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INTRODUCTION AND SUMMARY

Moffat County is Colorado’s last frontier. The
state’s major cities have grown to be large met-
ropolitan areas over the course of the past few
decades. At the same time, development grew
along the interstates and around prime recre-
ational hubs. As these areas became crowded
and increasingly expensive, the next genera-
tion of pioneers has continually looked further
afield to find the next area to settle.

That wave of growth has now reached the east-
ern side of Moffat County. In the coming dec-
ades it will transform the county and the City
of Craig, bringing new business opportunities
and shopping and services.

At this moment, though, the City and County
are still dealing with recent population and
employment losses, and the effect they are
having on the region. This plan seeks to guide
the actions of local economic development
partners in bridging the gap between condi-
tions as they are today, and the brighter future
still to come.

The Business Opportunity Toolkit is based on
thorough research, exploring local conditions,
industry composition and trends, the tourism
sector, and the market for retail goods and ser-
vices. It draws on the analysis to recommend
15 market-based and achievable actions that
can be taken to enhance local economic con-
ditions.

Business recruitment — trying to convince
businesses from outside of the area to locate
in Moffat County — does not figure prominently
in this strategy. Moffat County has obstacles
that prevent it from competing effectively for
most outside business investment, and there
are no significant gaps in existing industry
supply chains that might be filled locally. On
the other hand, the County does have the op-
portunity to develop from within, promoting
entrepreneurship, growing its small busi-
nesses and agricultural sector, growing its
tourism base, and attracting a next wave of
settlers who will often create or bring their own
small businesses when they relocate.

KEY FINDINGS

The most concerning issue from the situa-
tional assessment is the recent loss of employ-
ment and population. A significant portion of
this is due to the closing of Craig Station Unit
1, and associated decline in the demand for
coal. Moffat County has gone through similar
boom-bust periods, but the loss of these resi-
dents poses challenges for business expan-
sion, whether in industry where these individ-
uals work, or in the commercial sector where
they make purchases.

Despite some short-term employment losses,
there is a clear trend of industry growth within
Moffat County and adjacent counties. Moffat
County emerges with some unique strengths,
and several industries were targeted for their
local growth potential.

®  Animal production and aquaculture

® QOil and gas extraction, mining and sup-
port activities

® Niche/artisanal product manufacturing
Truck transportation

= Professional, scientific, and technical ser-
vices

= Construction

= Health care
Tourism

The analysis examined supply chains for these
and other industries. Most of these networks
are developed on a regional level, as client con-
centrations are often too small at a local level
to support a dedicated facility. As examples, a
well servicing business in Green River may be
servicing oil and gas wells across northwestern
Colorado and southwestern Wyoming, just as
the meat processors in Craig are serving cli-
ents in several counties. Growth in the area’s
primary industries has not been sufficient to
create demand that would justify expanding
the supply chains that are already well estab-
lished.

Tourism and the commercial sector are closely
related. The loss of population has put some



strain on the retail sector, and existing busi-
nesses are capturing a majority of the poten-
tial market. There are no “gaps” or sufficient
leaked market share to suggest the need for
additional retail stores in any category. The
best prospects for increasing sales lie in better
tapping visitor traffic, both by encouraging
more travel and by adapting business prac-
tices to capture the market.

The County’s tourism organizations are mostly
doing a very good job of marketing tourism as-
sets. The exception is in adding content to
emerging web and internet tools designed for
specific activities, like hiking, mountain bik-
ing, ATV/OHV riding, birdwatching, and other
pursuits. In addition, there is a need to better
package, and in some cases, to develop visitor
assets. Moffat County can offer experiences
comparable to those in more popular destina-
tions like Moab or Zion, without the crowds
and with less development.

RECOMMENDATIONS

The report concludes with a total of 19 recom-
mended actions grouped around five goals.

GOAL ONE: Develop and sustain the capacity
to carry out economic development initiatives.

1. Secure multi-year funding commitments
for Moffat County’s economic develop-
ment organizations and initiatives.

2. Leverage outside resources to have a
greater impact within Moffat County.

3. Pursue designation through OEDIT as a
Certified Small Business Community.

4. Continue the high degree of collabora-
tion between critical economic develop-
ment partners.

GOAL TWO: Expand and better capture the
visitor market in Northwestern Colorado.

5. Market Moffat County as Colorado’s
Great Northwest to bring new residents
and visitors to the area.

6. Adapt marketing strategies to embrace
emerging web/mobile tools.

7. Amend tourism marketing policies to
capitalize on regional draw opportuni-
ties.

8. Provide training and assistance to retail
and dining businesses to improve mar-
keting and customer service.

9. Support continued recreational asset de-
velopment on public lands.

GOAL THREE: Grow and diversify Moffat
County’s agricultural sector and related pro-
cessing.

10. Develop local programs to support agri-
cultural diversification and value added
processing.

11. Improve collaboration between the local
farming and ranching community, and
local elected officials and economic de-
velopment leaders, to identify solutions
to challenges.

12. Evaluate the feasibility of developing
destination educational programming.

GOAL FOUR: Create an environment where
targeted industries can thrive.

13. Develop sector initiatives for each of the
County’s targeted industries.

14. Examine programs for vocational train-
ing in construction trades in high
schools and community colleges.

15. Provide marketing support for local busi-
nesses that seek to grow by selling out-
side of the region.

16. Develop a well-defined incentive program
for targeted industries.

GOAL FIVE: Support the vitality of Moffat
County’s retail and dining businesses.

17. Expand access to broadband internet
services.

18. Develop a wayfinding program to help
visitors navigate Craig.

19. Create a plan for revitalization and in-
creased usage of downtown businesses
and public spaces.



SITUATIONAL ASSESSMENT

By area, Moffat County is the second-largest
county in Colorado, yet only has a 2016 esti-
mated population of 13,109 persons. More
than half (8,592) live in the City of Craig. The
next-largest community, Dinosaur, has 315
residents. Nearly all of the county’s industry is
also located in or near Craig.

The county is located in the far northwestern
corner of Colorado, abutting Utah on the west
and Wyoming on the north. Geographically, it
is part of the Colorado Plateau, a vast region
of canyons, high deserts, and scattered for-
ests. Water is scarce outside of the main river
channels. Within Moffat County, the most im-
portant of these would be the Yampa River, alt-
hough the Green River provides significant
recreational opportunities.

About 60 percent of the roughly 3 million acres
comprising Moffat County is owned by the fed-
eral government, with the majority under the
administration of the Bureau of Land Manage-
ment (46.8 percent of all land in the county).
The State of Colorado owns another 6.3 per-
cent of the county’s land area. Public lands are
managed for grazing, oil and gas leases, and
recreation.

Moffat County generally lacks the metal min-
eral resources that were so critical to Colo-
rado’s early exploration and settlement. In the
place of precious metals, though, Moffat
County has coal. This is mined at the ColoWyo
and Trapper mines, with most used to fuel the
Craig Station Power Plant managed by Tri-
State Generation and Transmission Associa-
tion. The remainder is shipped out by rail.
Large portions of the Twentymile Coal Com-
pany and Deserado Mines are also in Moffat
County.

Ranching and tourism are the other industries
important to the county. Cattle, sheep, and
other animals are grazed on private and public
lands. Concerns about endangered species are
a threat to continued or new access to federal
range land. At the same time, bird watching is
growing in importance as a visitor activity.
River rafting, hunting, and other recreational
pursuits are the main focus of the county’s
tourism market.

DEMOGRAPHICS

The county has sustained a population loss in
recent years, largely attributed to a scaling
back of activity in oil and gas production and
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coal mining. This is similar to communities in
Colorado such as Delta or Trinidad, which
have a similar reliance on coal, oil, and natural
gas. As people have moved out, their departure
has impacted property values and customer
traffic at area businesses.

This is not the county’s first experience with
population losses. Its reliance on extractive in-
dustries and agriculture has resulted in boom
and bust cycles, with sometimes rapid growth
followed by declines in the 1930s, 1970s, and
1990s, as well as currently.

Demographically, the population is largely ho-
mogeneous, with 94.6 percent white. Persons
of Hispanic origin, regardless of race, make up
15.6 percent of the population. Distributed by
age, Moffat County’s population has a profile
similar to the state’s.

Compared to the remainder of Colorado, there
are some notable differences in Moffat County.
One of these is income, with the county’s me-
dian household income of $53,664 being just
81.9 percent of the state figure. A slightly
higher percentage of persons live in poverty
(12.9 percent versus 11.0 percent). Mean-
while, the cost of housing is considerably less,
with an average home value of $170,000 (com-
pared to $264,600 statewide) and average rent
of $726 (compared to $1,057 statewide).

An identical percentage of the population age
25 or older has a high school diploma, but sig-
nificantly fewer have a bachelor’s degree or
higher level of education. The rate is 18.9 per-
cent in Moffat County, but is 38.7 percent in
Colorado. There are a similar number of col-
lege degrees in science and engineering (423),
education (416), and arts and humanities
(403). Fewer residents have degrees in busi-
ness (254) or science and engineering related
fields (141). This may be a reflection of the re-
quirements of jobs in the region.

WORKFORCE

In 2015 there were 1,000 fewer primary jobs
in Moffat County than existed a decade earlier.
The reduction is most likely partially respon-
sible for a notable shift in the age of the work-
force. The number of workers in the 29 and

MOFFAT COUNTY POPULATION

YEAR POPULATION | % CHANGE

1920 5,129

1930 4,861 =l
1940 5,086 4.6
1950 5,946 16.9
1960 7,061 18.8
1970 6,525 -7.6
1980 13,133 101.3
1990 11,357 -13.5
2000 13,184 16.1
2010 13,795 4.6
2016 (EST) 13,109 -5.0

US Bureau of the Census, Decennial Census
and American Community Survey

JOBS BY NAICS INDUSTRY SECTOR
(MOFFAT COUNTY RESIDENTS)

INDUSTRY SECTOR 2005 | 2015

Agriculture, forestry 65 61
Mining, quarrying, oil, gas 583 537
Utilities 424 384
Construction 904 490
Manufacturing 171 133
Wholesale trade 229 286
Retail trade 897 764
Transport., warehousing 203 185
Information 88 59
Finance, insurance 165 105
Real estate, rental 146 79
Prof., scientific, technical 160 196
Management 43 41
Admin., support, waste 193 176
Education 608 492
Health care, social services 490 657
Arts, entertainment, rec. 275 140
Accommodation, food svc. 733 548
Other services 213 195
Public administration 487 549

US Census Bureau, Current Employment Sta-
tistics



younger, and 30 to 54 year cohorts each
dropped by about 800, while there was a 500
person increase in the number of workers 55
or older. This may have implications (due to
retirements) and on the ability of businesses
to recruit for vacant positions.

Job losses were spread across several indus-
tries, with construction, retail, finance and in-
surance, real estate, education, and tourism-
dependent industries of arts, entertainment,
and recreation, and accommodation and food
services seeing the greatest declines. Whole-
sale trade, health care and social services, and
professional, scientific, and technical services
recorded gains.

Over this decade there was a shift in where
people living in the county commute to work.
Because of the overall decrease in jobs, a
greater percentage of the workers have either
a shorter (less than 10 miles) or longer com-
mute (over 50 miles). The number of people
commuting out of Moffat County to work else-
where decreased by slightly more than half,
from 3,688 to 1,819. It might be speculated
that as jobs across the region were eliminated,
people already commuting a long distance to
find work were among those who chose to
move out of the county.

Workers aged 30 to 54, and those with higher
incomes are most likely to be commuting to
work outside of Moffat County, and Steamboat
Springs is the destination for most of these
workers (1,570 people, or 22.2 percent of
Moffat County’s workforce). This is consistent
with observations about a tight labor market
resulting in higher wages in Steamboat
Springs, as well as a more diverse industry
base, with more professional and skilled posi-
tions paying higher wages. Meanwhile, Craig
has more affordable housing that can attract
workers who may not be able to afford to buy
or rent in Steamboat Springs.

The civilian labor force peaked in April of 2009
at 9,379 persons, dropping steadily during
and after the recession to 6,924 by September
of 2015. Since then some people have returned
to the workforce, bringing it to 7,420 people in
February of 2018.

Employment similarly peaked in April of 2009,
with 8,836 jobs in the county. Job counts
dropped slowly until September of 2009, when
1,300 jobs were lost — nearly 15 percent of the
peak employment. Over nearly six years the
county lost an additional 500 jobs to reach a
low point in September of 2015, when the job
count stood at 5,705. In the last two years
there has been slow growth to a total of 7,145
jobs in Moffat County.

There is a strong seasonal pattern to unem-
ployment in the county, with the highest un-
employment usually occurring in March, drop-
ping to a low in October, than again increas-
ing. This is most likely tied to seasonal tourism
jobs. The county saw its highest levels of un-
employment in 2010, despite continued job
losses, the unemployment rate dropped as the
workforce decreased, either as people left the
county or no longer actively sought employ-
ment. With unemployment at around three
percent (3.7 percent in December of 2017, up
from 2.2 percent in September), some county
employers report difficulty recruiting a work-
force.

The majority of 132 jobs currently advertised
(April of 2018) are with a handful of companies
including Memorial Regional Health and C.R.
England (an interstate trucking company).
Many retail and food service positions are also
being advertised at companies like Maurice’s,
City Market, Kum & Go, Pizza Hut, Domino’s,
and McDonald’s. Among the more skilled po-
sitions being recruited, training needs require
a variety of health care certifications or a com-
mercial driver’s license.

The Colorado Department of Labor projects
the greatest increase in jobs within Moffat
County to be in the health care, transporta-
tion, agriculture (animal production), and re-
tail sectors.

As a final note, the county’s ranching opera-
tions, and especially sheep herding, rely on an
immigrant workforce. Both herders and shear-
ers are traveling to northwestern Colorado
from countries in South America and Australia
under temporary work visas, which are in
jeopardy.



Workers in these occupations cannot be found
locally. Federal regulations related to immigra-
tion and addressing the housing or other work
conditions of these workers can have a signif-
icant impact on the ability of local ranches to
find workers or be competitive on costs.

INFRASTRUCTURE

The County’s infrastructure is developed to a
degree comparable to, or better than similar
rural counties across the nation. Even though
well maintained, its state of development does
result in challenges from an economic devel-
opment perspective. These are most notable in
the transportation system and access to
broadband connectivity.

