than half of respondents were aware of the following benefits:  

• Advanced program registration one week early (48%);  

• 15% discount on all registered programs (47%);  

• A complimentary facility orientation and tour (47%);  

• Four (4) complimentary play-for-a-day guest passes per year, per membership category (43%); 

and  

• 15% discount on child-minding punch passes (35%).  

See Figure 10, on the following page.
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      Figure 10 
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Were you aware that each of the following are benefits that are included with every annual membership?* ** 

n=541
Base: Respondents who recently gained access with admission other than an annual membership 
*New to the 2016 survey
**Respondents who indicated they were aware of each benefit 



City of St. Albert                                                              Stakeholder Survey Results 
2016 Servus Credit Union Place Customer Service Survey                                                                                Final Report 
 

36 
 

Selected Sub-Segment Findings  

Respondent subgroups significantly more likely to be aware of the eligibility to participate in all drop-in 

programs and activities included: 

• Those who most recently used a monthly membership (94%) versus those who used a day 
admission pass (82%); 

• Those who visit 12 or more times per month (93%) versus those who visit less than 4 times (82%); 

• Those who have used drop-in programs in the past year (90%) versus those who have not (81%); 

• Those aged 35 to 64 (85%) or 65 or older (91%) versus those aged 16 to 34 (77%);  

• Those who live in St. Albert (87%) versus those who live in Edmonton (77%); and  

• Those whose household income is $150,000 or greater (87%) versus those whose income is 
$100,000 or less (77%). 

Those who live in St. Albert (78%) were significantly more likely to be aware of access to spontaneous play 

areas on a first-come, first-served basis versus those who live in communities other than St. Albert or 

Edmonton (60%). 

Respondent subgroups significantly more likely to be aware of the free use of athletic equipment including 

volleyballs, basketballs, badminton rackets, and floor hockey sticks included: 

• Those who visit 4 to 11 times per month (71%) versus those who visit less than 4 times (61%); 

• Males (77%) versus females (63%); and  

• Those who live in St. Albert (67%) versus those who live in communities other than St. Albert or 
Edmonton (53%). 

Those who live in St. Albert (64%) were significantly more likely to be aware of access to affiliate venues 
versus those who live in Edmonton (41%) or communities other than St. Albert or Edmonton (38%).  

Respondent subgroups significantly more likely to be aware of the complimentary facility orientation and 

tour included: 

• Those who visit 12 or more times per month (56%) versus those who visit less than 4 times (44%); 

• Those who most recently visited alone (58%) versus those who visited with family (45%); 

• Those who live in St. Albert (49%) or Edmonton (48%) versus those who live in communities other 
than St. Albert or Edmonton (32%); and  

• Those whose household income is between $100,000 and $150,000 (52%) versus those whose 
income is $100,000 or less (38%). 

 

  



City of St. Albert                                                              Stakeholder Survey Results 
2016 Servus Credit Union Place Customer Service Survey                                                                                Final Report 
 

37 
 

Respondent subgroups significantly more likely to be aware of the four (4) play-for-a-day guest passes 

per year, per membership category included: 

• Those who live in St. Albert (48%) versus those who live in Edmonton (35%) or communities other 
than St. Albert or Edmonton (34%); and  

• Those whose household income is between $100,000 and $150,000 (53%) versus those whose 
income is $100,000 or less (37%). 

Respondent subgroups significantly more likely to be aware of the 15% discount on all registered 

programs and fitness services included: 

• Those who most recently visited alone (55%) versus those who visited with family (44%); 

• Those who have used registered programs in the past year (56%) versus those who have not (41%); 
and  

• Those whose household income is between $100,000 and $150,000 (58%) versus those whose 
income is $100,000 or less (39%). 

Those whose household income is between $100,000 and $150,000 (44%) were significantly more likely to 

be aware of the 15% discount on child-minding punch passes versus those whose income is $100,000 or 

less (30%). 

Respondent subgroups significantly more likely to be aware of advanced program registration one week 

early included: 

• Those who have used drop-in programs in the past year (58%) versus those who have not (44%); 

• Those who have used registered programs in the past year (64%) versus those who have not (39%); 
and 

• Those who live in St. Albert (47%) or Edmonton (62%) versus those who live in communities other 
than St. Albert or Edmonton (31%).  
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Next, those who did not have an annual membership (n=541) were asked to rate the value they believed 

they would receive for their money for an annual membership knowing that it includes the benefits stated 

above.  The majority of respondents (78%) rated the value as “good”, “very good”, or “excellent”. See 

Figure 11, below.  

Figure 11 
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Please rate the value you feel you would receive for your money for an annual 
membership, knowing that it includes the following benefits*  

n=541
Base: Respondents who recently gained access with admission other than an annual membership 
*New to the 2016 survey
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Those who did not have an annual membership (n=541) were asked how likely they were to purchase an 

annual membership, now that they were aware of the benefits associated with an annual membership 

using a 1 to 6 scale where 1 meant “not at all likely” and 6 meant “very likely.” Twenty-one percent (21%) 

were likely to purchase an annual membership (ratings of 4 to 6 out of 6), while 69% were not likely 

(ratings of 1 to 3 out of 6). See Figure 12, below.  

Figure 12 

 

 Selected Sub-Segment Findings  

Those who visit 4 to 11 times per month (25%) were significantly more likely to purchase an annual 

membership (ratings of 4 to 6 out of 6) versus those who visit less than 4 times (16%).  
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Respondents were then asked what other benefits they would like to see as part of their membership. 

The majority of respondents (73%) indicated there were no other benefits that they could think of. 

Respondents who offered suggestions (26%) most frequently stated additional or larger discounts (5% of 

all respondents). See Table 6, below. 

Table 6 
Are there any other benefits you would like to see as part of your annual membership? 

Base: Respondents who have an annual membership  
Percent of Respondents 

(n=810) 

None/no other benefits 73 

Yes (specify)* 26 

Discounts with membership/more discounts/larger discounts 5 

Programs offered to members only/preferred registration for 
members/priority on drop-in classes 2 

More available drop-in classes 2 

Less expensive registered programs/less expensive renewal process 2 

Flexible access to classes (morning/evening) 2 

Increased availability of childminding services 2 

More diverse program offering/new variety available  1 

Larger shower room/changing room  1 

Orientation/fitness training 1 

Reduced fee for St. Albert residents/higher fee for out of town user 1 

More available equipment/machines  1 

Discount should apply at other facilities in St. Albert  1 

Increase number of free passes 1 

Free drop-in classes/fitness classes 1 

Increased lane swimming hours  1 

Extensions to members when they cannot attend/put membership “on hold” 1 

Better price (in general)  1 

Improve children’s play area to include more things  1 

Towel rental/towel service  1 

More enforcement of cleanliness rules 1 

Other (less than 1% of responses) 5 

Don’t Know/Not Stated 1 
*Multiple Mentions 
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4.5 Facility Usage 

Respondents were asked how often they visit Servus Credit Union Place in a given month. Twenty-two 

percent (22%) each make 11 to 20 visits per month (a significant decrease from 41% in 2014) or 1 to 2 

visits (a significant increase from 10% in 2014). See Figure 13, below. 

 Figure 13 

 

Selected Sub-Segment Findings  

Respondent subgroups significantly more likely to visit Servus Place less than once per month included: 

• Those who most recently used a day admission pass (4%) or a monthly membership (6%) versus 
those who used an annual membership (<1%); and 

• Those who have not used drop-in programs in the past year (4%) versus those who have (1%). 
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Respondent subgroups significantly more likely to visit Servus Place 1 to 2 times per month included: 

• Those who most recently used a day admission pass (44%) versus those who used an annual 
membership (5%); 

• Those who most recently visited with family (31%) versus those who visited alone (7%) or with 
friends (10%); 

• Those who have not used drop-in programs in the past year (33%) versus those who have (11%); 

• Those who have not used registered programs in the past year (28%) versus those who have (17%); 

• Those with children in their household (28%) versus those without children (7%); 

• Those without seniors in their household (23%) versus those with seniors (8%); 

• Those aged 16 to 34 (27%) or 35 to 64 (22%) versus those aged 65 and older (6%);  

• Those who live in Edmonton (29%) or communities other than Edmonton or St. Albert (30%) versus 
those who live in St. Albert (19%); and  

• Those whose household income is between $100,000 and less than $150,000 (26%) versus those 
whose income is $150,000 or greater (17%). 

Respondent subgroups significantly more likely to visit Servus Place 3 to 5 times per month included: 

• Those who most recently used a day admission pass (22%) versus those who used an annual 
membership (14%); 

• Those who most recently visited with family (24%) versus those who visited alone (13%); 

• Those with children in their household (23%) versus those without children (12%); 

• Those without seniors in their household (21%) versus those with seniors (12%); 

• Those aged 16 to 34 (25%) versus those aged 65 and older (11%); and 

• Females (22%) versus males (13%). 

Respondent subgroups significantly more likely to visit Servus Place 6 to 10 times per month included: 

• Those who most recently used an annual membership (26%) or a monthly membership (17%) 
versus those who used a day admission pass (9%); 

• Those who most recently visited alone (22%) or with friends (27%) versus those who visited with 
family (16%); 

• Those who have used drop-in programs in the past year (21%) versus those who have not (14%); 

• Those without children in their household (24%) versus those with children (17%);and 

• Those whose household income is $150,000 or greater (27%) versus those whose income is less 
than $100,000 (14%). 
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Respondent subgroups significantly more likely to visit Servus Place 11 to 20 times per month included: 

• Those who most recently used a monthly (42%) or annual (45%) membership versus those who 
used a day admission pass (3%); 

• Those who visit 12 times or more per month (76%) versus those who visit 4 to 11 times (<1%); 

• Those who most recently visited alone (38%) or with friends (33%) versus those who visited with 
family (12%); 

• Those who have used drop-in programs in the past year (35%) versus those who have not (16%); 

• Those without children in their household (38%) versus those with children (15%); 

• Those with seniors in their household (38%) versus those without seniors (20%); 

• Those aged 65 and older (42%) versus those aged 16 to 34 (18%) or 35 to 64 (20%); and 

• Males (31%) versus females (20%). 

Respondent subgroups significantly more likely to visit Servus Place more than 20 times per month 

included: 

• Those who most recently used a monthly (7%) or annual (7%) membership versus those who used 
a day admission pass (<1%); 

• Those who most recently visited alone (8%) versus those who visited with family (2%) or friends 
(2%); 

• Those who have used drop-in programs in the past year (6%) versus those who have not (2%); 

• Those without children in their household (7%) versus those with children (2%); and 

• Males (7%) versus females (3%). 
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Next, respondents were asked if they typically visited the facility alone or with someone else. Sixty percent 

(60%) of respondents indicated they visited the facility with family. Twenty-eight percent (28%) of 

respondents visited the facility alone while 11% stated that they typically visited with friends. See Figure 

14, below. 

             Figure 14 

 

Selected Sub-Segment Findings  

Respondent subgroups significantly more likely to have visited the facility alone included: 

• Those who most recently used a monthly (53%) or annual (49%) membership versus those who 
used a day admission pass (11%); 
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Respondent subgroups significantly more likely to have visited the facility with family included: 

• Those who most recently used a day admission pass (82%) versus those who used a monthly 
membership (35%) or an annual membership (35%); 

• Those with 2 people (45%) or 3 people or more (66%) in their household with a membership versus 
those with 1 person (15%);  

• Those who visit less than 4 times per month (80%) versus those who visit 4 to 11 times (60%) or 12 
times or more (35%); 

• Those who have not used drop-in programs in the past year (64%) versus those who have (44%); 

• Those with children in their household (77%) versus those without children (19%); 

• Those without seniors in their household (63%) versus those with seniors (30%); 

• Those aged 16 to 34 (69%) or 35 to 64 (62%) versus those aged 65 and older (29%);  

• Females (62%) versus males (52%);  

• Those who live in communities other than St. Albert or Edmonton (70%) versus those who live in 
St. Albert (57%); and  

• Those whose household income is between $100,000 and less than $150,000 (67%) versus those 
whose income is less than $100,000 (54%). 

Respondent subgroups significantly more likely to have visited the facility with friends included: 

• Those who most recently used an annual membership (16%) versus those who used a day 
admission pass (7%); 

• Those with 1 person in their household with a membership (19%) versus those with 2 people (10%);  

• Those who visit 4 to 11 times (14%) or 12 times or more per month (14%) versus those who visit 
less than 4 times (6%); 

• Those who have used drop-in programs in the past year (19%) versus those who have not (7%); 

• Those without children in their household (18%) versus those with children (8%); and  

• Females (13%) versus males (6%). 
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Next, respondents were asked which amenities of the facility they used most often. Respondents most 

frequently indicated they used the water play centre (56%), followed by the track and training centre 

(43%). See Table 7, below. 

