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Executive Summary 

 

For the past three years, Harvest Sky Economic Development Corporation (formerly Cactus Corridor EDC) has 

been involved in managing the Canada Coal Transition Initiative (CCTI) funding on behalf of our regional 

partners. This federal government program was administered by Prairies Economic Development Canada 

(PrairiesCan - formerly Western Economic Diversification) and had an end date of March 31, 2023. With the 

conclusion of the program, it is a good time to do a funding summary and review of the history of economic 

development in the region, since the transition away from coal was first announced in November 2015.  

Shortly after the provincial Climate Leadership Plan announcement in late 2015, the region formed the Climate 

Change Strategy Taskforce, with the objective of helping the community navigate and find ways to mitigate the 

affects of the possible closure of the Sheerness Generating Station. The task force was made up of 7 

representatives, from Cactus Corridor EDC, the Town of Hanna and the Special Areas. In 2016 the committee 

retained Urban Systems to assist in analyzing the scope and possible effects of the potential closure of the 

Sheerness plant.  

By December 2016, Urban Systems had completed a report entitled The Impact of the Closure of the 

Sheerness Mine and Sheerness Generating Station, more commonly known as the Impact Study. This study 

outlined the potential economic, social and socio-economic impacts on the region. Throughout late 2016 and 

2017, local officials met with representatives of the Province of Alberta to discuss the impacts of a possible 

closure as well as opportunities for the region to remain viable into the future. As part of that work, Urban 

Systems was again used to research possible ways the region could mitigate the effects by capitalizing on the 

strengths of the region. A report called the Asset Mapping and Opportunities Study was produced in early 

2017, outlining the regions strengths and opportunities that may arise if certain opportunities were pursued.  

From 2017 to 2019, the Task Force followed a number of strategies to pursue opportunities as identified in the 

report, as well as through a community consultation process. One such strategy was the Community Action 

Team (C.A.T.) program. The Task Force held multiple engagement sessions where residents from the region 

were encouraged to bring forward ideas to further economic development ideas. A few examples of the C.A.T. 

ideas that were brought forward: 

• The Livestock Hub: a concept that brings equine therapy, veterinary and nutritional services into one 

location, possibly coupled with an event or riding center 

 

• Retire to Hanna: a marketing and development idea to attract residents to the region by highlighting 

affordable living options with community amenities and a high standard of living 

 

• Business Ecosystem Hub: a model to bring together all the necessary business services and supports 

under one roof to serve business attraction and retention 

 

• Other C.A.T. ideas centered around tourism, youth resiliency and aging in place models 
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In 2019 the Task Force again reached out for assistance to bring ideas and opportunities to the forefront by 

engaging 13 Ways Inc. which produced a book entitled the 13 Ways Playbook. This Playbook was a living 

document of ideas and strategies to be used by the region, to focus on ways to improve and showcase our 

quality of life and attract people and industry to the region.  

During this time, the Task Force also had its challenges. After three years of intense work, scrutiny and a lack 

of resources, the group suffered burnout and staff turnover. For most of 2019 Cactus Corridor was without an 

economic development officer, forcing the board to carry on the work of the task force and other economic 

development activities. The lack of staff had a detrimental affect on the progress of economic development in 

the region, as well as a delay in applying for the CCTI program funding.  

Early in 2020, Cactus Corridor hired a new Economic Development Manager. Using ideas generated from the 

previous reports, the playbook, as well as the Community Action Team process, the Task Force and the EDM 

narrowed down a list of opportunities to move forward with. From this list of opportunities, Cactus Corridor 

was tasked with applying for, implementing, and managing the CCTI funding to move the ideas forward.  