Transportation

Moffat County is accessed by two-lane high-
ways. The most significant of these is US High-
way 40, which runs east and west between the
larger cities of Steamboat Springs and Vernal,
UT. Anecdotally, the route is used by seasonal
visitors traveling between Rocky Mountain Na-
tional Park and Dinosaur National Monument.
Most north and south traffic uses Colorado 13,
running north from Interstate 70 in Rifle to
Creston, WY, where it reaches Interstate 80.
These two highways intersect in Craig.

Primary roads within the county are in gener-
ally good condition. Many of the secondary
roads are not well developed. These roads are
often gravel surfaces. Aside from serving the
local population, they also access many sites
with visitor potential. Roads in Dinosaur Na-
tional Monument are impassable in winter or
when wet. Many potential visitors will not
want to travel on these roads, impacting visits
to the Moffat County side of the monument.

US Highway 40 is constructed as paired one-
way streets through the center of Craig. This
has been noted in prior studies as a challenge
to development of the downtown district. Traf-
fic passes more quickly on one-way streets,
making the environment feel less safe for pe-
destrians. Businesses may only be seen by
half of the traffic passing through the city, lim-
iting their exposure to potential customers.

These conditions are a significant challenge for
downtown vitality.

The Craig-Moffat County Airport has a single
paved runway and no scheduled commercial
service. Craig is 17 miles from Yampa Valley
Regional Airport, which has several commer-
cial flights, but is are considered expensive.

Rail service is available from Craig east to the
Union Pacific mainline from Denver, through
the Moffat Tunnel, and following the Colorado
River to Dotsero.

Public and Private Utilities

Because of the Craig Station power plant, the
county has a reliable power distribution grid.
The plant’s proximity helps to assure power re-
liability, but Craig and Moffat County resi-
dents do not get their power from the Craig
Station. Instead, the Yampa Valley Electrical
Association purchases the bulk of its power
from Xcel Energy.

Natural gas is available in Craig and sur-
rounding areas, but remote parts of the county
rely on propane.

Craig and Dinosaur have both municipal wa-
ter and sanitary services. These are adequate
for the needs of the city’s residents and busi-
nesses. Maybell has a municipal wastewater
system.

Telecommunications services are adequate
within the City of Craig, but broadband is gen-
erally not available outside of the city. The
2017 Moffat County Strategic Broadband Plan
recommended strategies to expand rural
broadband access through a combination of fi-
ber and wireless technologies.

Cell service is also inconsistent across all parts
of the county. This is partially due to terrain
that blocks signals. Zirkel Wireless and High
Rapid are adding towers, but remote parts of
the county may continue to have sparse cov-
erage.

Stakeholder Insight

Throughout the research, there was a consid-
erable amount of engagement with local busi-
ness representatives and other individuals



who could provide insight into conditions. This
insight helped the consultant team to under-
stand perceptions as well as contributing fac-
tors in shaping the current local economy.
Some of the more pertinent observations are
highlighted here. It is important to note that
these comments reflect the opinions of those
stating them, and are not necessarily con-
sistent with data, or the opinions of others.

® Aside from effects of the recession, some of
the loss in population is due to the de-
crease in oil and gas activity.

® One-way streets in the downtown are seen
by many to be an obstacle to creating a
more inviting or economically successful
downtown, but the Colorado Department
of Transportation has been unwilling to
consider changes.

® There has been some discussion of the po-
tential for greenhouses utilizing steam
from the power plants. This has not pro-
gressed very far. One more recent thought
has been the potential to grow cannabis.

® Hunting has been changing. There are
fewer hunters and more guided trips, so
that there is less widespread impact.

® Birding is growing in popularity and there
are tours coming through Craig, but itis a
very short season.

® Aside from coal, there are uranium and
other mineral deposits in Moffat County.
These include gold and rare earth miner-
als. Occasional efforts to mine them have
yet to produce anything substantial.

® Access to range land, or oil and gas leases,
faces hurdles including potential endan-
gered species (sage grouse).

= A seven-county infrastructure coalition
projects a $750 million to $1.5 billion cost
to extend a rail line to Vernal from its cur-
rent terminus. In 2013 the State of Utah
conducted a study to pick a route from
Provo to Vernal, but in 2016 decided to
shelve the project due to the $5 billion
cost.

® There is a small number of wood-related
businesses in the area. High Desert Tim-
ber Frame (manufacturing exposed
trusses) is an example.

® Colorado Northwestern Community Col-
lege has a branch campus in Craig. With a
small regional population, it has been
challenging to sustain programs with only
local students. There are efforts to attract
students from elsewhere. Some of the
larger programs are in nursing and allied
health, automotive repair, and cosmetol-
ogy. Expansion areas include health care,
construction, information technology, and
advanced manufacturing. Enrollment has
contracted 25 percent since the 1990s.
Employee turnover is high at 22 percent.

® The community college is partnered with
the high school to offer advanced pro-
grams and concurrent enrollment. There
is a vocational agriculture program, new
3D printing and innovation lab, a youth
entrepreneurship program, and a push to
develop apprenticeship opportunities. One
challenge is finding business partners for
apprenticeships.

= Impediments to hiring include low wages,
a lack of amenities in the area, perceptions
that it is not a good place for single people,
and the lack of suitable jobs for spouses.
The hospital typically has 40 to 50 jobs it
is attempting to fill. Schools struggle to
find people for support positions such as
bus drivers and special education workers.
There is not a deep pool of available work-
ers, and a lack basic business skills.

= Prior efforts have confronted the difficulty
of overcoming inertia as well as a loss of
continuity when there is a frequent turno-
ver of professional staff.

® Yampa Valley Fiberworks mills wool using
natural processes. They accept wool from
all over the US, along with local wool.
There are only a handful of mills using
natural processes. Growth opportunities
are related to potential new equipment in-
cluding a coning machine, rug machine,



and sock machine. They are not yet active
in e-commerce.

® Wool production is challenged by threats
to H2A visas used to bring foreign workers,
many from Peru, to tend sheep. Proposed
rules related to living conditions are also
seen as unpractical and expensive, to the
point of making the region’s wool uncom-
petitive.

Other parts of Colorado are producing
more wool than in the northwest corner.

® There is little crop agriculture because of
the soils and climate. Livestock includes
cattle and sheep, and smaller number of
emu, elk, alpaca, bison, and llama. Some
of these have faded as the market has not
grown. Chronic wasting disease has also
had an impact on the domestic elk indus-
try and fencing is too expensive given the
potential return. There is a greater move-
ment to organic and grass-fed livestock.
Larger ranches are needed to be profitable,
but leases to federal range land can be dif-
ficult to obtain.

® Two area companies, Brother’s Custom
Processing and Mountain Meats, are pro-
cessing local animals. Several other com-
panies process, but only these two are
USDA certified for resale.

® There is a need to think of ways that
younger people can become involved in ag-
riculture. Land holdings are expensive and
generally do not result in a livable income.

® The limestone quarry near Maybell has in-
vested in new cutting machines that will
enable it to produce specialty cut stone,
such as slabs used for signage, veneer
rock used on buildings, or even countertop
stone.

® The region does have a number of artists
who would be benefitted from assistance
in business development and marketing. It
is also hard for many to see a path to scal-
ing their business.

Recreation and scenic beauty are seen as
assets the county can offer for visitors and
potential new residents. Moffat County is

“the last frontier” as people move into
other parts of Colorado. It is still un-
crowded.

Horses are seen as an opportunity, be-
cause of the the wild herds, the Great
American Horsedrive, and the potential for
a “dude ranch” style of attraction.

The City of Craig is considering concepts
for a diversion on the Yampa River, creat-
ing whitewater features as a recreational
asset. The majority of the river flowing past
the city is calm, and there are some very
scenic stretches. The most scenic part is
through Dinosaur National Monument,
but permits are required and the outfitters
are all located in Vernal and Steamboat
Springs.

Dinosaur National Monument has poten-
tial but most people access it through the
Utah side and do not come to the Colorado
portion. There are very few developed fea-
tures in the park. There are also few amen-
ities such as restrooms, whether in Dino-
saur or other area destinations. Echo
Park, Deerlodge, and Ladore campgrounds
have vault toilets.

There has been a push to develop addi-
tional trails in Craig and on some of the
BLM land in the area. The BLM has plans
for 35 miles of trails on Cedar Mountain.

Craig and Moffat County are seen to expe-
rience “pass-through” traffic between
Rocky Mountain National Park and Dino-
saur National Monument, between Yellow-
stone/Teton National Parks and
Arches/Canyonlands National Parks, and
increasing motorcycle touring, some asso-
ciated with the Sturgis Motorcycle Rally.

Hotel staff indicated that the larger share
of stays are attributed to business travel
associated with the power plant, mining,
or oil and gas exploration.

A 1.9 percent lodging tax is generating
about $150,000 used for tourism market-
ing. The 4.0 percent local marketing dis-
trict tax is producing $270,000 for tourism
and economic development. In order to



move from existence to growth, there is a for the organizations charged with imple-
need for a coordinated plan of marketing menting it.
and development, and consistent support



INDUSTRY ANALYSIS

The current business mix and local economic
trends are one of the strongest indicators of
future industry potential. In looking at these
figures, it is often helpful to consider a region
broader than a single county in order to pick
up activity in adjacent areas, which may spill
into the county. For Moffat County, the study
area includes six adjacent counties in Colo-
rado, Utah, and Wyoming.

A majority of the research was conducted us-
ing the National Establishment Time Series
(NETS) database. This database is compiled
from Dun & Bradstreet business listings going
back to 1990. Unlike state or federal sources,
there is no data suppression. The individual
records of each business, with an entry for
each year it was in operation, can be viewed.
Data is tied to the business’s physical location
rather than simply a county, allowing more de-
tailed analysis of the distribution of economic
activity.

Because of the completeness of the records, it
is possible to examine how the business mix
of the area changed as a result of new busi-
ness formation, expansion and contraction of
existing businesses, business attraction
(branch facilities opened in the area), and
business closures.

This analysis omits the public administration
subsector and industry groups for postal ser-
vice and religious, grantmaking, civic, profes-
sional, and similar organizations. These three
groups tend to have a very high number of er-
rors due to mistaken reporting. Elsewhere, the
data was screened to identify obvious errors
before conducting the analysis. While the
NETS database has a degree of error identical
to Census business data, these extra steps
help to ensure an accurate picture of the re-
gional economy.

One last note should be made about the ad-
ministrative and support and waste manage-
ment and remediation subsector. This group-
ing contains a category of “other business ser-
vices.” Since businesses are asked to self-iden-
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tify their business NAICS code, and many peo-
ple are not familiar with this extensive coding
system, many businesses are improperly listed
in this category. As a result, the numbers for
this subsector are inflated. This should be
considered whenever making observations
about the subsector.

GENERAL FINDINGS

Despite being sparsely settled and having few
large population centers, the region has a di-
verse industry base - something unusual
among similar places in the United States.
From the early 1990s into the mid 2000s there
was steady growth across almost all industry
subsectors. Even if the numerical increases
were small in most cases, this is to be expected
when starting from a small population base.

The housing crisis, recession, and following
drop in oil and gas prices have taken a heavy
toll on the region. Perhaps even more signifi-
cantly than employment losses in energy and
related sectors, the recession appears to have
thinned out the ranks of small, emerging busi-
nesses in agriculture, manufacturing, and
other sectors. These businesses were helping
to create a more diverse economy and were
poised to add jobs as they grew. Their loss is a



setback, and it will take years to reestablish a
similar set of entrepreneurial businesses.

BUSINESS MIX

Extractive industries have always been the
foundation of the regional economy. Agricul-
ture, mining, oil and gas, and utilities (domi-
nated by electrical energy generation) made up
20 percent of the region’s employment in
1994. By 2014 the percentage dropped to 16
percent. Though this grouping of industries
added 1,455 jobs in that period, other industry
groupings grew faster.

Larger numbers of 1994 to 2014 job gains (in
the entire seven-county study area) came in
industry subsectors such as:

= Professional, scientific, and technical ser-

vices (2,310)

Support activities for mining (2,270)

Ambulatory health care services (1,387)

Food services (1,092)

Specialty trade contractors (951)

Sporting goods, hobby, musical instru-

ment, and book stores (822)

Truck transportation (791)

= Amusement, gambling, and recreation in-
dustries (698)

® Merchant wholesalers,
(658)

®  Machinery manufacturing (637)

= Accommodation (625)

Petroleum and coal products manufac-

turing (606)

Real estate (567)

Hospitals (516)

Rental and leasing services (489)

Motor vehicle and parts dealers (461)

Building materials and garden equipment

and supply stores (422)

= Merchant wholesalers, nondurable goods
(403)

= Heavy and civil engineering construction
(391)
Animal production and aquaculture (390)

® Telecommunications (390)

® Securities, commodity contracts,
other financial investments (385)

= Construction of buildings (366)

durable goods

and
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Not all of these industries are spread evenly
across the region, and some of the job gains
are even limited to a small number of compa-
nies. Examples of this include petroleum and
coal products manufacturing and machinery
manufacturing. The unique circumstances of
these industries mean they should not be con-
sidered targets for development in Craig or
Moffat County.

Until the recession beginning in 2008, there
were few employment losses among industries
in the region. Forestry saw some minor losses,
while mining fluctuated, trending upward. Job
losses became common among most industry
subsectors during the recession, with losses
from 2009 to 2014 greatest among:

Administrative and support services (668)

Accommodation (592)

Utilities (543)

Mining (412)

Food services (352)

Transit and ground passenger transpor-

tation (207)

Construction of buildings (206)

= Scenic and sightseeing transportation
(201)

= General merchandise stores (199)

= Building materials and garden equipment
and supply stores (166)

® Clothing and clothing accessories stores

(160)

Personal and laundry services (156)

Specialty trade contractors (151)

Telecommunications (150)

Pipeline transportation (147)

Real estate (125)

Amusement, gambling, and recreation in-

dustries (109)

Repair and maintenance (109)

® Credit intermediation and related activi-

ties (101)

This list reflects the impact of the housing cri-
sis, reductions in oil and gas exploration and
extraction, and reduced consumer spending
on retail and travel.