Table 7 
Which amenities of the facility did you use most often?* 

 

Percent of Respondents** 

2016  
(n=810)  

2014 
(n=846) 

2012 
(n=777) 

Water play centre  56 29 34 

Track and training centre  43 40 36 

Fitness/wellness centre 39 57 62 

Children's playground 29 9 10 

Fitness studios 21 16 16 

Ice arenas  16  - 1 

Gymnasium courts  12 6 10 

Leisure Ice 12 3 2 

Field houses 11 - - 

Childminding  7 6 7 

Registered program (unspecified)  1 - <1 

Fountain Park Pool  1 <1 - 

Pool  1 <1 1 

Refreshments/food (e.g., Starbucks, Booster Juice, Skygrill) 1 1 2 

Class/program (unspecified)  1 - - 

Summer/day camp  1 - - 

Spectator at event  1 - - 

Other (less than 1% of responses in 2016)  2 - - 

Don’t Know/Not Stated/Not Applicable 1 - 1 
*In previous iterations of the survey, respondents were asked about their most recent visit. Therefore, use caution  
when comparing results to previous survey years.  
**Multiple Responses  
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Selected Sub Segment Findings  

Respondent subgroups significantly more likely to have used the Water Play Centre most often included: 

• Those who most recently used a day admission pass (82%) versus those who used a monthly pass 
(37%) or an annual membership (44%);  

• Those with 3 or more people in their household with a membership (74%) versus those with 2 
people (40%) or 1 person (29%);  

• Those who visit less than 4 times (76%) or 4 to 11 times (55%) per month versus those who visit 12 
times or more (35%);  

• Those who most recently visited with family (74%) versus those who visited alone (27%) or with 
friends (39%);  

• Those who have not used drop-in programs in the past year (69%) versus those who have (49%); 

• Those with children in their household (70%) versus those without children (26%); 

• Those without seniors in their household (58%) versus those with seniors (41%); 

• Those aged 16 to 34 (78%) or 35 to 64 (54%) versus those aged 65 or older (39%);  

• Females (59%) versus males (46%);   

• Those who live in Edmonton (64%) or communities other than Edmonton or St. Albert (67%) versus 
those who live in St. Albert (53%); and  

• Those whose household income is less than $100,000 (65%) versus those whose income is 
$150,000 or greater (54%). 

Respondent subgroups significantly more likely to have used the Fitness/Wellness Centre most often 

included: 

• Those who most recently used a monthly (55%) or annual (72%) membership versus those who 
used a day admission pass (16%); 

• Those who visit 4 to 11 times per month (42%) or 12 times or more (62%) versus those who visit 
less than 4 times (16%); 

• Those who most recently visited alone (72%) or with friends (58%) versus those who visited with 
family (21%); 

• Those who have used drop-in programs in the past year (57%) versus those who have not (35%); 

• Those without children in their household (67%) versus those with children (27%); 

• Those with seniors in their household (53%) versus those without seniors (38%);  

• Those aged 65 and older (53%) versus those aged 35 to 64 (39%) or 16 to 34 (31%); and 

• Males (55%) versus females (35%).  

  



City of St. Albert                                                              Stakeholder Survey Results 
2016 Servus Credit Union Place Customer Service Survey                                                                                Final Report 
 

48 
 

Respondent subgroups significantly more likely to have used the track and training centre most often 

included: 

• Those who most recently used a monthly (69%) or annual (74%) membership versus those who 
used a day admission pass (20%); 

• Those who visit 4 to 11 times per month (43%) or 12 times or more (69%) versus those who visit 
less than 4 times (20%); 

• Those who most recently visited alone (71%) or with friends (63%) versus those who visited with 
family (27%); 

• Those who have used drop-in programs in the past year (63%) versus those who have not (37%); 

• Those without children in their household (68%) versus those with children (33%); 

• Those with seniors in their household (68%) versus those without seniors (40%);  

• Those aged 65 or older (67%) versus those aged 35 to 64 (42%) or 16 to 34 (36%);  

• Males (59%) versus females (39%); and  

• Those who live in St. Albert (46%) versus those who live in Edmonton (36%).  

Respondent subgroups significantly more likely to have used the Fitness Studios most recent often 

included: 

• Those who most recently used a monthly (24%) or annual (38%) membership versus those who 
used a day admission pass (9%); 

• Those who visit 12 times or more per month (38%) versus those who visit 4 to 11 times per month 
(18%) or less than 4 times (8%); 

• Those who most recently visited alone (35%) or with friends (40%) versus those who visited with 
family (10%); 

• Those who have used drop-in programs in the past year (41%) versus those who have not (8%); 

• Those who have used registered programs in the past year (33%) versus those who have not (16%); 

• Those without children in their household (37%) versus those with children (13%); 

• Females (23%) versus males (13%); and  

• Those who live in St. Albert (23%) versus those who live in communities other than St. Albert or 
Edmonton (11%).  
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Respondent subgroups significantly more likely to have used the Gymnasium Courts most often included: 

• Those with 2 people (17%) or 3 people or more (23%) in their household with a membership versus 
those with 1 person (6%);  

• Those who most recently visited with family (13%) or friends (19%) versus those who visited alone 
(8%); 

• Those who have used drop-in programs in the past year (18%) versus those who have not (7%); 
and  

• Those whose household income is between $100,000 and less than $150,000 (15%) versus those 
whose income is $150,000 or greater (8%). 

Respondent subgroups significantly more likely to have used the Field House most often included: 

• Those who visit 4 to 11 times per month (15%) or 12 times or more (11%) versus those who visit 
less than 4 times (6%); 

• Those who most recently visited with family (13%) versus those who visited alone (5%); 

• Those who have used drop-in programs in the past year (10%) versus those who have not (4%); 

• Those with children in their household (13%) versus those without children (5%); and  

• Those whose household income is between $100,000 and less than $150,000 (12%) or $150,000 
or greater (15%) versus those whose income is less than $100,000 (3%). 

Respondent subgroups significantly more likely to have used the Ice Arenas most often included: 

• Those with 3 people or more (17%) in their household with a membership versus those with 1 
person (5%);  

• Those who visit 4 to 11 times per month (21%) versus those who visit less than 4 times (13%); 

• Those who most recently visited with family (22%) versus those who visited alone (6%) or with 
friends (11%);  

• Those with children in their household (21%) versus those without children (7%);  

• Those without seniors in their household (18%) versus those with seniors (5%); 

• Those aged 35 to 64 (20%) versus those aged 65 and older (5%) or 16 to 34 (10%); 

• Those who live in St. Albert (19%) versus those who live in Edmonton (9%); and  

• Those whose household income is between $100,000 and less than $150,000 (19%) or $150,000 
or greater (22%) versus those whose income is less than $100,000 (9%). 
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Respondent subgroups significantly more likely to have used the Leisure Ice most often included: 

• Those who most recently used a day admission pass (16%) versus those who used a monthly 
membership (6%); 

• Those with 3 people or more (26%) in their household with a membership versus those with 2 
people (4%) or 1 person (6%);  

• Those who visit less than 4 times per month (16%) versus those who visit 12 times or more (8%); 

• Those who most recently visited with family (16%) or friends (10%) versus those who visited alone 
(4%);  

• Those with children in their household (15%) versus those without children (3%);  

• Those without seniors in their household (12%) versus those with seniors (5%); and  

• Those whose household income is $150,000 or greater (17%) versus those whose income is less 
than $100,000 (8%). 

Respondent subgroups significantly more likely to have used the Children’s Playground most often 

included: 

• Those who most recently used a day admission pass (43%) versus those who used a monthly (13%) 
or annual (22%) membership; 

• Those with 3 people or more (48%) in their household with a membership versus those with 1 
person (8%) or 2 people (17%);  

• Those who visit less than 4 times per month (43%) or 4 to 11 times (30%) versus those who visit 12 
times or more (13%); 

• Those who most recently visited with family (41%) or friends (21%) versus those who visited alone 
(6%);  

• Those who have used registered programs in the past year (35%) versus those who have not (27%); 

• Those with children in their household (39%) versus those without children (5%);  

• Those without seniors in their household (31%) versus those with seniors (9%);  

• Those aged 16 to 34 (55%) or 35 to 64 (26%) versus those aged 65 or older (8%);  

• Females (33%) versus males (15%); and  

• Those who live in Edmonton (38%) versus those who live in St. Albert (26%).  
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Respondent subgroups significantly more likely to have used the Childminding Centre most often 

included: 

• Those who most recently used an annual membership (12%) versus those who used a monthly 
membership (4%) or a day admission pass (4%); 

• Those with 3 people or more (23%) in their household with a membership versus those with 2 
people (8%) or 1 person (6%);  

• Those who most recently visited with family (8%) or friends (10%) versus those who visited alone 
(3%); 

• Those who have used drop-in programs in the past year (11%) versus those who have not (5%); 

• Those with children in their household (10%) versus those without children (<1%); and  

• Those aged 16 to 34 (16%) versus those aged 35 to 64 (6%).  
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4.6 Facility Amenities  

Respondents were questioned as to the level of satisfaction with and the importance they placed on each 

of ten Servus Credit Union Place amenities investigated (using a scale of 1 to 6). As with the mapping for 

membership benefits, respondents’ importance and satisfaction ratings were plotted on grids whereby 

the axes intercepted at the average importance rating (mean=5.42) and the average satisfaction rating 

(mean=5.14) across all ten amenities measured.  

The two amenities in the upper left quadrant are the amenities viewed as primarily needing 

improvements and include: 

1) Water play centre; and  
2) Fitness and wellness centre. 

Amenities which fall into the lower left quadrant are considered of lower than average importance and 

lower than average satisfaction. Four amenities were placed in this quadrant, as secondary areas for 

improvement: 

4) Fitness studios;  
5) Gymnasium courts;  
8) Leisure ice; and  
9) Children’s playground. 

The amenity which fell into the lower right quadrant and therefore had lower than average importance 

and higher than average satisfaction was 6). Field houses. This is considered a secondary strength.  

When assessing the Servus Credit Union Place amenities, the following three amenities were calculated 

as key strengths, amenities rated as being above average in both importance and satisfaction: 

3) Track and training centre;  
7) Ice arenas; and 
10) Child-minding. 

See Figure 15 on the following page.  
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  Figure 15 

Note: Axes set at 5.14 mean satisfaction rating and 5.42 mean importance rating 
Scale: 1=”very unimportant/dissatisfied”; 6= “extremely important/very satisfied” 
 

Table 8 below outlines the mean importance and satisfaction ratings for each of the ten Servus Credit 

Union Place amenities investigated.  

Table 8 
Average Satisfaction and Importance Ratings of Servus Credit Union Place Amenities 

 
Amenity: 

Mean Ratings** (out of 6) 

Satisfaction Importance 
1. Water play centre (n=457) 5.12 5.48 
2. Fitness and wellness centre (n=318)  5.13 5.62 
3. Track and training centre (n=350)  5.34 5.59 
4. Fitness studios (n=168)  5.10  5.40  
5. Gymnasium courts (n=100) 5.00 5.24 
6. Field houses (n=91) 5.28 5.28 
7. Ice arenas (n=133) 5.33 5.59 
8. Leisure ice (n=94)   4.95 5.10  
9. Children’s playground (n=232) 4.75 5.20  
10. Childminding (n=54) 5.37 5.65 

Overall Mean 5.14 5.42 
* In previous iterations of the survey, respondents were asked about their most recent visit. Therefore, results 
are not comparable.  

**1=very dissatisfied/not at all important and 6=very satisfied/extremely important 

1

2 3

4

5
6

7

8
9

10

4.5

5.0

5.5

6.0

4.5 5.0 5.5 6.0

Im
po

rt
an

ce

Satisfaction

Importance versus Satisfaction
Facility Amenities

Areas for Improvement Strengths/Areas of Success

Secondary Areas for 
Improvement

Secondary Strengths



City of St. Albert                                                              Stakeholder Survey Results 
2016 Servus Credit Union Place Customer Service Survey                                                                                Final Report 
 

54 
 

Figures 16 and 17 display the percentage of respondents who were satisfied with each amenity and who 

rated each amenity as important.  For a full breakdown of responses by amenity, please refer to Tables 9 

and 10, below and on the following pages. 

Figure 16 
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Figure 17 
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Table 9 
Please rate your level of satisfaction with the amenities that you use most often*  

Base: Respondents 
who used this 
amenity often 

Percent of Respondents 
2016 

Very 
satisfied 

(6) 

Satisfied 
(5) 

Somewhat 
satisfied 

(4) 

Somewhat  
dissatisfied 

(3) 

Dissatisfied 
(2) 

Very 
dissatisfied 

(1) 

DK 
N/A 

2016 
Mean 

Child-minding (n=54)  57 26 15 - 2 - - 5.37 
Track and training 
centre (n=351)  49 39 9 1 <1 1 <1 5.34 

Ice arenas (n=133)  43 48 7 1 1 - 1 5.33 
Field houses (n=91) 41 46 8 1 - 1 2 5.26 
Fitness and wellness 
centre (n=318)  37 46 11 4 1 1 - 5.13 

Water play centre 
(n=457)  42 38 14 3 2 1 <1 5.12 

Fitness studios 
(n=168) 36 42 17 2 1 1 1 5.10 

Gymnasium courts 
(n=100)  33 47 12 2 3 2 1 5.00 

Leisure ice (n=94)  30 46 19 1 3 1 - 4.95 
Children’s 
playground (n=232)  21 47 22 7 1 1 - 4.75 

* In previous iterations of the survey, respondents were asked about their most recent visit. Therefore, use 
caution when comparing results to previous survey years. 
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For comparisons to previous survey years, refer to Table 9a and 9b, below.  

