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I have to confess that writing about how 
theatre artists interact with Alberta’s corporate 
community isn’t an easy task for me. Part 
of it has to do with being raised with an 
inherent suspicion of big business, instilled 
in me by parents who melded Netherlands-
style socialism with the prairie-populist religion 
of Tommy Douglas. And that suspicion isn’t just a 
boogeyman from my childhood closet: I’m concerned about the 
increasing influence of corporatism and advertising within our society. 
Their effects on culture in particular make me both angry and anxious. When I see 
a play that appears to have been created on a spreadsheet—maximum box office minus 
minimal expenditure equals good theatre—I see red. Or at least pink.

But a few years ago I had a three-year stint as playwright-in-residence at Alberta 
Theatre Projects in Calgary. On a number of occasions I was asked to appear at various 
fundraising events. And whenever I went, I unfailingly met interesting people working 
in engineering, high finance and oil and gas industries, who were deeply passionate 
about the theatre. They were fascinated with our world, so much so that they had 
decided to dedicate part of their lives to helping us do our jobs.

I also recognize that my ‘us and them’ feelings assume a false dichotomy—there are 
very many theatre practitioners in the province, particularly in community theatre 
settings, that function in both worlds simultaneously without all of my hand-
wringing. So it’s complicated.

In some sense, this issue is a means of working out my own conflicted mind.  
So be prepared for a smorgasbord of opinions, including a spirited joint statement 
from Azimuth Theatre’s Steve Pirot and Downstage’s Simon Mallett about the 
ethical complexities of engaging corporate sponsors. We’re also providing excerpts 
from Azimuth’s and Downstage’s politically engaged work. Dan Perry writes 
about former Magnetic North Artistic Director Ken Cameron’s work bringing his 
theatrical knowledge to corporate settings. Judith Mendelsohn busts the myth 
that partnerships between businesses and theatre companies are for the big boys 
only by investigating some small Alberta companies that are getting creative 
with sponsorships. Scott Peters highlights Christie Lites’ long-standing informal 
corporate sponsorship model. Alberta Playwrights’ Network Executive Director 
Trevor Rueger offers some thoughts on the demise of theatres in both the 
profit and not-for-profit models. And Dale Turri finishes off the issue with some 
thoughts on the realities of corporate sponsorship and about how theatres can 
get creative in meeting these realities.

I don’t have a tidy moral to end this editorial. I’m sort of glad I don’t— 
I think how we choose to engage with the corporate world, or if we want to 
at all, is something each of us has to figure out for ourselves. I hope the 
issue helps you in doing just that. 

DAVID VAN BELLE
ediTor

incheck
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Talk about a role of a lifetime—literally. Jill Cairns has been heavily 
involved with the Peace Players, Peace River’s community theatre, 
since she started as a chorus girl in a burlesque show called Sorry 
‘Bout That back in the summer of 1984. Since that time, she has 
worked her way up, from “the bit parts that no one else wanted” to 
performing lead roles in shows like Lend Me a Tenor. She is also a 
valued long-term board member. 

Cairns has done it all—from costuming and set building to acting 
and producing—and has even stepped into the director’s chair 
during the past two years, leading productions of The Vagina 
Monologues and All the King’s Women (a play about Elvis Presley  
told through the lens of 17 women).

Cairns’s support of Peace Players is not limited to her seemingly 
inexhaustible artistic energy, however. As a small business owner 
she has brought the resources of her dry cleaning company, Style 
Ryte Cleaners, to a unique partnership with the theatre: 

“The outlet we used to use for our ticket sales closed. Because i am 
so involved with the group i decided to take on the ticket sales.” 

If you want tickets to a Peace Players show, all you have to do is 
call Style Ryte. (And you can probably arrange to get your shirts 
done, light starch, at the same time.) Does this partnership benefit 
her business?

“i think it does. People that frequent the theatre have come to 
recognize me and know what i do. They also know that they can 
call me if they have any questions concerning the theatre. The 
ticket sales certainly bring people into the store, plus our name is 
on all [of] the posters and advertising. While selling tickets and 
taking bookings can take up a fair bit of time, i think that people 
appreciate having a central location to come to and [find] that we 
are very accommodating to Peace Players patrons. i would hope 
that they would think of us when they have dry cleaning needs.”

And how about the reverse—aside from the practical support,  
does being connected with her business benefit Peace Players?

“Again i think it might. People have come to realize that i give 
110% when i commit to something and i think it shows in the 
work i’ve done in the theatre. They tell me that my name is 
synonymous with Peace Players. i believe i have a very good 
reputation as a business owner and that it reflects positively on 
Peace Players.” 

Jill Cairns, Peace 
Players Board Member 
and Owner of Style 
Ryte Cleaners.

This issue we’re featuring two community theatre board members, 
one from northern Alberta and one from southern Alberta, who 
integrate their business lives with their theatre volunteerism. –ed.

Lawrence Gordon told us to get in touch with him at his law office 
before 4pm—because after that he was leaving to build a set. As a 
second-term president of the board of Medicine Hat Musical Theatre 
(MHMT), Gordon has a long to-do list: 

“i take care of many legal and administrative functions that arise 
from owning Musical Theatre Playhouse…. included in that list 
is negotiating the mortgage, insurance coverage, liquor licenses, 
building permits, inspections, securing rights to productions— 
a long list that goes on. But those are not the fun parts.”

And what are the fun parts? 

“Building sets and constructing improvements to our building.” 

Gordon’s pretty specific about his involvement in the theatre, 
though. Some things he doesn’t touch. Singing, for instance: 

“i am probably the only tone deaf president MHMT has had in its 
51 year history.”

Gordon is clear that he didn’t get involved in MHMT for any kind of 
professional advantage. 

“i never think about my involvement in either MHMT or 
community theatre as being an avenue to enhance my firm.  
i approach it from the point of view of giving back to a 
community that has been very kind to me over the years.”

Personally, however, he sees all kinds of ways in which his work 
with MHMT has enhanced his own understanding of the world.

“i believe the benefit of being involved in theatre comes from 
meeting and dealing with creative people, many of whom can think 
outside the box. Being creative and open minded is an important 
key. Another factor is the importance of teamwork. Any production 
involves a huge team, and every [member] is important.”

And what does MHMT learn from him?

“i tend to be quite fiscally conservative when it comes to 
budgeting. i don’t like spending money unless we have it. But i 
believe in being aggressive in doing successful shows to generate 
profits for MHMT. i hope my approach to finances is passed on.” 