EMPLOYMENT DISTRIBUTION IN 1994

Arts, entertainment,

Health care and social recreation
services 2%
8%

Education
11%

Agriculture, mining, oil
and gas, utilities

20%
e

Administration, waste,
remediation
2%

\ Construction
Professional, scientific, > 5%

technical, information
4%
Finance, insurance, and Manufacturing and
real estate wholesale trade
5% 10%
Transportation and
logistics
5%

Retail trade, lodging,
dining, services
28%

EMPLOYMENT DISTRIBUTION IN 2014

Arts, entertainment,

Health care and social recreation
services 2%
9%

Education
8%
Administration, waste,
remediation
6%

Agriculture, mining, oil
and gas, utilities
16%

Construction
6%

Manufacturing and
wholesale trade
11%

technical, information

7%

Professional, scientific, f

Finance, insurance, and
real estate
6%

Transportation and
logistics
4%

Retail trade, lodging,
dining, services
25%
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SHIFT-SHARE ANALYSIS

When studying industries it is helpful to un-
derstand if there is any local significance in
the changes observed. Shift-share analysis is
a technique that breaks apart changes in in-
dustry employment into three components.
The first of these is a national share, or the
change in employment that would be expected
if the industry grow locally at the same pace
as the national economy. The second compo-
nent is an estimate of the employment change
that would be expected if the industry grew lo-
cally at a rate identical to that industry’s na-
tional growth (or decline). The final component
is a measure of employment change due to lo-
cal factors — referred to as the local competitive
advantage. A positive number suggests that lo-
cal factors are allowing the industry to grow
faster than expected (or to shed employment
at a pace slower than expected, when an in-
dustry is in decline).

The results of the shift-share analysis produce
some surprising results. Overall, there is a
modest local advantage for most industry sub-
sectors, including the two that grew fastest,
and all manufacturing subsectors. Some of the
more significant numbers were found in:

Construction of buildings

Specialty trade contractors

Merchant wholesalers, durable goods
Merchant wholesalers, nondurable goods
Truck transportation

Support activities for transportation
Securities, commodity contracts,
other financial investments

Real estate, rental and leasing services
Professional, scientific, and technical ser-
vices

Management of companies and enter-
prises

Administrative and support services
Ambulatory health care services
Amusement, gambling, and recreational
services

Accommodation

Food services and drinking places

and

Again, some of these are very localized. Many
others are very closely tied to tourism and to
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primary and secondary home construction to
either side of Moffat County, near Steamboat
Springs and Vernal.

TARGETED INDUSTRIES

Moffat County can expect to have the greatest
opportunities for success targeting a handful
of industries. Criteria for their selection in-
clude: 1) role as an anchor employment sector;
2) potential for economic impact; 3) growth
trends locally and industry-wide; 4) local in-
dustry or resource presence; and 5) competi-
tive factors. Economic impact is measured us-
ing a statistical ranking of each industry by
the degree to which it expected to be “traded”
— that is, producing goods or services sold out-
side of the area.

Industries considered to be good targets for
Moffat County include the following. A more
detailed, and nuanced look at each grouping
is provided.

® Animal production and aquaculture

= Qil and gas extraction, mining and sup-
port activities

® Niche/artisanal product manufacturing

= Truck transportation

®m Professional, scientific, and technical ser-
vices

= Construction

= Health care

= Tourism

Animal Production

Beef cattle, sheep, dairy cattle, and horses are
the primary animals raised on ranches in the
study area, though additional livestock in-
clude goats, alpaca, llama, emu, elk, hogs,
poultry, and bees.

Members of the agricultural community par-
ticipating in interviews noted a difference be-
tween “ranch producers” and “farm flocks”.
Ranch operations are large scale, with thou-
sands of animals. Farm flocks are smaller and
more specialized.

For people wanting to start an agricultural
business, smaller operations are easier to fund
and manage, while output from these animals
commands a premium. It can also support



value-added, or cottage industries that sup-
plement farm income, though there may be
more difficulty processing or marketing prod-
ucts.

The market for naturally-raised and grass-fed
animals is broader, and there are a number of
larger ranches pursuing this strategy to create
premium products.

Craig is home to two USDA-inspected meat
processors, which are also among the largest
food processing businesses in the region.
There are other facilities that are not certified
by the USDA, primarily engaged in processing
game. These facilities draw from a considera-
ble area, and Brother’s Custom Processing is
processing meat for packaged goods, such as
Country Cozy Farm’s Berkshire Brats.
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ANIMAL PRODUCTION

. EMPLOYMENT: Moderate
~_ IMPACT: High
: . GROWTH: Moderate
RELATED ACTIVITIES

Crop agriculture, meat processing,
textile mills and textile product mills,
chemical manufacturing, veterinary
services

& Employment concentration
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Oil and Gas Extraction, Mining and
Support Activities

Coal mining is the largest extraction activity in
Moffat County, though there is a limestone
quarry near Maybell. Moffat Limestone has
made recent acquisitions of cutting equipment
that allow it to produce architectural stone
and slabs with applications for signage, coun-
tertops, or other uses. There continues to be
mineral exploration in the county, though no
significant mining for other resources.

This is not a target for attraction, but rather,
one to sustain and support growth that may
occur through a combination of market de-
mand (such as for oil or natural gas) and the
discovery of viable resources. New limestone
products, for example, may result in growth.+

OIL AND GAS EXTRACTION,
MINING AND SUPPORT

ACTIVITIES
£y EMPLOYMENT:  High
' IMPACT: High
GROWTH: Low
RELATED ACTIVITIES
Chemical manufacturing, machinery
manufacturing

& Employment concentration
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The support services for mining are often lo-
cated in close proximity to large mining oper-
ations, with a secondary consideration of serv-
ing other mining areas.

Support services for oil and gas are typically
located in population centers from which they
can serve a large region. The need for employ-
ees peaks during exploration and drilling. Well
servicing requires fewer workers, and with
production declining after the first couple
years, less servicing is required. This can lead
to a boom and bust cycle.

Most support services for mining and oil and
gas extraction — industries like trucking, ma-
chinery manufacturing, industrial machinery
repair services, and environmental services —
have minimal site needs. It is common for
them to require significant open areas for lay
down yards or vehicle storage, and simple
warehouse space.

Niche/Artisanal Product Manufacturing

This target is not easily classified by any set of
industry codes. Examining the region’s manu-
facturing sector in detail, it is possible to see
many small businesses creating products with
a relation to arts, regional resources, or char-
acteristics of the area. Examples are varied
and might include horseshoes and black-
smithing, wood furniture and crafts, recrea-
tional equipment, firearms and ammunition,
textiles and apparel, leather goods (such as
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NICHE/ARTISANAL
MANUFACTURING

EMPLOYMENT:
IMPACT: Moderate
GROWTH: High
RELATED ACTIVITIES

Low

Agriculture, forestry, retail, tourism

& Employment concentration
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belts or saddles), candles, soaps, jewelry, pot-
tery and ceramics, and glass products. Many
of these are one- or two-person businesses
that “fly under the radar” of local economic de-
velopment and community leaders.

These companies are concentrated in Steam-
boat Springs, where the visitor market and
wealthier households create demand for the
good being produced. Businesses in Craig or
elsewhere in Moffat County could also tap that
market by offering products for sale in shops
in Steamboat Springs, as well as other com-
munities.

Startup, survival, and growth are challenges
for these businesses. Their owners are often
turning a talent or hobby into a business, and
may lack critical business skills like marketing
or administration. They are often challenged,
as well, to find the financial resources to make
their business a full-time source of income.

Truck Transportation

This target has been divided into two group-
ings, local trucking and long-distance truck-
ing. Local trucking is the far greater segment,
with more establishments and more employ-
ment, and is heavily tied to oil and gas extrac-
tion along with wholesale trade. Out of neces-
sity, it will be located near the customers it
serves.

Long-distance trucking tends to be made up of
larger establishments that are strategically lo-
cated to serve distant points. This accounts for
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the higher concentration of employment in
Green River (Wyoming) and in Vernal. What is
interesting to note is the lack of long-distance
trucking in Steamboat Springs, perhaps a re-
sult of higher land and building costs. Craig is
likely meeting the needs of Steamboat Springs
for this service.

Though likely to grow, neither of these is an
industry that has much merit as a target for
attraction. Instead, growth will come through
new independent operators and expandind
small businesses already in the county.

Professional, Scientific, and
Technical Services

Legal services, accounting, marketing, human
resources, business management consulting,
scientific research and testing, engineering,
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TRUCK TRANSPORTATION
EMPLOYMENT:
~ IMPACT:
. GROWTH:
RELATED ACTIVITIES

Moderate
Low-Moderate

Moderate

Construction,
manufacturing,
warehousing

food and beverage
wholesale trade,

& Employment concentration for
all trucking

& Employment concentration for
long-distance trucking
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architecture and interior design, graphic de-
sign, veterinary services, and dozens of other
occupations are covered in this industry,
whose growth has been significant from the lo-
cal to the national level.

It is becoming more common for people with
the requisite knowledge, credentials, and con-
tacts to “untether” from larger organizations to
work solo or start their own small business. In
doing so, many professionals are choosing to
live in places they enjoy, as telecommunica-
tions enables the instantaneous movement of
deliverable goods and minimizes the need for
in-person meetings. That is seen in the indus-
try concentration in Steamboat Springs, and
to a lesser extent, Vernal. Also within Steam-
boat Springs, there is a higher concentration
of high income households that will generate
greater demand for some of these services.
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Moffat County has yet to feel the effects of a
wave of settlement that has spread from Colo-
rado’s Front Range cities across the moun-
tains, and is now impacting the high desert
communities. Places like Gypsum, Rifle, and
Silt have seen explosive growth as people
searching for the next “frontier” are priced out
of the mountains. A similar scenario is unfold-
ing in Routt County. Some of that growth will
be attracted to Craig. Other potential new res-
idents will be searching for rural acreage, and
some for the farm or ranch lifestyle. Access to
land and the availability of broadband internet
services are the two essential requirements.

Construction

Population growth in adjacent counties has
created demand for contractors to build new
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PROFESSINAL, SCIENTIFIC,
AND TECHNICAL SERVICES

EMPLOYMENT:  High
IMPACT: Moderate
GROWTH: High
RELATED ACTIVITIES

Construction, wholesale trade, infor-
mation, finance, real estate, health
care, government, computer systems

< Employment concentration
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homes, commercial buildings, and the roads
and infrastructure serving them. Construction
employment in the seven-county area grew by
57 percent from 1994 to 2014, and actually
peaked earlier before shedding jobs during the
housing crisis. The largest increases have
been among specialty trade contractors.

While employment has increased, so have the
number of establishments, and particularly
small ones. Of the total, 29 percent have one
employees (the owner) and 39 percent have
only two employees. Small construction com-
panies will tend to be home based. As with
other small businesses, they need assistance
with marketing and other business skills. The
preponderance of small establishments is also
a factor in why it has been difficult to secure
apprenticeships for vocational programs.

CONSTRUCTION
EMPLOYMENT:  Moderate
IMPACT: Moderate

—. GROWTH: Low-Moderate

RELATED ACTIVITIES

Housing, real estate, utilities, state
and local government, oil and gas ex-
traction

& Employment concentration

ez



Health Care

Most health care serves a local population,
with the exceptions usually being major uni-
versity-affiliated or research facilities, none of
which are present in the study area. As it has
a local client base, health care is not bringing
new money into the region, aside from federal
or state subsidies. It is a major employer,
though, with many well-paying jobs that are
largely recession-resistant. Health care is also
a critical attribute for any community wanting
to attract people or employers.

Hospitals are the anchor of the health sector,
but it includes the offices of various medical
doctors and dentists, physical therapists and
other health care practitioners, medical or
drug testing services, and nursing and home
health care. Because the industry draws on
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HEALTH CARE

EMPLOYMENT: Moderate
9 IMPACT: Moderate
"~ GROWTH: High
RELATED ACTIVITIES

Retail, food services, professional
services, state and local government

& Employment concentration

ez

the local population for clientele, it is larger
within Steamboat Springs, Vernal, and Green
River, where there is a larger population base.

Tourism

Tourism can be defined in many ways, but to
capture it from an industry perspective, it has
been defined as arts, entertainment and recre-
ation, accommodations, eating and drinking
places, scenic and sightseeing transportation,
and a handful of retail industries like clothing
and accessories stores, jewelry stores, sport-
ing goods stores, hobby and game stores, gift
stores, art galleries, and used merchandise
stores (antiques). A challenge of this approach
is that these is considerable overlap between
visitor-oriented businesses and those serving
the local population.

TOURISM
®  EMPLOYMENT:  Moderate
"™ IMPACT: High
S GROWTH: Moderate
RELATED ACTIVITIES

Retail, food services, professional
services, state and local government

& Employment concentration



Again, the greater concentration of activity is
in the larger communities of Steamboat
Springs and Vernal (which have a strong visi-
tor market), and Green River, which has inter-
state traffic to support accommodations and
eating and drinking places.

Dun & Bradstreet estimates that aggregate
sales at these businesses have declined from
$513 million in 2004 to $441 million in 2014.
Several things have occurred in this period to
help explain the decrease:
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Households have generally reduced their
spending, and shifted among categories
to spend more on things like electronics
and less on apparel, as an example.

A continually larger share of spending is
occurring online rather than in stores.

Scaling back of oil, gas, and mining has
resulted in less related travel and related
demand for lodging or dining.



TOURISM ANALYSIS

Tourism is one of the more important indus-
tries in Moffat County. The Colorado Depart-
ment of Tourism estimates that visitors spend
$32.9 million in the county, primarily on retail
goods, dining, arts and entertainment, and
lodging.

Steamboat Springs and Vernal have developed
stronger visitor traffic due to their advanta-
geous locations relative to the region’s signa-
ture attractions. Craig and Moffat County face
a more difficult task, but will be aided by traf-
fic already coming to neighboring counties.

VISITOR ORIGINS

Two approaches were used to understand
where visitors to Moffat County are originat-
ing. The first examined spending in the county
based on credit card transactions. The second
examined the origin of internet searches on
terms associated with the area.

