
October 2019 Annual General Meeting Artistic Director’s Report 

 

 As our previous AGM took place in February 2019, this report will cover the period of February 

2019 to present. Instead of a chronological account of what I have been doing in this time, I will split my 

report into categories.  

REGISTRATION 

Since coming into the role of A.D. in October 2018, increasing registration has been my 

number one priority. In the 2018/19 season, we had low registration numbers. This is due to a 

number of factors. We started registration late in October 2018, which meant that we missed 

the Fall Activity Guide advertising, and by September, most families in Red Deer had already 

decided on other recreational activities. Despite a number of challenges, we ended up having 

12 kids registered for the season. Breakdown of registration was: 

9-12 Year Old Returning 2 

9-12 Year Old New 2 

13-17 Year Old Returning 7 

13-17 Year Old New 1 

Total 12 
 

 The majority of those that were part of the 2018/19 season were youth that had been 

part of Tree House in years past. Only 3 brand new Tree House participants were brought in. 

We didn’t pay for any ads on social media, nor did we have a posting in the city guide. Our 

primary form of outreach was through free social media posts, a MailChimp mail out, and 

articles in the Red Deer Advocate and Express. As a result of the numbers we received, the 

decision was made to combine the 9-12 year olds and the 13-17 year olds into one program.  

This season we have had a rejuvenation when it comes to registrations and 

memberships. Comparing last year to this year shows some really encouraging numbers: 

Group 2018/19 2019/20 +/- 

9-12 Year Old Returning 2 2 - 

9-12 Year Old New 2 5 +3 

13-17 Year Old Returning 7 7 - 

13-17 Year Old New 1 8 +7 

Total 12 22 +10 
 

By starting our registration process in late July, purchasing Facebook and Instagram ads, 

and having a post in the City of Red Deer Activity Guide, we saw a significant increase in 

registration. Having a fun, and strong season with Alice in Wonderland certainly helped in 

getting the word out that Tree House was continuing with the mission of creating a challenging 

and rewarding experience. Registration will soon be opening for our winter term, which could 
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see the season numbers increase again. With the concept of the one-acts, additional Facebook 

and Instagram ads, and a posting in the winter edition of the activity guide, there is no reason 

to believe we won’t see an increase in numbers going into January. Most importantly, we have 

enough youth in the 9-12-year-old age group that we have been able to have two separate 

programs. The health of Tree House will depend on having an increase year to year in this age 

group. If we continue having positive momentum like this, we can get to a comfortable place of 

30-40 participants.  

PRODUCTIONS 

Alice in Wonderland 

In March we put up the production of Alice in Wonderland. Ticket sales for this show 

were better than expected, with 80% of tickets being sold, including two sold out matinees. 

While we strive to have a sold out show, the 80% sold was a very positive place to be. Having 

two sold out matinees was significant, as it has historically been difficult for Tree House to sell 

matinee tickets. No money was spent on a Facebook or Instagram ad to push tickets sales, but 

posters and handbills were made. An article in the Advocate also highlighted the production. 

The production itself served the purpose it was meant to. Coming into the season there was a 

shortened timeline. I had wished for the show to take place in May, but the Nickle Studio was 

booked up. March was the latest we could do a show, which meant a very short rehearsal 

schedule of January-Mid March. Alice in Wonderland was chosen because it was a shorter 

length (45 minutes), and could be done in a shortened time-line. Due to a smaller budget, the 

set was underwhelming, but again, served the purpose. The costumes that were designed and 

built by Gwendolyn McCagg were wonderful, and elevated the show. As the show was only 45 

minutes long, past alumni were brought in to showcase what they had been working on in the 

arts since their time with Tree House. One of the alumni dated back to the Richard O’Brian days 

of the 90’s. This was a fun experience for them, and the audience.  The overall production was 

well-received, and a great challenge for the actors, as most got to play a number of characters. 

Looking back at the show, the set was underwhelming and I felt it took away from the overall 

quality of the show, but the acting and costumes made up for it in spades.  