Lawrence Gordon, 
President of Medicine 
Hat Musical Theatre 
and Partner at Gordon, 
Smith & Company.
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The National Corporate Theater Fund (NCTF) is a 
coalition of ten American not-for-profit theatres 
dedicated to increasing the participation of 
corporations and their employees in support of 
theatre across the U.S. Created in 1978 and based in 
New York City, NCTF engages the corporate community 
in partnerships and sponsorships that raise money 
specifically for its member theatre companies. Some 
of these theatres include Actors Theatre of Louisville, 
American Conservatory Theater, American Repertory 
Theater, The Old Globe and Seattle Repertory Theater. 
Since its founding NCTF has raised hundreds of 
millions of dollars from over 40 major corporate 
supporters, including AOL Impact, Ernst & Young and 
Bank of America. 

In May 2012 NCTF launched “Impact Creativity”: a 
three-year, $5 million fundraising effort to support 
company-based theatre education programs in 19 
American cities. These programs will provide more 
than 500,000 youth with opportunities to learn about 
theatre. The campaign is a response to a consistent 
decline in arts education funding from government 
sources. When announcing the fundraising campaign, 
NCTF cited the broader effects of a decline in 
theatre education and pointed to a recent American 
federal report that outlined a crisis of creativity and 
workforce preparedness in the country. The goal of 
“Impact Creativity” is to ensure that over the next 
three years there will be an overall increase in the 
number of children who have had some experience 
with theatre.  

National 
corporate  

Theater  
fund

‘Tis the Season…
... to gift a play to the Theatre  
Alberta Library for Christmas!

At Theatre Alberta HQ, we’ve made our Christmas list. And guess 
what? We want books! Yep, we are that nerdy, old-fashioned friend 
on your list, and we’re not ashamed of it.

Every year Theatre Alberta staff lock horns in fierce debate to try 
to whittle down a list of new library acquisitions based on member 
recommendations, new plays and new editions… but there are only 
so many titles we can buy. This year we are asking for your help to 
‘stuff the stacks’ of Canada’s largest independent, fully circulating 
theatre library!

Visit www.theatrealberta.com/gift-a-play to learn about the 
campaign and browse our wish list on Amazon.ca. Gift certificates 
would be great, too! We hope you’ll agree that it’s a unique 
way to give this holiday season, with tremendous impact on our 
organization’s most valuable resource.

... to brush up on CrA’s definitions and 
policies for registered charities!

Not as fun as giving, mind you, but still essential work for all of our 
sister “qualified donees” in the province.

In order to properly set up and promote our new library fundraising 
campaign, we needed to brush up on Canada Revenue Agency’s 
(CRA) policies regarding gifts of property and receipting gift 
certificates. The CRA’s Charities Directorate has lots of valuable 
information online for charities and for donors, like:

•	 What exactly qualifies as a gift? And how about a 10-year gift?

•	 What is a donor advantage?

•	 What constitutes sponsorship, and how is it different from  
a donation?

•	 How can registered charities thank a business for its donation 
and still issue that business an official donation receipt?

All important things to know as you dive into an issue of All Stages 
that discusses philanthropy and corporate giving!

Visit: 
www.cra-arc.gc.ca/chrts-gvng/chrts/prtng/gfts/menu-eng.html. 

BY VANESSA SABOURIN



TheaTre arTisTs
find BIG Support
from small businesses
BY JUDITH MENDELSOHN

Perry Gratton, Steven Angove  
and Robyn Kumish in Aaron 
Talbot’s PLiGHT.
Photo credit: tridentphotography.com

Corporate sponsorships are generally thought of as the 
territory of Alberta’s larger theatre companies. Take 

Theatre Calgary, which received a $1 million sponsorship 
from developer Shane Homes last year to revamp its annual 
production of A Christmas Carol.

But independent and smaller theatre companies in the 
province have also forged rewarding sponsorship agreements 
with small businesses to support their artistic work. These 
partnerships are founded when both parties share common 
values and principles. The result is an important connection 
between theatre and the small business community.

corporate/culture

Kunitz Shoes and Von Mitterbrink’s Second

David Belke is a veteran Edmonton playwright with a 
long history of successful productions at the Edmonton 
International Fringe Theatre Festival. For the past several 
years David has established a connection with Holy Trinity 
Anglican Church, which has opened its space as a “Bring Your 
Own Venue” (BYOV) for the Edmonton Fringe. This past year, 
the church renovated its second floor to create a new theatre 
venue for Belke’s newest play, Von Mitterbrink’s Second.

Running a show in a BYOV means producing without the 
technical infrastructure the Fringe provides to its regular 
venues. For help with the additional venue costs, Belke 
turned to Dwane Kunitz, a parishioner of Holy Trinity Church 
and owner of Kunitz Shoes, an independent shoe store with 
a 30-year history in Edmonton. Kunitz Shoes rented all of 
the audience chairs and the lighting equipment needed for 
the performance and in return received advertising for the 
store in the program. The church also encouraged Kunitz to 
post a sign advertising his store outside of the building in 
recognition of his contribution.

While Kunitz’s sponsorship assisted Belke in mounting 
Von Mitterbrink’s Second, he also saw the sponsorship as 
“a great investment,” saying that the partnership brought 
business into his store and helped fulfill his personal passion 
for supporting the arts. The production also served Holy 
Trinity’s mandate of supporting the arts in Edmonton—275 
parishioners volunteered to assist the productions held at 
the church during the Fringe. Belke’s sponsorship with Kunitz 
Shoes provided a threefold benefit: it connected religious, 
theatre and small business communities.

4      Winter 2012
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gumballs.com and  
A Thousand and One Calgarian Nights

Smaller theatre companies also find support through the in-kind 
donation of materials needed for a production. And sometimes 
these donations can be a little unorthodox. When Calgary’s Verb 
Theatre required 2,000 bouncy balls for its May 2012 production 
of A Thousand and one Calgarian Nights, performed as part of the 
2012 Calgary International Children’s Festival, they received the 
balls for free from gumballs.com, a Montana-based candy and toy 
supplier. The result? A magical hailstorm onstage. Verb’s Co-Artistic 
Director Jamie Dunsdon says the company’s motivation for making 
the donation was nothing more than doing something good for the 
community. 