Over the past three years, Cactus Corridor (now Harvest Sky) has used the CCTI funding to further those 

identified opportunities, under three key objectives:   

• Economic Development: supporting existing businesses and attracting new investors, residents and 

visitors  

 

• Economic Development Readiness: being at the forefront of regional development information 

 

• Community Development: helping to facilitate community development to support economic growth 

The following review of CCTI funded projects highlights the value of creating and maintaining a solid base of 

resources, to further regional economic development. With proper support and funding, it is much easier to 

further ideas and pursue opportunities, whereas a lack of resources leads to a loss of continuity, duplication of 

effort, and missed opportunities.  

The effort and hard work by both paid staff and volunteers since the announcement of the transition away 

from coal, has produced a strong foundation of economic and community development. The Harvest Sky 

region is poised for growth and the continuation of strong resident attraction, tourism and potential 

investment attraction.  
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Canada Coal Transition Initiative Project Summary 

 

The following is a review of projects funded by the Canada Coal Transition Initiative since 2020, broken down 

under the three Harvest Sky objectives. As a reminder, the contributions as stated covered work done over the 

past 3 years. As well, at the time of writing of this summary, the final CCTI claims have not been processed and 

thus adjustments could occur. Finally, Harvest Sky received approval to extend 2 projects past the March 31, 

2023 CCTI program deadline. The Community Kitchen project and an Irrigation project will conclude later in 

2023. 

• Total CCTI Funding Contribution: $3,740,000  

• CCTI Project Numbers: 15835 and 18696 

• Program funding started April 1, 2020 and concluded March 31, 2023 

 

Objective #1 – Economic Development Projects 

 

Staff Wages & Benefits (CCTI Contribution: Budget $180,000 Actual $223,720) 

• Economic Development Manager  

• Administrative Assistance   

• Tourism Coordination (originally Professional Planning and Project Management Support)  

The task force and PrairiesCan recognized that with increased funding and projects, there would be a need to 

have additional staff support. PrairiesCan contributed a portion of the Economic Development Managers 

salary, other assistance such as bookkeeping, and were originally going to hire a project manager. As the work 

moved forward it was found that a project manager wasn’t needed so the funding was re-categorized to 

tourism support, to enhance the work that was being done in that area. A portion of the tourism duties were 

completed by hiring someone to work with local tourism entities on activities to boost business. The other 

portion was done with a consultant, building marketing plans and itineraries for tourists to take advantage of.  

 

Resources and Tools (CCTI Contribution: Budget $130,000 Actual $20,180) 

Funding in this category was for expenses such as cell phone usage, website hosting and internet charges, 

office supplies, postage, insurance, and travel expenses. It was determined early on that the entire budget 

would not be used so with PrairiesCan approval, the remaining funds were diverted to other projects.  

 

Lead Generation and Business Attraction (CCTI Contribution: Budget $150,000 Actual $135,000) 

As Harvest Sky was laying the groundwork for other projects under the categories of economic development 

readiness and community development, actual lead generation activities didn’t start until April 2022, 2 years 
into project funding. An investment attraction consultant was hired to assist the economic development 

manager conduct research into areas of competitive advantage for the region. With this information, meetings 

and discussions have targeted local and non-local companies with the hope of either expanding current 

operations in the region or locating operations here.  
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Areas of competitive advantage and thus further discussions have centered around 14 target industries, with 

agriculture & value-added agriculture, energy (hydrogen, oil and gas, biofuels & renewables) and data 

processing & logistics topping the list. As of the first year of review, over 90 individuals or companies have 

been engaged in either virtual, face to face or phone meetings and discussions. As well, 5 site selection 

requests have been answered by companies looking for suitable locations for industrial operations. Site 

selection requests typically come through provincial contacts and our region is competing with locations 

across North America.  

