
1 
 

ANNUAL 
REPORT 
2024 

 
 

ANNUAL    
  REPORT 
   2025 

 



2 
 

 
A WORD FROM THE LBP 
BOARD PRESIDENT 
What a year this has been for Lemon Bay Playhouse. The energy and excitement of our volunteers 

and staff have proven again that teamwork makes the dream work.  
Following our strategic plan, we set on a mission to enrich our theatre community and provide a 

quality venue for the people in Englewood. 
• Storage sheds were cleaned, and excess materials were disposed of as volunteers set up for 

a successful yard sale. 
•  The volunteer party hosted 100 LBP volunteers and guests as they enjoyed food, dancing, 

and fellowship. 
• Scholarship money was donated to the Lemon Bay High School Theatre department. 
• We hosted educational workshops for area residents including acting, directing, and 

writing. 
• The prop room was decluttered and moved to the annex. 
• Costumes were thinned out and stored in one location. 
• The annex sports a new roof, much needed roof. 
• The annex received a plumbing overhaul and new bathroom fixtures and a fresh coat of 

paint. 
• The entire annex was painted and new blinds installed.  
• Paint supplies were thinned out and old paint cans disposed of properly. Paint was 

organized and labeled according to color and recent shows. 
• Hallway posters were redesigned to give the theatre a more upscale look. 
• Carpet was removed from the hallway and new carpet installed. 
• Readers Theatre was revived and very successful. 
• Many volunteers were added to the Lemon Bay Playhouse family. 
• Seven outstanding shows with talented casts were presented to the public. 
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The most valuable resource in any community theatre is time and volunteers. It takes a small army to 

bring this theatrical magic to life. Thank – you doesn’t begin to express my sentiments for all the valuable 
volunteers and staff that run Lemon Bay Playhouse. It takes many hours to stage seven shows and 

countless showcases in one year. 
I would like to extend my deepest appreciation for the energy and commitment that all of you have 

contributed this year. This has such a positive impact on our theatre family and the Englewood 
community. Our team has worked tirelessly to foster a sense of community and pride for 

 Lemon Bay Playhouse. 

 

 

 

 

 
 

Artfully yours, 

Pam Hayes 

PAM HAYES 
LBP BOARD PRESIDENT 
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President – Pam Hayes 
Vice President – Trish Maxwell 

Secretary – Bob Pfohl 
Treasurer- Bob LaSalle 

Members at Large –Lynne Doyle, Kathy McSteen,  
Gina Scarda 

It is the mission of Lemon Bay Playhouse to enrich Englewood and surrounding communities 
through theatrical productions, volunteer opportunities, education, and training in the 
performing arts, and to provide a venue for other cultural activities. 

 
The Lemon Bay Playhouse will become the recognized community destination for arts activities 
serving as a learning space to harness local talent and extend community cultural awareness through 
the performing arts. 

 
LEMON BAY PLAYHOUSE, INC. is a 501(c)(3) not-for-profit Florida corporation founded in 1987 to 
advance the theatre arts by establishing a community theatre in the Englewood/Lemon Bay area. 

Membership is open to everyone, and management is handled by a board of trustees elected by the 
members. Volunteer workers are the key to all operations at the Playhouse. Participating in the various 
aspects of play production is challenging, educational, and fun, and new volunteers are always welcome. 
There are opportunities to learn and practice acting, stage managing, directing, technical operations, set 

design, and essential support elements such as publicity, box office, and house managing. Getting 
involved is easy: just look in the theatre lobby for volunteer forms and information or check with the box 

office. Interested in acting? Just show up for the open auditions on published dates. Lemon Bay 
Playhouse is YOUR community theatre. 
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Lemon Bay Playhouse is a member of: 
American Association of Community Theatre; Arts & Cultural Alliance. 