Little Women, The Witches Curse, and the One-Acts 

 With more time, and an increased budget, I feel I can finally pursue my vision for Tree 

House Youth Theatre. For fear of making this report way too long (as it probably is), I will briefly 

summarize the overall vision. This is how I hope each season will go moving forward: 

 Two programs (9-12 and 13-17) 

 Sept-Dec 

o 9-12 will work on small play while learning fundamentals of theatre 
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o 13-17 will rehearse a full-length play to present in December. The 

type/style of play will differ from season to season, which will allow for 

participants to gain experience in a variety of roles 

o In addition to acting, participants can also try out roles like assistant stage 

manager, costume assistant, and board operator 

o A select group of 13-17-year-old participants will begin to work on a one-

act festival as directors. They will pick out their play, break down the 

script, and prepare for auditions 

 January-May 

o All participants will work on the Tree House One-Act Festival presented in 

May 

o The roles of actor, director, stage manager, designer, and crew will be 

made up of participants 

o Mentors from the theatre industry will be brought in to train the 

participants in the various areas that they are working in 

This season I chose Little Women as the 13-17-year-old production, and wrote the play 

The Witches Curse for the 9-12 year olds. Little Women has a cast of 11, and because we have 

14 actors, some of the roles needed to be double cast. Additionally, there were not enough 

male-identifying actors in the cast, so I had to cast the role of Father with a female-identifying 

cast member. The double casting has proven to be a challenge, as we have to do twice the work 

in the rehearsal time that we have. I have adjusted the schedule a couple of times to try to 

make this easier. However, the actors are doing fantastic, and are really stepping it up. During 

our run through of Act One on Oct. 20, everyone was off-book, and did really well. Additionally, 

for the first time in Tree House, we now have one of our participants only in a technical role as 

props designer and assistant stage manager, and one actor also participating as a costume 

assistant. Going forward, I want to advertise to the community that youth can participate 

without acting, and can solely pursue the tech side of theatre. For the Witches Curse the youth 

that are in that show are doing really well. We are early in the process, but have been having 

fun so far. Over the coming weeks it will need to be decided what those actors will do after 

their performance has finished during the run of the show. Feedback from parents will be 

important in this matter. 

Tickets for our December production have been selling fairly well. We have sold 27% of 

the tickets for the show, which, just under two months from opening is really good. We have 

yet to put up posters, pay for ads on Facebook/Instagram, have a write-up in the Advocate and 

Red Deer News Now, or have interviews done with the radio stations.  

Help will be needed for this production to build and paint the set, build and find props, 

find furniture, and front/backstage help. The number of volunteers needed this year compared 

to last year is directly related to the demands of the production. Last season most of the lead 

up to the show was done by myself and the SM Braden, with parents being asked to be 
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backstage. This season we will be in charge of our own front of house, have many more kids 

backstage, a much more complex set, and more props. Parent/Guardian help is going to be 

essential to the success of this show. The process of organizing help begins at the AGM, and will 

be an ongoing process. November will be set, costume, and prop building month. We have 

hired a Hair and Makeup Designer, Kate Harris, for this production. She is unable to be at the 

AGM, but will be reaching out to parent volunteers to assist backstage. 

There are currently 4 one-act directors that are busy getting ready for the one-act 

festival. Two have selected one-act plays, and we were able to successfully apply for the 

licenses. The other two are still in the process of selecting a play. The two plays chosen so far 

are Sorry, Wrong Number and Gray Area. Once plays have been selected, the directors will 

begin to break down their scripts, and designers will be brought in. Directors will go through 

workshops on how to effectively work with actors, technicians, and designers.  

MARKETING 

 We have tried a number of avenues of marketing and discovered some are more 

successful than others. Here is a run-down of what we have done in the last year, and my 

thoughts on effectiveness: 

 Facebook/Instagram Ad 

o This is a very low cost, high return form of advertising.  

o Our last ad on Facebook cost $100 and reached 9,000 people, had 373 

engagements, 33 shares, 181 link clicks, and created 25 new page likes. 

o Our last Instagram ad cost $60 and had a reach of 6,643, 64 clicks, 105 

profile visits, and added 8 new followers.  

o We saw an immediate jump in registrations when these ads went out 

o We will use Facebook/Instagram ads to sell tickets and for future 

registrations 

o Ability to target an audience is a key feature of these ads 

 City Guide 

o At only $40-$80 this is a really cost effective way to get our programming 

information out to Red Deer. I don’t have statistics from the City of Red 

Deer, but anecdotally, I have seen that the guide has a very far reach.  