Together with work in this area, staff and consultants have 

been working closely with staff from Special Areas 

promoting the new Sheerness Industrial Park as a potential 

site for development. Assistance with the industrial park 

project has come in the way of direct discussions with 

potential companies as well as marketing materials such as 

a promotional brochure, presentations and a video 

produced to highlight the park and existing services. Work 

in this area will continue into 2023 using the resources that 

have been produced. (Video link: 

https://specialareas.ab.ca/invest/sheerness-industrial/) 

 

Marketing and Residential Attraction (CCTI Contribution: Budget $800,000 Actual $766,420) 

• Regional Marketing Strategy, Branding and Materials  

• Retire to Hanna Strategy Marketing Program  

• Youngstown Affordable Living Marketing Program  

An area that was identified as lacking in the region was marketing, specifically external advertising targeted at 

residents, tourists and industry from outside the region. The municipal partners do a good job of 

communicating to area residents about programs and projects however in general, a lack of resources has 

made it difficult to communicate what a great place Harvest Sky is to live and do business.  

Cactus Corridor Rebranding 

Early on in the project, a marketing company was hired to assist with ideas to promote the region and the 

three economic development objectives. Initial conversations with the marketing team identified that it is 

difficult to promote three separate municipalities (Hanna, Youngstown and Special Areas). Through a 

consultation process, it was determined that it is easier to promote one region and everything it offers; thus, 

the Harvest Sky region was formed and Cactus Corridor Economic Development Corporation became the 

Harvest Sky Economic Development Corporation. To date, at least 4 other businesses and organizations have 

branded themselves using the Harvest Sky name.  

The re-branding of Harvest Sky has included new logos, images, a new website (harvestsky.ca) and marketing 

materials such as brochures, trade show cards and banners.  

 

 

 

 

https://specialareas.ab.ca/invest/sheerness-industrial/
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Other Rebranding Initiatives 

Under the marketing project, a number of other organizations have had their images and marketing materials 

updated and refreshed: 

• Hanna Golf Course (logos, materials, website refresh) 

• Hanna Roundhouse (logos, materials, website refresh) 

• Harvest Sky Agricultural Centre (name pending, logo and branding) 

• Lynks, formerly Hanna Learning Centre (complete re-branding, logo and website) 

• Special Areas (website refresh) 

• Town of Hanna (logo, website and materials refresh) 

• Village of Youngstown (logos, materials, new website) 

 

 

 

 

 

Special Areas Industrial Park 

As previously mentioned, the marketing team along with the lead generation consultant, put together a 

marketing package for the industrial park including a brochure, presentation and a video production. The video 

production has garnered a lot of positive feedback on social media channels and continues to highlight the 

park and servicing to potential investors from outside the region.  

Tourism Initiatives 

Under the heading of tourism, Harvest Sky has made connections with Travel Alberta, Travel Drumheller and 

Travel Special Areas and is working in conjunction with these entities to promote the region. Staff was invited 

to sit on the Travel Alberta Badlands Tourism Development Zone project, which is highlighting the badlands 

region as an international destination for visitors to the province.  

Work with our marketing consultants also identified that to be successful within tourism, a region needs 

products to promote, such as the Tyrell Museum in Drumheller. Therefore, Harvest Sky has worked with 

regional tourism ‘products’ to enhance and advertise them to visitors outside the region. The marketing team 
produced travel itineraries to advertise the region and products that are or will be ready to host visitors: 

• Your Destination for Fishing (highlighting our many lakes) 

• Your Destination for Hunting (highlighting hunting resources) 

• Your Destination for History (highlighting museums and the roundhouse) 

• Endless Possibilities (highlighting the golf course and other attractions) 
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We partnered with Special Areas to 

erect the Mosasaur dinosaur exhibit at 

Carolside park.  

  

We also partnered with the Hanna 

Roundhouse Society to bring a CN 

Caboose to Hanna, to be displayed and 

eventually restored on the 

Roundhouse site.  