Arts & Humanities Council of Charlotte County; Charlotte County Chamber of Commerce; 
Charlotte County Hospitality Association; Englewood Florida Chamber of Commerce; 

Florida Theatre Conference; Olde Englewood Village Association. 
Sarasota County Arts Council. 
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CAPSTAN INVESTMENT VALUE BY MONTH 
MO VALUE GAIN/LOSS  

JAN 467,246.96   

FEB 465,059.50 -2,187.46 -2,187.46 
MAR 452,463.03 -12,596.47 -14,783.93 
APR 452,009.48 -453.55 -15,237.48 
MAY 399,429.89 -52,579.59 -67,817.07 
JUN 415,210.34 15,780.45 -52,036.62 
JUL 417,308.71 2,098.37 -49,938.25 
AUG 428,340.44 11,031.73 -38,906.52 
SEP 439,097.14 10,756.70 -28,149.82 
OCT 443,437.33 4,340.19 -23,809.63 
NOV 443,437.33 0.00 -23,809.63 
DEC 448,970.14 5,532.81 -18,276.82 
TOT
AL 

 -18,276.82  

MONTHLY CHANGE 

480,000.00 
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 EXECUTIVE DIRECTOR REPORT MARCH 1, 2025 - FEBRUARY 22, 2026 
 

SUBMITTED BY LORI J. SIGRIST, EXECUTIVE DIRECTOR 
 
● Maintained 25-26 Master Calendar for all theatre activities and created a 

Master Calendar for the 26-27 season. 
● Created email blasts for all auditions for the 25-26 season. 
● Created sides for all auditions and uploaded information to the 

website. 
● Coordinated and attended all auditions for the 25-26 season. 
● Coordinated and facilitated all production meetings for the 25-26 

season. 
● Coordinated with the Business Manager all photography taken to 

promote plays via local newspapers and social media platforms. 
● Continued leadership role with the Play Reading Committee, a 

5-person panel designated to read 25-30 plays for consideration for the 26-
27 LBP season. 

● Researched and submitted plays to be considered for the 26-27 
season. 
Coordinated meetings with the Play Reading Committee to select the 7 
plays with two alternates for the 26-27 season. 

● Opened up the director application process and collected applications 
for individuals interested in directing during the 26-27 season. 

● Met with The Director Selection Committee to select 26-27 season 
directors. 

● Worked with Directors on the selection of Stage Managers for their 
productions. 

● Created and executed contracts for selected Directors for the 26-27 
season. 

● Researched showcases for the 26-27 season. 
● Attended all showcase performances for the 25-26 season 
● Contacted and booked six showcases for the 26-27 season. 
● Created and executed contracts for all booked showcases for the 26-27 

season. 
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EXECUTIVE DIRECTOR REPORT MARCH 1, 2025 - FEBRUARY 22, 2026 
 

SUBMITTED BY LORI J. SIGRIST, EXECUTIVE DIRECTOR 
• Obtained licensing and script copies for all 7 selected plays for the 26-27 season. 

• Created PDFs of all selected plays for the 26-27 season. 
• Created an advertising campaign with WENG Radio. Appeared on WENG Radio to 

promote shows for the 2025-26 season. 
• Updated SHED notebooks as needed. 
• Attended all production closings in the 26-27 season to strike the set for the next 

play set build. 
• Created curtain speeches for all play productions and showcase events for the 25-

26 season and created curtain speech calendars. 
• Attended rehearsals for each play production. 
• Worked with directors on casting for each production for 26-27. 
• Met with and coordinated with the Volunteer Coordinator. 
• Worked with the Business Manager on addressing maintenance needs for both 

the main theatre and the annex. 
• Met with Directors and Stage Managers as needed to resolve issues with 

productions in 25-26. 
• Met with the Costume Manager as needed for each production. 
• Met with Set Construction/Set Designer as needed for each production. 
• Met with the Set Painter and Prop Mistress as needed for each production. 
• Coordinated and submitted all payments for Director fees, Stage Manager fees, 

Tech fees, and mileage stipends for actors for each production during 26-27. 
• Ran production reports and submitted payments for all contracted Showcase 

talent. 
• Met with the Business Manager/Publicity Manager as needed. 
• Coordinated emails to recruit volunteers for the set build. 
• Worked with the Volunteer Coordinator on reaching out to individuals interested in 

volunteering at Lemon Bay Playhouse. 
• Set up Lemon Bay Playhouse for the Giving Challenge, which is April 15-16, 2026. 
• Obtained annual renewal registration to solicit donations from The State of Florida 

and renew the annual ASCAP and AACT certificates. 
• Updated Lemon Bay Playhouse website through WordPress when needed. 

 
Submitted by Lori J. Sigrist, Executive Director 
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BUSINESS MANAGER REPORT MARCH 1, 2025 - FEBRUARY 28, 2026 
 

    
 

SEASON TICKETS: 

Our Season Ticket process starts in April with current subscribers, and the new season subscriptions start in 
June. Donna Hadley continues to do an excellent job processing all the requests. Donna organizes the 
paperwork, updates Arts People with patron information, strives to meet our patron seat requests, and prints 
the tickets if requested.  