Table 9a 
Please rate your level of satisfaction with the amenities that you used on your most recent visit*  

Base: Respondents 
who accessed this 
amenity on their most 
recent visit 

Percent of Respondents 
2014 

Very 
satisfied 

(6) 

Satisfied 
(5) 

Somewhat 
satisfied 

(4) 

Somewhat  
dissatisfied 

(3) 

Dissatisfied 
(2) 

Very 
dissatisfied 

(1) 

DK 
N/A 

2014 
Mean 

Kingsway Toyota 
leisure ice (n=24)**  71 25 4 - - - - 5.67 

Child-minding (n=47)  72 19 4 4 - - - 5.60 
Christianson 
Development Track 
and Training Centre 
(n=336)  

57 35 6 1 <1 <1 - 5.48 

Fitness program 
studios (n=139) 55 36 5 2 1 - 1 5.44 

Fitness and wellness 
centre (n=483)  46 41 9 3 1 - <1 5.29 

Landrex water play 
centre (n=246)  48 41 6 3 2 1 <1 5.28 

ReidBuilt Homes 
Gymnasium Courts 
(n=49)  

35 53 4 - 4 - 4 5.19 

Kingsway Toyota 
Children’s 
playground (n=78)  

27 50 19 1 1 - 1 5.01 

* In 2016, respondents were asked about the amenities that they use most often. Therefore, use caution when 
comparing results to 2016. 
**Use caution interpreting results when n<30 
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Table 9b 
Please rate your level of satisfaction with the amenities that you used on your most recent visit*  

Base: Respondents 
who accessed this 
amenity on their most 
recent visit 

Percent of Respondents 
2012 

Very 
satisfied 

(6) 

Satisfied 
(5) 

Somewhat 
satisfied 

(4) 

Somewhat  
dissatisfied 

(3) 

Dissatisfied 
(2) 

Very 
dissatisfied 

(1) 

DK 
N/A 

2012 
Mean 

Kingsway Toyota 
leisure ice (n=19)** 53 26 21 - - - - 5.32 

Child-minding (n=55)  58 40 2 - - - - 5.56 
Christianson 
Development Indoor  
Track (n=281)  

56 35 7 1 - - <1 5.46 

Fitness program 
studios (n=121) 40 52 5 2 2 - - 5.26 

Fitness and wellness 
centre (n=485)  38 42 13 5 2 1 <1 5.09 

Landrex water play 
centre (n=261)  43 38 10 5 3 2 - 5.08 

Gymnasium Courts 
(n=78)  45 41 10 1 - 1 1 5.27 

Kingsway Toyota 
Children’s 
playground (n=80)  

45 40 11 1 1 1 - 5.23 

* In 2016, respondents were asked about the amenities that they use most often. Therefore, use caution when 
comparing results to 2016. 
**Use caution interpreting results when n<30 

Table 10 
Please rate how important the amenities that you typically used are to you* 

Base: Respondents who accessed this 
amenity during their most recent visit 

Percent of Respondents 
2016 

Extremely 
important 

(6) 
(5) (4) (3) (2) 

Not at all 
important 

(1) 

 
 

DK 
N/A 

2016 
Mean 

Child-minding (n=54) 74 17 9 - - - - 5.65 
Fitness and wellness centre (n=318) 68 26 5 <1 - - - 5.62 
Track and training centre (n=350) 67 25 7 1 - <1 1 5.59 
Ice arenas (n=133) 66 26 6 1 - - 1 5.59 
Water play centre (n=457) 59 31 8 1 <1 - <1 5.48 
Fitness studios (n=168) 53 34 10 1 1 - 2 5.40 
Field houses (n=91) 48 31 15 1 1 - 3 5.28 
Gymnasium courts (n=100) 45 35 15 2 1 - 1 5.24 
Children’s playground (n=232) 44 38 13 4 <1 <1 - 5.20 
Leisure ice (n=94) 38 37 21 2 1 - - 5.10 

* In previous iterations of the survey, respondents were asked about their most recent visit. Therefore, use 
caution when comparing results to previous survey years. 
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For comparisons to previous survey years, refer to Table 10a and 10b, below.  

Table 10a 
Please rate how important the amenities that you used on your most recent visit are to you* 

Base: Respondents who accessed this 
amenity during their most recent visit 

Percent of Respondents 
2014 

Extremely 
important 

(6) 
(5) (4) (3) (2) 

Not at all 
important 

(1) 

 
 

DK 
N/A 

2014 
Mean 

Child-minding centre (n=47) 92 6 2 - - - - 5.89 
Christianson Development Track and 
Training Centre (n=336) 73 25 2 <1 - - 1 5.71 

Fitness and wellness centre (n=483) 73 23 4 <1 - - - 5.69 
Landrex water play centre (n=246) 70 21 7 1 <1 - 1 5.60 
Fitness program studios (n=139) 66 27 4 - - 1 1 5.56 
Kingsway Toyota Children’s playground 
(n=78) 55 31 13 - - - 1 5.43 

ReidBuilt Homes Gymnasium Courts 
(n=49) 51 37 8 2 - - 2 5.40 

Kingsway Toyota Leisure ice (n=24)** 54 29 17 - - - - 5.38 
* In 2016, respondents were asked about the amenities that they use most often. Therefore, use caution when 
comparing results to 2016. 
**Use caution interpreting results when n<30 
 

Table 10b 
Please rate how important the amenities that you used on your most recent visit are to you* 

Base: Respondents who accessed this 
amenity during their most recent visit 

Percent of Respondents 
2012 

Extremely 
important 

(6) 
(5) (4) (3) (2) 

Not at all 
important 

(1) 

 
 

DK 
N/A 

2012 
Mean 

Child-minding centre (n=55) 89 7 - 2 - - 2 5.87 
Christianson Development Indoor Track 
(n=281) 66 29 4 1 - - <1 5.59 

Fitness and wellness centre (n=485) 69 26 4 1 1 <1 - 5.61 
Landrex water play centre (n=261) 64 28 5 1 <1 1 1 5.53 
Fitness program studios (n=121) 57 36 7 - 1 - - 5.48 
Kingsway Toyota Children’s playground 
(n=80) 70 21 4 3 3 - - 5.54 

Gymnasium Courts (n=78) 54 28 15 1 - - 1 5.36 
Kingsway Toyota Leisure ice (n=19)** 47 32 21 - - - - 5.26 
* In 2016, respondents were asked about the amenities that they use most often. Therefore, use caution when 
comparing results to 2016. 
**Use caution interpreting results when n<30 
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Next, respondents were asked which amenities they would like to see improved or changed. The water 

play centre was the most often cited amenity (36%) followed by the fitness and wellness centre (28%) and 

the children’s playground (23%). See Table 11, below.  

Table 11 
Which of the following amenities would you like to see improved or changed? 

 
Percent of Respondents* 

(n=810)  

Water play centre  36 

Fitness/wellness centre 28 

Children's playground 23 

Track and training centre  13 

Fitness studios 13 

Leisure ice  8 

Change rooms/shower rooms/lockers 6 

Ice arenas  5  

Childminding  4 

Gymnasium courts  4 

Field houses 3 

Lane swimming  1 

Pool  <1 

Refreshment/foods (e.g., Starbucks, Booster Juice, Skygrill)  <1 

Don’t Know/Not Stated 14 
*Multiple Responses  
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Respondents were then asked which amenity they believed was the most important, in terms of needing 

improvements or other changes. One-quarter of respondents (25%) said the water play centre, followed 

by the fitness and wellness centre (17%) and the children’s playground (15%). See Table 12, below.  

Table 12 
Of these amenities, which one do you think is the most important, in terms of needing improvements or 

other changes? 

 
Percent of Respondents* 

(n=810)  

Water play centre  25 

Fitness/wellness centre 17 

Children's playground 15 

Track and training centre  6 

Fitness studios 5 

Leisure ice 4 

Ice arenas  2  

Childminding  3 

Gymnasium courts  2 

Field houses 1 

Other amenities  6 

Don’t Know/Not Stated  16 
*Multiple Responses  
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Respondents were then asked in what ways they thought each amenity could improve. See Table 13, 
below and on the following pages for a list of top responses. 
Table 13 

In what ways do you think the water play centre needs improvement or other changes? 

Base: Respondents who indicated this amenity as most important in terms 
of needing improvements or other changes  

Percent of Respondents* 
(n=201)  

Add more swimming lanes/dedicated lane swimming pool  30 

Expand/larger amenity/more amenity space 26 

Improve cleanliness/maintenance/upkeep  12 

Add pool amenities (e.g., diving boards, slides, etc.)  9 

Offer swimming lessons  7 

Larger/expanded/improved changing rooms 6 

More children’s programs/activities/things to do  4 

More children’s toys/playground equipment  2 

Ensure that amenity is child-friendly/safe 2 

Less chlorine/chemicals in pool 2 

Upgrade/renovate amenity/more modern 2 

Improve pool water temperature  2 

More lockers 2 

Other (1% of responses or less)   7 

No suggestions 1 

Don’t Know/No Response 11 

In what ways do you think the fitness and wellness centre needs improvement or other changes? 

Base: Respondents who indicated this amenity as most important in terms 
of needing improvements or other changes  

Percent of Respondents* 
(n=137)  

Expand/larger amenity/more amenity space 41 

Add more fitness/gym equipment 36 

Larger/expanded/improved changing rooms 31 

More lockers 4 

Add designated warm up/stretching areas 4 

Improve cleanliness/maintenance/upkeep 4 

Better quality fitness/gym equipment  4 

Add designated studio for class/program  2 

Improve building temperature/air flow 2 

Friendlier/professional staff  2 

Other (single responses)  4 

No suggestions 1 

Don’t Know/No Response  12 
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In what ways do you think the track and training centre needs improvement or other changes? 

Base: Respondents who indicated this amenity as most important in terms 
of needing improvements or other changes  

Percent of Respondents* 
(n=46)  

Expand/larger amenity/more amenity space 26 

Add more fitness/gym equipment 24 

Improve building temperature/air flow 22 

Add designated studio for class/program  7 

Larger/expanded/improved changing rooms 4 

Improve cleanliness/maintenance/upkeep 4 

Add a water bottle filling station  4 

Other (single responses)  22 

No suggestions  4 

Don’t Know/No Response  7 

In what ways do you think the fitness studios need improvement or other changes? 

Base: Respondents who indicated this amenity as most important in terms 
of needing improvements or other changes  

Percent of Respondents* 
(n=44)  

Expand/larger amenity/more amenity space 52 

Add designated studio for class/program  16 

Improve building temperature/air flow 14 

Add more fitness/gym equipment 14 

More programs 7 

Flexible access to classes  5 

Other (single responses)  16 

Don’t Know/No Response 5 

In what ways do you think the gymnasium courts need improvement or other changes? 

Base: Respondents who indicated this amenity as most important in terms 
of needing improvements or other changes  

Number of Respondents* 
(n=13)**  

Expand/larger amenity/more amenity space n=2 

Add tennis courts  n=2 

Flexible access to classes n=2 

More/better lighting  n=1 

Improve building temperature/air flow n=1 

More available public recreation times  n=1 

Better spectator views/viewing  n=1 

Add racquetball courts n=1 

Improve amenity accessibity (in general)  n=1 

Don’t Know/No Response  n=1 
  



City of St. Albert                                                              Stakeholder Survey Results 
2016 Servus Credit Union Place Customer Service Survey                                                                                Final Report 
 

64 
 

In what ways do you think the field houses need improvement or other changes? 

Base: Respondents who indicated this amenity as most important in terms 
of needing improvements or other changes  

Number of Respondents* 
(n=10)**  

Improve cleanliness/maintenance/upkeep n=4 

Larger/expanded/improved changing rooms n=2 

Add more fitness/gym equipment n=2 

Expand/larger amenity/more amenity space n=1 

Ensure that amenity is child-friendly/safe  n=1 

Don’t Know/No Response  n=1 

In what ways do you think the ice arenas need improvement or other changes? 

Base: Respondents who indicated this amenity as most important in terms 
of needing improvements or other changes  

Number of Respondents* 
(n=13)**  

More ice space/rinks  n=3 

Flexible access to classes/more convenient class schedules n=3 

Add more/improve seating  n=2 

Need more arenas in City (in general)  n=2 

Add digital board signage  n=1 

Add designated warm up/stretching areas n=1 

Improve building temperature/air flow n=1 

Better sound/PA system  n=1 

Expand/larger amenity/more amenity space  n=1 

In what ways do you think the leisure ice needs improvement or other changes? 

Base: Respondents who indicated this amenity as most important in terms 
of needing improvements or other changes  

Percent of Respondents* 
(n=32)  

Expand/larger amenity/more amenity space 47 

More ice space/rinks 19 

Expand/more convenient hours of amenity operation  16 

More available public recreation times  6 

Flexible access to classes/more convenient class schedules 6 

Improve cleanliness/maintenance/upkeep 3 

Upgrade/renovate amenity/more modern 3 

Add more fitness/gym equipment  3 

Don’t Know/No Response  3 
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In what ways do you think the children’s playground needs improvement or other changes? 

Base: Respondents who indicated this amenity as most important in terms 
of needing improvements or other changes  

Percent of Respondents* 
(n=120)  

More children’s toys/playground equipment/newer toys  34 

More children’s programs/activities  24 

Expand/larger amenity/more amenity space 21 

Ensure that amenity is child-friendly/safe  13 

Add more fitness/gym equipment  8 

Improve staff presence/supervision  4 

Improve cleanliness/maintenance/upkeep 3 

Better quality fitness/gym equipment  1 

Upgrade/renovate amenity/more of a modern look  1 

Improve amenity accessibility (in general)  1 

Don’t Know/No Response  8 

In what ways do you think the childminding needs improvement or other changes? 

Base: Respondents who indicated this amenity as most important in terms 
of needing improvements or other changes  

Number of Respondents* 
(n=21)**  

Expand/more convenient hours of amenity operation n=6 

More children’s programs/activities n=5 

Less costly admission fees n=4 

Expand/larger amenity/more amenity space n=3 

Improve staff presence/supervision  n=2 

More children’s toys/playground equipment/newer toys n=2 

Other (single responses)  n=3 

Don’t Know/No Response n=1 

In what ways do you think any other amenities need improvement or other changes? 

Base: Respondents who indicated this amenity as most important in terms 
of needing improvements or other changes  

Percent of Respondents* 
(n=47)  

Larger/expanded/improved changing rooms 43 

More lockers  19 

Expand/larger amenity/more amenity space 17 

Improve cleanliness/maintenance/upkeep 17 

Add more swimming lanes 13 

Improve facility security  4 

Other (single responses) 17 

Don’t Know/No Response 2 
*Multiple responses 
**Use caution interpreting results when n<30  
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Respondents were then asked what other amenities they would like to see offered. Seventy-seven percent 

(77%) of respondents had no suggestions. Of those who did (23%), the most frequently mentioned 

suggestions was lane swimming (3% of all respondents) or a climbing wall (3%). See Table 14, below. 