 

External Advertising 

Harvest Sky has also spent a significant amount of time and effort promoting the region to potential residents, 

investors and tourists through the following mechanisms: 

• Trade Shows: the Edmonton Boat & Sportsman Show and the Calgary Home Show in 2022 

• Radio: we invested in radio advertising to promote tourism by having bi-weekly spots on Drumheller 

FM in an attempt to reach tourists that were visiting the Tyrell Museum 

• Photo Library: we hired a photographer to take professional grade photos of the region for not only 

our use but also a shared library on the Harvest Sky website that anyone can use for promotional work 

(link: https://harvestsky.ca/photo-library-media-requests/)  

• Video Production: we hired a professional video production company to produce videos highlighting 

areas that would target residents, investors and tourists. We now have a total of 41 videos on our 

youtube channel (https://www.youtube.com/@harvestskyregion/videos) 

o Farmers Market 

o Hanna Cruisers Drag Racing 

o Hanna Golf Course (a general video as well as 18 hole ‘fly over’ videos) 
o Hanna Hawks Football 

o Hanna Indoor Pro Rodeo 

o Hanna Visitor Centre 

o Pioneer Museum 

o Prairie Oasis Park 

o Sheerness Industrial Park 

o Youngstown (back in time museum & small world café) 

o 12 Other videos highlighting fun things to do or amenities in the region 

 

 

  

 

 

 

 

https://harvestsky.ca/photo-library-media-requests/
https://www.youtube.com/@harvestskyregion/videos
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Social Media and Online Advertising 

In mid 2021, Harvest Sky hired a social media company to help determine the best ways to target and engage 

people in the three target objectives. Traditional media can be more costly and harder to focus resources, so it 

was determined that social media is more practical to get out the message we wanted to convey. Social media 

also has a wide variety of platforms so it is hard to know how, when and where to make a connection to the 

audience you’re trying to engage with. Through consultation with the company, it was determined that we 

would put our efforts into Facebook, Linkedin, Twitter and paid Google advertising to reach our target 

audiences.  

We started our social media campaign in late 2021 with both organic posts (regular posts highlighting a 

specific idea such as an upcoming event or place to visit) and paid advertising (paying to reach a specific 

demographic with a specific message). We did both organic and paid advertising on Facebook, targeted to 

residential attraction and tourism. Linkedin was used primarily for investment attraction and the industrial 

park. Twitter was used for organic posts, while we did paid Google advertising, again primarily for resident 

attraction.  

At the end of the funding period (March 2023) we received a report from the social media company outlining 

the past year of results of our online campaign. A few highlights include: 

• Website: 20,334 new users (up 3780%); 23,352 

sessions (up 2901%); 29,163 page views (up 1726%) 

 

• Top organic landing pages:  

Hunting (4821), Meet the Harvest Sky Region (4598) 

and Accommodations (2351) 

 

• Top 4 tracked Canadian cities:  

Calgary, Edmonton, Toronto and Vancouver  

 

• 64% of visitors were from paid searches;  

11.8% came from social media channels 

 

• Paid search on Google ads resulted in 633,950 

impressions, 18,117 link clicks and 2500 video views  

 

• Paid Facebook ads resulted in 1,095,684 impressions 

and 9837 link clicks 

 

• Linkedin ad’s (mainly for Sheerness Industrial Park) 
resulted in 52,435 impressions and 282 link clicks 

 

• Some of the top search words included:  

hunting in alberta, economic development, 

campgrounds in alberta, best places to live in 

alberta, affordable places to live in alberta 
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Marketing Conclusion  

It is hard to determine how successful the marketing project has been, as marketing is hard to quantify (there 

is no direct correlation between spending on advertising and successful sales). The only way to directly 

quantify sales in marketing is having an online link to a product that a customer purchases and since Harvest 

Sky doesn’t sell products, success in marketing will always be anecdotal. That being said, anecdotally, over the 

past year the region has experienced a significant surge in housing sales and resident relocations from across 

Canada (including all the cities that have been targeted in our advertising campaigns).  