 
Season ticket subscriptions for the 2025-26 season totaled 331, a decrease from last season of 376. The 4 
Play Flex Passes have decreased from 204 to 85 passes this season.  

 
BOX OFFICE: 

 
The Box Office continues to run efficiently, and our volunteers are always ready to greet our patrons with a 
smile. Several new volunteers are helping out both during the daytime hours and for evening/matinee 
performances.  Daily activity in the box office has dropped off from past years as many patrons use the 
website to purchase tickets online. One huge increase is the number of exchanges being requested. The 
volunteers are eager to assist with these exchanges and accommodate patrons’ scheduling conflicts. 
However, patrons are unhappy about the exchange fee.  

 
Our patrons are appreciative of the extra efforts the volunteers take to help them.  A huge Thank You goes 
out to all the Box Office Volunteers, especially Donna Hadley!  

 
DATABASE: 

 
Arts People is our ticketing software and has been for the last 10 years. I have done some research to see if 
there would be cost savings by switching to a different software system. However, with the amount of 
seating and ticket pricing simplicity, Arts People fits our needs just fine. In addition to ticket sales, AP tracks 
donations, financial summaries, and many reports. Through the Marketing system, lists of various types of 
volunteers and patrons can be generated. This is very helpful as we email notices about auditions, 
upcoming events, and general news about the Playhouse. If we decide to switch ticketing software, we will 
lose valuable patron information. 

  
SUPPLIES: 

 
The supplies needed at the theater include maintenance supplies, refreshments and drinks for performances 
and rehearsals, office and kitchen supplies and many other miscellaneous items. Items are purchased 
locally from Publix, Wal-Mart, Office Depot, Amazon and Sam’s Club. Expenses are tracked and kept to a 
minimum. 
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BUSINESS MANAGER REPORT MARCH 1, 2025 - FEBRUARY 28, 2026 
 

    
THEATRE IMPROVEMENTS: 

 
Lemon Bay Playhouse underwent several major upgrades during 2025, including: 
• Carpet installation in the little green room and hallways. 

• Total repiping of both the Theatre and Annex. 

• Upgraded lighting in the vault. 

• Upgraded keypad and push bar on the Theatre stage door. 

• Total bathroom replacement in the back bathroom of the Annex and a new toilet in the front bathroom of the 
Annex.  

• Major cleaning of the Theatre roof and gutters. 

• Replacement of the Annex roof. 

 

Publicity 
Publicity Tasks and Responsibilities are as follows, but not limited to: 

• Photos- Cast photo and scene shots when Gina is unavailable. 
• Playbill- Coordinating with Directors, Stage Managers, and cast to collect all bios and Directors' notes. 

Collecting all current play volunteer information to add to the playbill. Designing the cover playbill. Sending 
the playbill to the proofreaders, Deb Polling and Laura Null, then to the printer.  

• Creating original designs for the upcoming season. 
• Creating yearly seasonal brochures and trifolds. 
• Posting PR on Facebook. Sharing information on various SW Florida Theatre forums.  
• Creating a Press Release and sending it to Englewood Review and The Daily Sun. 
• Sending all new season information to our website designer.  
• Updating website information as needed. 
• Updating lobby TV with PowerPoint and Optisigns. 
• Printing Photos for the recognition board. Adding photos to “Now Showing.” 
• Updating the outside digital sign.  
• Updating Mailerlite emails frequently. 
I’d like to thank everyone of my box office volunteers for their hard work and support this season. You all do a 
phenomenal job. Lemon Bay Playhouse wouldn’t be what it is without you.  

