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Opportunity Assessment

INTRODUCTION

In May of 2016, an Opportunity Assessment of 
Emery County, Utah, was conducted, and the 
findings were presented in a two-and-a-half hour 
workshop. The assessment provides an unbiased 
overview of Emery County - how it is seen by a 
visitor. It includes a review of local marketing 
efforts, signage, attractions, critical mass, retail mix, 
ease of getting around, customer service, visitor 
amenities such as parking and public restrooms, 
overall appeal, and the community’s ability to 
attract overnight visitors. 

In performing the Opportunity Assessment, we 
looked at the area through the eyes of a first-time 
visitor. No prior research was facilitated, and no 
community representatives were contacted except 
to set up the project.  The county was “secretly 
shopped.”  Any person looking to relocate their 
business, industry, or residence will come to your 
community as a visitor first. Tourism is the front 
door to all your economic development efforts.

Once potential visitors find information about your 
area, are the marketing materials good enough to 
close the sale? In the Marketing Assessment, we 
reviewed your visitor website and print marketing 
materials. 

A typical community has five opportunities to close 
the sale:

1)  Personal contact (visitor information centers, 
trade shows, etc.)

2)  Websites

3)  Brochures and printed materials

4)  Publicity (articles)

5)  Word of mouth - the most effective means

We searched the internet for activities, requested 
and reviewed printed materials, and looked for 
articles and third-party information. As we prepared 
for travel to your community, we searched both 
commercial and organizational websites promoting 
the area, tourism websites, and read travel articles 
and guidebooks.

The marketing assessment determined how 
effective the marketing was in convincing a 
potential visitor that the area would be worth a 
special trip, a stop, or an overnight stay. The key to 
the marketing assessment is to see if you have a 
primary lure that makes you worth a special trip of a 
one-hour drive - or from further away. The question 
on most visitors’ minds is:  What do you have that I 
can’t get closer to home? What makes you worth a 
special trip?

Where most communities falter is when they merely 
provide “lists” of what the community has, whether 
it’s truly “unique” or not. Nearly every community 
in North America promotes the usual list of 
diversions: local museums, shops and restaurants, 
plenty of lodging, golf, outdoor recreation, historic 
downtowns, scenic vistas, etc. Of course, nearly 
every visitor can do these things closer to home. So, 
what makes Emery County worth the trip?

Always promote your primary lure first - what 
makes you worth that special trip. THEN, promote 
your diversionary, or “complementary” activities. 
Would you go to Anaheim, California, if Disneyland 
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wasn’t there? Do you think that Universal Studios 
and Knotts Berry Farm mind that Disneyland gets 
all the glory? Of course not. Eighty percent of all 
tourism spending is with those secondary activities. 
Disney does the heavy lifting in terms of advertising 
and promotion, and the diversionary activities 
benefit. 

In a nutshell, the Marketing Effectiveness 
Assessment looks for what makes your community 
worth a special trip, or a great place to live, or to 
do business. We look for details, details, details. Do 
you give a reason for visiting, and do you provide 
enough information to make it easy to plan a trip? 
Are the marketing materials good enough to close 
the sale?

The second part of the assessment process is 
the On-site Assessment. During this part of the 
assessment, we spent several days in the area, 
looking at enticements from the highways (signs, 
billboards, something that would get a visitor 
to stop), beautification and overall curb appeal, 
wayfinding (ease of getting around), visitor 
amenities (public restrooms, visitor information, 
parking), activities, overall appeal, retail mix 
(lodging, dining, shopping), critical mass, customer 
service, area attractions, pedestrian friendliness, 
gathering spaces, evening activities, and the 
availability of marketing materials and their 
effectiveness. 

The area benefits from tourism when visitors 
spend money, and they do that in the local gift 
shops, restaurants, hotels, etc. Therefore, the On-
site Assessment includes a candid look at private 
businesses as much as public spaces and amenities.

For every shortcoming or challenge we note 
during the assessment process, we provide a 
low-cost “suggestion,” where possible, on how 
the challenge can be corrected or overcome. The 
suggestions are not termed “recommendations,” 
as they were developed without consulting the 
community first about possible constraints, future 
plans, or reasons why the suggestions may not be 
appropriate. Hopefully this assessment process will 
open dialogue within the county, leading people to 
adopt some or all of the suggestions, taking them 
from suggestions to recommendations. 

It’s important to note that to increase the 
county’s tourism industry, fulfilling one or two 
of the suggestions may have little impact, but 
implementing a number of them, if not all, can 
have a profoundly successful impact on the region’s 
ability to tap into the tourism industry. 

Implementation of these suggestions must be 
a region-wide effort, involving both privately 
owned businesses as well as local, county, and 
state agencies, where appropriate. Every local 
organization plays a role in tourism, downtown 
revitalization, or economic development efforts. 
A Destination Marketing Organization (DMO, CVB, 
Chamber, TPA, etc.) will not be successful if the 
tourism effort is not region-wide.

In many cases, issues may come up that you are 
already aware of and are already working on. In 
that case, the assessment validates those efforts. 
But more often than not, the assessment will point 
out things that you are aware of but can’t mention 
or bring up without paying a political price. Local 
politics can be a killer of the tourism industry.
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programs easily see that the industry subsidizes the 
community, whereas other communities find that 
they subsidize visitors – providing services visitors 
use without them leaving enough money behind to 
cover the cost of those services. 

The primary goal of the tourism industry is to bring 
more cash into the local economy. This doesn’t 
happen when visitors come into the community, 
get out of their cars, and take photographs. And 
it doesn’t happen when visitors go swimming in 
the lake at your park all day, sunning, and eating 
the lunch they brought from home. And it doesn’t 
happen when visitors hike down your trails, enjoy 
your interpretive centers, or stroll through your 
lovely arboretums. These are all great things to do, 
and, of course, you do want your visitors to do these 
– but, you also want to entice them into your shops, 
your cafes, espresso stands, restaurants, galleries, 
B&B’s, and hotels, ultimately opening their wallets 
to make purchases. That is what helps your local 
economy, your small merchants, your hoteliers, and 
your tax coffers. 