Again, we can’t directly connect the efforts Harvest Sky has put into attracting people to come to our region to 

the influx of new residents, we believe the work that has been done, coupled with our municipal and business 

partners, has produced positive results. We also believe these efforts will continue to payoff in the future as 

the factors that are attractive for people to locate in our region will continue to exist.  

 

Regional Agricultural Hub (CCTI Contribution: Budget $80,000 Actual $83,700) 

The Agricultural Hub project has a long history in the region, having been an idea in one form or another for 

over 10 years and most recently as The Livestock Hub, one of the key Community Action Team projects. It is a 

hub that includes both an event centre as well as other livestock offerings such as veterinary services, equine 

therapy and potential research facilities.  

Since the project was identified early on, the task force agreed that resources should be put into it to see if 

there was a case to be made for pursuing the project past the conceptual phase. A consultant was engaged to 

produce a business case for the ag hub, which included a financial breakdown of potential construction and 

operating costs for both an event centre as well as what is now being called a Rural Community Practice (the 

term being used for all the livestock offerings such as veterinary services). The report was completed in late 

2021 and presented to residents during a town hall meeting, to gauge interest in moving the project past the 

concept phase.  

In early 2022, a volunteer board was formed to move the project forward. Over the past year the group has 

formed committees to work on fundraising, business / service attraction and site planning / architecture.  

 

Agricultural Centre (CCTI Contribution: Budget $0 Actual $86,320) 

To continue the work of the Agricultural Hub project, funding that was saved on other projects was re-

designated to the ag hub. Over the past year, the volunteer board has engaged a number of experts to address 

key areas of a project of this magnitude including: 

• Architecture: they have designed a preliminary site plan and buildings and applied for construction 

grant funding 

• Board Development: to assist with board formation and project milestones 

• Operating Budget: a more detailed operating budget to present to potential funding partners 

• Branding & Marketing: to produce marketing materials and a name to help promote the project 

The group is currently working on all facets of the project and will hopefully be successful bringing it to reality 

in the future.  

 



9 | P a g e  

 

Hanna Demolition Project (CCTI Contribution: Budget $0 Actual $200,000) 

It has been said before but is worth repeating; if a community isn’t willing to invest in itself, why should it 
expect anyone else to?  

While not everyone agrees that public funding should be used to clean up private properties, in the case of our 

region, if municipalities don’t get involved in clean up efforts these properties will remain a visual as well as 
safety hazard. Thus, as other projects were being brought in under budget, an opportunity to clean up a 

number of derelict properties in the region presented itself.  

By partnering with the Town of Hanna, a total of 5 derelict properties were cleaned up which not only 

removed unappealing and unsafe properties, it also made prime land available for future development. As 

well, it sent the message that the region cares about investing in itself for the future.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Regional Educational Resource Center (CCTI Contribution: Budget $80,000 Actual $82,000) 

Another project that was brought forth from previous engagements, the Educational Resource Center was 

identified as having the potential to drive economic development in the region. By bringing together potential 

pieces such as classrooms, research facilities and dormitories for housing students from other parts of Canada 

and around the world, an education center could boost the local economy.  

A consultant was hired to do a feasibility study and preliminary design concept for a center, using input from 

regional stakeholders including municipal partners, education providers and corporate entities. The study has 

been completed and shared with the various stakeholders. Next steps will see if there is enough support to 

move a potential project forward.  
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Irrigation Projects (CCTI Contribution: Budget $450,000 Actual $330,590) *continuing into 2023 

• Engineering and Infrastructure Assessment of the Carolside – Deadfish Irrigation System  

• Irrigation – Assessment and Evaluation of Further Opportunities 

Agriculture is a key strength of the region, one that needs to be expanded in a variety of ways. One way that 

has been investigated in various forms over the years is expanding the irrigation capacity of the region. Thus, 

the task force identified two projects to be pursued; an assessment of the existing Carolside-Deadfish system 

and a broad look into other areas of the region that could benefit from new irrigation projects. 