Credit Card Transactions

It is possible to trace the home location of con-
sumers spending in an area based on credit
card transactions and the home zip code of the
cardholder. The percentage of all transactions
in zip code, and percentage of the total sales
volume in the zip code, are reported for every
zip code making up at least one percent of the
total. Most of Craig’s spending originates lo-
cally or in the larger cities in the area, like
Hayden, Steamboat Springs, Meeker, Rangely,
Baggs, Rock Springs, and Green River.

The only more distant zip code to register was
Lakewood, Colorado. In total, places outside of
Meeker and the adjacent counties accounted
for about 15 percent of sales. This is con-
sistent with the Colorado Department of Tour-
ism’s estimate that tourism is responsible for
$32.9 million, or 14 percent of $232.47 million
in retail, dining, arts and entertainment, and
lodging sales in Moffat County. Unlike some
destinations, there is no pattern of visitors
coming from any particular area into Moffat
County.
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Cellular Phone Tracking

Data from mobile phones was used to under-
stand the origins of travel to Craig. Many apps
track the user’s location, and that data can be
used to understand travel behavior. For this
analysis, a sample was drawn for people pass-
ing on Highway 40 between Pershing Street
and Bellaire Street, in the year-long period
ending 15 August 2018. The mapped data is
contained in Appendix A.

Visitors are being drawn from all over the
United States, though Salt Lake City and the
Front Range cities show some expected con-
centration. It is interesting to note that more
visitors from outside of Colorado appear on
weekdays, perhaps because many are travel-
ing by car and use the weekend days to get to
or from Colorado.

Autumn tends to be the season with the most
visits. There is less variation between the other
seasons, though Summer is the next busiest.

Internet Searches

Internet search engines can identify the loca-
tion from which a search is conducted by trac-
ing the IP address. That information can be ag-
gregated to develop a profile for any given
search term, with the amount of available in-
formation tied to the number of searches on
the term. To gain an understanding of tour-
ism-related searches for Moffat County, a
number of different terms were explored.

= Moffat County. All of the searches for
this term originated in the United States,
and Denver was the only city identified.
Few people are searching for local infor-
mation using this term.

Craig (City in Colorado). Of all the terms
examined, Craig had the greatest number
of searches from foreign countries, even
more than Steamboat Springs or Vernal.
New Zealand, South Africa, the United
Kingdom, and Canada were the origins.
Searches were usually related to hotels.



Within the United States, the majority of
searches originated locally, followed by
Steamboat Springs, Rock Springs, Ver-
nal, Grand Junction, Greeley, Denver,
and Fort Collins.

Dinosaur National Monument. As the
most significant of the County’s attrac-
tions, this term should best reflect the
distribution of visitors. Overwhelmingly,
searches originated in or around Vernal,
possibly as visitors looked for information
after arriving. Further afield, the searches
were dominated by Salt Lake City, Fort
Collins, Denver, and Colorado Springs.

The term produced some of the most di-
verse related topics. Searches for Dino-
saur National Monument were linked to
other natural areas including Grand Te-
ton, Capitol Reef, Black Canyon of the
Gunnison, Hovenweap, Grand Staircase —
Escalante, Antelope Canyon, and Can-
yons of the Ancients. Notably, Rocky
Mountain National Park did not make the
list. Cities for which there were a signifi-
cant number of related searches included
Ogden (Utah), Green River (Wyoming),
Steamboat Springs, Denver, and Moab
(Utah).

Yampa River. This term was not widely
searched, though when it was, it was of-
ten associated with rafting or kayaking.
Other searches linked it to Dinosaur Na-
tional Monument and to the Arkansas
River, another Colorado River known for
rafting. The Colorado River was not in-
cluded. This may suggest that the Arkan-
sas River is the primary competitor to the
Yampa. Those searching these rivers may
be choosing not to raft the Colorado, and
are deliberately choosing an alternate.

Vernal (City in Utah). Most searches on
this term originated in the vicinity, fol-
lowed by Salt Lake, Fort Collins, Denver,
and Colorado Springs. These searches
were associated with stores, restaurants,
and hotels, and not with any attractions
or activities in the area.
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= Steamboat Springs (City in Colorado).
Searches for Steamboat Springs were
again dominated by the local area, then
Craig, Fort Collins, and a list of commu-
nities around Denver. Salt Lake appeared
low on the list. Related searches were for
area businesses, but included the com-
munities of Pagosa Springs, Denver, and
Salt Lake City.

Rocky Mountain National Park. Most of
the searches related to the park sought
information on attractions or activities in
the park, however, Moab (Utah) and
Steamboat Springs were also among the
most common associations. Google’s rec-
ommended route between Steamboat
Springs and Moab passes through Craig,
however, unless a visitor to the park
chooses to go to Steamboat Springs, the
most direct route to Moab is south to In-
terstate 70. Top search origins are mostly
in the Denver area.

Dinosaur National Monument Survey

The National Park Service conducted a survey
of visitors to Dinosaur National Monument in
2013. The results contain several important
pieces of information about travel patterns, in-
formation sources, and visitor needs associ-
ated with the park. For Moffat County and
Craig, they paint the picture of a waiting op-
portunity to capture additional traffic.

Eighty percent of travel to the park is con-
ducted by family groups. Colorado (19 percent)
is the largest source of visitors, followed by
Utah (15 percent). About a third of visitors are
conducted by people aged 50 to 70. For 80 per-
cent of visitors, their trip is the first visit they
have made to the monument. The monument
is also the attraction that caused them to visit
northwestern Colorado.

Nearly three-quarters of visitors to the area (73
percent) combined their trip to Dinosaur Na-
tional Monument with a visit to another na-
tional park. For those who visited another
park first, the largest number came from Yel-
lowstone-Teton (37 percent), followed by
Arches-Canyonlands (29%, and Rocky Moun-
tain (27 percent). Destinations following a visit



to Dinosaur included the same top three
parks: Yellowstone-Teton (44 percent), fol-
lowed by Arches-Canyonlands (22 percent,
and Rocky Mountain (21 percent).

Visitors are not spending a long time in the
park. Only 29 percent entered more than once
during their stay. Among those entering once,
the average stay was 3.9 hours. For those
staying overnight in the park, the average stay
was 2.7 days. About three-quarters (73 per-
cent) spend at least one night in the area. The
quarry is the primary interest of 91 percent of
visitors, followed by petroglyphs.

In 2017 there were 315,859 visitors to the
park. This is up from a low point in 2010, but
still far from counts of over 400,000 through
the 1980s and 1990s. Visitation peaks from
June to August, with April-May and Septem-
ber-October shoulder seasons. There is very
little traffic during the winter season from No-
vember to March.

The average visitor is spending $282 during
their stay, with the majority of that spent in
Vernal, followed by Dinosaur and Craig. About
20 percent of visitors make purchases in
Craig.

ASSET ASSESSMENT

The asset assessment is intended to focus ef-
forts on attraction development and marketing
by identifying where Moffat County has a com-
petitive advantage, and what improvements
may be needed to attract more visitors and
more positive reviews of sites, activities, and
events. To accomplish this, the analysis uses
a tool to measure assets on five dimensions.

DRAW - The distance that a typical visitor is
likely to travel to visit the asset.

1. The attraction is of local interest only
and will not draw visitors.

Although the attraction may not draw
many visitors, it may serve as a short
stop on the way to somewhere else.

A small number of visitors from outside
of the area may be drawn to the attrac-
tion.

As many as a third of the visitors are
from outside of the area.

2.
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5. The attraction is of great interest to vis-
itors from outside of the area.

DURATION - The length of time a typical visi-
tor will want to remain at the asset.

1. The typical visitor who stops will re-

main only a few minutes.

2. A visitor may spend an hour or two at
the attraction.

3. Visits to the site can last up to a half
day and often include at least one meal
or snack.

4. The attraction is worth stopping for an
entire day, with one or more meals.

5. Visitors will spend more than one day

at the attraction, staying overnight and
eating several meals.

DEVELOPMENT - Access, orientation, inter-
pretation, facilities, customer services, and
other conditions impacting visitor experience.

1. The site suffers from multiple short-

comings that may frustrate visitors.

2. One or two issues detract from the ex-
perience.

3. The site is average, meeting expecta-
tions but not exceeding them.

4. Development is above average and
leads to a positive visitor experience.

5. The attraction delivers an exceptional

experience on all levels.

DIFFERENTIATION - The degree to which the
asset is unique or stands out from its compet-
itors.

1. Just about every place has a similar at-
traction, and of comparable quality.
The attraction may be less common or
those offered elsewhere may be of a
lower quality.

The attraction is not very common and
at least equal in quality to its competi-
tors.

Few competitors exist and the attrac-
tion is in the top third as far as quality
is concerned.

The attraction is truly unique and
stands out among the best of its com-
petitors.

DUPLICATION - The likelihood that a visitor
will return for additional visits to the attrac-
tion.

2.



1. There is no reason most visitors will
want to return a second time.

2. Ifit is not out of the way, some visitors
may consider it worth a short detour.

3. A visitor might come back every few
years.

4. Visitors may consider the attraction
worth a stop every year or two.

S. Visitors will definitely return time and
again, even in the same year.

Site Analysis

Moffat County contains several outstanding
sites that can appeal to large numbers of visi-
tors. Many of these sites are poorly known, but
are on par with other locations on the Colo-
rado Plateau that draw tens of thousands of
annual visitors. The fact that they are not
heavily traveled is an advantage that can be
marketed to people who want to experience
“canyon country” without the crowds that can-
not be escaped in destinations like Arches and
Canyonlands.

Many of the County’s sites are not well devel-
oped. Initially, the greatest need is for wayfind-
ing and interpretive signage to direct visitors
to the sites. This is followed by the need to de-
velop hiking and bicycling trails to the signifi-
cant features of the area. As traffic increases,
there will be a need to develop better road ac-
cess and more formal trailheads, picnic and
camping areas, and similar facilities for visi-
tors.

Sites that can be considered adequately devel-
oped for their current level of use include:

Brown’s Park National Wildlife Refuge

® Cedar Mountain (with planned trail im-

provements in 2018)

Cross Mountain Canyon Overlook
Echo Park

Elkhead Reservoir

Freeman Reservoir

Gates of Lodore

Godiva Rim

Harper's Corner

Irish Canyon
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Museum of Northwest Colorado

Swinging Bridge

= Wyman Living History Museum

Yampa River State Park

Several sites have greater potential than their
current level of development will support.
These include:

= Bald Mountain Fossil Site

= Dinosaur National Monument

Duffy Mountain - Little Yampa Canyon

Juniper Hot Springs (privately owned)
Sand Wash Basin / wild horses / ATV

= Yampa Valley trail system

The greatest need for any of these sites to
make them better known, which will be ac-
complished by pairing traditional tourism
marketing with building a presence on activ-
ity-bases websites and applications, and in-
creasing coverage in media specific to targeted
user groups like mountain bikers or hikers
seeking new sites for adventurous hiking. At
their current stage of development, these ar-
eas will appeal to the “pioneers” who want to
discover new and seldom used trails.

Events

Moffat County hosts several significant events
that draw visitors to Craig and other commu-
nities. Examples include.

Grand Old West Days

Young Life Car Show

Moffat County Balloon Festival

Sombrero Ranches' Great American

Horse Drive
Where The Hell's Maybell? bike ride
Whittle The Wood Rendezvous

MARKETING

Moffat County has a large number of printed
maps, brochures, and similar resources that
are professionally designed and consistent
with those of its peers. These are available in



state visitor centers and at the visitor center in
Craig. These paper-based resources continue
to be important because cellular service is
non-existent in large parts of the county.

The County’s tourism web site, www.vis-
itmoffatcounty.com, is attractive and well laid
out. It is in need of updating as it contains sev-
eral missing or broken links to additional in-
formation. The site does not rank well in terms
of views, with most online traffic trackers not
having enough data to report. Aside from the
website, popular search tools like Google Maps
and Bing Maps have not been populated with

information about the area or reviews that
might help to generate more visitor traffic.

The Chamber of Commerce website also serves
to promote the county’s tourism and ranks
well.

Tourism marketing is evolving with the prolif-
eration of activity-based applications designed
for mobile devices. Examples include the hik-
ing application AllTrails, and SingleTrack for
mountain bikers. These identify trails and al-
low users to review them as well as post de-
scriptions and photos. Trail information can
be downloaded to the phone if service won’t be

HOTELS IN CRAIG

PROPERTY NAME

ROOMS | YEAR ‘ CLASS

‘ NOTES

Bear Valley Inn 30 1956 | Economy Two story exterior entry, good reviews
Best Western Plus Deer Park 42 1977 Upper Modern hotel, indoor pool and fitness
Hotel and Suites Midscale center, good reviews
Candlewood Suites 76 2008 | Midscale Modern extended stay, good reviews
Ubper Largest hotel, meeting/banquet space,
Clarion Inn & Suites 152 1981 l:.Jp bar, indoor pool and fitness center,
Midscale .
somewhat dated, good reviews
Single story exterior entry, dated rooms,
Colorado Inn 20 Economy & . ¥ ¥
poor reviews
Newly renovated, themed rooms with
Elk Run Inn 24 1936 | Economy y .
good reviews
Upper Modern hotel, indoor pool and fitness
Hampton Inn & Suites 89 2009 F.JP . P
Midscale center, good reviews
Lone Pine Inn 7 1930 | Economy Two story exterior entry, good reviews
Super 8 60 1977 | Economy Older economy format, fair reviews
Single story exterior entry, dated rooms,
Trav O Tel Motel 13 1946 | Economy . .
fair reviews
Two story exterior entry, fair reviews,
Traveler Inn 42 1980 | Economy
dated rooms
. Two story exterior entry, good reviews,
Valley Vista Inn 20 1948 | Economy
dated rooms
Westward Motel 17 Economy Single story exterior entry, fair reviews
Wild Skies Cabin Rentals 7 Cabins Attractive cabins near Craig
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available on the trail. For people enjoying
these and other activities (like birdwatching),
these apps are replacing other means of find-
ing new sites to visit. Moffat County is not well
represented on these applications.

Little information is available outside of the
visitor centers in Craig and Dinosaur. Kiosks
at Dinosaur, Maybell, Craig, and the eastern
edge of the county could provide information
for passing visitors. These can be supple-
mented by kiosks at the entrance to significant
attractions, and at trailheads, picnic areas,
and campgrounds.