 

Respectfully, 
Helena Eritano 
LBP Business Manager/Theatre Manager 
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MARKETING AND CREATIVE REPORT MARCH 1, 2025 - FEBRUARY 28, 2026 
 

SUBMITTED BY GINA SCARDA, SOCIAL MEDIA 

• Social Media and Digital Marketing 

• Created and managed ongoing Facebook content for Lemon Bay Playhouse 

• Wrote and scheduled promotional posts for productions, special events, and classes 

offered at LBH 

• Developed actor / director feature posts to highlight cast members and strengthen 
audience connection 

• Cross-posted content to relevant local Facebook community pages to expand reach and 

visibility 

• Promoted opening nights, closing weekends, and ticket-driven campaigns 

• Maintained a warm, engaging, and community-focused voice across social media 

platforms 

• Photography and Visual Content 

• Took rehearsal and production photos for multiple shows (when not performing in the 

production) 

• Edited and enhanced photos for marketing and promotional use 

• Selected and organized images for social media campaigns, actor features, and event 

promotion 

• Provided behind-the-scenes visuals to support storytelling and engagement 

• Fundraising and Raffle Initiatives 

• Conceptualized and created themed raffle baskets for productions 

• Sourced items, coordinated themes, and assembled baskets along with Helena 

• Supported raffle promotion through social media to increase participation and fundraising 

• Creative Development and Strategic Projects 

• Developed a proposal for a One-Act Play Festival 

• Helped shape the creative vision, structure, and goals of the festival 

• Continued concept development despite the festival being postponed to the 2027–2028 

season 
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MARKETING AND CREATIVE REPORT MARCH 1, 2025 - FEBRUARY 28, 2026 
 

SUBMITTED BY GINA SCARDA, SOCIAL MEDIA 

• Community Engagement, Outreach and Representation 

• Promoted special events, educational programs, and classes through social media 
outreach 

• Performed an original one-act play representing and promoting Lemon Bay Playhouse at 

the Women’s College Club of Venice, expanding community awareness and goodwill 

• Wrote a personal outreach letter to playwright Lawrence Thelen, inviting him to 

Lemon Bay Playhouse 

• Successfully encouraged the playwright’s participation, resulting in a well-attended 
post-show talkback event for Pie in the Sky 

• Actively advocated for Lemon Bay Playhouse within the broader communities 

• Conceptualized and promoted the Stock the Set feed the Community food drive 
initiative, combining theater productions with community outreach and charitable giving. 

(All items collected were donated to Helping Hands Food Pantry.) 

• Creative and Branding Support 

• Assisted with messaging, storytelling, and creative direction for marketing content 

• Brainstormed promotional ideas, themed campaigns, and audience engagement strategies 

• Helped maintain consistency in tone, branding, and presentation across platforms 

• Looking ahead to 2026/27 Season: 

• Social Media Strategy and Promotional Ideas 

• Planning and Consistency 

• Create a simple social media timeline for each production (announcement, cast reveal, 
rehearsals, opening, and closing) 

• Encourage earlier collection of cast photos, rehearsal access, and promotional materials 

• Coordinate social media timing more closely with ticket sales goals 

• Promotional and Content Ideas 

• Expand actor feature posts with fun personal questions or quotes 

• Add “Meet the Character” posts during rehearsal periods 

• Share short rehearsal clips and informal behind-the-scenes videos 
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            MARKETING AND CREATIVE REPORT MARCH 1, 2025 - FEBRUARY 28, 2026 
 

SUBMITTED BY GINA SCARDA, SOCIAL MEDIA 
• Use countdown posts for opening and closing weekends 

• Highlight audience reactions, testimonials, and post-show moments 

• Continuing show-specific themed campaigns tied to humor, setting, or message 

• Video and Engagement Growth 

• Increase use of short-form video (Reels) for: 

 Rehearsals 
 Set builds 

 Director or cast insights/interviews 

• Encourage cast and volunteers to share posts to extend organic reach 

• Community and Fundraising Promotion 

• Continue initiatives that connect productions with community impact 

• Expand fundraising storytelling around raffles, benefits, and outreach programs 

• Strengthening partnerships with local organizations through cross-promotion 
 

Closing Summary 

 Provide consistent marketing, creative development, fundraising, and community 
outreach, contributing to increased visibility, audience connection, and community 

impact for Lemon Bay Playhouse throughout the season. 
 
 
Gina Scarda 
Social Media 
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COSTUME MANAGER REPORT MARCH 1, 2025 - FEBRUARY 28, 2026 
 

SUBMITTED BY CAROLYN ROBINETTE., COSTUME MANAGER 
 

• Costume all productions, from our wardrobe, resale shops, borrow from other theaters, or they 
choose from their own personal wardrobe. 