Table 14 
Other Amenities Respondents Would Like to See 

 Percent of 
Respondents  

(n=810) 
None/no other amenities 77 

Yes (specify)* 23 

Lane swimming/more lanes for swimming 3 

Climbing wall 3 

Health conscious restaurant/variety of food 2 

Offer lessons (swimming, rock climbing, skiing, martial arts)  2 

More age specific areas/larger play area for kids 1 

Another fitness studio open to individual use all the time/larger fitness studio 1 

Full size pool/better pool for adults incl. diving boards 1 

Additional times/open longer hours 1 

Larger fitness centre 1 

More yoga studios/programs (e.g. hot yoga) 1 

Pre-teen sports/activities 1 

Racquet sports/courts for racquet sports 1 

More weight room equipment/more selection of equipment/better equipment 1 

Squash courts 1 

Tennis court 1 

Other (fewer than 5 respondents) 8 

Don’t Know/Not Stated 1 
*Multiple responses 
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4.7 Facility Features and Attributes  

Respondents were then asked about their level of satisfaction with and the importance they place on 

sixteen Servus Place facility attributes (using a scale of 1 to 6). As with previous sections, respondents’ 

importance and satisfaction ratings were plotted on grids whereby the axes intercepted at the average 

importance rating (mean=5.03) and the average satisfaction rating (mean=4.98). See Figure 18 on the 

next page.   

Facility attributes in the upper left quadrant are of higher than average importance but lower than average 

satisfaction.  These amenities, therefore, should be considered as the primary areas of focus for future 

improvement. As shown, four (4) amenities fall within this quadrant: 

12) Fitness equipment reliability; 

13) Security of lockers; 

14) Fitness equipment availability; and 

15) Availability of lockers. 
 

One attribute, 16) Availability of showers, fell in the lower left quadrant of lower than average importance 

and lower than average satisfaction. This is considered a secondary area from improvement.   

Facility attributes which fall into the lower right quadrant, with lower than average importance and higher 

than average satisfaction (secondary strengths) include: 

2) Membership purchase process;  

3) Lighting levels; 

5) Number of refuse and recycling stations; 

6) Admission process; 

8) Program registration; and 

9) Public seating areas. 

The following four areas were calculated as key strengths, attributes respondents reported were above 

average in both importance and satisfaction: 

1) Personal safety; 

4) Atmosphere; 

7) Parking lot safety; 

10) Overall maintenance of the facility; and 

11) Air quality. 
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Figure 18 

 
Note: Axes set at 4.98 mean satisfaction rating and 5.03 mean importance rating 
Scale: 1=”very unimportant/dissatisfied”; 6= “extremely important/very satisfied” 
 

Table 15 on the following page outlines the mean importance and satisfaction ratings for each of the 

sixteen Servus Credit Union Place facility attributes investigated. 
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Table 15 
Average Satisfaction and Importance Ratings of Servus Credit Union Place Facility Attributes 

 
Facility Elements: 

Mean Ratings*(out of 6)  
(n=810) 

Satisfaction Importance 

1. Personal safety 5.28 5.51 

2. Membership purchase process 5.11 4.68 

3. Lighting levels 5.18 4.73 

4. Atmosphere 5.14 5.10 

5. Numbers of refuse and recycling stations 5.22 4.53 

6. Admission process 5.08 4.97 

7. Parking lot safety 5.15 5.23 

8. Program registration 4.99 4.87 

9. Public seating areas 5.03 4.59 

10. Overall maintenance of the facility 5.06 5.47 

11. Air quality 5.04 5.21 

12. Fitness equipment reliability 4.96 5.22 

13. Security of lockers 4.77 5.35 

14. Fitness equipment availability 4.68 5.12 

15. Availability of lockers 4.53 5.16 

16. Availability of showers 4.38 4.69 

Overall Mean 4.98 5.03 
*1= very dissatisfied/not at all important and 6 = very satisfied/extremely important 

For a full breakdown of responses by amenity, including the 2014 means for comparison, please refer to 

Figures 19 and 20, and Tables 16 and 17 on the following pages.
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Figure 19 
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Figure 20 
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Table 16 
Satisfaction Ratings of Servus Credit Union Place Facility Attributes 

Base: Respondents who accessed this 
amenity during their most recent visit 

Percent of Respondents 
2016 (n=810) 
2014 (n=846)  

Very satisfied 
(6) 

Satisfied 
(5) 

Somewhat 
satisfied 

(4) 

Somewhat  
dissatisfied 

(3) 

Dissatisfied 
(2) 

Very 
dissatisfied 

(1) 
N/A or DK 

2016 
Mean 

2014 
Mean 

‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 

Personal safety 38 47 53 46 7 5 1 1 <1 <1 - <1 1 1 5.28 5.39 
Number of refuse and recycling stations 32 38 54 52 8 6 1 1 - <1 <1 <1 6 3 5.22 5.28 
Lighting levels 29 39 59 54 7 5 2 1 <1 <1 <1 1 3 1 5.18 5.30 
Parking lot safety 32 37 57 52 8 7 2 3 1 <1 <1 1 <1 1 5.15 5.21 
Atmosphere 30 41 58 49 9 7 2 2 1 1 1 <1 1 <1 5.14 5.28 
Membership purchase process 24 42 38 41 8 4 2 2 1 1 1 <1 27 10 5.11 5.34 
Admission process 29 42 50 45 9 8 4 3 1 1 1 1 7 2 5.08 5.25 
Overall maintenance of the facility 31 36 50 48 12 10 4 3 1 2 <1 <1 1 1 5.06 5.11 
Air quality 27 33 56 51 10 10 4 3 1 2 1 1 2 <1 5.04 5.07 
Public seating areas 25 31 48 40 13 9 3 3 1 <1 <1 1 10 17 5.03 5.15 
Program registration 22 29 45 38 12 6 3 2 1 1 1 <1 18 24 4.99 5.19 
Fitness equipment reliability 17 25 35 45 10 10 3 4 1 1 <1 1 33 15 4.96 5.01 
Security of lockers 19 24 42 48 16 14 7 4 2 1 1 1 13 8 4.77 4.95 
Fitness equipment availability 13 18 31 40 15 16 5 7 2 3 1 2 32 14 4.68 4.66 
Availability of lockers 16 19 38 32 19 20 10 10 4 6 2 5 12 8 4.53 4.35 
Availability of showers 11 13 34 25 17 15 9 11 5 7 3 5 21 24 4.38 4.12 

 

  



City of St. Albert                                                                                                                                                 Stakeholder Survey Results 
2016 Servus Credit Union Place Customer Service Survey                                                                                                                                                                   Final Report 
 

73 
 

Table 17 
Importance Ratings of Servus Credit Union Place Facility Attributes 

Base: Respondents who accessed this 
amenity during their most recent visit 

Percent of Respondents 
2016 (n=810) 
2014 (n=846)  

Extremely 
important 

(6) 
(5) (4) (3) (2) 

Not at all 
important 

(1) 
N/A or DK 2016 

Mean 
2014 
Mean 

‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 

Personal safety 63 70 26 23 7 5 2 1 <1 1 <1 <1 1 1 5.51 5.61 
Overall maintenance of the facility 56 64 34 31 7 5 1 <1 <1 - - - 2 <1 5.47 5.58 
Security of lockers 52 61 27 25 9 6 4 3 1 1 1 <1 8 5 5.35 5.50 
Parking lot safety 47 52 33 32 13 10 4 3 1 1 <1 <1 2 1 5.23 5.31 
Fitness equipment reliability 38 59 27 26 9 4 3 1 1 1 1 <1 20 9 5.22 5.54 
Air quality 44 57 37 31 12 8 4 2 1 1 <1 <1 2 1 5.21 5.42 
Availability of lockers 40 53 34 31 12 8 4 2 1 1 1 <1 9 5 5.16 5.39 
Fitness equipment availability 34 54 30 30 10 5 3 1 1 1 1 <1 21 9 5.12 5.49 
Atmosphere 39 49 38 38 15 8 5 3 1 1 1 <1 2 1 5.10 5.32 
Admission process 30 42 40 38 18 12 5 3 1 1 1 1 6 2 4.97 5.18 
Program registration 28 31 34 33 18 15 7 5 2 3 1 2 11 12 4.87 4.89 
Lighting levels 22 30 41 44 23 17 8 4 1 3 1 1 3 1 4.73 4.93 
Availability of showers 27 31 30 25 17 13 7 6 4 5 3 5 13 15 4.69 4.68 
Membership purchase process 22 35 32 38 19 15 8 4 2 1 2 1 16 6 4.68 5.06 
Public seating areas 21 25 36 32 20 17 8 8 5 4 2 4 7 11 4.59 4.61 
Number of refuse and recycling stations 18 23 37 38 27 23 10 10 3 3 2 1 4 2 4.53 4.65 
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Selected Sub Segment Findings  

Respondent subgroups significantly more likely to have been satisfied with the overall maintenance of 

the facility included: 

• Those who most recently visited alone (95%) or with family (94%) versus those who visited with 
friends (87%); 

• Those who have not used drop-in programs (95%) versus those who have (91%); 

• Those with children in their household (94%) versus those without children (90%); and  

• Those who live in Edmonton (98%) versus those who live in St. Albert (92%) or communities other 
than Edmonton or St. Albert (92%).  
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4.8 Drop-In Programs  

Servus Credit Union Place offers customers a full range of drop-in and registered programs. Respondents 

were asked questions regarding their usage of and satisfaction with any drop-in or registered programs 

that they participated in over the past year. 

As indicated in Figure 21, below, 38% percent of respondents have used the drop-in programs in the last 

year, while 45% had not. 

              Figure 21 

 

Selected Sub Segment Findings  

Respondent subgroups significantly more likely to have used drop-in programs in the last year included: 

• Those who most recently used a monthly (48%) or annual membership (61%) versus those who 
used a day admission pass (30%); 

• Those who visit 4 to 11 times per month (41%) or 12 or more times (56%) versus those who visit 
less than 4 times (19%); 

• Those who most recently visited alone (50%) or with friends (63%) versus those who visited with 
family (28%); 

• Those who have used registered programs in the past year (56%) versus those who have not (37%); 

• Those without children in their household (51%) versus those with (32%); 

• Those with seniors in their household (50%) versus those without (37%); and  

• Those who live in St. Albert (42%) versus those who live in Edmonton (31%) or communities other 
than Edmonton or St. Albert (26%).  
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was asked to those who paid for their admission during their most recent visit. Use caution when 
comparing results to previous survey years. 
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Those who had not used drop-in programs in the last year (n=363) were asked why have not used drop-

in programs in the last year. Over one-quarter of respondents (28%) indicated a lack of interest in 

programs offered followed by 20% who indicated a lack of spare time.  See Table 18, below.  

Table 18 
Why haven’t you used drop-in programs in the last year? 

Base: Respondents who did not use this program in the last year  
Percent of Respondents* 

(n=363)  

Lack of interest in programs offered  28 

Lack of spare time/is too busy  20 

Program times/schedule is inconvenient  11 

Lack of program awareness/information  9 

Cost/program fee is too costly 7 

Have not considered it 6 

Prefer to work out at another facility  6 

Live too far away  3 

Programs fill up too fast  2 

Injured/recovering from an injury  1 

Too shy/not comfortable   1 

Class size is too large 1 

Dissatisfactory childminding service 1 

Poor customer service <1 

Unable to find friend/partner to go with <1 

No specific reason  1 

Don’t Know/Not Stated 11 
*Multiple Responses  
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Respondents were questioned as to the level of satisfaction with and the importance they placed on six 

Servus Place drop-in program elements using a scale of 1 to 6. Respondents’ importance and satisfaction 

ratings were plotted on grids whereby the axes intercepted at the average importance rating (mean=5.53) 

and the average satisfaction rating (mean=4.97).  

Program attributes in the upper left quadrant had higher than average importance but lower than average 

satisfaction. These aspects, therefore, should be considered as the primary areas of focus for future 

improvement. The only aspect of drop-in programs that fell into the upper left quadrant was  

  5) Availability. 

The elements in the lower left quadrant were calculated as having lower than average importance and 

lower than average satisfaction (secondary areas for improvement). They include: 

4) Variety; and 

6) Quantity. 

Program attributes which fall into the lower right quadrant are currently considered of lower than average 

importance and higher than average satisfaction. The only aspect of drop-in programs that fell into the 

upper left quadrant was 3). Value for Price. This is considered a secondary strength. 

The following two areas were calculated as key strengths, or attributes respondents reported were above 

average in both importance and satisfaction: 

1) Quality of instruction; and 

2) Quality of programs. 

See Figure 22, on the next page.  
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Figure 22 

 
Note: Axes set at 4.97 mean satisfaction rating and 5.53 mean importance rating 
Scale: 1=”very unimportant/dissatisfied”; 6= “extremely important/very satisfied” 

 

Table 19, below, outlines the mean importance and value ratings for each of the six Servus Place drop-in 

program elements investigated.  

  Table 19 
Average Satisfaction and Importance Ratings of Drop-In Programs 

 
Annual Membership Benefits: 

Mean Ratings* (out of 6) 
(n=307) 

Satisfaction Importance 

1. Quality of instruction 5.34 5.58 

2. Quality of program 5.33 5.59 

3. Value for price 5.14 5.52 

4. Variety  4.76 5.42 

5. Availability 4.74 5.62 

6. Quantity  4.51 5.44 

Overall Mean 4.97 5.53 
     *1= very dissatisfied/not at all important and 6 = very satisfied/extremely important
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For a full breakdown of responses among members (n=307), including comparisons to 2014, see Figures 

23 and 24, Tables 20 and 21 below and on the following pages. 