To entice visitors to spend money in your 
community, you need to have places for them to 
spend it – you need to have the right mix of shops, 
restaurants, entertainment, and lodging facilities, 
all in an attractive setting, as well as attractions that 
make them want to visit you in the first place.

While marketing efforts are important, product 
development is the most important factor of a 
successful tourism industry. Visitors want activities, 
not just things to look at. How much time can a 
visitor spend enjoying activities - that cater to their 
interests - in your area? Does your community 
have truly unique attractions the visitor can’t get 
closer to home? You must be able to deliver on 
your marketing promises – otherwise visitors might 
come once, but they won’t come back. It’s much 
more cost effective to bring people back, than to 
always go out and entice new visitors into town. 
“Been there, done that” communities eventually run 
out of visitors and find they don’t have a sustainable 
tourism industry, or they simply become pit stops 
or gateways on the way to somewhere else.

After spending several days reviewing marketing 
materials and assessing the community, we have 
looked at all of these issues, and have developed 
some suggestions and ideas the community can 
discuss and possibly implement to help increase 
tourism spending locally. 

SUCCESSFUL TOURISM TRANSLATES TO CASH

Tourism is successful when the community imports 
more cash than it exports. When residents spend 
their hard-earned money outside the community, 
the community is exporting cash – often referred 
to as “leakage.”  Tourism helps fill that gap, 
importing cash into the local economy without 
the necessity of having to provide extended 
social and other services. Visitors come, spend 
money, then go home. When you import more 
cash than you export, you have a positive “balance 
of trade.” Communities with successful tourism 
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THE THREE TYPES OF TOURISM

1. Visiting friends and family
The number one reason people travel is to visit 
friends and/or family. If you did nothing to 
promote tourism, you would still have tourism 
in your community. However, when friends and 
family come to visit, do your residents take them 
out to eat, shop, dine locally? Or do they head to 
a neighboring community? Do your locals even 
know what you have to offer? An effective tourism 
marketing effort also includes educating locals as to 
what you have and how to find it through effective 
wayfinding signage, gateways and advertising. 

2. Business travel
The second most popular reason for travel is 
business. Included in this category is educational 
travel: colleges and universities, as well as 
conventions and meetings, corporate travel, 
vendor travel, etc. Like leisure travelers, this group 
is looking for things to do “after hours” while in 
the area. The most successful convention and 
trade show towns are the result of their secondary 
activities or “diversions,” not simply because of 
their convention and exhibition facilities. Think 
Disneyworld, Disneyland, San Antonio’s River Walk, 
Banff, to name a few.

3. Leisure travel
The third, and most lucrative of all types of visitors, 
is the leisure traveler. They have no personal 
connections to the community, but are coming 
purely to enjoy themselves. They stay in commercial 
lodging establishments, eat virtually all their meals 
in local restaurants, and their top diversionary 

activity is shopping and dining in a pedestrian-
friendly setting.

The average leisure visitor is active 14 hours a day, 
yet typically only spends four to six hours with the 
primary lure. They then spend eight to ten hours 
with diversionary activities - things they could 
do closer to home, but will do while in the area. 
A good example of this is Branson, Missouri, the 
“live music-theater capital of the world.” This town 
of 6,500 residents hosts 7.5 million visitors a year. 
The primary “lure” is the 49 music theaters.  The 
average visitor attends two shows a day over about 
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four hours. During the other hours of the day, the 
visitor will shop in local outlet malls, head to the 
water parks, theme parks, and other attractions, 
play a round of golf, hike, bike, fish, do some bird 
watching, and participate in any number of other 
activities they could do closer to home, but will do 
while visiting Branson.

THE THREE STAGES OF TOURISM

1. Status quo
If you take no action to develop the tourism 
industry, you will still have an element of tourism, 
simply because some travelers will pull off local 
highways or freeways for gas, food, or lodging, 
as well as the fact that the number one reason 
for travel is to visit friends or family. If you have 
residents, you will have some tourism. 

2. Getting people to stop
The first priority of developing a successful tourism 
industry is getting people to stop. Imagine how 
successful businesses in the community would be 
if just 50% of the vehicles traveling through pulled 
off the highway and spent just 30 minutes in your 
community – buying gas, an ice cream cone, a 
sandwich, a gift or souvenir?

If there’s a strong pull, imagine the money spent if 
visitors stayed two hours in the community, which 
nearly always translates to additional spending. 

The first goal is to get those travelers to stop.

3. Becoming the destination
To become a destination community you must have 
attractions and supporting amenities that convince 
visitors to spend the night. And those attractions 

must be different from what the visitor can get 
closer to home.

Overnight visitors spend three times that of 
day visitors, and nearly ten times that of visitors 
using your community as a pit stop on the way to 
somewhere else.

THE FOUR-TIMES RULE

Visitors will make a point of stopping or staying in 
a community if it has enough activities that appeal 
specifically to them and will keep them busy four 
times longer than it took them to get there. 

In other words, if a person has to drive 15 minutes 
to visit you, do you have enough for them to do to 
keep them busy for an hour? (4 times 15 minutes) 
If a visitor has to drive an hour, do you have the 
activities and amenities to keep them busy for four 
hours? 

The more you have to offer, collectively, the further 
visitors will come, and the longer they will stay, and 
of course, the more they will spend. This is why it is 
so important for communities to market more than 
just their immediate geographic areas. By marketing 
neighboring activities and attractions, you present 
much more for a visitor to do, and you make the 
visit worth the trip. 

Visitors don’t care about city limits or county lines – 
so market the broader package and you’ll be able to 
keep people in the area long enough to translate to 
another meal, some more shopping, and hopefully, 
an overnight stay. 
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SELL THE EXPERIENCE, NOT GEOGRAPHY

Nearly every destination marketing organization 
is charged with promoting a geographic area, yet 
visitors couldn’t care less about those boundaries. 
They are looking for activities that cater to their 
interests, and location is second to the experience. 
ALWAYS promote the primary lure first, then the 
location. People by the millions head to Disneyland, 
Disneyworld, Dollywood and other attractions. They 
are not going to Anaheim, Orlando or Pigeon Forge. 