Aaron Talbot, Shannon Blanchet and Jesse Gervais in a promotional still from 
David Belke’s Von Mittenbrink’s Second.
Photo credit: jprockter.com

Swallow-A-Bicycle Co-Artistic Directors Mark Hopkins and Charles Netto.
Photo credit: supplied

Happy Harbor Comics and  
Superhero LIVE!/PLIGHT

The Fringe’s high profile has made other partnerships between small 
businesses and Fringe productions an attractive proposition. Five 
years ago, theatre maker [and Theatre Alberta Communications and 
Marketing Coordinator—ed.] Aaron Talbot approached Jay Bardyla 
of Happy Harbor Comics with a request to support a staged version 
of his show Superhero LiVe!, a radio play/podcast steeped in comic 
book lore. Bardyla saw the artistic potential of Talbot’s show and 
also recognized a new marketing opportunity for his business. 
Accordingly, Happy Harbor Comics paid for all of the show’s overhead 
costs, including equipment rentals and printing, while Bardyla 
himself stepped in to solicit advertising for the program and serve as 
the show’s lighting technician. Bardyla says Happy Harbor Comics is 
the first company to have ever fully supported a show financially at 
the Edmonton Fringe. The success of the partnership resulted in the 
pair joining forces once again for the show’s remount (and re-vision 
as PLiGHT) at the 2012 Fringe Festival. 

While Talbot’s artistic vision came to life through Bardyla’s assistance, 
Bardyla saw the venture as a way of breaking new marketing ground 
and bringing new customers into his store. Happy Harbor Comics 
received valuable new media exposure through publicity from each 
show—and he says his investment proved less costly than traditional 
means of advertising. For the 2012 production, Bardyla leveraged 
his investment by including store discount coupons in the program, 
which also helped bring in customers.

Bardyla wasn’t the only one who benefited, however—the cost 
of mounting each production was less than he had expected, 
which meant he was able to supplement the payout from the 2007 
production to the artists, and in 2012 he treated the entire cast and 
crew to a closing night dinner and drinks.

Bardyla sees this type of partnership not only as lucrative, but 
also as “a lot more fun.” As the actors rehearsed for this past 
summer’s remount in his store, Bardyla offered his artistic input. 
The partnership has also inspired him to spearhead his own 
theatrical creation, a merging of old-style radio broadcasts with new 
technology that he intends to produce at next year’s Fringe.

Insomnia, Caffe Crema and  
Eavesdrop: The Coffee Shop Show

Swallow-a-Bicycle Theatre, Calgary’s site-specific theatre company, 
is constantly seeking partners. For their latest creation, eavesdrop: 
The Coffee Shop Show, Co-Artistic Directors Mark Hopkins and 
Charles Netto formed alliances with two local coffee houses: 
Insomnia (located in Calgary’s downtown core) and Caffe Crema 
(situated in Calgary’s suburban deep south). Insomnia provided 
their café as a rehearsal space free of charge, while Caffe Crema 
hosted performances of the show and spread the word through their 
community and social media networks.

Netto says that a partnership is successful when both parties share 
common values, which allows the partners to benefit mutually 
from the venture. Both Swallow-a-Bicycle and Caffe Crema found 
common ground in a desire to build community. Hopkins says their 
show is a means for Caffe Crema to “inject culture and excitement 
into the space.”

Swallow-a-Bicycle’s partnership with Caffe Crema also serves to 
fulfill the theatre’s vision of bringing art to the suburbs. Due to the 
nature of site-specific theatre, Hopkins says “we couldn’t do what 
we do without having community partners.” 

Judith Mendelsohn is a physical theatre performer based in Calgary. Her 
creations traverse the worlds of clown and bouffon, and she teaches theatre and 
clown with many Theatre for Young Audience companies in the city. Judith holds 
an MFA in Theatre Studies from the University of Calgary and studied with the 
infamous clown Philippe Gaulier in Paris for two years. 
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Birds of a Feather
The Artistic Directors of two small 
Alberta companies find common ground 
while exploring the ramifications of 
corporate sponsorship
BY SIMON MALLETT AND STEVE PIROT

We asked downstage Theatre’s Artistic Producer Simon Mallett and Azimuth Theatre’s 
Co-Artistic director Steve Pirot to engage in a back-and-forth dialogue about the 
differences in their attitudes toward corporate sponsorships. in an exemplar of 
intraprovincial cooperation, the two responded with a shared statement of opinion 
on the issue. —ed.

Simon Mallett, Artistic Producer 
of Downstage.
Photo credit: supplied

We are the Artistic Directors 
of two smallish professional 
theatre companies similar in 

shape and sentiment, which is to say 
small and local—one in Edmonton, one 
in Calgary. Neither of us have a vibrant 
corporate sponsorship profile. We would 
like to proclaim: “We have principles, 
and thoughtful policy statements to 
back those principles up! Look here! 
The very first article in our bylaws 
forbids us from taking the dirty money 
of dirty corporations.” However, we do 
not have such policies, nor such hard-
lined attitudes. Yet corporate donations 
and sponsorships are essentially 
non-existent budget lines for us, and 
are non-factors in terms of our fund 
development. 

Corporate donations have unique 
baggage: an expectation of value in 
return. In her book No Logo, Naomi 
Klein argued that the concept of 
sponsorship in corporate culture 
has transformed from altruistic-
minded patronage into a cheap form 
of advertising. It is hard to argue 
against that assessment when the 
website for Large Canadian Financial 
Institution’s Philanthropic Foundation  
asks potential applicants to present 
imaginative ways in which artists can 
showcase the Large Canadian Financial 
Institution (LCFI)’s brand. LCFI is 
getting non-profit organizations to do 
their imaging and imagining under the 
disguise of philanthropy. To even get 

in the door, we have to already have 
thought of three unique ways in which 
our brand can highlight their brand, 
and if we don’t get in the door—which 
is likely—LCFI now has our ideas! 
For free! And since when did we start 
thinking about the work that we do as 
being a brand? 

We don’t have much more than our 
name and reputation. Our reputation 
(we hope) is first that we produce 
theatre that creates conversation, 
provokes thought and discussion, and 
second that we are keen to engage 
in alternative perspectives to the 
mainstream. Corporate entities tend 
to be entrenched in the mainstream. 
It makes more sense for us to focus 
our efforts elsewhere in order to find 
partners that are excited about our 
desire to raise questions, rather than 
those that might be put off by it. 
However, if our name, reputation and 
creative work are the products that we 
have to sell in this corporate sponsor 
marketplace, then what’s the right price 
and how do we package it? 