Figure 23 
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Figure 24 
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Table 20 

Satisfaction with Drop-In Program Elements 

Base: Respondents who have 
attended a drop-in program 

Percent of Respondents  
2016 (n=307) 
2014 (n=392)  

Very 
satisfied 

(6) 

Satisfied 
(5) 

Somewhat 
satisfied 

(4) 

Somewhat  
dissatisfied 

(3) 

Dissatisfied 
(2) 

Very dissatisfied 
(1) N/A or DK 2016

Mean 
2014
Mean 

‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 

Quality of instruction 46 57 37 30 9 5 2 1 <1 1 - - 6 5 5.34 5.50 

Quality of program 47 55 39 31 9 7 3 2 - <1 <1 <1 3 5 5.33 5.45 

Value for price 41 50 38 36 15 8 3 2 <1 1 1 1 2 3 5.14 5.35 

Variety  24 31 41 39 19 17 10 5 2 2 1 1 5 4 4.76 4.93 

Availability 24 36 42 39 19 15 8 7 2 3 2 1 2 - 4.74 4.93 

Quantity  21 30 35 33 20 18 13 9 4 3 3 2 5 4 4.51 4.75 
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Table 21 

Importance of Drop-In Program Elements 

Base: Respondents who have 
attended a drop-in program 

Percent of Respondents  
2016 (n=307) 
2014 (n=392)  

Extremely 
Important 

(6) 
(5) (4) (3) (2) 

Not at all 
important 

(1) 
N/A or DK 2016

Mean 
2014
Mean 

‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 

Availability 69 74 22 22 6 3 1 1 - - - <1 2 <1 5.62 5.69 

Quality of program 64 74 26 22 5 2 1 1 - - - - 4 2 5.59 5.72 

Quality of instruction 63 73 27 21 6 2 1 1 - - - - 4 3 5.58 5.72 

Value for price 60 63 29 27 7 5 1 1 - 1 - 1 2 2 5.52 5.52 

Quantity  56 62 29 31 10 4 1 1 <1 <1 - - 3 2 5.44 5.56 

Variety  55 59 31 32 8 5 3 1 <1 <1 - <1 4 3 5.42 5.52 
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4.9 Registered Programs 

When asked if they had accessed a registered program in the last year, 38% of respondents indicated they 

had, while 45% had not. See Figure 25, below.  

      Figure 25 

 

Selected Sub Segment Findings  

Respondent subgroups significantly more likely to have used registered programs in the last year 
included: 

• Those who most recently used a day admission pass (44%) or an annual membership (51%) versus 
those who used a monthly membership (31%); 

• Those who visit 4 to 11 times per month (41%) or 12 or more times (43%) versus those who visit 
less than 4 times (30%); 

• Those who most recently visited alone (47%) or with friends (46%) versus those who visited with 
family (33%); 

• Those who have used drop-in programs in the past year (56%) versus those who have not (37%); 

• Those without children in their household (43%) versus those with children (36%); 

• Those aged 16 to 34 (50%) versus those aged 35 to 64 (36%) or 65 and older (32%);  

• Females (41%) versus males (27%); and 

• Those who live in Edmonton (46%) versus those who live in St. Albert (37%).  
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Those who had not used registered programs in the last year (n=362) were asked why not. Nearly one-

quarter (24%) of respondents indicated a lack of interest in programs offered followed by 23% who stated 

a lack of spare time. See Table 22, below.  

 Table 22 
Why haven’t you used registered programs in the last year? 

Base: Respondents who did not use this program in the last year  
Percent of Respondents* 

(n=362)   

Lack of interest in programs offered  24 

Lack of spare time/is too busy  23 

Cost 16 

Prefer to work out at another facility  8 

Program times/schedule is inconvenient  8 

Currently uses drop-in program 5 

Have not considered it  3 

Lack of program awareness  2 

Programs fill up too fast  2 

Live too far away  1 

Injured/recovering from an injury  1 

Dissatisfactory childminding service  1 

Health related issues  1 

Other (single responses)  2 

No specific reason  1 

Don’t Know/Not Stated 10  
*Multiple Responses  
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Respondents were questioned as to the level of satisfaction with and the importance they placed on six 

Servus Place registered program elements using a scale of 1 to 6. Respondents’ importance and 

satisfaction ratings were plotted on grids whereby the axes intercepted at the average importance rating 

(mean=5.56) and the average satisfaction rating (mean=5.01).  
 

Program attributes in the upper left quadrant had higher than average importance but lower than average 

satisfaction. These aspects, therefore, should be considered as the primary areas of focus for 

improvement. The only aspect in this quadrant was: 4) Availability.  

 

The elements in the lower left quadrant were calculated as having lower than average importance and 

lower than average satisfaction, or secondary areas from improvement. They include: 
5) Variety; and 
6) Quantity. 
 

The following three areas were calculated as key strengths, attributes respondents reported were above 

average in both importance and satisfaction: 

1) Quality of instruction;  

2) Quality of programs; and 

3) Value for price.  

 

No program attributes fall into the lower right quadrant. (Secondary strengths). 

See Figure 26, on the next page. 
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Figure 26 

 
Note: Axes set at 5.01 mean satisfaction rating and 5.56 mean importance rating 
Scale: 1=”very unimportant/dissatisfied”; 6= “extremely important/very satisfied” 

 

Table 23, below, outlines the mean importance and value ratings for each of the six Servus Place drop-in 

program elements investigated.  
 

  Table 23 
Average Satisfaction and Importance Ratings of Registered Programs 

 
Annual Membership Benefits: 

Mean Ratings 
(n=308) 

Satisfaction Importance 

1. Quality of instruction 5.28 5.69 

2. Quality of program 5.26 5.65 

3. Value for price 5.05 5.58 

4. Availability  4.80 5.64 

5. Variety 4.86 5.39 

6. Quantity  4.83 5.40 

Overall Mean 5.01 5.56 
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For a full breakdown of responses among program participants (n=308), see Figures 27 and 28, and Tables 

24 and 25, below.  

Figure 27 
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Figure 28 
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Table 24 

Satisfaction with Registered Program Elements 

Base: Respondents who have 
attended a registered program 

Percent of Respondents  
2016 (n=308) 
2014 (n=267)  

Very 
satisfied 

(6) 

Satisfied 
(5) 

Somewhat 
satisfied 

(4) 

Somewhat  
dissatisfied 

(3) 

Dissatisfied 
(2) 

Very 
dissatisfied 

(1) 
N/A or DK 

2016
Mean 

2014
Mean 

 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 

Quality of instruction 50 57 35 30 10 9 3 2 1 - 1 - <1 2 5.28 5.46 

Quality of program 47 55 39 32 10 10 3 1 <1 <1 1 - <1 2 5.26 5.43 

Value for price 33 37 47 45 16 14 4 2 1 1 <1 <1 - 1 5.05 5.15 

Variety  26 33 44 44 19 15 6 5 2 1 1 - 3 3 4.86 5.07 

Quantity  25 35 48 43 17 13 6 6 2 1 2 <1 2 2 4.83 5.07 

Availability 27 39 44 40 20 13 5 4 3 2 2 1 - 1 4.80 5.11 
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Table 25 

Importance of Registered Program Elements 

Base: Respondents who have 
attended a registered program 

Percent of Respondents 
2016 (n=308) 
2014 (n=267)  

Extremely 
Important 

(6) 
(5) (4) (3) (2) 

Not at all 
important 

(1) 
N/A or DK 2016

Mean 
2014
Mean 

‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 

Quality of instruction 72 79 23 20 3 1 <1 - - - <1 - 1 1 5.69 5.78 

Quality of program 70 75 26 24 3 1 <1 - - - <1 - 1 1 5.65 5.74 

Availability 69 66 25 30 5 3 <1 - - <1 - - 1 <1 5.64 5.63 

Value for price 65 69 28 30 6 1 1 <1 - - - - 1 <1 5.58 5.67 

Quantity  51 53 37 37 8 7 2 2 - - - - 2 1 5.40 5.42 

Variety  52 52 34 36 9 9 2 2 <1 - - - 3 1 5.39 5.41 
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4.10 Customer Service  

Respondents were asked to rate their level of agreement with a number of customer service statements 

relating to the staff at Servus Place. On average, respondents most frequently agreed that the “staff are 

polite” (mean rating = 5.31 out of 6), “appear to work together” (mean rating = 5.24), “treat customers 

fairly” (mean rating = 5.24) and “are helpful” (mean rating = 5.24). It should be noted that respondents 

provided a mean rating of above 5.00 out of 6 for all aspects of customer service. See Table 26, below. 

 

Table 26 
How would you rate the following aspects of customer service at Servus Credit Union Place 

 

Percent of Respondents (n=810) 
Strongly 

Agree 
(6) 

Agree 
(5) 

Somewhat 
Agree 

(4) 

Somewhat 
Disagree 

(3) 

Disagree 
(2) 

Strongly 
Disagree 

(1) 

Don’t 
know/ 

N/A 
Mean 

Staff are polite 44 43 7 2 1 <1 3 5.31 

Staff appear to work together 35 45 7 1 1 1 11 5.24 

Staff treat customers fairly 35 46 7 1 1 1 10 5.24 

Staff are helpful 39 45 8 2 1 1 5 5.24 

Staff appear happy to work at 
our facility 35 47 8 2 1 1 7 5.21 

Staff work to find effective 
ways to solve problems 28 34 8 2 1 1 27 5.16 

Staff listen to your concerns 31 38 9 2 1 1 18 5.15 

Staff are genuinely interested 
in addressing your needs and 
concerns 

33 45 10 3 1 1 8 5.13 

Adequate staffing levels 27 47 10 3 1 1 12 5.10 
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4.11 Facility Cleanliness 

Respondents were then asked to indicate their satisfaction with and importance they hold with various 

aspects of facility cleanliness, using a scale of 1 to 6. Respondents’ importance and satisfaction ratings 

were plotted on grids whereby the axes intercepted at the average importance rating (mean=5.52) and 

the average satisfaction rating (mean=4.97) across all 14 facility cleanliness elements measured.  
 

The four amenities in the upper left quadrant are the facilities viewed as primarily needing improvements 

in regards to cleanliness and include: 

8) Children’s playground cleanliness; 

12) Water play centre cleanliness; 

13) Fitness and wellness centre change room cleanliness; and 

14) Water play centre change room cleanliness. 
 

Amenities which fall into the lower left quadrant are considered of lower than average importance and 

lower than average satisfaction (secondary areas for improvement). One facility was placed in this 

quadrant: 

11). ReidBuilt Homes Gymnasium change room cleanliness.  

It is important to note that 10). Arena locker room cleanliness had a lower than average importance rating 

but had a satisfaction rating equal to the mean satisfaction rating (4.97 out of 6). Therefore, efforts should 

be made to increase this facility’s mean satisfaction rating, so that it may become a strength instead of an 

area that requires improvement.  

 
When assessing the cleanliness of Servus Credit Union Place facilities, the following four (4) facilities were 
calculated as key strengths, facilities rated as being above average in both importance and satisfaction: 

1) Child-minding centre cleanliness; 
6) Fitness and wellness centre cleanliness; 
7) Fitness equipment cleanliness; and 
9) Overall cleanliness. 
 

Facilities which fell into the lower right quadrant and are currently considered of lower than average 
importance and higher than average satisfaction (secondary strengths) include: 

2) Christenson Developments Track and Training Centre cleanliness; 
3) ReidBuilt Homes Gymnasium cleanliness; 
4) Hallways and stairwells; and 
5) Arena cleanliness. 

See Figure 29, on the next page.  
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Figure 29 

  
Note: Axes set at 4.97 mean satisfaction rating and 5.52 mean importance rating 
Scale: 1=”very unimportant/dissatisfied”; 6= “extremely important/very satisfied” 

 

Respondent subgroups significantly more likely to have been satisfied with the overall cleanliness of the 
facility included: 

• Those who visit 4 to 11 times per month (97%) versus those who visit less than 4 times (92%) or 12 
times or more (93%); 

• Those with children in their household (96%) versus those without (89%); and 

• Those aged 16 to 34 (96%) or 35 to 64 (95%) versus those aged 65 or older (89%).  
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Table 27, below outlines the mean importance and satisfaction ratings for each of the fourteen Servus 

Credit Union Place facility attributes investigated. 