Always sell the activity - the experience - THEN the 
location. 

LURES, DIVERSIONS AND AMBIANCE

Too often communities promote the list of 
diversions that nearly every community has. The 
primary lure is the activity that a visitor can’t find 
closer to home.

Always promote your primary lure, then the 
diversions. Do not try to be all things to all people. 
Have you ever gone anywhere because they had 
“something for everyone?” Of course not - you go 
there because they have something specific for you. 
Find your niche and promote it like crazy.

Historic downtowns provide ambiance - they are 
not attractions, diversions, nor are they a primary 
lure. It’s what’s in the buildings that makes a 
downtown a destination. 

The same can be said for scenery. Unless your 
vista is a world-class scene, such as Niagara Falls or 
the Grand Canyon, scenic vistas create wonderful 
ambiance, but don’t translate to spending, and they 
only last a few minutes. Then what? 

All too often communities promote their heritage 
as a primary draw. How far would you travel to 
visit a mining museum? A timber museum? An 
agricultural center? A county historical museum? 
Heritage must be outstanding and pervasive 
throughout the community to be a primary lure, 
such as Plimoth Plantation or Salem, Massachusetts.

Thousands of communities are the “capital” of 
something. For instance, in California, Borrego 
Springs is the grapefruit capital of the world. Gilroy 
is the garlic capital. Modesto is the tomato capital. 
Gridley is the kiwi capital. Oxnard is the strawberry 
capital. Fallbrook is the avocado capital. But here’s 
the question: Have you ever gone anywhere 
because it was the capital of a fruit or vegetable?

Your local heritage is important to the community 
and can set the ambiance,  even becoming a 
diversionary activity. For local heritage to be a 
major attraction, it needs to combine activities with 
ambiance, and it needs to be pervasive throughout 
the area. 

BE DIFFERENT OR THE BEST

Why should a visitor come to your community 
if they can enjoy the same activities closer to 
home? Too many communities promote “outdoor 
recreation” as their primary draw. Unfortunately, 
that is the same attraction promoted by nearly 
every community in North America. 

If you are different, then you have a reason for 
travelers to choose to visit you. If you are the best, 
then visitors will generally flock to your doors. 

If you have great hiking trails, then market their 
unique qualities. Be specific and paint the image 
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of how wonderful they are in the minds of 
your potential visitors. If you have one fantastic 
restaurant in town, let people know about it – a 
unique dining experience is something many 
people will travel far to enjoy.

Ashland, Oregon, previously a depressed timber 
town, began its Shakespeare Festival, which now 
runs nine months of the year and draws hundreds 
of thousands of visitors who spend an average of six 
nights in the community. The Shakespeare Festival 
made Ashland different from any other community.

Leavenworth, Washington, another dying timber 
town, adopted a Bavarian architectural  theme and 
produces dozens of Bavarian events every year. 
Some now say the town looks more genuinely 
Bavarian than towns in Bavaria. It is now one of the 
primary tourist destinations in Washington state, 
hosting more than 2.5 million visitors annually. They 
offer a different experience, an experience that is 
pervasive throughout town.

Okanogan County, Washington is an outdoor 
recreational paradise – just like 37 of the 38 
other counties in Washington. So why go to 
the Okanogan? Because they are the best. They 
researched guidebooks, newspaper and magazine 
articles, and pulled quotes they could use in their 
advertising efforts. Like, “Pinch yourself, you’re in 
Okanogan Country with perhaps the best cross 
country skiing on the continent.” This, and other 
quotes like it, make it worth the drive to visit 
Okanogan Country. The third-party endorsements 
show that they are the best. 

Set yourself apart from everyone else, and you’ll see 
that by being unique, you’ll be a greater attraction.

CRITICAL MASS MEANS CASH

Although it may not be the primary reason why 
visitors come to your community, shopping and 
dining in a pedestrian setting is the number one 
activity of visitors. Besides lodging, it is also how 
visitors spend the most amount of money. 

Do you have a pedestrian-friendly shopping district? 
If not, can you create one? Many communities 
have been highly successful with the development 
of a two or three block long pedestrian “village” 
including visitor-oriented retail shops, dining, visitor 
information, restrooms, etc., all in an attractive, 
landscaped setting. 

The general rule of thumb in those two or three 
blocks (not spread out all over town) is 10+10+10: 
Ten destination retail shops, which includes 
galleries, antiques, collectibles, home accents and 
furnishings, artists in action, book stores, logo gear 
(clothing), souvenirs, outfitters, tour operators, 
activity shops such as kites, jewelry, wine or 
tobacco shops, and other specialties. The second 
ten is for food: ice cream, fudge and candy stores, 
soda fountains, sit-down dining, coffee shops, cafes, 
bistros, delis, etc. And the final ten are businesses 
open after 6:00 pm. This includes entertainment: 
bars, dance clubs, theaters (movies and performing 
arts), retail shops with activities (piano bar in a wine 
shop), etc. 

The important point is to group these businesses 
together to create the “critical mass” in a pedestrian-
friendly setting. This will attract visitors as well as 
locals, and make it worth their while to stop and 
shop. People are always drawn to the critical mass – 
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the opportunity to have multiple choices, multiple 
experiences, all in a convenient and attractive 
setting. 

TOURISM IS AN ECONOMIC  
DEVELOPMENT ACTIVITY

The goal of successful tourism is for people to come 
into the community, spend money, and go home. 
Tourism is nearly a $650 billion dollar industry in 
the U.S., nearly $75 billion in Canada,  and supports 
millions of jobs. Ninety percent of tourism industry 
businesses are small businesses of which 90% 
have less then 15 employees. Tourism provides the 
opportunity for entrepreneurs to get started, for 
small family-run businesses to thrive, for artisans 
and craftspeople to find a market, and creates a 
basis for unique niche-retail environment including 
wineries, artists, crafts, etc. Tourism provides a 
diverse market within the community, expanding 
its potential. Enhancing the community through 
beautification efforts creates an attractive setting 
for both locals and visitors, key in revitalizing a 
community’s downtown. And a tourism-friendly 
town will attract non-tourism industries faster than 
others – new businesses will see the community 
as a visitor before they make a final determination 
about the community. Tourism is the front door to 
your economic development efforts.