And is that even a truth that it is 
a “sell”? It certainly is a truth that 
it feels like a sell when we sit down 
with that dude from Used To Be A 
Micro-Brewery (UTBAMB). We’ve been 
drinking UTBAMB for years, and so 
have our patrons. Partnership seems 
likely, even necessary! But dude starts 
the negotiation with, “What can you 
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give me?” We lay out the sponsorship deck: 
banners, logos, programs, ads, placement, 
unique visits, web counters, visual 
impressions… all the while wondering when 
we learned these words. And then dude says 
“what else can you give me?” And he stops 
being a dude and starts being a purchaser. 
“What else can you give me? What else? 
What else?” And we stop being mavericks 
and start being shills as we propose that 
UTBAMB’s logo will be tattooed on our asses 
while we announce our seasons at some 
press conference that some other sponsor 
has insisted that we have... and why are we 
doing this? Who are we? It feels like we’re 
selling, so how is it not “selling out”?

And then there’s also the question of 
association, and what it means, for 
instance, to have the wordmark of 
International Coffee Corporation (ICC) next 
to our wordmark. Will we be judged by the 
company we keep? ICC has a high-minded 
community investment profile, but what if 
we think that when people see ICC’s logo, 
the image that comes to mind is that of a 
leviathan crushing an independently owned 
café, especially if we have less in common 
with the leviathan than the business the 
leviathan crushed? We want to be on the 
side of the underdog, presumably the 
side of “good.” Right? Could we use ICC’s 
money? YES! Can we do “good” things with 
ICC’s money? WE HOPE SO! And is there 
a difference whether money comes from 
grants (funded by gambling), in numerous 
small portions from local patrons (any one 
of whom might be a Satanist-Nazi-Cannibal) 
or from endowment foundations in the 
form of over-sized novelty cheques (which 
may be mounted on decidedly un-green 
Styrofoam)? If not, then why not take 
money from the corporate sector? 

However, there is also an element of 
practicality to eschewing corporate 
sponsorship. Yes, there are definitely 
questions of integrity, potential 

Steve Pirot, Co-Artistic Director of 
Azimuth Theatre.
Photo credit: Jill Connell

compromises to our work, our reputation, 
our process, a fear of putting ourselves 
figuratively over the barrel. However, 
those questions have nothing to do with 
the question of scale—those relationships 
can require a huge amount of work to 
establish and maintain, and we are small 
organizations with relatively limited 
capacity. Not only do larger theatre 
organizations have a more attractive 
caché (audience, promotional materials, 
architecture with the potential for naming 
rights), and creative product that is likely 
less challenging to the status quo, but 
they also have personnel that can be 
entirely dedicated to maintaining those 
relationships. 

So… no, we do not have articulated 
constitutional policies in opposition to 
corporate sponsorship. We are wary of the 
potential pitfalls involved in those types 
of relationships, particularly as they relate 
to compromises to our reputation, our time 
and our creative product. Having a strict 
policy against corporate sponsorship would 
be an effective avoidance technique—like 
if we don’t start smoking, we don’t have to 
worry about becoming addicted to smoking. 
It’s probably not the best analogy, as we 
have a stronger distaste for smoking than 
we do for corporate investment in the arts. 
Rather than saying that we have a policy 
against corporate sponsorship, it is more 
accurate to say that we are on a path that 
makes those kinds of partnerships difficult 
to obtain and maintain. 

In striving to be provocative, our theatrical 
questions are sometimes blatant attacks 
on the powers-that-be. Our personnel wear 
many hats (artistic and administrative) and 
adding the “corporate sponsor liaison” hat 
risks the problem of staff burnout. These 
obstacles are compounded by a lack of 
what we have to offer in terms of visibility 
(an important concern to the corporate 
buyer), especially in comparison to the 
larger ships we share the seas with. We 
are not categorically opposed to corporate 
sponsorship; it just doesn’t make a lot of 
sense for us. If we do partner with private 
enterprise, then it is more likely that it will 
be with entities that are similar in shape 
and sentiment: that is to say, small and 
local. 

Simon Mallett is the Founder and Artistic Producer 
of Downstage, and has directed many of the 
company’s previous productions including in the 
Wake, Good Fences, Sia, Bashir Lazhar and the world 
premiere of Sharon Pollock’s Man out of Joint. He 
has also worked with a variety of other companies 
including Theatre Calgary, Vertigo Theatre, Alberta 
Theatre Projects, Lunchbox Theatre and New West 
Theatre. 

Steve Pirot is an Edmonton-based theatre dude. 
He is a board member for The Common Ground Arts 
Society, and is a staff member of The Nextfest Arts 
Company and Azimuth Theatre Association.
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From Apocalypse Prairie
Created by The Groove Cooperative (Kristi Hansen, Laura 
Raboud, Steve Pirot, Murray Utas and Aaron Macri) and 
produced by Azimuth Theatre. 

The show premiered in May 2012 at the Living Room 
Playhouse in Edmonton and was remounted there 
December 11-15. Apocalypse Prairie is a cabaret-style 
performance that integrates contemporary news with 
theatrical images from Alberta’s political history.

TO HIM THAT HATH SHALL BE GIVEN

BILL To him that hath shall be given.  
And him that hath not 
From him shall be taken 
Even that which he hath.

 My Wild Roses, I can think of no passage better 
suited to explain our current economic situation.

 To him that hath shall be given. 
And him that hath not, from him shall be taken.

 Even that which he hath. I must confess, I don’t 
understand the last bit, I think maybe it might 
be a mistranslation, but for the rest of it, is there 
no better scripture to describe the unrest of our 
times. The great dissent, those who choose to 
occupy the public spaces in protest. The rise of 
the unionists, The March On Ottawa, The riots,  
The murders, Regina, Winnipeg, Estevan, It has 
been this way before 1934. 
It will be this way again 2010. 
Young men riding the rails, because the land they 
were born in hath not, and we the province of the 
hath shall be given the children of the hath nots. 

 And so they come to us… 
The rats of Norway.  
Or the Sudan. 
Or Newfoundland.

 My Little Wild Roses.  
Listen to my leanings. 

 I am proud to be from here, born & bred.

The Groove Cooperative, creators of Azimuth Theatre’s Apocalypse Prairie.
Photo credit: Marc Chalifoux

DANIEL I am proud to beef ear boring bread. 

BILL I am proud to be rat free. 