Table 27 
Average Satisfaction and Importance Ratings of Servus Credit Union Place Facility Cleanliness 

 
Facility Cleanliness: 

Mean Ratings (out of 6) 
(n=810) 

Satisfaction Importance 
1. Child-minding centre cleanliness 5.05 5.57 
2. Christenson Developments Track and Training Centre 

cleanliness 5.11 5.48 

3. ReidBuilt Homes Gymnasium cleanliness 5.07  5.34 
4. Hallways and stairwells 5.12 5.42 
5. Arena cleanliness 5.10 5.39 
6. Fitness and wellness centre cleanliness 5.10 5.53 
7. Fitness equipment cleanliness 5.07 5.57 
8. Children’s playground cleanliness 4.94 5.60 
9. Overall cleanliness 5.03 5.62 
10. Arena locker room cleanliness 4.97 5.46 
11. ReidBuilt Homes Gymnasium change room cleanliness 4.96 5.36 
12. Water play centre cleanliness 4.83 5.66 
13. Fitness and wellness centre change room cleanliness 4.94 5.57 
14. Water play centre change room cleanliness 4.31 5.68 

Overall Mean 4.97 5.52 
 

For a full breakdown of responses, see Tables 28 and 29, and Figures 30 and 31 on the next page.  
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Table 28 
Please rate your level of satisfaction with the following aspects of facility cleanliness 

 

Percent of Respondents 
2016 (n=810) 
2014 (n=846)  

Very 
Satisfied 

(6) 

Satisfied 
(5) 

Somewhat 
Satisfied 

(4) 

Somewhat  
Dissatisfied 

(3) 

Dissatisfied 
(2) 

Very 
Dissatisfied 

(1) 

DK/ 
N/A 2016 

Mean 
2014 
Mean 

‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 

Hallways and stairwells 27 34 55 51 10 8 2 3 <1 1 1 1 6 3 5.12 5.15 
Christenson Developments Track and 
Training Centre cleanliness 19 33 37 42 7 6 2 3 1 1 - 1 34 16 5.11 5.20 

Arena cleanliness 14 13 30 24 6 4 1 1 <1 <1 - <1 50 58 5.10 5.14 

Fitness and wellness centre cleanliness 18 29 40 45 7 9 2 2 1 1 <1 1 33 15 5.10 5.12 

ReidBuilt Homes Gymnasium cleanliness 13 17 30 30 5 5 1 1 1 - - <1 51 47 5.07 5.19 

Fitness equipment cleanliness 18 28 38 43 8 11 2 2 1 1 - 1 34 15 5.07 5.10 

Child-minding centre cleanliness 8 10 16 13 4 1 1 1 <1 <1 - <1 71 75 5.05 5.25 

Overall cleanliness 26 29 55 52 13 12 3 4 1 1 <1 1 2 <1 5.03 5.02 

Arena locker room cleanliness 10 10 25 17 6 3 2 1 1 1 - 1 57 68 4.97 5.01 
ReidBuilt Homes Gymnasium change room 
cleanliness 10 12 21 23 6 5 1 2 1 1 - <1 61 57 4.96 5.01 

Children’s playground cleanliness 12 12 28 19 9 4 2 1 <1 1 - 1 49 63 4.94 5.04 
Fitness and wellness centre change room 
cleanliness 15 23 35 37 9 12 3 4 1 2 <1 2 37 20 4.94 4.88 

Water play centre cleanliness 18 16 40 35 13 10 4 3 2 2 1 <1 22 34 4.83 4.91 

Water play centre change room cleanliness 11 12 30 27 20 13 12 8 4 4 2 3 22 34 4.31 4.42 
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Table 29 
Please rate how important the following aspects of facility cleanliness are to you 

 

Percent of Respondents 
2016 (n=810) 
2014 (n=846)  

Very 
Important 

(6) 
(5) (4) (3) (2) 

Not at all 
Important 

(1) 

DK/ 
N/A 2016 

Mean 
2014 
Mean 

‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 ‘16 ‘14 

Water play centre change room cleanliness 65 61 16 14 3 2 1 1 <1 <1 <1 <1 14 21 5.68 5.70 

Water play centre cleanliness 64 61 18 14 3 2 1 1 <1 <1 <1 <1 13 21 5.66 5.69 

Overall cleanliness 68 74 25 24 4 2 1 <1 <1 <1 <1 - 2 1 5.62 5.72 

Children’s playground cleanliness 51 43 13 9 3 2 1 1 <1 <1 1 1 31 44 5.60 5.63 

Fitness equipment cleanliness 54 69 21 20 4 2 1 <1 <1 <1 <1 - 20 9 5.57 5.73 
Fitness and wellness centre change room 
cleanliness 53 69 20 18 4 2 1 1 <1 <1 <1 <1 22 11 5.57 5.73 

Child-minding centre cleanliness 42 39 11 8 3 2 1 1 <1 <1 1 1 43 49 5.57 5.60 

Fitness and wellness centre cleanliness 51 67 22 22 4 2 1 1 <1 <1 <1 - 21 9 5.53 5.69 
Christenson Developments Track and 
Training Centre cleanliness 47 62 22 24 6 3 2 <1 <1 <1 <1 <1 23 11 5.48 5.65 

Arena locker room cleanliness 41 37 16 13 4 3 1 1 1 1 1 1 36 44 5.46 5.42 

Hallways and stairwells 53 56 30 31 8 7 2 1 <1 1 <1 <1 6 5 5.42 5.47 

Arena cleanliness 40 37 19 16 6 4 2 2 1 1 1 1 32 40 5.39 5.39 
ReidBuilt Homes Gymnasium change room 
cleanliness 37 41 19 18 5 3 2 2 1 1 1 1 36 34 5.36 5.41 

ReidBuilt Homes Gymnasium cleanliness 37 40 21 22 6 4 2 1 1 1 1 1 33 31 5.34 5.41 
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Figure 30 
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Figure 31 
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4.12 Retail Partners  

Respondents were asked if they had purchased food or services in the past six months from one of Servus 

Credit Union Place’s retailers or service providers. Over two thirds of respondents (68%) purchased items 

from Starbucks and over half (63%, a significant increase from 55% in 2014) purchased items from Booster 

Juice. See Figure 32, below. 

          Figure 32 

 
 

Next, respondents who had purchased food or services at one of Servus Credit Union Place’s retailers 

(n=84-553) were asked to rate their overall satisfaction with the retailer they purchased from. 

Respondents provided the highest ratings of satisfaction, on average, with respect to Active Physio Works 

(mean = 5.22 out of 6), Booster Juice (mean = 5.17), and Starbucks (mean = 5.20). See Table 30, below.  

Table 30 

How satisfied were you with your overall experience…? 
Base: Respondents who 
had purchased items at 
each retailer in the past 6 
months 

Percent of Respondents 
Very 

Satisfied 
(6) 

Satisfied 
(5) 

Somewhat 
Satisfied 

(4) 

Somewhat  
Dissatisfied 

(3) 

Dissatisfied 
(2) 

Very 
dissatisfied 

(1) 

DK/ 
N/A 

2016 
Mean 

2014 
Mean 

Source for Sports (n=244) 34 55 9 1 - <1 <1 5.22 5.12 
Active Physio Works* 
(n=84) 42 44 11 2 - 1 - 5.21 5.12 

Starbucks (n=553) 34 56 8 1 1 <1 - 5.20 5.28 
Booster Juice (n=506) 30 59 9 1 <1 <1 <1 5.17 5.26 
Skybox Grill (n=247) 23 45 18 7 3 4 - 4.66 4.75 

* Active Physio Works was previously known as Dynamic Sports Physio Therapy 
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2016 (n=810) 2014 (n=846) 2012 (n=777)

*Active Physio Works was previously known as Dynamic Sports Physio Therapy 
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Respondent subgroups significantly more likely to have made a purchase from the Skybox Grill in Servus 

Place in the past 6 months included: 

• Those with 3 people or more (42%) in their household with a membership versus those with 2 
people (26%) or 1 person (23%);  

• Those who visit 4 to 11 times per month (38%) or 12 times or more (31%) versus those who visit 
less than 4 times (21%); 

• Those who most recently visited with family (33%) or friends (37%) versus those who visited alone 
(25%); 

• Those who have used registered programs in the past year (31%) versus those who have not (24%); 

• Those with children in their household (33%) versus those without children (26%); 

• Those aged 35 to 64 (34%) or 65 or older (30%) versus those aged 16 to 34 (18%);   

• Those who live in St. Albert (35%)or communities other than St. Albert or Edmonton (28%) versus 
those who live in Edmonton (15%); and 

• Those whose household income is $150,000 or greater (41%) versus those whose income is 
between $100,000 and less than $150,000 (29%) or less than $100,000 (28%). 

Respondent subgroups significantly more likely to have made a purchase from the Starbucks in Servus 

Place in the past 6 months included: 

• Those who most recently used an annual membership (73%) versus those who used a day 
admission pass (63%) or a monthly membership (58%); 

• Those with 3 people or more (84%) in their household with a membership versus those with 2 
people (70%) or 1 person (62%);  

• Those who visit 4 to 11 times per month (73%) versus those who visit less than 4 times (63%); 

• Those who most recently visited with family (71%) versus those who visited alone (64%); 

• Those who have used drop-in programs in the past year (71%) versus those who have not (63%); 

• Those who have used registered programs in the past year (73%) versus those who have not (61%); 

• Those with children in their household (73%) versus those without children (59%); 

• Those who live in St. Albert (70%) versus those who live in communities other than St. Albert or 
Edmonton (59%); and  

• Those whose household income is $150,000 or greater (76%) versus those whose income is less 
than $100,000 (62%). 
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Respondent subgroups significantly more likely to have made a purchase from the Booster Juice in Servus 

Place in the past 6 months included: 

• Those who most recently used a day admission pass (65%) or an annual membership (62%) versus 
those who used a monthly membership (47%); 

• Those with 3 people or more (84%) in their household with a membership versus those with 2 
people (50%) or 1 person (51%);  

• Those who visit 4 to 11 times per month (70%) versus those who visit less than 4 times (59%) or 12 
times or more (58%);  

• Those who most recently visited with family (69%) or friends (64%) versus those who visited alone 
(50%); 

• Those who have used registered programs in the past year (68%) versus those who have not (56%); 

• Those with children in their household (73%) versus those without children (39%); 

• Those without seniors in their household (65%) versus those with seniors (47%); 

• Those aged 16 to 34 (60%) or 35 to 64 (66%) versus those aged 65 and older (43%);  

• Those who live in St. Albert (64%) versus those who live in Edmonton (54%); and  

• Those whose household income is $150,000 or greater (73%) versus those whose income is 
between $100,000 and less than $150,000 (58%) or less than $100,000 (59%). 

Respondent subgroups significantly more likely to have made a purchase from Active Physio Works in 

Servus Place in the past 6 months included: 

• Those who most recently used an annual membership (41%) versus those who used a monthly 
membership (25%) or a day admission pass (22%); 

• Those with 3 people or more (51%) or 2 people (44%) in their household with a membership versus 
those with 1 person (28%);  

• Those who visit 4 to 11 times per month (34%) or 12 times or more (38%) versus those who visit 
less than 4 times (19%);  

• Those who have used drop-in programs in the past year (36%) versus those who have not (25%); 

• Those with children in their household (33%) versus those without children (23%); 

• Those aged 35 to 64 (35%) versus those aged 16 to 34 (20%) or 65 and older (22%);  

• Those who live in St. Albert (32%) versus those who live in Edmonton (23%); and  

• Those whose household income is between $100,000 and less than $150,000 (32%) or $150,000 
or greater (36%) versus those whose income is less than $100,000 (22%). 

  



City of St. Albert                                                              Stakeholder Survey Results 
2016 Servus Credit Union Place Customer Service Survey                                                                                Final Report 
 

102 
 

Respondent subgroups significantly more likely to have made a purchase from Dynamic Sports Physio 

Therapy in Servus Place in the past 6 months included: 

• Those who most recently used an annual membership (18%) versus those who used a monthly 
membership (5%) or a day admission pass (7%); 

• Those with 3 people or more (22%) in their household with a membership versus those with 1 
person (12%);  

• Those who visit 12 times or more per month (16%) versus those who visit 4 to 11 times (9%) or less 
than 4 times (6%);  

• Those who most recently visited with friends (16%) versus those who visited with family (9%); 

• Those who have used drop-in programs in the past year (15%) versus those who have not (9%); 
and 

• Those without children in their household (15%) versus those with children (9%).  
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4.13 Communications 

Next, respondents were asked what communication tools they have used to access information about 
Servus Credit Union Place. The majority of respondents used the Servus Place website at 83%, while the 
Program Guide (65%) was the second-most popular response. Relatively few respondents used Facebook 
(11%), Twitter (4%), or the St. Albert Leader (3%). See Figure 33, below. 

Figure 33 

 

“Other” (n=73) communication tools mentioned included (multiple mentions): 
• Word of mouth (n=24); 
• Servus Credit Union Place staff (n=13);  
• Phone calls (n=11);  
• Posted information in facility (n=5); 
• Google (n=2); and  
• Email (n=1). 
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Respondent subgroups significantly more likely to obtain their information via Servus Place eNews 

included: 

• Those who most recently used an annual membership (49%) versus those who used a monthly 
membership (33%) or a day admission pass (23%);  

• Those who visit 4 to 11 times per month (35%) or 12 or more times (45%) versus those who visit 
less than 4 times (21%);  

• Those who most recently visited alone (46%) or with friends (42%) versus those who visited with 
family (25%); 

• Those who have used drop-in programs in the past year (43%) versus those who have not (28%); 

• Those who have used registered programs in the past year (44%) versus those who have not (28%); 

• Those without children in their household (44%) versus those with children (28%); 

• Those with seniors in their household (48%) versus those without seniors (31%);  

• Those aged 35 to 64 (33%) or 65 or older (52%) versus those aged 16 to 34 (21%); and  

• Those who live in St. Albert (38%) versus those who live in Edmonton (19%) or communities other 
than St. Albert or Edmonton (21%).  

Respondent subgroups significantly more likely to obtain their information via the Servus Place website 

included: 

• Those who have used registered programs in the past year (87%) versus those who have not (80%); 

• Those with children in their household (86%) versus those without children (77%); 

• Those without seniors in their household (84%) versus those with seniors (74%); 

• Those aged 16 to 34 (84%) or 35 to 64 (84%) versus those aged 65 and older (72%); and  

• Those whose household income is $150,000 or greater (89%) versus those whose income is less 
than $100,000 (80%). 
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Respondent subgroups significantly more likely to obtain their information via the Servus Place Program 

Guide included: 

• Those who most recently used an annual membership (74%) versus those who used a day 
admission pass (64%) or monthly membership (54%); 

• Those who visit 4 to 11 times per month (67%) or 12 or more times (69%) versus those who visit 
less than 4 times (58%);  

• Those who have used drop-in programs in the past year (75%) versus those who have not (59%); 

• Those who have used registered programs in the past year (77%) versus those who have not (56%); 

• Females (67%) versus males (56%); and 

• Those who live in St. Albert (69%) versus those who live in Edmonton (54%) or communities other 
than St. Albert or Edmonton (58%).  

Respondent subgroups significantly more likely to obtain their information via the St. Albert Gazette 

included: 

• Those who have not used registered programs in the past year (37%) versus those who have (29%); 

• Those with seniors in their household (45%) versus those without seniors (34%);  

• Those aged 65 and older (49%) and 35 to 64 (36%) versus those aged 16 to 34 (21%); and 

• Those who live in St. Albert (43%) or communities other than St. Albert or Edmonton (24%) versus 
those who live in Edmonton (10%). 