The benefits of a healthy tourism industry can 
rejuvenate a county, foster community pride, 
encourage economic diversity, and lead the way to 
a vital, successful community.
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NEXT STEPS

The findings and suggestions in this report will 
provide many ideas, strategies, and goals to reach 
for. We hope that it fosters dialogue and becomes 
a springboard for the county in enhancing the 
tourism industry and other economic development 
efforts, leading to greater prosperity, rejuvenation, 
and enjoyment by all the citizens.

This report offers a first step in reaching that goal. 
To fully realize the benefits of this assessment, the 
county should take these findings and suggestions, 
discuss them and evaluate them, and develop a 
plan for implementation. 

A detailed branding plan would help to build on 
the results of this assessment, adding in-depth 
research, evaluation, and local input to develop a 
unique brand and implementation program. The 
assessment process essentially provides a look at 
where you are today.  RBI’s BrandCamp program 
helps build your branding plan from the ground 
up - with local input, brainstorming, research, and 
creative planning. We can work with you to guide 
you through the process, helping create a plan that 
has local champions and community buy-in.

The next step in the planning process would be 
to provide public outreach and review past and 
current planning efforts. This would determine your 
goals as a region.

The third step would involve research, feasibility 
and market analysis, and determining your brand - 
what you are or hope to be known for.

Then comes the “development” portion of the plan 
or the “how to get there” program: determining 

what product development initiatives need to 
be undertaken to reinforce and grow the brand. 
This also includes defining the roles of the various 
local organizations. Brand-building takes a village 
- everyone pulling in the same direction, each with 
their own “to do list.”

Finally, there’s the detailed marketing plan: how and 
when you will tell the world who you are and what 
makes you special - the place to live, work and play.

The branding plan should be an “action plan” as 
opposed to a “strategic plan.” You want a to do list, 
by organization, not just general strategies, goals 
and objectives.

The recommendations should provide all the 
necessary steps for your county to be successful 
in attaining its goals of a more diverse economy 
with an enhanced tourism industry and to become 
more attractive and enjoyable for both visitors and 
citizens. 

A good plan will provide a program to get local 
residents and the business community pulling 
together, building the county’s unique image in 
the minds of visitors and residents alike. The result 
of your efforts will be a prosperous, enjoyable 
environment in which to live, work, and visit.
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Our assessment process included reviewing Emery County’s marketing 
materials, plus looking at your online presence, reviews on TripAdvisor and 
other information sites, as well as performing the “secret-shopping” on-site 
assessment. We spent over a week in Emery County, looking at signage 
and wayfinding (how easy was it to find your attractions and amenities?), 
appeal, critical mass (were there places in the county to spend money?), your 
attractions, amenities, customer service, and more. 

Our first suggestion is to design and install a county-wide wayfinding system. 
It should include: 
• Gateways and entries 

• Attractions and activities 
• Amenities (parking, washrooms) 
• Trail markers and access points 
• Visitor information kiosks 
• Pedestrian wayfinding in your downtown

The signage should be decorative to fit your ambiance and easy to read, such 
as this example from the Woodlands, TX (bottom left). Get the state, county, 
and city together and create a task force. Apply for federal transportation 
grants.
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We had a very difficult time finding many attractions, amenities, and places to 
spend money throughout the county, especially in the south portion of the 
county. A wayfinding system would help solve that problem.

We drove over nearly every road in the county, including many that would not 
really be considered “roads.”  The primary marketing piece we used was the San 
Rafael Country brochure (previous page, bottom right). We used this as our 
guide to identify and locate attractions that we should see. 

This guide had some challenges that made it difficult to use. It is heavy on text 

(top right and left), and the directions to find the attractions are so detailed, 
requiring the use of odometer readings, that it is a real challenge to use while 
driving over rugged, dirt roads. Many of the attractions are not marked at all 
by signage, so if your odometer reading is off a little, you’ll miss the attraction. 
But we would never have known about most attractions without this.

Green River has too many brochures and rack cards (bottom left). So many 
materials make it confusing - it’s overwhelming. We took all the information 
from all of these different pieces to come up with a three-page list of things we 
needed to try to see.
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Of course, a number of the marketing pieces are put together by different 
organizations, such as the Little Wild Horse Canyon brochure, done by BLM 
and Utah State Parks, as well as the Little Wild Horse rack card, done by Green 
River. There’s the Goblin Valley State Park brochure put out by Utah State Parks, 
which gives great information. 

The San Rafael brochure (top right), created by BLM, has a lot of information, 
including sites to visit in the Swell, with descriptions and a map (bottom left 
and right). 

When promoting such a large geological formation such as the San Rafael 
Swell, it’s important to show visitors the specific places for them to visit. The 
Swell is so huge. As we drove over the different highways, it would have been 
very helpful to have signage that told us what we were looking at - sometimes 
it was easy to see the Swell rising in front of us, but other times we weren’t sure 
if it was off to our right, our left, or if we were on top of it. 

There were so many different marketing materials that it actually made it more 
confusing for us as visitors. We had to do what we could to consolidate and 
pick out the very best ones to see.

14   Emery County, Utah- Assessment Report

FINDINGS & SUGGESTIONS



According to Bentley University’s Center for Marketing Technology, prior to 
traveling, 32% of travel decisions are made using brochures or printed pieces 
(#1: internet, #2: friends and family). But once we are in the area, 81% of travel 
decisions are made from brochures (#1). Brochures are still important!

Before we started on our trip, we visited both the state’s tourism website and 
the county’s. The big challenge we had was that there were so many marketing 
materials - we used 16 of them to help us plan our time. Then, we spent so 
much time trying to find these attractions, that we barely had time to look at 

the scenery once we did find what we were looking for. 

Our list of things to see and do became very long (bottom left and right). So, if 
we were planning a trip, trying to decide what to do while here - even if these 
sites were “worth the trip” - how would we know? How would we know how to 
find them?
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Instead of producing so many different brochures and rack cards, that end up 
overwhelming your visitors, we suggest you create two primary pieces:  The 
Very Best of Utah’s San Rafael Country, and The Hidden Gems of Utah’s San 
Rafael Country. 