DANIEL I am proud pree prad pree.

BILL I am a proud Wild Rose.

DANIEL I am a proud Wild Rose.

BILL & DANIEL SEPARATE AND FREE.

BILL  And the Voice Of The Prairies, my little Wild Roses, 
Reminds us of the Great Leviathans, 
Even the scientists agree on that.  
Even scientists remind us that if all time were 
happening in one instant 
We would be mostly under water here. 
There have always been floods.

EMILY Ask me how do I know?

BILL & DANIEL We know because the Sturgeon told you so. 

 And this reminds us of where we are 
And here we are… in the land of Dinosaurs.

DANIEL ROARRRR.

BILL Our fear of The Flood has abated with the water, 
my Wild Roses 
But there have always been floods in this part of 
the world.

 This is the Voice Of The Prairies. 
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Ellen Close and Braden Griffiths in Downstage’s Good Fences.
Photo credit: Trudie Lee Photography 

From Good Fences
Created by the Downstage Creation Ensemble (Ellen Close, 
Ethan Cole, Col Cseke, Anton de Groot, Nicola Elson, 
Braden Griffiths and Simon Mallett). 

The show, which premiered at Alberta Theatre Projects’ 
2012 Enbridge playRites Festival, features a story about 
a controversial sour gas well land deal interspersed with 
the creators’ theatricalized experiences in researching and 
making the play.

DEVON  We want to make the two of you the public faces of 
our fight against Enercal. We feel that a couple who 
is, with all due respect, struggling financially, but who 
still rejects Enercal’s proposals because of the health 
effects that sour gas has had on their family is a very 
compelling argument.

GARRETT  Let me stop you right there – stop. You’re wasting your 
time.

PAT  Garrett, everyone around here knows what we’ve been 
going through.

GARRETT  Look, there’s no proof / that there’s any connection 
between this and Pat’s illness.

CAROLINE It’s pretty hard to ignore how many people have been 
diagnosed around here.

DEVON  To be frank, this isn’t about proof. It’s about finding 
a way to tell your story and let people draw their own 
conclusions.

GARRETT  I’m not interested in talking about my wife’s health 
and how sour gas may or may not affect it with you or 
anyone else.

PAT  I think it’s worth considering, Garrett. I would rather 
this than the alternative.

GARRETT  Twenty eight thousand? You’re going to match that?

DEVON  If you keep all of this confidential and lend your voice 
to our campaign, yes.

GARRETT  But what if the pipeline gets built anyway? Enercal’ll 
take us to the Surface Rights Board and we’ll lose at 
least twenty percent of their offer.

DEVON  If we lose, I’ll give you that twenty percent, so you 
come out even either way.

GARRETT  How about we get it from you now, since you’re paying 
it either way.

DEVON  I’ll do half now and the rest once the hearing’s 
underway.

PAT  ...You have our support.

ProJeCTed: “Nine Months Ago. Simon and Braden.”

SIMON  We walked into the community meeting in Turner Valley. 
It had been a couple of months since we were last there, 
so I was sure that they’d have forgotten about us and 
our project long ago. But we entered the room and the 
first words out of the facilitator were, “it’s our troupe!”

BRADEN  Like in some way, we belonged to them.

SIMON  I was flattered they’d remembered us, but the words set 
off alarm bells in my head.

BRADEN  Because we’re not their troupe. We’re a troupe that 
happened to be at one of their meetings, but that 
doesn’t mean we’re responsible to them as a result.

SIMON  Yeah, but the problem is that they were calling us theirs 
because of how we acted. We were supposed to be 
going to the forums as neutral outsiders and to not get 
involved.

BRADEN  Okay, okay, right but I stood up and spoke at the end of 
the first meeting.

SIMON  Exactly, and we didn’t fight them on things they said, 
even when we disagreed with them.

BRADEN  Yeah, but I was personality mirroring, we all were, it 
was our way of avoiding any conflict.

SIMON  I’m just saying that we shouldn’t be surprised that they 
think we’re on their side. We did everything to lead 
them to believe that.

BRADEN  Well, I’m sorry, that’s their problem.

SIMON  I think it’s our problem too. How am I going to 
feel if they see our show and it doesn’t meet their 
expectations?

BRADEN  Our responsibility isn’t to them.

SIMON  But they invited us in.

BRADEN  Yeah, but so has the other industry. And they’re the 
ones sponsoring the show. I mean, we can’t, we can’t 
take sides. We’re the storytellers, that’s where our 
responsibility lies.

SIMON  I know. I’m just afraid of feeling like I’ve betrayed their 
trust. They feel they’re fighting to protect the land, and 
they want us to help tell that story. 
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o r g a n i z a T i o n a l
s T o r y T e l l i n g
Playwright and former Magnetic North Theatre  
Festival Artistic Director Ken Cameron transfers  
his theatre skills to corporate settings

BY DAN PERRY

As the former Artistic Director of the 
Magnetic North Theatre Festival, 
a former Executive Director of the 

Alberta Playwrights’ Network, the author 
of more than fifteen plays, a professional 
actor and director and the recipient of many 
prestigious theatrical awards, Ken Cameron 
has established himself as a leader in the 
national theatre scene. 

Recently, Cameron has ventured into the 
corporate world and found a market for the 
unique skillset of a contemporary theatre 
artist. 

“I started off… focusing on giving 
people the tools to do better business 
presentations,” he says. But that idea soon 
changed: “A lot of the research that I did 
before I even started moving into this field 
reinforced the idea that ‘what you say is as 
important as how you say it.’ So I moved 
very quickly from being a director for your 
PowerPoint presentation into being a 
dramaturge.”

Cameron discovered that his experience in 
assisting playwrights with the creation of 
their plays heightened his effectiveness 
at crafting other forms of presentations. 
He emphasizes the importance, in both 
the theatrical and the corporate world, of 
staying on point—in order to succeed, the 
speaker has to deliver the message clearly 
and succinctly.

A lot of his work involves going back to 
basics: “It’s shocking how many business 
presentations have no real conception of 
introducing the topic, stating a message, 
unrolling ideas in a fashion so that each 
point reinforces that message statement 
and then concluding… [by] reiterating or 
restating that message.”

He starts his consultations by watching a 
run of the presentation. “When I get bored, 
I stop them,” he says. The first remedy 
is to address a basic acting problem: “So 
many of [my clients] are in their heads.” He 
encourages them to connect more deeply to 
their bodies by playing theatre games. This 
connection enables them to put down the 
cue cards and communicate their passion for 
the information they are presenting. 