Respondent subgroups significantly more likely to obtain their information via the St. Albert City website 

included: 

• Those who most recently used a day admission pass (45%) or annual membership (35%) versus 
those who used a monthly membership (18%);  

• Those who visit less than 4 times per month (41%) versus those who visit 12 or more times (32%);  

• Those with children in their household (41%) versus those without children (33%); 

• Those with seniors in their household (39%) versus those without seniors (28%);  

• Those aged 35 to 64 (40%) versus those aged 65 and older (27%);  and  

• Those who live in St. Albert (42%) versus those who live in Edmonton (27%) or communities other 
than St. Albert or Edmonton (29%). 
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Respondent subgroups significantly more likely to obtain their information via in-facility bulletin boards 

included: 

• Those who most recently used an annual membership (39%) or a monthly membership (25%) 
versus those who used a day admission pass (12%); 

• Those who visit 4 to 11 times per month (27%) or 12 or more times (37%) versus those who visit 4 
times or less (9%);  

• Those who most recently visited alone (36%) or with friends (33%) versus those who most recently 
visited with family (17%); 

• Those who have used drop-in programs in the past year (31%) versus those who have not (19%); 

• Those without children in their household (37%) versus those with children (18%); 

• Those with seniors in their household (36%) versus those without seniors (22%);  

• Those aged 65 and older (34%) versus those aged 16 to 34 (17%); 

• Males (36%) versus females (21%); and 

• Those who live in St. Albert (26%) versus those who live in Edmonton (18%). 

Respondent subgroups significantly more likely to obtain their information via in-facility TV monitors 

included: 

• Those who most recently used an annual membership (47%) versus those who used a day 
admission pass (18%) or a monthly membership (22%);  

• Those with 3 people or more (49%) or 2 people (48%) in their household with a membership versus 
those with 1 person (34%);  

• Those who visit 4 to 11 times per month (36%) or 12 or more times (42%) versus those who visit 4 
times or less (12%);  

• Those who most recently visited with friends (39%) versus those who most recently visited with 
family (26%); 

• Those who have used drop-in programs in the past year (38%) versus those who have not (23%); 

• Those without children in their household (35%) versus those with children (27%); 

• Males (39%) versus females (27%);  

• Those who live in St. Albert (33%) versus those who live in Edmonton (22%) or communities other 
than St. Albert or Edmonton (21%); and  

• Those whose household income is $150,000 or greater (37%) versus those whose income is less 
than $100,000 (25%). 

Respondent subgroups significantly more likely to obtain their information via Twitter included: 

• Those who visit 4 to 11 times per month (6%) versus those who visit 4 times or less (1%); and 

• Those who live in St. Albert (5%) versus those who live in Edmonton (1%).   
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Respondent subgroups significantly more likely to obtain their information via Facebook included: 

• Those who have used registered programs in the past year (14%) versus those who have not (8%); 
and  

• Females (12%) versus males (5%). 

Respondent subgroups significantly more likely to obtain their information via the Servus Place mobile 

app included: 

• Those who most recently used an annual membership (32%) versus those who used a day 
admission pass (6%) or monthly membership (12%);  

• Those with 3 people or more (44%) in their household with a membership versus those with 1 
person (21%) or 2 people (26%);  

• Those who visit 4 to 11 times per month (16%) or 12 or more times (26%) versus those who visit 4 
times or less (7%);  

• Those who most recently visited alone (21%) or with friends (23%) versus those who most recently 
visited with family (12%); 

• Those who have used drop-in programs in the past year (28%) versus those who have not (9%); 

• Those who have used registered programs in the past year (22%) versus those who have not (14%); 

• Those without seniors in their household (17%) versus those with seniors (7%); and 

• Those aged 16 to 34 (19%) or 35 to 64 (17%) versus those aged 65 and older (6%).  
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Respondents were then asked to rate their level of satisfaction with the overall communication they had 

received from the Servus Credit Union Place over the past year. The vast majority (91%) were either very 

satisfied (31%), satisfied (53%), or somewhat satisfied (7%). See Figure 34, below. 

Figure 34 

 

Respondent subgroups significantly more likely to have been satisfied with the overall communication 

from Servus Place included: 

• Those who most recently used an annual membership (98%) versus those who used a day 
admission pass (88%); 

• Those with 3 people or more (100%) in their household with a membership versus those with 1 
person (95%);  

• Those who visit 4 to 11 times per month (92%) or 12 or more times (94%) versus those who visit 4 
times or less (87%);  

• Those who most recently visited alone (95%) versus those who most recently visited with family 
(90%); 

• Those who have used drop-in programs in the past year (96%) versus those who have not (90%); 
and 

• Those who have used registered programs in the past year (96%) versus those who have not (90%).  
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4.14 Demographics 
 

Table 31 
Profile of Survey Respondents 

 
 Percent of Respondents 

Gender 2016 
(n=810)  

2014 
(n=846) 

2012 
(n=777) 

Female 79 70 70 
Male 20 30 29 
Other  <1 - - 
Not stated 1 1 1 
Household Composition (at least 1 member in age group) 
Base: Those who provided a valid response  (n=806) (n=842) (n=771) 

Under 7 years old 42 27 31 
7 to 12 years old 35 20 21 

13 to 17 years old 17 15 20 

18 to 24 years old 10 18 15 

25 to 34 years old 22 28 28 

35 to 44 years old 51 33 36 

45 to 54 years old 27 27 30 

55 to 64 years old 15 23 21 

65 years or older 12 16 12 

Average household size 3.47 people 3.12 people 3.23 people 
Age (n=810) (n=846) (n=777) 
16 to 17 years old <1 <1 <1 

18 to 24 years old 1 4 3 

25 to 34 years old 16 20 20 

35 to 44 years old 41 24 29 

45 to 54 years old 19 20 19 

55 to 64 years old 10 17 13 

65 years or older 10 13 10 

Refused 3 2 6 

Mean age 44.6 years 46.2 years 44.8 years 
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Percent of Respondents 

2016 
(n=810)  

2014 
(n=846) 

2012 
(n=777) 

Place of Residence 

St. Albert 69 75 73 

Edmonton 17 15 12 

Other Alberta  10 9 11 

Other Canada <1 - 2 

Other <1 <1 1 

Household Income (n=810)  (n=846)  (n=777) 

Less than $50,000 4 5 4 

$50,000 to less than $60,000 3 4 3 

$60,000 to less than $70,000 3 3 4 

$70,000 to less than $80,000 3 5 4 

$80,000 to less than $90,000 4 4 5 

$90,000 to less than $100,000 6 6 6 

$100,000 to less than $120,000 13 10 12 

$120,000 to less than $150,000 9 9 12 

$150,000 to less than $200,000 14 11 9 

$200,000 or more 7 7 5 

Not stated 34 36 36 
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2016 Servus Credit Union Place Customer Satisfaction Survey 
October 20, 2016 – Final Survey 

 
Servus Place is interested in gathering your thoughts and opinions regarding the facility and 
services offered. The intent of this survey is to evaluate customers’ level of satisfaction, and 
perceptions regarding the facility. 
 
All responses will be collected and analyzed by Banister Research and Consulting Inc. to ensure 
confidentiality of your feedback and the objectivity of the analysis. All information will be reported 
in aggregate form, responses will NOT be reported in a manner that identifies any individual. 
 
ADMISSION DETAILS 
 
A. Have you visited Servus Place in the past 12 months? 
 

1. Yes 
2. No     THANK AND TERMINATE 

 
B. Are you 16 years of age or older? 
 

1. Yes 
2. No     THANK AND TERMINATE  

1. How did you gain admission to Servus Place on your most recent visit? 

1. Day admission 
2. Monthly membership 
3. Annual membership 
4. Multi-use pass 
5. Did not pay for admission to access the facility (i.e. was a spectator, etc.)  
6. Not applicable   THANK AND TERMINATE 

  

 



 

 
 

2. [ASK IF Q1=1,2,3,4] Which of the following did you pay for on your visit, or did you pay for 
when you obtained your membership? (Select all that apply if you paid for more than one 
individual) 

For more information about the rates, please visit the Admission & Membership Rates 
here: https://stalbert.ca/rec/servus-place/admissions/rates/  

 
1. Tots (did not pay – were admitted free) 
2. Children (2 to 12 years) 
3. Youth (3 to 17 years) 
4. Students (full-time) 
5. Adults (18+ years) 
6. Senior (60+ years) 
7. Family 
F5. Don’t Know 

  

https://stalbert.ca/rec/servus-place/admissions/rates/


 

 
 

3. Currently, family admission is defined as: 2 adults and any children in the household under the 
age of 18. Does this configuration adequately reflect the configuration of your family or 
household? If no, why not? 

1. Yes 
2. No; specify: ___________________________ 
3. Not Applicable 
F5. Don’t Know 

 
MEMBERSHIP VALUE & BENEFITS 

4. [ASK IF Q1=2,3] How many people in your household have a membership to the facility?  

______ PEOPLE 
 

5. [ASK IF Q1=2,3] What type of membership do you have? 

  
1. Individual membership 

 2. Family membership  
 3. Corporate membership 
 F6 Not applicable 

6. Please rate the value you received for your money for the following programs and services, 
stating if the value received was “very poor, poor, fair, good, very good, or excellent”. 

1. Very poor 
2. Poor  
3.  Fair 
4.  Good 
5. Very good 
6. Excellent 
F6       Not applicable 

 
a) Day admission  (ASK ONLY IF Q1=1) 
b) Monthly membership  (ASK ONLY IF Q1=2) 
c) Annual membership  (ASK ONLY IF Q1=3) 
d) Multi-use pass   (ASK ONLY IF Q1=4) 
e) Registered programs 
f) Drop-in programs 
g) Child minding 
h) Personal Training 
 

 [If Q1=3, ask Q7 to Q8, otherwise go to Q9] 
  



 

 
 

7. [IF Q1=3, ask] What value do you receive for your money for the following benefits of your 
membership? Please state if the value received was “very poor, poor, fair, good, very good, or 
excellent”. 

1. Very poor 
2. Poor  
3.  Fair 
4.  Good 
5. Very good 
6. Excellent 

 F6 (Not applicable) 

 

a) Convenience of making monthly payments 
b) Eligibility to participate in all drop-in programs & activities (link to drop-in programs) 
c) Access to spontaneous play areas on a first-come, first-served basis (day lockers are 

available) 
d) Free use of athletic equipment including volleyballs, basketballs, badminton rackets and floor 

hockey sticks (collateral required - membership card or $5). 
e) Access to affiliate venues including: Fountain Park Recreation Centre, Grosvenor Outdoor 

Pool, Akinsdale and Kinex Arenas 
f) A complimentary facility orientation & tour 
g) Four (4) complimentary play-for-a-day guest passes per year, per membership category 
h) 15% discount on all registered programs and fitness services at Servus Place 
i) 15% discount on child-minding punch passes 
j) Advanced program registration one week early 

8.  (IF Q.1=3, ask) Please rate how important the following benefits of your membership are to 
you using a scale of 1 to 6, where 1 means “not at all important” and 6 means “extremely 
important”. 

1. Not at all important 
2 
3 
4 
5. 
6. Extremely important 
F6        (Not applicable) 

a) Convenience of making monthly payments 
b) Eligibility to participate in all drop-in programs & activities (link to drop-in programs) 
c) Access to spontaneous play areas on a first-come, first-served basis (day lockers are 

available) 
d) Free use of athletic equipment including volleyballs, basketballs, badminton rackets and floor 

hockey sticks (collateral required - membership card or $5). 
e) Access to affiliate venues including: Fountain Park Recreation Centre, Grosvenor Outdoor 

Pool, Akinsdale and Kinex Arenas 
f) A complimentary facility orientation & tour 
g) Four (4) complimentary play-for-a-day guest passes per year, per membership category 
h) 15% discount on all registered programs and fitness services at Servus Place 
i) 15% discount on child-minding punch passes 
j) Advanced program registration one week early 

  



 

 
 

9. [ASK IF Q1=Any response other than “annual”] Prior to completing this survey, were you 
aware that each of the following are benefits that are included with every annual 
membership?  

1. Yes 
2. No 

a) Eligibility to participate in all drop-in programs & activities (link to drop-in programs) 
b) Access to spontaneous play areas on a first-come, first-served basis (day lockers are 

available) 
c) Free use of athletic equipment including volleyballs, basketballs, badminton rackets and floor 

hockey sticks (collateral required - membership card or $5). 
d) Access to affiliate venues including: Fountain Park Recreation Centre, Grosvenor Outdoor 

Pool, Akinsdale and Kinex Arenas 
e) A complimentary facility orientation & tour 
f) Four (4) complimentary play-for-a-day guest passes per year, per membership category 
g) 15% discount on all registered programs and fitness services at Servus Place 
h) 15% discount on child-minding punch passes 
i) Advanced program registration one week early 

10. [ASK IF Q1=Any response other than “annual”] The costs of an annual membership are as 
follows: [PROGRAMMER NOTE: DISPLAY ALL INFO BELOW & QUESTION ON SINGLE PAGE] 

 Annual 
Tots (under 2) - 
Children (2 – 12 years) $250.00 
Youth (13 – 17 years) $355.00 
Students (full-time) $460.00 
Adults (18+ years) $525.00 
Additional Adult $480.00 
Senior (60+ years) $390.00 
Additional Senior $345.00 
Family $1,350.00 

 Please rate the value you feel you would receive for your money for an annual 
membership, knowing that they include the following benefits: 

• Eligibility to participate in all drop-in programs & activities (link to drop-in programs) 
• Access to spontaneous play areas on a first-come, first-served basis (day lockers are 

available) 
• Free use of athletic equipment including volleyballs, basketballs, badminton rackets and floor 

hockey sticks (collateral required - membership card or $5). 
• Access to affiliate venues including: Fountain Park Recreation Centre, Grosvenor Outdoor 

Pool, Akinsdale and Kinex Arenas 
• A complimentary facility orientation & tour 
• Four (4) complimentary play-for-a-day guest passes per year, per membership category 
• 15% discount on all registered programs and fitness services at Servus Place 
• 15% discount on child-minding punch passes 
• Advanced program registration one week early 

  



 

 
 

1. Very poor 
2. Poor  
3.  Fair 
4.  Good 
5. Very good 
6. Excellent 
F6       Not applicable 

11. [ASK IF Q1=Any response other than “annual”] Now that you know more about the benefits of 
having an annual membership, how likely are you to purchase one? 