We suggest you model your “Best Of” brochure after Moab’s excellent 
brochure (top right and bottom left and right). This brochure uses stunning 
photography to really sell the experience. You have stunning photography 
too, but your marketing materials are so text-heavy that the photographs are 
almost an after-thought. 

Your “Best Of” brochure should feature only your very best attractions, 
activities, shops, and restaurants. Don’t include every attraction you can think 
of. Some of those should be highlighted in your “Hidden Gems” book. 

Most of San Rafael Country’s attractions were easy to find on Google Maps, so 
keep that in mind when writing text in your brochures.
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In addition to a “Best Of San Rafael Country” guide, create a book about the 
“hidden gems” of San Rafael Country. One of Door County, Wisconsin’s most 
successful marketing pieces is a small book written by a private person called 
“101 Things to do in Door County” (top left). These are basically “hidden gems,” 
and they are very specific, fun, mini-itineraries for things to do while visiting 
Door County. They aren’t Door County’s best attractions, they are things only 
locals would know about. They let visitors know about all the other fun things 
to do, besides your major attractions.

Your hidden gems are not the major attractions that would get us to travel to 
Emery County, but while we’re here, these are some fantastic little excursions 
and enjoyments we could have. These will get visitors to stay longer.

The other important marketing piece should be the creation of downloadable 
itineraries. These are not just a list of attractions or directions, these are step-
by-step, specific things to do to fill a day, two day, or three days. They can be 
designed for families, for couples, for hikers, for archaeology buffs, by mode 
of travel, etc. It would be great to specify what routes are good for ATVs as 
opposed to RVs or automobiles.

Itinerary example:  10:00 - Start your day at Forbidden Fruit in Cleveland, 
and pick up some fudge for your long day ahead! (You’re promoting specific 
businesses and things to do.)
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Itinerary, continued... 10:15 - Just down the road at KFJ, pick up some picnic 
items and fill your car with gas. 

Side note:  Businesses need to step up their efforts to attract customers. 70% of 
first-time sales come from curb appeal. Add beautification (top left and right), 
and add signage to let visitors know you offer a deli with indoor seating and 
take-out meals. Raise the quality and variety of your offerings. (If we hadn’t 
heard that KFJ offered a deli with seating, we probably never would have gone 
inside.)

One other business issue that affects travelers is that businesses are not open 

consistent hours and days. The Forbidden Fruit, for example, is open only 
Tuesdays, Wednesdays, and Thursdays from 12 to 5. What if a visitor drives 
through on Friday or Saturday? 

The benefit of tourism comes from people spending money at private 
businesses in your towns. The businesses need to be attractive to customers, 
be open when visitors are there, promote what they are selling on their 
signage outside, have good customer service, and offer good quality food and 
merchandise. If there aren’t shops and restaurants open, then no matter how 
many visitors drive through town, there won’t be a lot of benefit from tourism.
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Back to the itinerary - at 10:30, use Google Maps to head out to the Cleveland 
Lloyd Dinosaur Quarry. We suggest using Google Maps for directions so that 
your brochures won’t need to be filled with text, and visitors can enjoy the 
scenery rather than trying to read the directions.

But, when we arrived, we found out that the Quarry was only open 3 days 
a week from 10-5 (top right). Not one of our many brochures had that 
information, so we didn’t find out until we had driven all the way out there. 
That is the kind of information so critical to let your visitors know. 

We suggest working with your attractions and shop owners to try to have 
consistent open days and hours - try to be open 6 days a week from Memorial 
Day to Labor Day.

For the itinerary, plan to spend about an hour at the Quarry, then head to 
Cedar Mountain Recreation Area (bottom right). 
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Plan to spend at least an hour or two at the picnic site and Cedar Mountain 
Views - It’s a great spot. Have a picnic with the goodies you bought back at KFJ, 
and enjoy the fudge you bought at Forbidden Fruit. 

Note how these photographs show the views that a visitor will experience, 
and when a person is in the photo (bottom left), it provides a sense of scale, so 
people can see how magnificent the view actually is. 

We were very happy to find restrooms at many of these attractions (bottom 
right). They are critical to providing a happy visitor experience.

We would definitely include Cedar Mountain Views as one of the “Very Best” of 
Utah’s San Rafael Country. 

When you write up itineraries, pay attention to the order in which you 
recommend people visit the attractions. For example, in this itinerary, we 
suggest visiting the Cedar Mountain view area BEFORE visiting the Wedge 
Overlook. The views are great from Cedar Mountain, but Wedge Overlook is 
gorgeous, so you’re increasing the enjoyment as the day goes on.
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This restroom (top left) was well-stocked, but not all of them were. Be sure to 
keep up the maintenance of the facilities, including the register (bottom left). 

Next, head out to the Wedge Overlook (bottom right). It is listed on Google 
Maps, so it can be easy to find. By the way, many of these attractions are 
not on automobile navigation systems. Google Maps seems to be the most 
comprehensive for directions.
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In your itineraries, feel free to prepare your visitors to be amazed at the Wedge 
Overlook. It is absolutely stunning. Calling it a “little” Grand Canyon is selling it 
short - it’s a phenomenal sight!

Drive along the rim to experience the views even more. Or, bring along 
mountain bikes to bike along the rim. Be sure to mention that in the itinerary, 
for an experience of a lifetime for your visitors. 

Visitors could spend 3 or more hours at the Wedge Overlook.

The Very Best of Utah’s San Rafael Country:

• Forbidden Fruit Sweet Shoppe

• Cedar Mountain Views

• The Wedge Overlook (the best of the best) “Another Grand Canyon”
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After spending the afternoon biking or walking along the rim at the Wedge 
Overlook, head into Castle Dale for some great pizza at Fatty’s Pizza & Grill.

Suggestion: Work to clean up Fatty’s. The restaurant could use a deep cleaning 
to get rid of stickiness and dustiness. It would have a great deal more appeal if 
it was sparkling clean. Add beautification outdoors as well to attract customers 
into the store.