LODGING MARKET ASSESSMENT

The focus of this analysis is on the chain and
independent hotels in Craig. In addition to
these, there are several private hunting camps
on ranches in the county. These are mostly
used during the hunting season, but could be
made available at other times of the year. Po-
tential markets include tours organized
around activities like birding or bicycling,
overflow lodging during events, and family or
group activities.

Existing inventory

There are several chain and independent ho-
tels of varying age and quality located in Craig.
In total, there are estimated to be 599 rooms
available in the city. There have been some
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changes in recent years, such as the conver-
sion of the Holiday Inn to Clarion Inn and
Suites. Six properties have been listed for sale
since 2014. These include:

® Traveler Inn - listed in 2016; 66 percent
occupancy, $41 ADR, $27 RevPAR

® (Clarion Inn & Suites — listed in 2016

= Valley Vista Inn - listed in 2016; $59
ADR, $40 RevPAR

® Westward Inn - listed in 2015
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® Bear Valley Inn - listed in 2016; $41 ADR,
$52 RevPAR (These figures are included
as indicated on listing.)

= Rocky Mountain Inn - listed in 2012; $45
ADR (now Super 8)

Past Market Performance

Six of Craig’s hotels report monthly statistics
to STR Global, which compiles extensive mar-
ket data used in lodging market research.
These six hotels have a total of 443 rooms, or
about three-quarters of the city’s total, result-
ing in a reliable estimate of total market per-
formance.

Nationally, the US hotel market had a 65.9
percent average occupancy in 2017, up
slightly from the two past years and consider-
ably higher than the recession-year trough of
54.6 percent. The average daily rate (ADR)
reached $126.72 and revenue per available
room (RevPAR) was $83.57. Based on these
benchmark figures, the Craig market has not
performed very well.

Average occupancy over the past six years,
ending January 2018, has been 56.2 percent.
The most recent three years have been rela-
tively flat near this figure. The average daily
rate has trended downward to $78.66, with a
six-year average of $78.66, as hotels have of-
fered lower rates to capture somewhat light
traffic. Revenue per available room has aver-
aged $44.84, however, the last four years have
all been below average due to the combination
of lower occupancy and rates.

There is a seasonal variability in these figures.
The strongest performance is recorded in
Autumn, during the hunting season, and then
rapidly tails off over winter. The numbers
improve as temperatures warm, and through
the summer travel season. July through
October are typically the best months of the
year, while January and February are the
worst. Hotel staff report mostly business
travelers (contractors for the mines and power
plant) during these months.
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Opportunity for Lodging Development

The current market will not support additional
hotel rooms. This conclusion considers two is-
sues. The first of these is the simple combina-
tion of aggregate demand versus supply. The
City is not seeing an increase in demand that
would bring occupancy to more comfortably
higher levels, along with an increase in room
rates and aggregate revenue.

The second issue is the mix of room type and
quality. It is often the case that new rooms at
a given tier might be supported even when the
market has low occupancy. That is not the
case in Craig, where the economy to upper
midscale tiers are well represented, and there
are extended stay products as well. Although
the midscale and upper midscale hotels (Clar-
ion, Best Western, Hampton, Candlewood) ap-
pear to be performing better than lower-tier
properties, there is still a substantial number
of vacant rooms to be absorbed before addi-
tional construction would be justified.

In similar situations there are often concerns
about continued property investment and ho-
tel closures. In addition to routine mainte-
nance and upkeep, it is common to see about
15 percent of a hotel’s rooms reconditioned,
creating a six year cycle. Periodically, the hotel
will undergo a more extensive renovation, of-
ten keyed to changes such as the opening of a
competing hotel.

Constrained revenue will often lead owners to
put off improvements. When updates occur
less frequently guests often begin to perceive
the property as dated or poorly maintained,
which results in poorer reviews and a further
decline in business. This downward spiral can
occur in a single hotel or an entire market, if
other hotels follow suit.

The hotel flag is also a form of investment. In
exchange for franchising with a national
chain, hotels receive a great deal of marketing
and platforms for management and reserva-
tions. As a cost-saving measure, owners will
sometimes choose to become independent in-
stead of affiliating with a brand. This will also
often result in declining revenue as potential



lodgers are uncertain of the hotel’s quality,
and may prefer to stay at a particular chain.

In a worst case scenario, poor market condi-
tions can lead to one or more hotels closing.
The most likely to do so are older, independent
properties. These are often the least capital-
ized and most in need of improvements to meet
modern standards. The significant number of
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hotel properties listed for sale in the last five
years suggests that this is a possibility in
Craig. Removing rooms from the bottom of the
inventory is not necessarily a bad thing, as de-
mand is not affected, but the hotels remaining
see improved performance.



MARKET ANALYSIS

More effectively capturing the visitor traffic
passing through Moffat County will be the best
way to expand the local retail and dining sec-
tor. The county’s small and stable to decreas-
ing population, and changes within the retail
industry will make it difficult to add new busi-
nesses or grow sales at existing businesses
without tapping the potential of the great
number of visitors coming to the area. The
most effective means of doing this will be to
improve practices at existing businesses, while
secondarily seeking to draw a larger number
of tourists to area attractions.

RESIDENT POPULATION

The area’s full time residents are the core mar-
ket for retail and dining businesses located in
Craig or the smaller communities in Moffat
County. Outside of Craig, these populations
are very small and widely dispersed. The ma-
jority of the analysis, therefore, centers on

Craig, which serves as the primary market
center for most of Moffat County and parts of
surrounding counties.

Trade Area

A trade area is a region from which a commu-
nity will usually draw 70 to 80 percent of its
business. The actual percentage is dependent
upon many factors including the mix of busi-
nesses in the community, competition, and
sources of outside expenditures like tourists.

For Craig, a trade area was drawn to include
much of Moffat County along with parts of
Sweetwater, Carbon, and Routt counties.
Highway corridors and distance to competing
centers were the biggest consideration in de-
fining this area. While residents of northwest-
ern Moffat County will travel Highway 318 to
Maybell, and continue to Craig, residents of
Dinosaur will find it easier to travel west to
Vernal to meet their shopping needs.

TRADE AREA FOR THE CITY OF CRAIG
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An estimated 14,789 people live in the trade
area, comprising 5,857 households. This area
has an additional 1,348 unoccupied housing
units. A majority are used seasonally, for mi-
grant workers, or as vacation rentals.

Income in the trade area trails that of Colorado
and the nation, with a median household in-
come of $46,738, and a per capita income of
$26,536.

MARKET POTENTIAL (DEMAND)

Residents of the trade area are estimated to
spend a total of $197.3 million on retail goods
and dining. Visitors to Moffat County, includ-
ing travelers to Dinosaur National Monument

and other recreational sites, business travel-
ers, and others are thought to spend an addi-
tional $32.1 million. Included in that total is
roughly $8.4 million spent on lodging, $9.2
million spent in retail stores, and $8.9 million
spent on dining out.

Dinosaur National Monument is the largest re-
gional generator of visitor spending. With
315,859 visitors in 2017, the monument was
estimated to generate $99.8 million in visitor
spending. Of that, Moffat County only sees
roughly $20 million in captured sales. Most of
that comes from people traveling through
Craig en route to the monument.

ESTIMATED MARKET POTENTIAL AND SALES

ESTIMATED MARKET POTENTIAL ESTIMATED
RETAIL / DINING CATEGORY VISITOR RESIDENT TOTAL SALES
Automobile Dealers SO $41,700,000 $41,700,000 $41,600,000
Other Motor Vehicle Dealers SO $2,900,000 $2,900,000 $2,900,000
Auto Parts, Accessories and Tire Stores $100,000 $5,700,000 $5,800,000 $3,700,000
Furniture Stores SO $1,700,000 $1,700,000 $1,400,000
Home Furnishings Stores SO $3,200,000 $3,200,000 $1,600,000
Electronics and Appliance Stores SO $3,400,000 $3,400,000 $900,000
Building Material and Supplies Dealers $1,000,000 $8,200,000 $9,200,000 $4,600,000
Lawn and Garden Supply Stores SO SO SO SO
Grocery Stores $1,900,000 $26,700,000 $28,600,000 $44,000,000
Specialty Food Stores $200,000 $1,000,000 $1,200,000 $1,600,000
Beer, Wine and Liquor Stores $300,000 $5,600,000 $5,900,000 $5,600,000
Health and Personal Care Stores $700,000 $9,700,000 $10,400,000 $5,200,000
Gasoline Stations $2,000,000 $45,900,000 $47,900,000 $36,600,000
Clothing Stores SO $2,300,000 $2,300,000 $1,200,000
Shoe Stores SO SO SO SO
Jewelry, Luggage and Leather Stores SO $100,000 $100,000 $100,000
Sporting Goods and Hobby Stores $500,000 $1,800,000 $2,300,000 $1,800,000
Book, Periodical and Music Stores SO $500,000 $500,000 $200,000
Department, Discount, and Superstores $1,800,000 $24,700,000 $26,500,000 $59,000,000
Other General Merchandise Stores $600,000 $1,800,000 $2,400,000 $1,800,000
Florists SO $200,000 $200,000 $200,000
Office Supplies and Gift Stores SO $200,000 $200,000 $200,000
Used Merchandise Stores $200,000 $1,000,000 $1,200,000 $400,000
Other Miscellaneous Store Retailers SO $2,800,000 $2,800,000 $800,000
Drinking Places - Alcoholic Beverages SO $300,000 $300,000 $400,000
Restaurants/Other Eating Places $8,900,000 $17,200,000 $26,100,000 $15,200,000
TOTALS $18,200,000 $211,300,000 $229,500,000 $231,000,000
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SALES ANALYSIS

Businesses in Moffat County are estimated to
generate a total of $231 million in sales (2018
estimate). The largest shares of these sales oc-
cur among department stores (Walmart), gro-
cery stores, automobile dealers, and gasoline
stations. Aside from gasoline stations, these
sales are largely derived from resident popula-
tion spending.

Superficially, the market for Moffat County ap-
pears to be balanced. Spending is roughly
equal to the market potential. That market po-
tential, though, includes $18.2 million in visi-
tor spending. Also, the trade area is the source
of only about 80 percent of the spending at the
county’s retail businesses. When the numbers
are adjusted to account for these factors,
Moffat County businesses capture $184.8 mil-
lion of $211.3 million in potential demand.
This means that $26.5 million in market po-
tential is flowing to stores in other places.

Retail Stores

Moffat County does not have a wide variety of
retail businesses, and people will shop else-
where out of necessity for items that cannot be
obtained locally. Furthermore, a minimal pop-
ulation is often needed to create the demand
to support some types of retail, so there is little
potential to attract those retail types in order
to capture the lost market potential.

Even at the more granular level of retail store
type, sales and market potential figures are
pretty closely matched. There does not appear
to be enough unmet demand to warrant new
retail businesses in any category. While there
are opportunities for businesses to capture ad-
ditional sales, the arrival of a new store would
be more likely to cannibalize sales from an ex-
isting one. That does not consider whether a
new store might have a greater selection, bet-
ter service, or other qualities that might be
seen as desirable by local shoppers. Overall,
though, the county is best served by a strategy
of helping existing retail businesses to improve
their performance, rather than by trying to at-
tract new businesses for which there is insuf-
ficient demand.
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SALES LEAKAGE FROM MOFFAT COUNTY

Total Retail Sales $231,000,000

- Sales from secondary trade area $28,000,000

- Visitor sales $18,200,000

Sales captured from trade area $184,800,000

Trade area market potential $211,300,000

Leakage from trade area $26,500,000

Eating and Drinking Places

Restaurants are one area in which it appears
that local businesses are not meeting demand.
Between residents and visitors, there is
thought to be $26.1 million in demand for din-
ing out, yet Moffat County’s restaurants only
capture about $15.2 million in sales, leaving a
gap of $10.9 million.

One of the challenges for Moffat County is that
a significant number of visitors are in the far
western part of the county, more than an hour
from restaurants in Craig. This makes it diffi-
cult to attract that market, which is lost to
Vernal. The larger concentration of restau-
rants, including many fine dining establish-
ments in Steamboat Springs presents another
challenge. These attract local residents as well
as intercept visitors who might otherwise eat
in Craig.

Growth Opportunities

Moffat County businesses are challenged with
a market that is losing population and a visitor
market that is not finding them. In the long
run, retail and dining business growth will be
tied to expanding and better capturing visitor
spending to replace spending of people moving
from the trade area.

Most existing businesses are not orienting
their products or promotional methods to vis-
itors. Understanding visitor needs and adapt-
ing marketing strategies to a web/mobile en-
vironment are essential to reaching this mar-
ket.



STRATEGY RECOMMENDATIONS

The following strategies are recommended
based on the preceding analysis of market and
opportunities, and the assets and challenges
facing Moffat County. These recommendations
are grouped around tourism and agriculture,
more general industrial economic develop-
ment, and support for the commercial sector.
Underpinning these is the need for a stable or-
ganizational structure to execute economic de-
velopment initiatives.

GOAL ONE

Develop and Sustain the
Capacity to Carry Out
Economic Development
Initiatives

Moffat County has had economic development
studies prepared in the past. The results have
been mixed. One reason for this has been oc-
casional lapses in support for the organiza-
tions promoting economic development, show-
ing up as inadequate funding or excessive
turnover in professional staff. Economic devel-
opment is not a “one and done” solution. It
calls for coordinated and sustained action on
multiple fronts, often taking years to put initi-
atives in place and to see them begin to pay
off. The loss of key individuals can set pro-
grams back through the loss of critical skills,
program knowledge, and professional net-
works. The loss of funding, even for a short
time, can set an initiative back to the starting
block.

1. Secure multi-year funding commit-
ments for Moffat County’s economic
development organizations and initia-
tives, including the Visitor Center.

While it is common for organizations to
need to secure funding annually, this ap-
proach does not provide assurances of
continuity and diverts staff from conduct-
ing the work of the organization to issues
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of fundraising. Moving to a three-year
funding commitment would enable the
organizations to better focus their atten-
tion on issues, and provide staff with a
reasonable assurance of the organiza-
tion’s direction. These organizations in-
clude the Craig Chamber of Commerce,
Craig/Moffat Economic Development
Partnership, and to some degree the
Moffat County Tourism Association.