Harvest Sky partnered with Special Areas to hire 2 engineering firms to conduct detailed analysis of existing 

and potential irrigation systems in the region. The work used GIS information, included investigations into 

water licenses, water capacities and soil formations, as well as a review of previous irrigation studies and 

projects. With preliminary work complete, in 2021 the Special Areas, MD of Acadia, Province of Alberta and 

the Canadian Infrastructure Bank made a joint announcement that they were going to continue work on 

significant irrigation investments in our region. Further work on the studies undertaken through Harvest Sky 

using CCTI funding will continue into 2023 with a funding extension from PrairiesCan.  

 

Hanna Roundhouse Feasibility Study (CCTI Contribution: Budget $0 Actual $104,730) 

The Hanna Roundhouse has been identified by a 

number of stakeholders such as Travel Alberta, as a 

potentially significant tourism product, one that 

should be developed further to bring people and 

business to our region. Utilizing funds that were not 

spent on other projects, in late 2022 a business case 

and planning study was completed using a 

consultant with past history of doing work with the 

Roundhouse Society.  

This comprehensive study brought together 

decades of previous works done by a variety of 

groups into a plan that is being used to apply for 

further funding as well as guide some of the 

marketing work that is being done on the project. It 

is also being used to make the case for support 

from other stakeholders, such as Travel Alberta, to 

make the Roundhouse a key tourism destination for 

visitors from around the world.  

 

Regional Housing Study (CCTI Contribution: Budget $0 Actual $26,080) 

The housing study, consisting of a needs and demand analysis, was completed in early 2023 with funds that 

weren’t utilized on other projects. A consultant with experience doing housing studies from around the 
province was used to build a profile of the housing supply and shortfalls in the region. The conclusion of the 

study is a gap analysis that the region can use to search for funding and other government programs designed 

to help address the shortfalls of housing in the region.  
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Objective #2 – Economic Development Readiness Projects 

 

Economic Development Readiness Assessments (CCTI Contribution: Budget $420,000 Actual $216,340) 

• Water, Power, Logistics Assessments 

• Labour Force Assessment 

• Land Inventory, Commercial Building and Businesses for Sale Assessment 

• Choke Point Analysis and Red Tape Reduction 

An area of economic development that was identified as lacking during task force discussions was readiness, 

essentially a lack of information about the region that is ready when business comes looking to locate here. 

Having this basic information ready and available is important as site selections have a very short turn around 

(often a couple of days) and many businesses look for this information without contacting local service 

providers. Thus, having it available on regional websites and at our disposal can be a key to attracting 

investment.  

The 4 assessments that were completed were done to lay the groundwork to make the region more attractive 

to future investment and easier for businesses that want to locate here. 

The water, power and logistics assessment brought together information on servicing around the region such 

as water & sewer lines, cell phone towers, internet capabilities and gas lines. The information is available on 

the Harvest Sky website on a logistics map: 

https://harvestsky.maps.arcgis.com/apps/webappviewer/index.html?id=99d7f59bd9a24444ace8eab2d1d7a24

6  

 

 

 

 

 

 

 

 

 

The labour force assessment profiled labour and demographic statistics including employment, education 

levels, family composition and income levels. Information can be used by stakeholders when assessing how to 

attract needed workers as well as businesses looking to locate in the region. 

The land inventory assessment studied available land for commercial development and provided possible 

ideas on how to utilize the land to attract development. 