In each consultation, Cameron devotes 
time to coaching the presenter to improve 
their stage presence. A strong sense of 
play can be the difference between a dry 
presentation and an exceptional one. “I 
get them to start a conversation with the 
audience,” he says. 

Much like in the arts community, Cameron 
has to work for every project. He spends 
time making genuine connections 
with people in the private sector and 
on developing and maintaining those 
relationships. Once that connection is made, 
a client will bring him in to assist in the 
sculpting and shaping of a presentation. 

He has worked both one-on-one with 
clients and with larger groups. At times, 
he has spent only a few hours acting as an 
emergency aid for clients, but even these 
short-term contracts have the potential 
to translate into an invitation back to 
the company to conduct a longer series of 
workshops. 

Cameron maintains that the differences 
between the arts world and the corporate 
world are far subtler than he initially 
anticipated. “They are just as passionate 
about selling their widgets as we are about 
structuring stories,” he asserts. “It’s all too 
easy for many of us in the arts world to look 

down upon people in the business world. 
We look upon business as being mercenary, 
cutthroat [and] reductive.” He points out 
that those adjectives could be just as 
applicable to the arts community.

While artists can offer transferable skills 
that may assist people in the corporate 
world, Cameron is candid about the lessons 
artists can draw from the private sector. 
He stresses the importance of maintaining 
partnerships between the arts sector and 
the business sector, which he says are 
reciprocal, suggesting that artists get 
involved in networking groups that connect 
professionals from various disciplines. 
“There’s an awful lot of these networking 
groups and they’re really easy to join 
because a) they’re always looking for fresh 
blood; and b) they know that if they help 
you, you’ll help them.” 

While artists might be reluctant to think 
of their practice as a product to be sold, 
clearly there is connective tissue between 
these two spheres. Cameron has been quite 
successful in navigating between the two, 
which is perhaps due in part to his work as 
an arts administrator.

“When you come from an arts admin 
background, you really learn the similarities 
between selling a widget and selling an art 
product or an art experience,” he concludes. 
“And more and more in the business world, 
people aren’t selling widgets. They’re selling 
[an] experience.” 

Dan Perry is an MFA playwriting candidate at the 
University of Calgary. He has been a support worker 
at the Developmental Disabilities Resource Centre 
of Calgary, assisted at-risk youth with Aspen Human 
Services and taught English in China at Weifang 
Vocational College.

Playwright and consultant Ken Cameron.
Photo credit: Rita Bozi
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BY TREVOR RUEGER I 
once had a conversation with an artist friend 
during an election in the early days of the 
Reform Party. He said he was voting Reform. 
After picking my jaw up off the floor I stated 
that the Reform Party had no arts policy and 

in fact were probably going to cut funding to the 
arts. “How in your right mind, can you as an artist, 
vote for a government that is going to cut the arts?” 
His response, “You can’t kill art. It will never die.” 
Ironically, the candidate he was voting for was named 
Art Hanger. I ruminated on that sentence for a few 
days and came to agree with him about the statement 
“you can’t kill art,” although not with his party 
politics. 

the

Conversation

Changing

We have tried to market ourselves as smarter 
than television, different from television, an 
alternative to television, to little or no success.

this situation is akin to attempting to answer the 
question “who sank the Titanic; the captain or the 
iceberg?”

The reality of the situation is theatre will never 
break even. NEVER!! Our runs aren’t long enough, 
our audiences aren’t big enough and we have to 
maintain a ticket price that is affordable to the small 
audience we already have. In a straw poll I did with 
eight professional theatre companies in Alberta, from 
the largest to the smallest, ticket sales accounted on 
average for 28% of their overall revenue. So where is 
the other 72% coming from? The public sector and 
the private sector. This is the reality; we might as 
well embrace it. But we need to rethink how we start 
the conversation.

The argument that seeking out corporate money 
means that corporations will have control over the 
art that we produce is preposterous. If the CEO of 
a Fortune 500 company really wanted to produce 
theatre, don’t you think he or she would be doing 
that? We don’t have the expertise to tell them how 
to operate their industry, so why are we concerned 
that they’ll be the least bit interested in running 
ours? The failure of Dancap is the perfect example 
of this. A businessman who loved Broadway shows 
thought he could import and sell them like he used to 
sell Aspirin. He thought that he could use the same 
business model to sell musicals that he used to run 
a pharmaceutical company. And $40 million and five 
years later, his theatre company folded. Corporations 
have one overarching goal when it comes to 
philanthropy: “How is it going to make us look?”  
That is the conversation we must have: how is this 
going to make us both look good?

In terms of public funding, those pots of money 
aren’t likely to grow any time soon, but yet there are 
more and more of us bellying up to the trough. The 
argument exists that if we seek out private funding 
sources, there is no incentive for the government to 

So given the above statement, how in this past year 
did we see the demise of the Vancouver Playhouse, 
a not-for-profit, government funded theatre and the 
demise of Dancap Productions, a for-profit, non-
government funded theatre? 

In the Vancouver Playhouse scenario people were 
quick to blame the board of directors. An online 
petition circulated amassed over 2,600 signatures. 
The petition demanded the board reopen the 
Vancouver Playhouse, as if it were that simple. The 
board and management exhausted every option, but 
through many years of being involved in a rental 
agreement that was financially crippling, they 
couldn’t keep their doors open. Public funding had 
dried up, private funding had dried up and ticket 
revenue was drying up. To try to assess blame in 
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Trevor Rueger.
Photo credit: supplied.

Join the conversation at theatrealberta.com/all-stages-online.

the argument exists that if we seek out private 
funding sources, there is no incentive for the 
government to add to the pot. If we show them  
that we don’t need it, then it will be taken away.  
If that’s our fear, then let’s change the 
conversation. 

add to the pot. If we show them that we don’t need 
it, then it will be taken away. If that’s our fear, then 
let’s change the conversation. What we have been 
saying up to this point is we need more government 
money. As the government (by government, I mean 
government, not granting bodies) is pushing us 
toward greater private funding, then we need to 
push the government to create greater incentives for 
corporations to do so. Since we can’t create money, 
let’s create more beneficial and more appealing 
opportunities for private funders. 