That itinerary took one full day, and there are probably many other “hidden 
gems” in the same vicinity that could be added. So when writing your 
itineraries, mention that additional “hidden gems” can be found in the Hidden 

Gems book. Encourage your visitors to find more things to do in the area.

The “South Swell area” included many places to visit. We couldn’t tell from the 
lists if they were worth the drive, so we tried to find all of them and vet the list 
as well as we could.

We stayed at the River Terrace Inn in Green River (bottom left). It was 
wonderful. The Tamarisk Restaurant was right next door (bottom right), and 
it was excellent. The setting, with views of the Green River, made the dining 
experience extra pleasant.
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One little thing we really enjoyed was the stacked stones along the roadway 
outside the Tamarisk Restaurant (top left). There are so many of them, and they 
are so intricate. We thought they were unusual enough to be worth a little 
side-trip, and they could be considered one of San Rafael County’s “hidden 
gems.”

We saw the very nice John Wesley Powell River History Museum (top right). 
This museum also provides visitor information. Suggestion: Have a prominent 
sign posted outside indicating that this is a visitor information center. People 
are more likely to stop in. The staff was excellent and very helpful.

Add outdoor brochure distribution, and indicate that there is 24/7 visitor 
information on the signage. These displays (bottom left) were very good, but 
visitors want to be able to take a brochure with them as well.

Include the John Wesley Powell River History Museum as a hidden gem.

As we drove along the freeway toward the San Rafael Swell, we could see the 
Reef rising in front of us (bottom right). Add signage along the freeway to let 
travelers know that is what they are looking at. Giving visitors information 
about their surroundings helps them feel a connection to what they see. Also 
add elevation information.
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There are many of these types of displays throughout the county (top left). 
They provide maps, some rules and regulations, and some visitor information. 
We suggest that you add brochure distribution to all of them. Brochures can 
be held in little brochure holders with flip-up lids to keep the weather out, and 
restocked as necessary. Take advantage of every opportunity to provide visitor 
information to promote your best-of attractions.

We headed to the Valley of the Goblins (top right). The State Park rep in the 
booth was so enthusiastic about the park that we felt even more excited to see 

the goblins. He had such a positive impact that we felt that the fee to get in 
was a great bargain.

And once we saw the goblins, we realized that it was a bargain. What a great 
place. We could see that there is no other place like Goblin Valley in the world - 
this is a one-of-a-kind destination.

Note how this photo (bottom left) shows how it is really easy access to get 
down into the valley - it’s very family friendly.
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Always include people in your photos to provide a sense of scale as well as to 
help people imagine themselves there. 

Here is the “goblin’s lair” (top right). People were having so much fun going 
through this narrow cavern. This is a perfect place to let your imagination run 
wild and to let your inner child feel free. Just have fun. There’s no place like it 
on earth.

You can have a lot of fun with an attraction like this in your marketing efforts. 
We came up with some ideas (bottom right). 
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Social media works best if you can engage your visitors to share their own 
stories. Encourage visitors to share their stories on Facebook, Twitter, Pinterest, 
etc. 

This page shows some examples of ads to encourage visitors to share their 
experiences, as well as entice people to visit. 
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Goblin Valley is such an outstanding place that it is a “must-visit” attraction 
for anyone coming to Utah. Emery County has two of those “must-visit” 
attractions:  Goblin Valley and the Wedge Overlook. Absolutely stunning. 

We didn’t realize there were yurts (bottom right) at this state park for campers 
to rent - what a great thing! These should be promoted.
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Suggestion:  There were very long lines for the restroom facilities the whole 
time we were there. This must be even a worse problem as the visitor season 
progresses. Bring in porta-potties! 

So there were hundreds of visitors at Goblin Valley the day we were there. 
That’s great. But the benefit of tourism comes from visitors spending money 
at local shops, restaurants, etc. Of course, these visitors are paying their small 
admission fee to the State Parks, but other than that, there is no place for them 
to spend money. This is a missed opportunity. 

We suggest bringing in food trucks with snacks, fast food, souvenirs, etc. They 
should all be local businesses, so the money benefits the local communities. 
There would be huge demand for snacks and souvenirs at this location - take 
advantage of it and monetize your attractions!

There were vehicles in the parking lot from 11 different states, and this was 
only in May - not yet your peak season.

We drove on to Little Wild Horse Canyon, and there were vehicles parked there 
from 9 different states. This is definitely one of your top attractions.
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Black Dragon Canyon was promoted in your marketing materials, so we had 
to try to find it. It was a challenge, even with the detailed directions in the 
brochure. There isn’t an exit from the freeway; you just pull off onto a gravel 
road, then open a gate to continue on down a very rough gravel road. There 
are no signs, and we took several wrong turns (top left). 

Eventually we found it, and it was spectacular (top right and bottom left). We 
saw the petroglyphs and walked into the canyon. Stunning sheer-faced cliffs! 
Note the size of the car (top right) and the people (bottom left). 

Suggestion:  Add some directional signage if you want to encourage visitors 
to this secluded, spectacular spot. Warn them about the rough roads - perhaps 
they are not suitable for all vehicles.

So we decided to drive the “Heart of Sinbad Road” (bottom right). This road is 
a loop, about 23 miles long, and much of it is so rough we would recommend 
that cars be discouraged. The views in general are not as good as what you can 
see from I-70. We felt that the drive was definitely not worth the rough roads 
and the time. 
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Because of the rough road conditions on the Heart of Sinbad Road, with little 
payoff, we were reluctant to drive other lengthy, rough roads without knowing 
that they would be spectacular. For example, adding on another 34 miles of 
rough roadway through Reds Canyon and McKay Flat Loop/Hondu Arch just 
didn’t seem worth it. Besides, there were no restroom facilities and no places 
to buy water or food along these dirt roads. We knew we might be missing 
some great sights, but the marketing materials didn’t point out anything 
outstanding along these roads, so we also knew that we might not be missing 

anything big (except possibly flat tires from the rough roads). 