Finally, the choke point analysis and red tape reduction report looked at the subdivision and development 

process in the region to identify any bottlenecks or unnecessary red tape that could be eliminated to make the 

region easier to do business in.  

https://harvestsky.maps.arcgis.com/apps/webappviewer/index.html?id=99d7f59bd9a24444ace8eab2d1d7a246
https://harvestsky.maps.arcgis.com/apps/webappviewer/index.html?id=99d7f59bd9a24444ace8eab2d1d7a246
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Objective #3 – Community Development Projects 

 

Community Development Projects and Strategies (CCTI Contribution: Budget $1,350,000 Actual $1,074,920) 

• Town of Hanna Community Development Design and Engineering   

• Village of Youngstown Community Development Design and Engineering 

• Town of Hanna Community Signage  

• Village of Youngstown Community Signage 

• Town of Hanna Healthy Living Strategy  

• Town of Hanna Recreational Living Strategy  

While there were projects devoted to advertising the region, attracting residents, visitors and investment, and 

economic development readiness, a significant portion of the CCTI funding was utilized to revitalize the 

communities and make them a more desirable destination. As previously mentioned, a community should be 

willing to invest in itself to attract people and business; the community development projects and strategies 

were designed to do just that. 

Community Development, Design and Engineering 

Early in the process, consultants were hired to engage with citizens and other stakeholders to produce 

community revitalization studies for both Hanna and Youngstown. These studies include development 

planning designs of the entire community; specific plans for downtown upgrades; and signage designs. These 

studies are being used, as funding is identified, to upgrade the look and feel of the communities’ public spaces.  

In 2021, Hanna was successful in applying for the Canada Community Revitalization Fund, a grant that allowed 

the town to build new walking paths from the seniors’ lodge to the downtown, as well as upgrade a number of 
sidewalks and other elements in Hector King Hunter Park. These upgrades were based on elements of the 

community development plan such as lighting, planters and benches.  

Hanna is also applying for a grant to do a complete renovation of the infrastructure and above ground 

elements of its core downtown blocks. The elements and planning for this project will come from the designs 

in the community development plan. 

Community Signage 

Another element of the plan is replacing 

signage in both communities. There was 

enough funding to completely replace signs in 

each community, including entrance signs; 

wayfinding signs; and facility signs. Hanna 

was able to replace 3 monument (entrance) 

signs, 38 facility signs and 22 wayfinding 

signs. Youngstown is receiving 2 monument 

signs, 10 facility signs and 6 wayfinding signs. 

Professional, consistent, up to date signage 

goes a long way to improving the look and 

feel of a community and making it attractive 

for new residents, visitors and potential 

businesses.  
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Healthy Living and Recreational Living Strategies 

The healthy living study conducted an in depth review of over a dozen recreational facilities in the Town of 

Hanna and made recommendations on potential upgrades and other opportunities to help attract people to 

the region. Ideas such as a pickleball centre or a trail system encompassing the entire town would make it 

more attractive for potential residents to locate here.  

The recreational living study did an in depth review of the campgrounds in the region and made 

recommendations on how to upgrade and expand the sites. The study analyzed camping trends throughout 

the province and showed how expansion of our existing camping sites could be an opportunity to capitalize on 

those trends and increase tourism to the region.  

These studies have set a blueprint for future work and opportunities that can be capitalized on as funding 

sources are found.  

 

Village of Youngstown Solar Power Project (CCTI Contribution: Budget $100,000 Actual $100,000) 

As part of the community development process, the Village of Youngstown made an investment in solar power 

on a number of their community facilities (Village office, community centre, recreation centre and water 

plant). The investment in solar power will help reduce Village electricity bills for many years.  

 

 

 

 

 

 

 

 

 

 

 

Community Kitchen Projects (CCTI Contribution: Budget $0 Actual $290,000) *continuing into 2023 

The second project that was given an extension past the March 2023 deadline is a community kitchen project. 

With this funding, that remained due to funds not used on other projects, the region hopes to outfit 2 

commercial grade kitchens.  

The plan is to upgrade and outfit the kitchens at the Lions Hall in Hanna and the community centre in 

Youngstown, with new equipment that will make them AHS approved to be used as commercial kitchens. To 

be able to produce food that is available to sell in stores, a business has to use an approved kitchen. It is hoped 

that by upgrading kitchens in both communities, local businesses will be able to expand their offerings and 

help boost local economic development as well as better secure local food supplies.  
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