Ticket sales are the third part of this funding 
equation and there does seem to be a 72% hole 
that we could potentially fill. And it is here that we 
really need to change the conversation because it is 
the easiest place to start. We have tried to market 
ourselves as smarter than television, different from 
television, an alternative to television, to little or 
no success. So change the conversation. Let’s start 
advertising like television. Let’s stop telling people 
what they are going to think or feel by seeing our 
shows and let’s start telling them what they are going 
to see. TV Guide doesn’t tell you that Dexter is “a 
journey into the dark recesses of a criminal mind that 
will challenge your perceptions of morality”— 
it says “serial killer kills serial killers.” Since this is 
the marketing that is keeping people home, perhaps 
this is the marketing that will get them off their 
couch and into our seats. When we get them in the 
door, let them figure out that theatre is different from 
film and television on their own rather than trying 
to tell them how it’s different. If we change the 
conversation with audiences and grow those numbers, 
it becomes a lot easier to change the conversation 
with other funders. 

Overall, we need to be clear in our messaging 
no matter whom we’re speaking with: public and 
private funding doesn’t go to subsidizing artists or 
productions, it goes to subsidizing audiences. This 
is the greatest piece of ammunition we can take into 
a boardroom, government office or when speaking 
to those dissenting voices who “don’t want their tax 
dollars paying artists.” The message needs to be, 
“Your tax dollars aren’t going to subsidize me, they 
are going to subsidize you.” A 2005 Canada Council 
study stated the per capita cost of funding all sectors 
of the arts was $4.15. This keeps admission rates, 
ticket prices and the cost of buying books and music 
affordable. We need to tell the doubters that “you 
aren’t paying me, you are paying yourself.” 

The Playhouse is a cautionary tale and if we are to 
learn anything from it, let it be this: there was an 
impassioned outcry from artists over the closure. 
$20 tickets were offered to opening night of God 
of Carnage, the cancelled production resurrected to 

finish their 49th season. Opening night attendance: 
343 tickets of 668 seats and 265 were comps. 
They reopened their doors and sold seventy-eight 
tickets—$1560 worth. Not enough to pay two of the 
four actors for a week. The lesson: speaking up isn’t 
the same as showing up. They didn’t need signatures, 
they needed money. We need to champion the work 
we do. Those concerned with the government pulling 
our funding by forcing us into bed with corporations, 
may I remind you that “art will never die.” If the 
government stops funding us they will have provided 
us with an object and subject for our work. We’re 
intelligent, literate and already know how to produce 
with minimal resources. You pull our funding and we 
will really change the conversation. 

Trevor Rueger is a Calgary based actor, director, writer and 
dramaturg. Currently he is the Executive Director of Alberta 
Playwrights’ Network.



New in 2013
Rosebud Presents…
An eclectic and dynamic entertainment series to  
our programming for 2013. From concerts to  
one-man shows and more.

Tickets available to 2013 season ticket holders  
immediately, and go on sale to the public  
January 19, 2013.

Valdy, Gary Fjellgaard & Friends 
Music Concert 
April 9 at 7:30 pm—One Performance Only!

C.S. Lewis On Stage 
May 17 at 8:00 pm—One Performance Only! 

Brian Doerksen Live! 
Praise & Worship in Concert
May 15-16 at 8:00 pm

Panic Squad Comedy Improv 
May 18 at 7:30 pm—One Performance Only!
Letter From Wingfield Farm 
August 28-30 at 8:00 pm  
August 29 at 1:30 pm

2013 Season

Season Tickets on sale NOW!

1-800-267-7553    www.rosebudtheatre.com

3- or 4-show packages available starting at $171.
Order by Dec 22 and get free tickets.

March 22 to May 11

May 31 to August 24

September 13 

to October 19

November 1 to 

December 22

July 3 to August 24

On the Studio Stage
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When I first started working in the theatre 
industry, I was introduced to “the friend 
rate.” Local production supply companies 

would rent gear to small theatre companies or co-
op productions at a greatly reduced rate—nudge 
nudge, wink wink. Over the years, these friendly 
discounts have become harder to find, and now 
even not-for-profit rates are all but extinct. But why 
should production houses give breaks to anyone? If 
a production needs the gear, then it should be in a 
budget line. Right?

I talked to Gary Meiklejohn, Rental Manager at 
Christie Lites in Edmonton and a 20-year industry 
veteran, about the vanishing friend rate. “Certainly, 
over the last 20 years there’s been a changing of the 
guard,” he says. “But I still feel that there is a bit of 
an obligation on the part of production companies to 
support those groups that are just starting out, trying 
to get it going.” 

Why? “Because you never know where the next Bretta 
Gerecke or Jeff Haslam or Ghost River is going to 
come from, and all of the production companies have 
benefitted from their successes.” From Meiklejohn’s 
point of view, it’s an investment: “On the selfish side 
of things, we want to work with people when they’re 
starting out, so that when they get to the level of 
being in decision-making positions, we’re still there 
for them at that level too. We don’t have a focus 
specifically on small not-for-profit groups, but I 

certainly get the idea that these small groups starting 
out are the next wave of the artistic integrity of the 
entire system, and when those groups go away, it 
creates a gap in the system.” 

So are we talking company policy or secret 
handshake? “We don’t have a specific policy one 
way or the other regarding what we can do for 
people,” Meiklejohn explains. “It’s based more on 
the individual [representative], whether it’s myself 
or someone in Calgary or Vancouver, as to what we 
decide we can do in each situation. If I’m working 
with a major car company on a show, I know that 
they will be more capable of paying a bill based 
on their earnings as a corporation, versus Theatre 
Prospero or Concrete Theatre who are out pounding 
the pavement in Alberta in the back of a van for six 
weeks on a fixed budget that’s based on whatever 
grants they can get.” Sounds great. “Well yes, but it 
can be a tough thing to contend with all of the time. 
Like we say to promoters: you can’t cry wolf all of the 
time. There are only so many trips to the well before 
it’s dry.”

“At the end of the day,” Meiklejohn concludes, 
“Christie Lites is typically focused on the larger 
corporate events, but that type of business also 
allows us to do smaller things that are less money-
making, or no money-making, or donation-based, but 
are really good, creative and interesting projects.” 
The bottom line? “More often than not, when dealing 
with smaller theatre companies, rather than giving 
them a number I’ll typically ask them: ‘what do you 
have?’ It catches them off guard, but really, whatever 
you have, that’s what we’re going to do it for. For me, 
I think that it’s really important to keep those young 
groups coming up, and sometimes I can do what I 
can to help them out. It is what it is.” 