• Provide alterations to our costumes, On sewing machine or hand sewing. 
• Providing shopping from resale shops, many actors require 3 to 4 changes with up to 8 actors in a 

production. 
• Provide accessories, hats, purses, gloves, shoes, ties, and more. 
• Borrow and lend costumes from other local theaters as needed. 
• Create a costume parade, attend dress rehearsal during their playbill photo session. 
• Create a costume plot for each character with the director for all Acts and Scenes. 
• Meet with Director and actors to create a charted measurement profile or size profile when needed. 
• Launder and maintain costumes during production as needed. 
• Hang Costumes in Dressing Room for each actor. 
• Assist with Costumes for Lemon Drops summer camp. 
• Sort through racks and bins of costumes and donations. 
• Clean annex prior to each production for their rehearsal 
• Wash and Brush Wigs. 
• Assist with set - steaming and pressing drapes, tablecloth’s, or sewing pillow covers and other things 

as needed. 
• Clean and Sanitize 2 Dressing Rooms after each production for the new cast. 
• Attend all Production Meetings. 
• Correspondence with all Directors, Stage Managers, and Cast by email and text. 
• Correspond with Executive Director, and Office Manager as needed 
• By meeting, email, phone call, and text. 
• Submit reimbursement forms, Complete Time Sheets and Biannually Reports. 
• Read Scripts or attend Read through with Director and Cast. 

 
Carolyn Robinette  
Costumes and Wardrobe
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STRATEGIC PLAN APRIL 2023 - APRIL 2028 
 

 
In order for us to continue to grow as we have, we need some direction for our 
efforts and activities. Just to continue to put on plays isn’t enough. We need to 
plan for the future with specific goals and a timeframe to achieve them. To this 
end, this plan has been produced. 
SWOT Analysis: 

 
Strengths: We are the only live theater in the immediate Englewood area and have 
earned a good reputation over the years. We have improved the quality of our 
productions over the past several years and must strive to continue that trend. We 
have a unified board who are working toward improving our playhouse and we have 
increased and are continuing to increase our volunteer base as well. We have 
ordered a new sign after the damage from Hurricane Ian. Weaknesses: We are aging 
continually. The theater and grounds are in need of improvements and refinements 
so that we can present a positive face to our patrons and the community at large. We 
are improving our talent pool, but still need to find new ways to attract younger 
people. Our doors show signs of aging, the building is looking worn. The bathrooms 
do not keep up with the flow of traffic from a show. 

 
Opportunities: Dearborn Street has expanded. A new arch on the street is right at 
our entrance. The new restaurants and businesses are improving to make the street 
construction finished in 2022. Also, home sales and new home starts have picked up 
dramatically. This can mean more business and people coming to Dearborn St. 

Threats: The demographics for Englewood show some improvement over the past 
years. Of a total population of 20,800, 94% is Caucasian. 94% has a high school 

education or less while 30.2% have college degrees. The median age of the 
population is 67 and the average household income is $55,788. This is the makeup of 

our current population. 
 
 

With the above information in mind, here are the items that we must accomplish in 
the five-year period commencing on June 1, 2023. 
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STRATEGIC PLAN APRIL 2023 - APRIL 2028 
 

 
Threats: The demographics for Englewood show some improvement over the past 
years. Of a total population of 20,800, 94% is Caucasian. 94% has a high school 
education or less while 30.2% have college degrees. The median age of the 
population is 67 and the average household income is $55,788. This is the makeup of 
our current population. 

 
With the above information in mind, here are the items that we must accomplish in 

the five-year period commencing on June 1, 2023. 
 

Theater Building, grounds and contents: 

 
Parking Lot: The lines in the parking lot that were resurfaced around 2016 are fading. 
All the parking spots should be relined. 

 
Building: The building will need a new coat of paint to freshen up the view compared 
to the new street. Repair work during this period is also needed. One repair should 
be the steps that lead up to the stage. Bathrooms to be updated (commercial grade, 
multi flush toilets and a fresh paint job), security system inside and out with 
monitoring in Business manager office, three new doors (stage, and two in theatre) 

 
Annex: Flooring completely ripped out and redone, convert current tech office to 
LBP Office (Executive Director, Publicity, Trustee workspace area Summer 2023) 
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STRATEGIC PLAN APRIL 2023 - APRIL 2028 
 

 
We need arrive at a consensus on what direction the theatre is taking. The previous 
strategic plan offered insight into developing ways to grow in a new space. At the 
time, ticket sales were consistent in leading to be an option. As things changed plus 
the effects from COVID and Hurricane Ian, those numbers declined. 
Things that need upgrading in the current theatre could be moved should a new 
building become an option. Those items include: 

 
• LED Lighting 
• Digital sound system 
• New seating in the theatre 
• Theater seating: The theater seats were old when we got them from Venice Theater 
back in the 90’s. Their springs are worn and uncomfortable. In addition, the seat 
pivots are worn out resulting in seats that won't rise and some that fall apart. They 
need to be replaced. 