We went back to Green River and looked through the Green River State Park 
and Golf Course (top right and bottom left). They looked great - very nice. Most 
state parks are amenities, not attractions (unless they are unique like Goblin 
Valley). The Green River State Park looks like a great place to set up camp while 
exploring the attractions that are in the area.
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Finding visitor information around the county was a real challenge. There 
wasn’t any visitor information at Green River State Park. We suggest adding 
visitor information kiosks and/or brochure holders all over the county.

It’s easy to provide brochure distribution around the clock. For example, North 
Platte, Nebraska, built these weather-proof brochure holders for about $300 
(top left and right) to put right outside their visitor information center. These 
boxes can hold three different brochures of different sizes, and they enable 
their visitor information center to be working 24 hours every day. 

This little “Information Station” in Moses Lake, WA (bottom left), was built 
by volunteers. It doesn’t include brochure holders, but it does provide 
information about “must-see” attractions in the area. 

This attractive kiosk in Kingsport, TN (bottom right), is designed to fit the 
ambiance of the town. It includes maps, displays, and brochure distribution. 
If you want to display your private brochure in this kiosk, you pay $3-$5 per 
month, and that helps pay for maintenance, distribution, and helps pay to 
build the next one.
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Be sure to watch our streaming video “Visitor Information Centers & Services 
in the Digital Age.” It will give you a wealth of additional information, including 
how to use portable kiosks to take your visitor information to local events and 
happenings. Your visitor information should be cross-selling other attractions, 
shops, restaurants, and that is how you can help monetize your tourism 
industry.

One of our favorite places is Cape May, NJ (top right). They have created a very 
attractive, self-serve visitor information kiosk. We don’t need technology here, 
just an old fashioned kiosk where you can pick up a printed brochure. Note the 

message at the top, “Welcome friends, old and new, linger here a day or two.”

Flemington, NJ (bottom left) built some of these unmanned visitor kiosks. They 
are small enough to go almost anywhere, and they have maps and several 
brochures.

The golf course in Green River looks very nice (bottom right). Put up signage to 
let visitors know if you offer public play, cart and club rentals, a restaurant, and 
more. Revenues will increase if you make it easy for visitors to see what you 
have to offer.
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Other Green River “Best Ofs” that we found:

• Ray’s Tavern: It’s a local institution. The food is good, the service is excellent, 
and it’s a family friendly atmosphere.

In the visitor guide, the Robber’s Roost Motel was listed as a “best of.” We 
suggest NOT including any lodging in a “best of” guide, because you want all 
your lodging facilities to hand out the brochures. 

The Robber’s Roost sign (top right) is awesome, and they’ve done an excellent 

job with beautification and landscaping (bottom left). 

Make sure your “best ofs” are not “pay to play.” They need to truly be the very 
best you have - if not, your brochure will not have any credibility.

• The Chow Hound (bottom right): It has great burgers - as good as Ray’s 
Tavern’s.

34   Emery County, Utah- Assessment Report

FINDINGS & SUGGESTIONS



Swasey’s Beach (top left) is also listed as a “best of” in the marketing materials, 
and we drove out there. It’s a beautiful drive, and the scenery there is also 
beautiful. It is a very nice beach, but for a two-hour drive to get there, we 
didn’t feel it quite qualified as a “best of attraction” for the county. But it is a 
great “hidden gem.”

Add brochure distribution here (top right), too. Cross-sell your attractions, 
restaurants, and shops where ever you can.

We drove out to Lower Gray Canyon, which is an extension of the dirt road 

beyond Swasey’s Beach. We saw the pictographs, which were awesome 
(bottom left). This could be another “hidden gem.”

By this point, we had driven another 18 miles along this dirt road (bottom 
right). We saw the rock formation of Nefertiti, but we weren’t positive since 
there were no signs. The distances and poor road conditions make seeing 
some of these sights “iffy” for a lot of visitors. We urge you to warn people 
about the road conditions, making sure to tell them that a lot of these roads 
are suitable for off road vehicles only. 
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We drove out to Crystal Geyser, but we debated about it, since the marketing 
materials said the geyser might only go off every 16 hours or so. 

This sign needs some maintenance (top left). Add some visitor information 
here with brochure distribution. 

Once we got out there, we saw that the mineral deposits were well worth 
seeing (top right), even though the geyser hardly ever goes off. There was a 
couple who had camped there for two days hoping to see the geyser, but still 
no luck. It’s definitely not a sure thing. This is a very interesting geological site, 

and we would add it to the list of “hidden gems” for the county.

We also drove out to try to find Fossil Point (bottom left). The directions in the 
brochure were confusing, the dirt roads were terrible, and we weren’t sure 
if we found it or not (bottom right). There were no signs telling us we had 
arrived. We climbed all over the rocks in this location, looking for dinosaur 
fossils. 
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We think we may have found one dinosaur fossil (top left). But it was 
frustrating to drive such a long distance over rough dirt roads, and not really 
even know if you have arrived at your destination. 

Suggestion:  If you want to promote an attraction, be sure there is signage to 
tell your visitors when they’ve found it. Don’t make the experience frustrating. 
We wouldn’t include Fossil Point in any brochures until there is signage and 
directional markers. Much of the road out there is very rough and isn’t suitable 
for regular vehicles - OHV only.

Driving along all these remote dirt roads did give us the opportunity to see 
a lot of the wild beauty of the county (top right), but there is a great deal of 
beauty along the more easily traveled highways, too.

Monument Hill (bottom left) wouldn’t really be considered an attraction or 
a hidden gem. We tried to drive to it, but never could find a road that leads 
there. We thought this scene (bottom right) was better than Monument Hill.
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We headed east to see Sego Canyon. There is a discrepancy in the brochure 
about the mileage. It says Sego Canyon is 22 miles from Green River, but the 
signs all say it’s 27 miles away (top left). 

Sego Canyon was a great spot. The interpretive displays are very good (top 
right), and it was exciting to see the different petroglyphs and pictograms 
(bottom left). 

Suggestion: For your photos in brochures and on the internet, pull back the 
camera to show the whole spot, like this (top right). This way, visitors will be 

able to see when they’ve arrived much more easily than if you just show the 
petroglyphs. It’s also a good idea to include a person in the photo.