Thanks, friend. 

Scott Peters is All Stages’ technical editor. He has worked in 
technical theatre and theatre design for 20 years in Alberta and 
beyond.

Christie Lites’  
Gary Meiklejohn.
Photo credit: supplied

Gary Meiklejohn has been involved in the stage lighting and entertainment industry for more than 20 
years. He is a past board member of the Alberta section of CITT and the Advisory Board for the MacEwan 
University Theatre Production Program. His client base includes corporate presentations, festivals, special 
events, concerts, theatre and more. 

Friends with Benefits

We want to work with people when 
they’re starting out, so that when they 
get to the level of being in decision-
making positions, we’re still there for 
them at that level too.”

BY SCOTT PETERS
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As a professional fundraiser, the 
question I am most often asked 
by arts organizations is: “how can 

I access corporate sponsorship?” It’s a 
valid question. For the majority of arts 
companies—theatre, dance, visual and 
media arts, music—many of which have 
annual budgets of less than $1 million, the 
thought of a significant donation from a 
single source seems like a dream come true. 
And it would be.

I have been a board member of a number of 
small- to mid-sized arts groups and I know 
that a donation of, say, $10,000, could 
translate into an additional production, a 
staff member, better office/studio space or 
even the difference between the life and 
death of the company. It is only natural to 
cast your sights on a corporate entity able 
to cut a cheque that would have maximum 
impact for seemingly minimal effort.

The trouble is that it probably won’t 
happen. Unless you are what is generally 
known as a ‘major’—a regional theatre, 
ballet, opera or symphony—you simply 
aren’t big enough to offer a corporation 
sufficient return on investment.

Gone are the days when a board member 
could call up a friend at a successful oil and 
gas company—maybe a Vice President or 
even a CEO—and come away with a cheque 
big enough to underwrite an entire season 
of operations. These calls eventually became 
so frequent and the different causes so 
compelling that corporations were forced 
to take action. They created community 
investment (CI) departments and hired  
CI professionals who were instructed to  
craft investment strategies that aligned 
with their corporate missions. In Calgary  
in particular, with its many head offices,  
CI professionals are by necessity way ahead 
of the curve when it comes to assessing the 
thousands of proposals they receive weekly.

Yes, I said thousands.

You can Google just about any corporation 
these days and find a ‘community’ section 
outlining their ‘pillars’ of support. You will 
often see the same areas of focus again 

and again—education, youth, environment, 
health and wellness and, yes, arts and 
culture. Drill a little deeper into the 
criteria, though, and a new trend emerges. 
Measurable results. Accountability. Positive 
change. Benefits achieved. 

Arts communities are used to making the 
case that the arts are essential to the 
wellbeing of any community. There is no 
dispute there. But you cannot compete 
with organizations that address issues of 
homelessness, feed the hungry and steer 
young people into STEM careers (Science, 
Technology, Engineering & Math). What 
corporations want to see are proposals that 
demonstrate measurable positive change in 
a universally recognized community or social 
issue. 

Thankfully, there are exceptions. Their logos 
appear in performing arts programmes all 
over the province.

But as sponsors continue to refine their 
giving strategies, I worry that small- and 
mid-sized arts groups will eventually be 
squeezed out entirely. You simply cannot 
offer the kind of bang for the buck that 
sponsors are looking for.

Adding insult to injury, these groups 
are understaffed, underpaid and under-
resourced. Sponsors and donors are a lot 
of work—almost more work once you 
have them than it took to attract them in 
the first place. Typical fund development 
staff members are probably also handling 
marketing, communication, publicity, 

general management and artistic duties. You 
can’t steward a relationship with a sponsor 
when you have no staff, and you can’t hire 
staff when you have no sponsor support.

Are the arts doomed? I don’t think so. 
The arts have one enormous advantage—
creativity. 

Business for the Arts is an Ontario-based 
organization founded by a number of 
leading business CEOs. They saw a need 
to encourage partnerships between the 
corporate world and the arts—a fairly 
visionary idea back when it was conceived 
in the 70s. Over the years they have 
spearheaded a number of initiatives to 
strengthen these partnerships. Most 
recently they created the ArtsVest program, 
currently operating in Calgary, which 
provides matching funds as an incentive for 
corporate sponsors to support the arts. Arts 
groups that are invited to participate in 
the program are also provided with training 
in fundraising practices. It’s a creative 
solution that originated within the business 
community. 

At TELUS Spark, Calgary’s new science 
centre, where I am currently Director of 
Development, we talk a lot about 21st 
century skills—critical thinking and 
problem solving, creativity and innovation, 
communication and collaboration.

The fundraising world, like the arts 
community in general, is evolving quickly. 
Theatre artists need to be nimble and think 
in new ways, continuing to generate ideas 
that push the boundaries of creativity. It’s 
evident in play development. Why can’t it be 
as evident in our resource development? 

I challenge you to dream big. The old 
funding model is outdated and no longer 
works for the arts. Think of ways you can 
use your 21st century skills to create a 
better world for the arts and, in turn, a 
better world for all. 

Dale Turri is a fund development professional based 
in Calgary and has been involved with the arts 
community for over 25 years, both as an employee 
and a volunteer. She is currently Director of 
Development at TELUS Spark, Calgary’s new science 
centre.

Can We Compete? BY DALE TURRI

Dale Turri.
Photo credit: supplied
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theatre@rocky is an intense 
2-year conservatory-style program. 

Students are fully immersed in the world of theatre 

with a focus on two practicalities: craft and career. 

The intensity of the training develops in artists the 

rigor to create good stories and the personal fortitude 

necessary to sustain a life in the arts. From acting, to 

stage combat, to playwriting, to dance, we want to 

create artists of excellence with a foundation of faith.

This program is unique to Canada. Our instructors 
are working professionals in their fields, bringing you 
relevant, hands-on experiences. First year acceptance 
by audition and second year by invitation. 



theatre@rocky
the journey starts here

Get fully 

immersed in 

the world of 

theatre with a 

focus on craft 

and career. 

We want to 

create artists of 

excellence with 

a foundation 

of faith.
“We’re here to help you tell 
better stories and tell your 
story better.”    

Val Lieske & Barrett Hileman  Co-chairs 

Apply now! www.rockymountaincollege.ca
For more information: theatre@rockymountaincollege.ca

Rocky Mountain College
4039 Brentwood Road N.W. Calgary, AB  T2L 1L1 CANADA
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