 
While currently without a mortgage, a new building does not seem best for the 
current state of Lemon Bay Playhouse. That does not mean that a new building could 
not eventually be an option. Should an option be beneficial during this 5-year 
strategic plan, the full consensus of the board would be able to make a change. It will 
be stated that the continuation of a new theatre idea will remain part of the next 
strategic plan. Things to consider at that time are: 

 
• Possibilities Plans for current location 
• A capital campaign to raise the needed funds. 
• Estimate architect fees. 
• Estimate cost of land. 
• Consistency of shows selling over 90%. 
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STRATEGIC PLAN APRIL 2023 - APRIL 2028 
 

 
Our Mission Statement says that we will provide “education and training in the 
performing arts.” To this end we will continue to present a series of education 
programs. All programs need board approval through a fully present syllabus. These 
will be: 

Children’s summer programs. 
Adult theater learning classes during the season. 

 
These should be funded from the tuition charged plus some money from the 
scholarship fund as well as some grant money if necessary. The money provided to 
LBHS will be a scholarship or donation to further education. 

 
Fundraising and Finances: 
This is a critical part of our plan. In addition to the special items above, we have to 
keep the theater in the black. Based on the demographics of the Englewood area, we 
must keep our ticket prices where they are. Here are some of the things that we will 
have to do during the next five years to keep us afloat: 

 
• Improve Season ticket sales 
• Increase Flex Pass sales and look at other Flex options 
• Raise ticket prices as needed 
• Get at least 2 local business sponsors per year 
• Pursue grant opportunities 
• Hold special events each year to raise funds for our operation and special projects 
• Through this period, maintain a positive income 

 
We must strive during the next five years to accomplish these tasks. With the 
dedication of our Board of Trustees and the willing participation of our many 
volunteers, we can make it happen. 
This plan adopted by the Board of Trustees on March 2023 
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2025-2026 SEASON 
 
 

 
Bad Year for Tomatoes 
By John Patrick 
Sep. 3 - Sep. 21, 2025, 

Directed by Steven Black 

 
           Pie in the Sky 
     By Lawrence Thelen 

Oct. 15 - Nov. 2, 2025, 
Directed by Carol Warren 

 
A Christmas Tail 

           By Joe Simonelli 
Dec. 3 - Dec. 21, 2025, 

Directed by Carol Warren 
 

The Sweet Delilah Swim Club 
           A Jones, Hope, Wooten Comedy 

         Jan. 14 - Feb. 8, 2026, 
       Directed by Pam Hayes 

           

2026-2027 SEASON 
Theatre People  

By Paul Slade Smith 
Sep. 2 – Sep. 20, 2026 

Directed by Ric Goodwin 
 

Bell, Book and Candle 
By John Van Druten 
Oct. 14 – Nov. 1, 2026 

Directed by Susana Falcon 

Saving Grace 
By Jake Sharkey 

Dec. 2 – Dec. 21, 2026 
Directed by Wendi Scianna 

Brooklyn Laundry 
By John Patrick 

Jan. 13 – Jan. 31, 2027 
Directed by Tim Spradlin 
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      The Trip To 
Bountiful 

                 By Horton 
Foote 

March 4 - March 29, 2026, 
  Directed by Jack Rabito 

 

 
Born Yesterday 

 By Garson Kanin 
Apr. 22 – May 10, 2026, 

Directed by Tom Erb 
 
 
 

  Chapatti 
  By Christian 
O’Reilly            
June 3—June 21, 
2026, Directed by 
Ric Goodwin 

  

   

Barefoot in the Park 
By Neil Simon 

Mar. 3 – Mar. 28, 2027 
Directed by Jeff Dillon 

Stella & Lou  
By Bruce Graham 
Apr. 21 – May 9, 2027 

Directed by Steve Black 
 

Any Wednesday 
By Muriel Resnik 

June 2 – June 20, 2027 
Directed by Jonathan Hunter 
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