 Posters/Handbills 

o Costs quite a bit, and takes up quite a significant amount of time. 

o No way of knowing the reach they have 

o Can’t represent changes like social media 

o Unable to target an audience 
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 Newspapers/News media 

o I will be requesting an interview with the Advocate, and Red Deer News 

Now for sometime late November or early December to drum up ticket 

sales 

o Can be a good source, but we don’t have data to show 

 Red Deer Market 

o We went to the Red Deer Market once. It was not effective. It was a very 

long morning. 

 Central Alberta Children’s Expo 

o In March we were asked to participate in their tea party.  

o Our table was located right at the front door, which gave us a lot of 

exposure.  

o We collected 30 email addresses, and were able to get some participants 

to sign up as a result 

o We were there at no cost, as we were invited as a last minute 

replacement. In the future we will need to pay if we want to join 

o We were one of three organizations that donations were collected on 

behalf of, and ended up making around $500. 

 Word of Mouth 

o This is a key in spreading the word about Tree House and our shows.  

o Share our social media posts publicly 

o Write about or speak of your experiences 

 Radio Stations 

o I will be approaching the radio stations to see if we could get some air 

time in Nov or Dec  

WEBSITE 

 We have a brand new website! I spent many, many hours working on our website. We 

changed providers this year and are now being hosted by wix.com. With Netfirms, we could 

have built a really good website, but Netfirms is designed for web designers. I am not a web 

designer. Wix.com is really user friendly, and the tools they have are very easy to follow and 

use. The benefits of moving to this host will be that we can’t guarantee that the Tree House 

team will be made up of web designers in the future (it currently has 0). The cost is also the 

same as with Netfirms, so it really was a big win for us. I have started a weekly blog, with the 

intention that it drives traffic to the website. The more eyes that are looking at the website, the 

better. I hope to have other people also contribute to the blog as well, perhaps current/past 

participants, board members, other theatre artists in Alberta. The more we do to get our brand 

out there, the better. The new website also utilizes SEO (search engine optimization), which 

means that we are now appearing near, or close to the top of Google searches when people 

type in Central Alberta type in theatre, youth theatre, and things like that. The more you click 
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on the website, the higher we go in the rankings on Google searches. Updates are also able to 

be done through a mobile app, which really makes for a smooth process. Three cheers for the 

new, sorely needed, website! 

STAFF 

Braden Guido finished his time with Tree House in June. This was his 3rd season with us, 

and we are very thankful for his time as Program Administrator. For the sake of simplicity, and 

accuracy, the job title has been changed to Stage Manager, as it reflects the responsibilities of 

the role a bit better. Kaylee Boone, a recent graduate of LTCHS, has been brought on as SM for 

this season. She comes with a wealth of experience and awards in theatre, and has been a great 

addition to the team. As Costume Designer, Gwendolyn McCagg is back. I couldn’t imagine not 

having Gwen on the team, as her work is always of the utmost quality. Also continuing on staff 

is Gerrie Friesen as our accountant/bookkeeper. She is wonderful at what she does, and a vital 

member of Tree House. New to the team for the production of Little Women as our Hair and 

Makeup Designer is Kate Harris. A graduate of the RDC theatre program in the early 2000s, Kate 

is the AD of Under My Skin, a touring body image theatre show, in addition to countless other 

roles and jobs in theatre over the years.  

CLOSING 

 If you have read all of this, thank you. I know it is a lot of information, and I probably left 

some things out, but I think it is important that you know as much as possible about what I am 

up to, and the state of Tree House. I strive to make this theatre company a place where 

everyone feels that they can belong, and contribute based on their skills and abilities. I really 

feel good about the direction of Tree House Youth Theatre. I hope that you can feel 

empowered to send me an email, or talk face to face if you have questions, comments, or 

concerns. I really need to thank the board of directors of Tree House. Without a board, this 

company would not exist. I want to especially thank Lisa Perkins, the President of the board. I 

suspect that this will be the last AGM that she is going to lead for Tree House. Lisa, your tireless 

dedication to this theatre company, even at a time when you didn’t have a kid in this program, 

is the reason we are here today. On behalf of everyone here, anyone that couldn’t be in 

attendance, and anyone that has been involved in Tree House while you were involved, thank 

you. 

 Thank you, 

Albertus Koett 

Artistic Director 

Tree House Youth Theatre  

 