To achieve this objective, the respective
organizations need to do the following:

Present a plan of action, outlining the
goals and objectives of this study, and
implementation steps.

- Describe the outcomes to be expected
from implementing the plan.

- Approach major funders (for example,
city and county) to ask for a three-
year funding commitment.

. Leverage outside resources to have a

greater impact within Moffat County.

The State of Colorado, US Department of
Agriculture, US Economic Development
Administration, and other organizations
have numerous programs offering grant
and technical assistance to local commu-
nities. Local organizations have been at-
tentive to these opportunities and have
been successful in pursuing several dur-
ing the last few years. Specific programs
will be identified associated with some of
the other recommendations in this report.

Continuing to bring in outside funding
and technical resources should be an ad-
ministrative priority for all of the area’s
economic development partners. A plan
for pursuing the opportunities should in-
clude allocations for matching funds.

- Identify existing and anticipated grant
funding opportunities through the US
Economic Development Administra-
tion, US Department of Agriculture,



Small Business Administration, Colo-
rado Department of Local Affairs, and
other organizations. Monitor these for
new program announcements.

- Match funding opportunities to initia-
tives in the economic development
strategy and establish a multi-year
schedule to determine when to submit
applications.

- Assign grant-writing responsibilities to
a lead organization based on the pro-
ject and eligibility requirements.

- Secure matching funds and conduct
necessary planning to submit a com-
petitive grant application.

3. Pursue designation through OEDIT as a

Certified Small Business Community.

This program is designed to bring funding
and technical expertise to communities to
assist in entrepreneurship and business
retention. Moffat County is one of seven
Colorado counties that will have priority
consideration for the program, which pro-
vides up to $30,000 in cash assistance to
complete a detailed action plan for a pri-
ority project. Agricultural diversification,
innovation, and value-added processing
might be considered as a topic. Additional
coaching, mentoring, and technical assis-
tance will be provided through the Small
Business Development Center (SBDC)
network.

While other initiatives might be consid-
ered, one of the potentially more lucrative
investments would be to brand and ex-
pand the market for wool and other fiber
products from Moffat County, targeting
high-value, niche opportunities. The initi-
ative could include branding, marketing
campaign, an online sales portal aggre-
gating the products from local producers,
and an initiative to place Moffat County
products in specialty stores in places
such as the ski towns in Colorado and
Utah, where there is a concentration of
buyers.
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4. Continue the high degree of collabora-

tion between critical economic devel-
opment partners.

The kind of collaboration demonstrated by
the Craig/Moffat Economic Development
Partnership, Craig Chamber of Commerce,
Colorado Workforce Center, and Colorado
Northwestern Community College in se-
curing funding for this study is an example
of what can be achieved when organiza-
tions are aligned. They achieve efficiencies,
avoid duplication or conflict, and achieve
greater impact when working together.
This would also be true of the Moffat
County Tourism Association and Moffat
County Local Marketing District Board.

A simple structure is recommended to en-
sure that this collaboration continues.

- Establish a strategy management team
to directly carry out recommendations
in the Business Toolkit. This team will
be made up of the directors from each
of the organizations listed above. It will:
1) prepare an annual work plan identi-
fying actions that need to be taken to
achieve the listed goals and objectives;
2) assign responsibilities to organiza-
tions; and 3) establish a schedule of
steps and benchmarks to measure pro-
gress. This should be timed to occur as
the City of Craig and Moffat County are
preparing their budgets, to demonstrate
the value they and others receive for
their investments. It should also sum-
marize progress made during the past
year.

- On an annual basis, the boards of all of
the organizations should be invited to
an event where staff can share their col-
lective economic development accom-
plishments, progress in achieving goals,
and plans for the future. This will create
an opportunity for board members to
become better acquainted with each or-
ganization and its roles.

- In addition to local partners, there are
regional and statewide organizations



promoting tourism and economic devel-
opment. Moffat County should ensure
that the county’s interests are ade-
quately represented through participa-
tion by the County or its local partners.

GOAL TWO

Expand and Better
Capture the Visitor
Market in Northwestern
Colorado

Tourism is a vital part of the local economy. It
is also a challenge, in that the most significant
attraction (Dinosaur National Monument) is
located more than an hour from Craig, where
the vast majority of businesses are located.
Visitors are also inclined to tour the quarry
and bypass attractions in Colorado. Long term
industry growth is contingent upon expanding
the reasons to visit Moffat County, and partic-
ularly those assets closer to Craig.

5. Market Moffat County as Colorado’s
Great Northwest to bring new visitors
and residents to the area.

Attracting new residents is important for
several reasons. For commercial busi-
nesses, it is important to reverse recent
population losses. Other businesses will
look to new residents to meet their work-
force needs. Overall, a growing population
will encourage more economic activity
and help to support property values while
reducing blight.

Moffat County has unique qualities that
will attract some people. Craig is in much
the same position as places like Rifle a
decade or so past. As places closer to the
state’s metropolitan areas and estab-
lished recreation areas grow and become
unaffordable to many people, outlying ar-
eas grow more attractive and experience
growth. Eastern Moffat County is in that
position now. Targeted marketing or pub-
lic relations, including features in tourism
publications, should reinforce a message
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of Moffat County as Colorado’s Great
Northwest and the “last frontier”, free
from crowds and still very affordable.

. Adapt marketing strategies to embrace

emerging web/mobile tools.

The analysis noted how travelers are now
finding the information they need from
dedicated apps like All Trails, Single
Track, or eBird instead of through more
traditional means like websites or printed
brochures. Moffat County’s tourism or-
ganizations should be devoting resources
to ensure that local assets are listed on
relevant sites, and are populated by au-
thentic reviews or information that give
users an accurate idea of what to expect.

. Amend tourism marketing policies to

capitalize on regional draw opportuni-
ties.

Decisions regarding the allocation of tour-
ism funds need to begin with one very
basic question: What is the potential for
the expenditure have a significant impact
on the number of people visiting Moffat
County, and by extension, increasing
sales at its businesses? Criteria for mak-
ing decisions should include:

- Visitation count: The number of visi-
tors generated (people not living in
Moffat County or the surrounding
communities).

- Repetition: Degree to which it rein-
forces key messages related to the
county’s tourism.

- Duplication: Overlap with other initia-
tives or marketing materials.

- Affinity: Association with activities cen-
tral to the county’s tourism (ex., raft-
ing), or aligns with nearby areas with
high visitor traffic that might be drawn
to the county (ex., Steamboat Springs).

- Uniqueness: Potential to make the
county stand out among competitors.

- Allocation: The funding required as a
percentage of that available.



Visitors to Steamboat Springs are low-
hanging fruit for Moffat County’s tourism
businesses. People traveling to Routt
County are interested in activities nearby
and can be lured to make a trip into
Moffat County, if presented information
about its assets. Marketing should also be
targeting competing locations. Brochures
in Salida or Moab, for instance, will reach
people who have rafted the Colorado or
Arkansas Rivers, and are looking for a dif-
ferent river to experience.

County tourism can also be promoted by
conducting familiarization tours. One
might focus on hospitality professionals
in Moffat County and surrounding areas,
to acquaint them with the recreational as-
sets available. A second set of tours can
be developed to reach influencers in tar-
geted pastimes (club officers, bloggers
and other writers, etc.), such as bird
watching, mountain biking, or adventure
hiking.

. Provide training and assistance to re-
tail and dining businesses.

Craig and Moffat County do have good
restaurants and retail shops that can at-
tract overnight visitors and those simply
passing through. Unfortunately, a very
high percentage of these businesses have
not adapted to modern technologies that
are used to find these businesses. This
would entail building out a web/online
presence through general search engines
like Google Maps and Bing Maps, and
specialized sites like Yelp, YP, Trip Advi-
sor, All Menus, or Urban Spoon.

Two approaches can be considered:

- Building out these search engines does
not take much technical skill, and the
expertise to teach it is already in the
community. It would be possible to de-
velop a step-by-step guide and to ar-
range periodic seminars to teach these
skills.

- There are examples of local technical
colleges and even high schools that
have tackled these tasks as a way to
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both give practical experience to the
students and to serve the local commu-
nity.

9. Support continued recreational asset

development on public lands.

Several projects are under consideration,
and others should be prioritized to pro-
mote increased visitation. Possibilities in-
clude:

- The Yampa River diversion project to
create a whitewater park near Craig.

- Continued development of mountain
bike trails and related support infra-
structure at Cedar Mountain and other
sites.

- Improved signage and visitor facilities at
Sand Wash Basin.

- Marking and interpretation of the Bald
Mountain fossil site.

- Trailheads and mapping of backcountry
trails or “hidden gems” like the Outlaw
Arch, rock art and archeological sites,
and slot canyons.

Many of these are particularly “marketa-
ble” as they have been visited by so few
people or are very unique experiences.
For example, Outlaw Arch is the 9th-larg-
est arch in the world, discovered only in
2006. The Vermillion Canyon Petroglyph
site is the largest collection of rock art in
Colorado. These are claims that will reso-
nate with many potential visitors.

The Moffat County Tourism Association is
the lead for a 2018 application to OEDIT’s
Grow Your Outdoor Recreation Industry
program, which will assist in strategizing
and prioritizing tourism initiatives. The
Colorado Rural Academy For Tourism
(CRAFT) is another resource to help build
local capacity.



GOAL THREE

Grow and Diversify
Moffat County’s
Agricultural Sector and
Related Processing

Sheep and cattle ranching have been among
the most important activities in the local econ-
omy since Moffat County’s earliest days. They
remain important even as new livestock and
crops are being introduced. Ranchers are rais-
ing elk, llamas, alpaca, and other livestock.
Even among cattle ranchers there is a growing
emphasis on grass-fed and naturally-raised
beef. While farming is less significant, it is also
seeing interest in diversification into crops like
hemp grown for CBD oil or other uses. Several
farmers or ranchers are engaged in value
added processing with the potential to grow.

10. Develop local programs to support
agricultural diversification and value
added processing.

Yampa Valley Fiberworks is an outstand-
ing example of a value-added business
that emerged from the local specialization
in sheep ranching and wool production. It
now has a national clientele due to the
natural process it uses in producing yarn
and felt.

That same kind of specialization is seen
among many agricultural businesses,
particularly among the newer generation
of farmers and ranchers. There is risk in-
volved, a learning curve, and the need for
capital to start these new ventures, but
when they are successful they raise the
profitability of agricultural operations,
create new businesses and employment,
and open new markets for Moffat County
to exploit. Targeted programs can help to
encourage these innovators. Some of
these might include:

- Agricultural diversification grants. Lo-
cal and state or federal funding might
be considered. The Colorado Depart-
ment of Agriculture is the conduit for
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11.

funding under the USDA’s Specialty
Crop Block Grant. The USDA also has a
Value-Added Producer Grant program.
There are other examples of programs at
the local level. For example, Woodford
County, lowa, rebates local property
taxes for three years on farm land that
is being converted to organic agricul-
ture. The State of Oklahoma provides
grants up to $10,000 to assist in farm
diversification and agritourism projects.

- Market research and marketing sup-
port. One of the biggest challenges for
farmers wanting to diversify is finding
out how and where to best market their
crop or livestock. Local economic devel-
opment partners can reach out to tech-
nical expertise at the Colorado Depart-
ment of Agriculture or universities to
identify experts and help to conduct re-
search supporting markets for new ven-
tures.

- A regional branding initiative to distin-
guish products made in Northwestern
Colorado. Wines from Napa Valley and
furniture from Vermont are two exam-
ples of products that benefit from re-
gional or place-of-origin branding. Prod-
ucts from these regions command a pre-
mium due to the perceptions of quality
associated with the place brand. The re-
gion’s artisanal products can benefit
from a similar initiative to promote the
value of products from the county.

Improve collaboration between the
local farming and ranching commu-
nity, and local elected officials and
economic development leaders to iden-
tify solutions to challenges.

Environmental regulation, immigration,
tariffs, and other issues have the potential
to impact the viability of farming and
ranching in Moffat County. Given the im-
portance of agriculture to the regional
economy, local governments and eco-
nomic development partners should give
consideration to carrying out, or support-
ing advocacy on behalf of the local agri-
cultural sector.



As examples, immigration bills have the
potential to affect the flow of shepherds
and shearers that are essential to sheep
ranching, and proposed changes to FDA
rules could affect what products may be
labeled as organic. This is a matter that
can be raised with legislators, carrying
greater weight as it comes from the com-
munity as a whole.

To help improve communication, the eco-
nomic development partners should es-
tablish an agricultural advisory commit-
tee to meet quarterly. This committee
should prioritize challenges and opportu-
nities, providing the insight and support
for local leaders to determine how to re-
spond.

12. Evaluate the feasibility of develop-

ing destination educational program-
ming.

Agriculture and heritage skills are two
topics around which there is potential to
develop destination educational pro-
grams. There is a great deal of interest
around the kind of small scale niche agri-
culture that is growing in the region, and
around learning traditional or folk crafts
(like spinning or blacksmithing) that can
also be found locally. Weekend or week-
long courses may be developed and mar-
keted to visitors.

Colorado Northwestern Community Col-
lege might be considered as a provider of
these programs or may at least be able to
assist in their development. The first step
in examining this potential will be to as-
sess market demand and financial feasi-
bility. Evaluate the level of interest, pric-
ing, costs of program development and
delivery, recommended course subjects
and target markets, and best practices
among other providers of similar instruc-
tion.

Along with the expenditures of course
participants, economic impacts might ex-
penditures made when participants ex-
tend their stay to take in other activities,
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or those of family members who partici-
pate in other activities while the student
is in class.

Steps to take include:

Determine the availability and compe-
tency of individuals in the local area to
provide classes and training in these
skills.

Identify existing programs that can
serve as models, and give a sense of the
demand that might be available.

Develop short (one day or weekend)
programs to test demand and refine
program content and approaches.

Adjust and add courses and events to
grow the overall program.

Examples of the kinds of programming
that might be developed include black-
smithing, spinning and weaving, or intro-
ductions to raising poultry or livestock.
Other programs might focus on activities
in the area like fly fishing or fossil hunt-
ing.