1. Not at all likely 
2. … 
3.  … 
4.  … 
5. … 
6. Very likely 
F5       Don’t Know 

12. Are there any other benefits that would you like to see as part of your membership? 

1. Yes (Please specify) ____________ RECORD VERBATIM 
2. No 

 
FACILITY USAGE 

13. How often do you visit the facility in a typical month? 

 ___________ RECORD NUMBER OF TIMES 
 F5 Don’t know 
 F6  Not applicable 

14. Do you typically visit the facility alone or with someone else? 

 1. Alone 
 2. With family 
 3. With a friend or friends 
 F6 Not applicable 

15. Which amenities of the facility do you use most often? (choose all that apply) 

1. Water play centre 
2. Fitness and wellness centre 
3. Track and training centre 
4. Fitness studios 
5. Gymnasium courts 
6. Field houses 
7. Ice arenas 
8. Leisure ice 
9. Children’s playground 
10. Childminding 
11. Other (please specify) ____________ RECORD VERBATIM 
F6  Not applicable 



 

 
 

 
 [For Q16 and Q17 – ask for each amenity selected in Q15] 

16. Please rate your level of satisfaction with the amenities of Servus Place that you use most 
often, stating if you were “very dissatisfied, dissatisfied, somewhat dissatisfied, somewhat 
satisfied, satisfied or very satisfied”. 

1. Very dissatisfied 
2. Dissatisfied 
3. Somewhat dissatisfied 
4. Somewhat satisfied 
5. Satisfied 
6. Very satisfied 
F6  Not applicable 

  

1. Water play centre 
2. Fitness and wellness centre 
3. Track and training centre 
4. Fitness studios 
5. Gymnasium courts 
6. Field houses 
7. Ice arenas 
8. Leisure ice 
9. Children’s playground 
10. Childminding 
11. Other (please specify) ____________ RECORD VERBATIM 

 

17. Please rate how important the amenities you use most often at Servus Place are to you, using 
a scale of 1 to 6, where 1 means “not at all important” and 6 means “extremely important”. 

1. Not at all important 
2 
3 
4 
5. 
6. Extremely important 
F6  Not applicable 

 
1. Water play centre 
2. Fitness and wellness centre 
3. Track and training centre 
4. Fitness studios 
5. Gymnasium courts 
6. Field houses 
7. Ice arenas 
8. Leisure ice 
9. Children’s playground 
10. Childminding 
11. Other (please specify) ____________ RECORD VERBATIM 

  



 

 
 

18. Which of the following amenities would you like to see improved or changed? (Select all that 
apply) 

1. Water play centre 
2. Fitness and wellness centre 
3. Track and training centre 
4. Fitness studios 
5. Gymnasium courts 
6. Field houses 
7. Ice arenas 
8. Leisure ice 
9. Children’s playground 
10. Childminding 
11. Other (please specify) ____________ RECORD VERBATIM 

19. Of these amenities, which one do you think is the most important, in terms of needing 
improvements or other changes? [SINGLE RESPONSE] 

1. [SHOW RESPONSES SELECTED IN Q18] 
2. … 
3. … 

20. In what ways do you think the [INSERT FROM Q19] needs improvement or other changes? 

1. _______________________ RECORD VERBATIM 

21. Are there any other amenities you would like to see offered at Servus Place? 

1. Yes (Please specify) ____________ RECORD VERBATIM 
2. No 

 
FACILITY FEATURES AND ATTRIBUTES 

22. Please rate your level of satisfaction with the following aspects of Servus Place using a scale of 
1 to 6, stating if you are “very dissatisfied, dissatisfied, somewhat dissatisfied, somewhat 
satisfied, satisfied or very satisfied”. 

1. Very dissatisfied 
2. Dissatisfied 
3. Somewhat dissatisfied 
4. Somewhat satisfied 
5. Satisfied 
6. Very satisfied 
F6  Not applicable 
 

  



 

 
 

a) Atmosphere 
b) Parking lot safety 
c) Security of lockers 
d) Availability of lockers 
e) Availability of showers 
f) Personal safety 
g) Overall maintenance of the facility 
h) Fitness equipment availability 
i) Fitness equipment reliability 
j) Lighting levels 
k) Air quality 
l) Number of refuse and recycling stations 
m) Program registration 
n) Membership purchase process 
o) Admission process 
p) Public seating areas 

23. Please rate how important these elements are to your overall experience at Servus Place using 
a scale of 1 to 6, where 1 means “not at all important” and 6 means “extremely important:. 

1. Not at all important 
2 
3 
4 
5. 
6. Extremely important 
F6  Not applicable 
 
a) Atmosphere 
b) Parking lot safety 
c) Security of lockers 
d) Availability of lockers 
e) Availability of showers 
f) Personal safety 
g) Overall maintenance of the facility 
h) Fitness equipment availability 
i) Fitness equipment reliability 
j) Lighting levels 
k) Air quality 
l) Number of refuse and recycling stations 
m) Program registration 
n) Membership purchase process 
o) Admission process 
p) Public seating areas 

  
  



 

 
 

DROP IN PROGRAMS  

24. Have you used drop-in programs in the last year? 

1. Yes  (SKIP TO Q26) 
 2. No (GO TO Q25, THEN SKIP TO Q28)  

25. Why haven’t you used drop-in programs in the last year? 

 1. _____________ RECORD VERBATIM 

26. Please rate your level of satisfaction with each of the following aspects of drop-in programs, 
stating if you were “very dissatisfied, dissatisfied, somewhat dissatisfied, somewhat satisfied, 
satisfied or very satisfied”. 

1. Very dissatisfied 
2. Dissatisfied 
3. Somewhat dissatisfied 
4. Somewhat satisfied 
5. Satisfied 
6. Very satisfied 
F6  Not applicable 
 
a) Availability 
b) Value for price 
c) Quality of instruction 
d) Quality of program 
e) Quantity 
f) Variety 

27. Please rate how important these elements are to your overall experience with drop-in 
programs using a scale of 1 to 6, where 1 means “not at all important” and 6 means 
“extremely important”. 

1. Not at all important 
2 
3 
4 
5. 
6. Extremely important 
F6  Not applicable 

 
a) Availability 
b) Value for price 
c) Quality of instruction 
d) Quality of program 
e) Quantity 
f) Variety 

  



 

 
 

REGISTERED PROGRAMS 

28. Have you used registered programs in the last year? 

 1. Yes  (SKIP TO Q30) 
 2. No (GO TO Q29, then Skip to Q32)  

29. Why haven’t you used registered programs in the last year? 

 1. _____________ RECORD VERBATIM 

30. Please rate your level of satisfaction with each of the following aspects of registered 
programs, stating if you were “very dissatisfied, dissatisfied, somewhat dissatisfied, 
somewhat satisfied, satisfied or very satisfied”. 

1. Very dissatisfied 
2. Dissatisfied 
3. Somewhat dissatisfied 
4. Somewhat satisfied 
5. Satisfied 
6. Very satisfied 
F6  Not applicable 
 
a) Availability 
b) Value for price 
c) Quality of instruction 
d) Quality of program 
e) Quantity 
f) Variety 

31. Please rate how important these elements are to your overall experience with registered 
programs using a scale of 1 to 6, where 1 means “not at all important” and 6 means 
“extremely important”. 

1. Not at all important 
2 
3 
4 
5. 
6. Extremely important 
F6  Not applicable 

 
a) Availability 
b) Value for price 
c) Quality of instruction 
d) Quality of program 
e) Quantity 
f) Variety 

 
  



 

 
 

Customer Service 

32. How would you rate the following aspects of customer service provided at Servus Place? 
Please state if you “strongly disagree, disagree, somewhat disagree, somewhat agree, agree, 
or strongly agree” with the following statements: 

1. Strongly disagree 
2. Disagree 
3. Somewhat disagree 
4. Somewhat agree 
5. Agree 
6. Strongly agree 
F5 Don’t know 
F6  Not applicable 
 
a) Staff are genuinely interested in addressing your needs and concerns 
b) Staff are helpful 
c) Staff listen to your concerns 
d) Staff are polite 
e) Staff appear to work together 
f) Staff appear happy to work at our facility 
g) Staff treat customers fairly 
h) Staff work to find effective ways to solve problems 
i) Adequate staffing levels 

33. Please rate your level of satisfaction with the following aspects of facility cleanliness, stating if 
you are “very dissatisfied, dissatisfied, somewhat dissatisfied, somewhat satisfied, satisfied or 
very satisfied”. 

1. Very dissatisfied 
2. Dissatisfied 
3. Somewhat dissatisfied 
4. Somewhat satisfied 
5. Satisfied 
6. Very satisfied 
F6 Not applicable 
 
a) Overall cleanliness 
b) Water play centre cleanliness 
c) Water play centre change room cleanliness 
d) ReidBuilt Homes Gymnasium Court cleanliness 
e) ReidBuilt Homes Gymnasium Court change room cleanliness 
f) Fitness and wellness centre cleanliness 
g) Fitness and wellness centre change room cleanliness 
h) Fitness equipment cleanliness 
i) Christianson Developments Track and Training Centre cleanliness 
j) Arena cleanliness 
k) Arena locker room cleanliness 
l) Children’s playground cleanliness 
m) Child-minding room cleanliness 
n) Hallways and stairwells 

  



 

 
 

34. Please rate how important the following aspects of facility cleanliness are to you using a scale 
of 1 to 6, where 1 means “not at all important” and 6 means “extremely important”. 

1. Not at all important 
2 
3 
4 
5. 
6. Extremely important 
F6  Not applicable 

 
a) Overall cleanliness 
b) Water play centre cleanliness 
c) Water play centre change room cleanliness 
d) ReidBuilt Homes Gymnasium Court cleanliness 
e) ReidBuilt Homes Gymnasium Court change room cleanliness 
f) Fitness and wellness centre cleanliness 
g) Fitness and wellness centre change room cleanliness 
h) Fitness equipment cleanliness 
i) Christianson Developments Track and Training Centre cleanliness 
j) Arena cleanliness 
k) Arena locker room cleanliness 
l) Children’s playground cleanliness 
m) Child-minding room cleanliness 
n) Hallways and stairwells 

 
RETAIL PARTNERS  

35. Have you made a purchase in the past six months from one of the following retailers/service 
providers at Servus Place?  

1. Yes 
2. No   

 
a) Skybox Grill 
b) Starbucks 
c) Booster Juice  
d) Source for Sports  
e) Active Physio Works 

36. [FOR EACH “YES” IN Q35, ASK] How satisfied were you with your overall experience at …. 

1. Very dissatisfied 
2. Dissatisfied 
3. Somewhat dissatisfied 
4. Somewhat satisfied 
5. Satisfied 
6. Very satisfied 

 

a) Skybox Grill 
b) Starbucks 
c) Booster Juice  



 

 
 

d) Source for Sports  
f) Active Physio Works 

Communications 

37. Which of these tools do you use to obtain information about Servus Place? 

1. Yes 
2. No   

 
a) Servus Place eNews  
b) Servus Place website: http://www.servusplace.ca/  
c) Servus Place Program Guide 
d) St. Albert Gazette 
e) St. Albert Leader 
f) City of St. Albert website 
g) In facility bulletin boards 
h) In facility TV monitors 
i) Twitter 
j) Facebook 
k) Servus Place mobile app 
l) Other (please specify) ____________ RECORD VERBATIM 

38. Please rate your level of satisfaction with the overall communication you received from Servus 
Place over the past year, stating if you were “very dissatisfied, dissatisfied, somewhat 
dissatisfied, somewhat satisfied, satisfied or very satisfied”. 

1. Very dissatisfied 
2. Dissatisfied 
3. Somewhat dissatisfied 
4. Somewhat satisfied 
5. Satisfied 
6. Very satisfied 
F6 Not applicable 

 
Overall 

39. What is your overall satisfaction with Servus Place? Please state if you are “very dissatisfied, 
dissatisfied, somewhat dissatisfied, somewhat satisfied, satisfied or very satisfied”. 

1. Very dissatisfied 
2. Dissatisfied 
3. Somewhat dissatisfied 
4. Somewhat satisfied 
5. Satisfied 
6. Very satisfied 

 
  

http://www.servusplace.ca/


 

 
 

Demographics 

40. Including yourself, how many members of your household fall into each of the following age 
categories? 

 1) Under 7 years ____  6) 35 to 44 years ____ 
 2) 7 to 12 years ____   7) 45 to 54 years ____ 
 3) 13 to 17 years ____  8) 55 to 64 years ____ 
 4) 18 to 24 years ____  9) 65 years + ____ 
 5) 25 to 34 years ____ 

41. In what year were you born?  

 _____ RECORD VERBATIM 

42. What is your gender? 

  
1. Male  
2. Female 
3. Other 

43. Where do you live? 

 1. St. Albert   
2. Edmonton 
3. Other (please specify) ___________________ RECORD VERBATIM 

44. What is your postal code? ____________ 

45. Into which of the following categories would you place your total household income before 
taxes for last year, that is, for 2015?  

1. Less than $50,000 
2. $50,000 to less than $60,000 
3. $60,000 to less than $70,000 
4. $70,000 to less than $80,000 
5. $80,000 to less than $90,000 
6. $90,000 to less than $100,000 
7. $100,000 to less than $120,000 
8. $120,000 to less than $150,000 
9. $150,000 to less than $200,000 
10. $200,000 or more 

 11. Prefer not to say 
 
 

 
Thank you for completing our survey. 
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