GOAL FOUR

Create an Environment
Where Targeted
Industries can Thrive

The analysis around which this strategy was
built identified several industries that remain
important to the regional economy, or that are
expected to be sources of growth. For the most
part, that growth will be through local entre-
preneurship and business expansion, rather
than branch facilities of companies based else-
where. For that reason, this strategy does not
advocate for a large business attraction initia-
tive. Instead, the focus is on strategic invest-
ments to improve the business climate and de-
liver targeted services to new and existing
businesses.

Targeted industries considered to have the
best opportunities for expansion include:



- Ranching, with an emphasis on niche
livestock such as elk, bison, alpaca,
llamas, emus, etc.

- Artisanal product manufacturing in-
cluding wool and products made from
wool, furniture and other wood prod-
ucts, and “art” that has the potential
to move from one-off pieces to small
scale production. Pottery, reproduced
in limited quantities, is an example.

- Professional, scientific, and technical
services.

- Construction.
- Tourism.

Three other industries were identified as
targets, but with more limited growth op-
portunities that are closely tied to com-
modity prices or to the local market.
These are:

- Oil and gas extraction and mining and
support activities.

- Truck transportation.

- Health care.

13. Develop sector initiatives for each of

the County’s targeted industries.

The Launch a Sector Partnership provides
training and facilitation to help develop
industry-driven, public-private partner-
ships to enhance the competitiveness of
the industry sector. Colorado Northwest-
ern Community College is already plan-
ning a 2018 submittal to OEDIT to de-
velop an initiative around the energy in-
dustry, through this program. This initial
industry can serve as a model for addi-
tional efforts built around other targeted
industries in Moffat County. Additionally,
economic development leaders can look to
similar areas with industry initiatives as
examples.

The most effective programs are those
with agendas established by people in the
industry itself, and with leadership from
in the industry. Given this, the initial ef-
forts should concentrate on finding local
champions to help organize others in
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their industry to rally around a set of
achievable actions they can take to make
Moffat County (or the broader region) a
more competitive environment for their
industry. Initiatives commonly center on
a few issues such as:

- Partnering with businesses, individu-
ally and collectively, to enhance their
marketing capabilities and reach more
customers outside of the local market.

- Expanding local capacity supporting
the industry. This depends on the
needs prioritized by the industry. As an
example, farmers in Vernon County,
Wisconsin partnered with economic
developers to establish the Fifth Sea-
son Cooperative to distribute organic
produce and small batch packaged
products to institutional clients cover-
ing a third of the state.

- Addressing needs related to education
and workforce training.

- Recruiting skilled workers from out-
side of the region.

Examine programs for vocational
training in construction trades in high
schools and community colleges.

Construction is one of the region’s fastest-
growing industries, and its greatest chal-
lenge is the lack of qualified workers to fill
available jobs. Local high schools and
Colorado Northwestern Community Col-
lege do not have training programs for
these positions. Local economic develop-
ment organizations can work toward
meeting this need by convening repre-
sentatives of high schools and the college,
and the region’s construction industry, to
better understand needs, look for best
practices, and determine what steps can
be taken to help meet the demand for
these workers.

Specialty trade contractors are the ones
most in demand. These include plumbers,
electricians, drywall and painting con-
tractors, roofers, masons, and similar oc-



cupations. It is becoming ever more com-
mon for these individuals to work inde-
pendently or to establish small compa-
nies. Along with occupational training,
classes in construction business manage-
ment and marketing could be very valua-
ble.

CNCC does offer some training for con-
struction and is in the process of develop-
ing a multi-trade construction pre-ap-
prenticeship program for concurrent en-
rollment students. Also, CNCC is in the
process of developing a heavy equipment
operation technology program that will
roll out no later than January 2019.

15. Provide marketing support for local

businesses that seek to grow by selling
outside of the region.

During the course of interviews with busi-
nesses for the preparation of this study,
many small businesses indicated that the
lack of marketing expertise was a signifi-
cant factor holding back the growth of
their business. This is consistent with
studies of small businesses at the na-
tional level. As a service to promote the
growth of local businesses, providing ac-
cess to technical marketing expertise may
be the most effective tool for economic de-
velopment.

A combination of training classes and
one-on-one assistance would be most
beneficial. Moffat County should consider
a grant program to cover some of the costs
associated with one-on-one market re-
search and marketing assistance, which
may be delivered through SBDC advisors
or private sector professionals, depending
on the needs of the business.

With the importance of the internet, some
of the classroom and one-on-one tech-
nical assistance should be devoted to
online marketing and online sales. This
should include use of the internet to find
business contracting  opportunities,
whether connecting a graphic designer to
businesses needing their skills, or con-
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16. Develop a well-defined

necting an electrician to a company bid-
ding on a contract for a new commercial
building. These opportunities are usually
outside of the immediate area, leading the
business to capture a larger market.

In other places, organizations like Small
Business Development Centers will pro-
vide market research to help businesses
understand the demand for their prod-
ucts and prioritize regions or companies
to which to sell. This is a service that
should be available to startups and busi-
nesses wanting to grow.

incentive
program for targeted industries.

Moffat County has limited resources from
which to provide incentives, but there are
existing programs that meet the tradi-
tional role of incentives in economic de-
velopment.

- The Enterprise Zone program was es-
tablished by the Colorado Office of Eco-
nomic Development and International
Trade (OEDIT) to provide tax credits to
businesses that locate to and/or ex-
pand in designated economically dis-
tressed parts of the state, including
parts of Moffat County. It offers multi-
ple credits for investment, job creation,
and research and development. Some
of these target agriculture, mining, and
manufacturing.

- The Opportunity Zone program, in-
cluding a portion of Craig, offers a tax
credit for investment in businesses,
real estate, and infrastructure.

- Rural Jump Start provides tax incen-
tives to startups and out-of-state busi-
nesses locating in the county, which do
not directly compete with a businesses
already in the state.

- Multiple programs are available to
businesses through the State of Colo-
rado. Of these, a small number are
most likely to be of interest. These in-
clude the procurement Technical As-
sistance Center which works with



businesses to secure state and federal
contracts, The Colorado Microloans
Program through which OEDIT has
provided capital to three non-profit
lenders, who are charged with making
loans to start-up or entrepreneurial
small businesses in rural areas, and
CDBG Business Loans.

Given the availability of these and other
external resources and the limited fund-
ing available for incentives in the city or
county, the focus of local incentives
should be in delivering technical support
to the business or entrepreneur. This can
include activities like:

Connecting the business to expertise to
assist in product development and re-
search.

Market research to examine competi-
tion, identify markets and characteris-
tics of the demand, and determine
marketing approaches.

Direct support of individual or group
marketing initiatives such as attending
trade shows and events.

Connecting businesses to subject ex-
perts who can advise them on business
management issues.

There is often a cost associated with pro-
curing these services. Ideally, the City
and County will be able to create a pro-
gram to share in their funding. A total of
$25,000 per year would make possible a
grant program to share costs up to $1,000
for eligible businesses and activities.

GOAL FIVE

Support the Vitality of
Moffat County’s Retail
and Dining Businesses

Commercial businesses in Moffat County meet
the shopping needs of local residents and vis-
itors, and provide a key source of revenue to
local governments through the sales taxes
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paid by customers. While there is a desire to
grow the retail and dining sector, this goal is
challenged by a shrinking population as well
as an industry in turmoil as chains close
stores and the internet captures a greater
share of the market.

The market analysis demonstrated that there
are no clear opportunities to support new re-
tail businesses, although there is some poten-
tial for eating and drinking places. Visitor traf-
fic presents the best chance to increase sales.
Promoting tourism and helping businesses
understand how to reach visitors will result in
improving sales.

17. Expand access to broadband inter-
net services.

Broadband is the essential infrastructure
of the current era. Aside from Craig, it is
not available in much of Moffat County,
where even cellular service is not availa-
ble across large parts of the county. In the
long run, cellular service may be the key
to meeting this need as companies begin
to roll out 5G technology. Economic de-
velopment partners should continue to
investigate solutions and seek funding for
implementation.

18. Develop a wayfinding program to
help visitors navigate Craig.

Signage will help visitors navigate the city
and will draw additional attention to key
attractions like its museums and the
wave pool. Because of the paired one way
streets, business districts and individual
businesses may not be seen by traffic
passing through only once. Wayfinding
signage can help make travelers aware of
them.

19. Create a plan for revitalization and
increased usage of downtown Craig
businesses and public spaces.

A common comment is that Craig does
not have much of a presence beyond be-
ing a highway commercial strip. In fact,
there is a downtown, but it is easy to miss
with US Highway 40 being a paired one-
way street, and Yampa Avenue being a



cross street. The downtown has the po-
tential to help define the entire commu-
nity, and to be a location in which visitor-
oriented businesses can congregate to of-
fer a walkable shopping or dining experi-
ence.

Elements supporting creation of a down-
town plan are already in place, including
the research in this document. Such as
plan should include:

- Market research to establish demand
for housing as well as commercial
businesses.

- An evaluation of existing conditions,
including both physical features and
issues related to businesses in the dis-
trict.

- An examination of transportation net-
works, traffic (motorized, bicycle, and
pedestrian), and parking.
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- A “leasing plan” that identifies optimal
uses, their preferred locations, and a
strategy to work with businesses and
property owners to help bring about a
transition that creates value for all.

- A physical development plan for both
public infrastructure and private prop-
erty investment.

Many Colorado communities have seen
their downtown transformed into more vi-
brant commercial districts. Nearby,
Meeker and Walden offer good examples.
Economic development staff can gain fur-
ther insight by joining Downtown Colo-
rado, Inc., the state’s nonprofit member
association for downtown revitalization,
which offers several learning and net-
working opportunities.



IMPLEMENTATION MATRIX

OBJECTIVE / ACTION STEP

1. Secure multi-year funding commitments for Moffat County’s eco-
nomic development organizations and initiatives, including the Visi-
tor Center.

Develop three-year work plan and secure funding commitments X X X

2. Leverage outside resources to have a greater impact within Moffat
County

Annually confer with representatives of DOLA, OEDIT, EDA, USDA and
others to review projects and initiatives proposed within the next
three years and identify possible grants or other programs for which
to apply.

Assign grant-writing and administration responsibilities based on the
initiative and capacity of the organization.

3.  Pursue designation through OEDIT as a Certified Small Business Com-
munity

Meet with OEDIT staff to discuss, and to submit a competitive appli-

. X
cation
4. Continue the high degree of collaboration between critical economic
development partners.
Establish strategy management team to coordinate activities X

Conduct an annual meeting of all boards to present a progress up-
date and plan for the coming year.

5. Market Moffat County as Colorado’s Great Northwest to bring new
residents and visitors to the area.

Implement the area’s new brand strategy and continue to prepare
online and printed marketing materials.

6. Adapt marketing strategies to embrace emerging web/mobile tools.

Enlist partners to populate applications and web sites with reviews,
descriptions, and photos of area attractions, businesses, trails, etc.

Reach out to app developers to ensure the area’s assets are listed in
their applications.

7.  Amend tourism marketing policies to capitalize on regional draw op-
portunities.

Adopt policies that will ensure tourism funds are allocated effec-
tively.
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Develop familiarization tours for hospitality professionals and tar-
geted “influencers” in recreational activities possible within Moffat
County.

Provide training and assistance to retail and dining businesses.

Identify topics (internet marketing, customer service, etc.) and po-
tential instructors or technical assistance providers.

Develop training seminars and programs for One-on-one assistance.

Support continued recreational asset development on public lands.

Continue to investigate the feasibility of a Yampa River Diversion Pro-
ject to create a water-based activity in Craig.

Work with land management officials to continue asset development
and improve signage for the area’s attractions.

Identify and consider strategies to capture the potential of the area’s
“hidden gems” like the Outlaw, slot canyons, and rock art sites.

10.

Develop local programs to support agricultural diversification and
value added processing.

Develop an agricultural diversification grant to help farmers and
ranchers explore new crops, livestock, and agritourism projects.

Connect farmers and ranchers to resources for market research to
support new ventures.

Develop a brand for agricultural products originating in Moffat
County, focused on small operations and natural or artisanal prod-
ucts.

11.

Improve collaboration between the local farming and ranching com-
munity, and local elected officials and economic development lead-
ers, to identify solutions to challenges.

Establish an agricultural business advisory panel to identify issues
and coordinate a response.

12.

Evaluate the feasibility of developing destination educational pro-
gramming.

Inventory the skills and assets in the region, which may be drawn
upon in building an educational program.

Identify examples from other areas to serve as models.

Introduce short programs to test demand and to build toward a
larger catalog of courses.
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OBJECTIVE / ACTION STEP

13.

Develop sector initiatives for each of the County’s targeted indus-
tries.

Convene leaders within targeted industries to determine support for
an industry initiative and to identify its priority issues.

Re-apply to OEDIT’s Launch a Sector Partnership as appropriate,
given industry interest in developing an initiative.

14.

Examine programs for vocational training in construction trades in
high schools and community colleges.

Convene meetings with industry members and educational partners
to discuss industry training and employment needs and strategies to
address them.

15.

Provide marketing support for local businesses that seek to grow by
selling outside of the region.

Develop training and technical assistance programs for solo and small
business owners to improve their marketing skills.

Connect businesses to support for market research to better position
their product and reach new clients.

16.

Develop a well-defined incentive program for targeted industries.

Improve connections between local businesses and programs availa-
ble through the state.

Establish a small matching grant program to help businesses gain
new clients outside of the region.

17.

Expand access to broadband internet services.

Monitor technology changes, such as the planned 2019 roll-out of 5G
wireless service, that can make it feasible to connect remote areas to
the internet economically and at high speeds.

18.

Develop a wayfinding program to help visitors navigate Craig.

Develop wayfinding plan

Install signage

19.

Create a plan for revitalization and increased usage of downtown
Craig businesses and public spaces.

Establish committee of downtown business and property owners to
guide downtown revitalization efforts.

Identify scope of work and secure funding for a downtown plan.

Prepare and implement plan
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APPENDIX A: CELLULAR PHONE TRACKING DATA

The following maps depict the home locations of people traveling to or through the City of Craig
in the one year period ending on 15 August 2018.

MAP1: Home location of all visitors to Craig
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Map 2: Home location

of weekday visitors to Craig
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Map 3: Home location of weekend visitors to Craig
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Map 4: Home location of persons making at least six visits to Craig during the year
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Map 5: Location two hours prior to arriving in downtown Craig
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Map 6: Home location of visitors to Craig between August 15 and November 15
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Map 8: Home location of visitors to Craig between February 16 and May 15
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Map 9: Home location of visitors to Craig between May 16 and August 15
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APPENDIX B: INDUSTRY DATA

BUSINESS MIX STEL_SY:?I;E
% > >
B w S WS w S We we W > > w S > WS > w > Wy W W = o

o o 02 (ONS OS] O O& ©& O 0 02 0O O © O © 08 98 @& Quw LHuw

o g Z3 Z39 23 £% X3 X3 .y o1g X3 oy %X ag Z3 oy X9 T3 3 0% 2%

2 B DESCRIPTION 1004 1095 O 2 2004 O3 o000 O gou O 58 52 T2 &2 52 TR 52 &L &R &g 58 38 T2 Ea zH
111 Crop Production 74 91 17 99 8 99 0 94 -5 -104 20 178 216 38 233 17 209 -24 189 -20 -44 11
112 Animal Production and Aquaculture 177 190 13 280 90 326 46 318 -8 -288 141 549 570 21 815 245 965 150 939 -26 124 390
113 Forestry and Logging 16 19 3 23 4 18 -5 19 1 -22 3 77 65 -12 86 21 67 -19 57 -10 -29 -20 21 -11
114 Fishing, Hunting and Trapping 3 6 3 9 3 6 -3 8 2 -7 5 3 17 14 46 29 46 0 40 -6 -6 37 4 -2
115 Support Activities for Agriculture and Forestry 27 44 17 53 9 62 9 54 -8 -61 27 88 149 61 156 7 178 22 242 64 86 154 36 -10
211 Oil and Gas Extraction 19 23 4 27 4 30 3 24 -6 -33 5 300 232 -68 380 148 530 150 473 -57 93 173 25 4
212 Mining (except Oil and Gas) 28 23 -5 29 6 28 -1 23 -5 -34 -5 4,491 3,835 -656 3,967 132 3,969 2 3,557 -412 -410 -934 37 -11
213 Support Activities for Mining 175 207 32 236 29 276 40 231 -45  -281 56 2,408 2,582 174 3,385 803 4,035 650 4,678 643 1,293 2,270 231 261
221 Utilities 53 51 -2 57 6 68 11 59 -9 -66 6 1,875 1,820 -55 1,738 -82) 1,792 54 1,249 -543 -489 -626 70 -19
236 Construction of Buildings 201, 264 63 360 96 535 175 412 -123 -483 211 718 905 187 962 57 1,290 328 1,084 -206 122 366 265 -111
237 Heavy and Civil Engineering Construction 53 68 15 89 21 116 27 91 -25  -114 38 404 689 285 837 148 828 -9 795 -33 -42 391 70 -14
238 Specialty Trade Contractors 389 499 110 572 73 725 153 585 -140 -712 196 1,415 1,876 461 2,263 387 2,517 254 2,366 -151 103 951 513 -143
311 Food Manufacturing 20 28 8 32 4 38 6 24 -14 -46 4 103 125 22 148 23 187 39 100 -87 -48 -3 26 -7
312 Beverage and Tobacco Product Manufacturing 7 9 2 12 3 11 -1 9 -2 -14 2 127 149 22 161 12 245 84 151 -94 -10 24 9 -2
313 Textile Mills 2 3 1 3 0 3 0 5 2 -1 3 7 8 1 8 0 8 0 12 4 4 5 3 -2
314 Textile Product Mills 5 9 4 13 4 12 -1 14 2 -11 9 22 19 -3 25 6 27 2 56 29 31 34 7 -4
315 Apparel Manufacturing 10 12 2 16 4 15 -1 12 -3 -19 2 37 38 1 48 10 45 -3 39 -6 -9 2 13 -11
316 Leather and Allied Product Manufacturing 9 7 -2 7 0 6 -1 9 3 -4 0 38 16 -22 17 1 14 -3 18 4 1 -20 12 -9
321 Wood Product Manufacturing 15 25 10 32 7 35 3 26 -9 -41 11 249 252 3 282 30 190 -92 158 -32 -124 -91 20 -11
322 Paper Manufacturing 0 0 0 0 0 2 2 2 0 0 2 0 0 0 0 0 2 2 4 2 4 4 0 0
323 Printing and Related Support Activities 21 26 5 20 -6 25 5 17 -8 -28 -4 73 79 6 80 1 86 6 67 -19 -13 -6 28 -16
324 | Petroleum and Coal Products Manufacturing 8 8 0 8 0 10 2 12 2 -6 4 66 83 17 79 -4 319 240 672 353 593 606 11 -3
325 Chemical Manufacturing 12 17 5 19 2 29 10 34 5 -14 22 2,298 2,600 302 1,757 -843 1,850 93 2,222 372 465 -76 16 -6
326 Plastics and Rubber Products Manufacturing 2 3 1 6 3 7 1 6 -1 -7 4 14 27 13 24 -3 33 9 40 7 16 26 3 -1
327 Nonmetallic Mineral Product Manufacturing 13 18 5 13 -5 16 3 15 -1 -14 2 73 79 6 67 -12 99 32 119 20 52 46 17 -8
331 Primary Metal Manufacturing 1 1 0 3 2 6 3 6 0 -3 5 3 3 0 6 3 13 7 16 3 10 13 1 -1
332 Fabricated Metal Product Manufacturing 26 31 5 33 2 37 4 29 -8 -41 3 122 94 -28 126 32 221 95 133 -88 7 11 34 -14
333 Machinery Manufacturing 25 28 3 31 3 51 20 43 -8 -39 18 92 121 29 119 -2 298 179 729 431 610 637 33 -14
334 Computer and Electronic Product Manufacturing 1 6 5 6 0 10 4 9 -1 -7 8 2 13 11 15 2 25 10 25 0 10 23 1 -1
335 Electrical Equipment, Appliance, and Component Mfg. 3 2 -1 2 0 8 6 6 -2 -4 3 8 5 -3 12 7 39 27 35 -4 23 27 4 -2
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336
337
339
423
424
425
441
442
443

444

445
446
447
448

451

452
453
454
481
482
483
484
485
486
487
488
492
493
511
512
515
517
518
519
521
522

523

Transportation Equipment Manufacturing 3
Furniture and Related Product Manufacturing 19
Miscellaneous Manufacturing 38
Merchant Wholesalers, Durable Goods 182
Merchant Wholesalers, Nondurable Goods 123
Wholesale Electronic Markets and Agents and Brokers 0
Motor Vehicle and Parts Dealers 91
Furniture and Home Furnishings Stores 55
Electronics and Appliance Stores 53
Building Material and Garden Equipment and Supplies Deal- 70
ers

Food and Beverage Stores 123
Health and Personal Care Stores 36
Gasoline Stations 80
Clothing and Clothing Accessories Stores 97
Sporting Goods, Hobby, Musical Instrument, and Book 108
Stores

General Merchandise Stores 34
Miscellaneous Store Retailers 147
Nonstore Retailers 34
Air Transportation 8
Rail Transportation 2
Water Transportation 0
Truck Transportation 127
Transit and Ground Passenger Transportation 18
Pipeline Transportation 12
Scenic and Sightseeing Transportation 3
Support Activities for Transportation 35
Couriers and Messengers 11
Warehousing and Storage 15
Publishing Industries (except Internet) 21
Motion Picture and Sound Recording Industries 15
Broadcasting (except Internet) 21
Telecommunications 13
Data Processing, Hosting, and Related Services 2
Other Information Services 34
Monetary Authorities-Central Bank 0
Credit Intermediation and Related Activities 60
Securities, Commaodity Contracts, and Other Financial In- 9

vestments and Related Activities

17
38
221
130

111
79
69

91

143
44
74

110

131

40
246
41
10

168
17
12

43
12
31
31
14
20
27
12
31

7

21

21

20

13

23

99

12

10
20
48
249
176

132
76
64

100

167
53
74

106

140

37
253
44
10

218
24
13

50
15
40
36
18
23
52
14
33

107

99

18
28
52
340
222

139
89
70

128

187
64
63

133

146

40
283
64

[EEN

375
33
15

98
16
51
37
33
22
90
19
32

138

178

12
21
40
333
268

125
63
41

100

142
49
49
92

119

44
211
7

317
26
15

110
14
55
25
35
17
56
12
33

94

188

151
145

34

-12

30

75

40

20

43

10

34

179

70
95
773
573

665
235
222

425

1,629

265

1,079

376

402

835
489
139

27
350

690
252
380
188
220
242

31
219

87
185
181

261

617

23

11
60
115
886
974

821
290
224

579

1,753

273

1,200

456

441

974
778
278

76
350

864
229
312
220
249
163

68
284

96
164
219

34
330

713

58

-10

20
113
401

156
55

154

124

121
80

39

139
289
139

49

174
-23
-68

32
29
-79
37
65

-21
38
29
69

96

35

24

62
126
1,042
698

1,041
271
209

671

1,458
300
1,152
423

818

1,595
738
186

68
50

1,103
255
255
206
203
193

98
289
99
192
422
94
253

909

210

43

79
133
1,297
876

1,138
286
215

1,013

1,634
335
813
578

452

1,856
759
186

57
38

1,388
330
206
208
310
189
116
298
120
168
721
112
250

948

394

40

77
134
1,431
976

1,126
238
153

847

1,723
445
733
418

452

1,657
784
240

94
38

1,481
123
353

390
144
118
222
121
143
571
107
238

847

408

25
50
240
162

120
73
70

92

162

47
106
128

142

45
194
45
11

168
24
16

46
15
20
28
20
28
17

45

79

12

10
10
12
158
153

32

18
-16

25

78
39

189

10

34

178



524
525
531
532
533
541
551

Insurance Carriers and Related Activities
Funds, Trusts, and Other Financial Vehicles
Real Estate

Rental and Leasing Services

Lessors of Nonfinancial Intangible Assets
Professional, Scientific, and Technical Services

Management of Companies and Enterprises

561 Administrative and Support Services

562 Waste Management and Remediation Services

611

Educational Services

621 Ambulatory Health Care Services

622
623
624
711
712

Hospitals

Nursing and Residential Care Facilities

Social Assistance

Performing Arts, Spectator Sports, and Related Industries

Museums, Historical Sites, and Similar Institutions

713 Amusement, Gambling, and Recreation Industries

721 Accommodation

722
811
812

Food Services and Drinking Places
Repair and Maintenance

Personal and Laundry Services

105

247
71

340

187
31
145
184
14
15
124
54
11
81
158
267
322
174

5,629

120 15
5 1
296 49
96 25
1 1
514 174
3 2
283 96
35 4
152 7
253 69
14 0
15 0
156 32
70 16
15 4
118 37
204 46
327 60
376 54
239 65
7,134 1,505

127

10
399
115

729
22
696
34
178
376
17
18
175
105
24
157
218
347
405
267

103
19

215
19
413

26
123
3
3
19
35
9
39
14
20
29
28

131

12
510
155

1,111
50
2,790
37
189
448
19

18
199
93

33
184
271
388
494
325

111
40

382
28
2,094
3
11
72
2

0
24
-12
9
27
53
41
89
58

106

12
468
144

1,125
59
2,103
32
221
463
20

17
181
79

31
152
228
359
424
274

-687

-51

-152

-10
-441
-126

-715
-13
-1,383
-39
-146
-361
-16
-19
-193
-119
-26
-189
-261
-376
-475
-318

9,017 1,883 13,291 4,274 11,493 -1,798 -10,815
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221
73

785
58
1,916

76
279
6

2
57
25
20
71
70
92
102
100

300 323
27 28
1,022 1,123
430 416
0 0
1,232 1,733
2 6
690 990
126 170
5,236 5,577
941 1,482
1,687 1,568
439 468
853 928
211 254
31 50
542 834
1,818 2,535
3,589 4,393
931 1,074
481 712

5,864 48,666 55,873

23 353 30 395 42

101 1,485 362 1,714 229
-14 679 263 983 304
0 2 2 4 2
501 2,125 392 3,135 1,010
4 46 40 105 59
300 1,721 731 4,814 3,093
44 196 26 269 73
341 5,186 -391 4,880 -306
541 1,834 352 2,126 292
-119 1,710 142 2,233 523
29 565 97 462 -103
75 1,197 269 1,261 64
43 205 -49 228 23
19 67 17 100 33
292 1,181 347 1,349 168
717 2,787 252 3,035 248
804 4,707 314 5,033 326
143 1,429 355 1,271 -158
231 749 37 882 133

349 -46 -4 49
38 8 13 11
1,589 -125 104 567
919 -64 240 489
4 0 2 4
3,542 407 1,417 2,310
125 20 79 123
4,146 -668 2,425 3,456
231 -38 35 105
5550 670 364 314
2,328/ 202 494 1,387
2,203 -30 493 516
599 137 34 160
1,170 -91 -27 317
210 -18 5 -1
104 4 37 73
1,240 -109 59 698
2,443 -592 -344 625
4,681 -352 -26 1,092
1,162 -109 -267 231
726 -156 -23 245

7,207 61,804 5,931 71,988 10,184 70,509 -1,479 8,705 21,843

139 -32
5 -4
326 -24
94 -38
0
448 7
1 0
247 -11
41 0
191 21
243 34
18 -2
20 0
164 35
71 6
15 1
107 -2
208 -27
352 13
425  -125
230 -41
7,425 -1,207

11
166
88

124
86
5,275
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Excerpt from the Summitpost.com Description of Moffat County

So, do you like really remote territory? This is a really nice surprise. Pull
open any guidebook to Colorado with the hikes and climbs marked, and
notice the big blank spot in Northwestern Colorado. This area of Colorado,
without question, has the most remote peaks and canyons in Colorado and
almost certainly even has some un-climbed peaks and untouched canyons.
The peaks are incredibly spectacular and almost completely ignored, de-
spite the fact that it offers some of the best scenery in the lower 48 states.
Over a dozen very inaccessible peaks invite exploration. Only a few of the
more accessible peaks are on Summitpost, but there is enough exploring
here to keep one busy for years.

There are all kinds of spectacular canyons here as well. From big and sce-
nic to tight slot canyons, this area has enough exploring left for years.
There are literally dozens of seemingly completely unexplored slot canyons
in the area.
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