Sego Canyon should be on your “Best of San Rafael Country” list.

The ghost town (bottom right) just beyond the petroglyphs was worth visiting, 
but we would consider it more of a “hidden gem.”
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One challenge Green River has is that nearby Moab is tough competition, with 
its multitude of restaurants, lodging, shops and activities. And Moab is closer 
to Arches and Canyonlands than Green River. So Green River needs something 
different or better than Moab to attract visitors. Since I-70 routed traffic around 
the town, Green River has been losing business. To come back to life, Green 
River needs its own “anchor tenant” to attract visitors and business.

We realized that we’ve been seeing a lot of cars towing their own off-road 
vehicles. This is definitely a favorite activity for residents and visitors to the 
area. What if Green River recruited an off-road vehicle dealer - especially a 

super-dealer, such as Bert’s Mega Mall or RideNow? (top left and right) 

Imagine if Green River installed a 20-acre test track in the downtown, with 
obstacles, mud, rock climbs, a dirt track, a kids’ hill, and testing areas. Recruit a 
large dealer, and offer training, sales, repairs, gear, accessories, clothing, OHVs, 
watercraft, motorcycles, and fat-tire and mountain bikes. This type of facility 
would attract people from all over the West.

You also need to start cleaning up unsightly places in Green River. Start with a 
volunteer signage abatement program to bet rid of old signs like this (bottom 
right).
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Work to remove these dilapidated signs (all photos on this page). These 
scream, “Dying town.” Not the message you want.
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Another idea: Create a Mid-Century Sign Art Park, using all the very cool old, 
unused signs you have in Green River (top left). We were astonished at how 
many cool old signs there are! 

You could even include some of these old, very cool vehicles in the art park 
(top right and bottom left). Green River has some very cool mid-century things 
- just look and you’ll find them. If you group them together into a display park, 
you create an attraction.

The melon stand (bottom right) must be open during the right months - but 
visitors don’t know when that is. Put up a sign that says “Open July.” That’s an 
invitation to come back.
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Redo the billboard - it’s almost impossible to read as you’re zooming by on I-70 
(top left). The rules for billboards:  Use only one simple graphic, and only use 
eight words maximum. When people are driving by on I-70, they can’t tell that 
there is easy access back onto I-70 if they take the first exit into Green River. So 
tell them. “Easy through access. Lodging. Dining. Gas.”

Another video we suggest you watch from the RBI video library: “Business & 
Community Signage. It’ll give you a wealth of information from local business 
signage to billboards and community signs.

An example of an excellent billboard: Moab’s (bottom left).

We suggest the county working with UDOT to provide some signage for 
travelers to let them know the outstanding sights they see along the route: 
Here (bottom right), a simple sign stating, “Your view: San Rafael Reef.”
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UDOT could put up a sign here (top left):  “Entering the famous San Rafael 
Swell.”

We stopped at the viewpoints along I-70, and they are stunning. There were 
some Native American vendors at one of the view stops (bottom left), and we 
were thrilled to see them there. We feel that vendors should be allowed to sell 
their locally made wares at the view stops. They should need to apply for a free 
permit, and they should be limited to local businesses or artists. But selling 
goods is one of the ways a community benefits from tourism.

We had a hard time finding shops in the county where we could spend our 
money (besides food). So we were happy to find some locally made art and 
jewelry.

We drove on the Moore cutoff road (bottom right), and saw these fantastic 
pictograms. The visitor guide also said there were some dinosaur tracks near 
the road by some red cliffs, but there were no signs, and there was no place 
to pull over to try to find them. Don’t promote things to see and do if it’s 
impossible to find them or there’s no way to park the car to see them.

Emery County, Utah - Assessment Report     43

FINDINGS & SUGGESTIONS



We went out to see the Rochester Rock Art Panel, which is promoted as being 
one of the most unusual rock art sites in the state, and it should be a highlight 
of any trip to the San Rafael Swell. The drive along the gravel road is 5.5 miles, 
followed by a one-mile round trip hike. The visitor guide states that the hike is 
fairly easy. We thought this sounded simple, easy, and fun. 

At the trail head (top left), this sign gave some information, but it is so faded 
it’s difficult to read. It should be replaced. 

The trail is further described as “not too difficult... narrow, but very easy to 
follow... some rocks are embedded, so watch  your footing... fine for people 

with average mobility.” Really? (top right) That description was probably 
written by an experienced hiker/climber, with not even an average fear of 
heights. Most of the trail is along the edge of the mountainside or cliff, with a 
very steep drop-off to one side. There are places the trail is very narrow. The 
description in the visitor guide should be much more honest about this.

The Rochester Rock Art Panel is fantastic (bottom left), and it was worth the 
trouble to get there. But people need to understand the trail conditions before 
they head out. There should also be more trail markers installed - it’s not easy 
to follow. We would consider it one of the “Best Of” attractions - just warn 
people about the trail.
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We went into the Museum of the San Rafael (top left), which was great. We 
suggest you add a visitor information kiosk here with 24 hour information 
access to cross-sell your other attractions, shops, and restaurants.

This is a beautiful museum (all photos this page), and the displays are very well 
done. However, they don’t really tell stories - the displays just show animals 
and collections of artifacts. They don’t engage the imagination.

Tell stories about the wildlife: how and where they live. Tell who used the tools 

and pottery, and how they were made. Perhaps tell about a day in the life of 
the people who used these ancient artifacts. 

Work with colleges or universities to create videos showing how the San Rafael 
Swell was formed. That would be fascinating.
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It was great to see a hands-on children’s section (top left).

One of the best museums I’ve seen is the Northeastern Nevada Museum (top 
right). There wildlife displays were so fascinating - they even told how a lion 
brings down a wildebeest (bottom right). 

The average museum visit is between 20 and 40 minutes, and by telling 
stories, you can increase the time visitors spend to much more time. If you can 
get people to spend 2 hours in your town, spending will double. They’ll want 
to grab a snack or a meal, spend money in a gift shop, etc. 

I ended up spending 5 hours in this museum.
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 The Northeast Nevada Museum has another wing about history of the region. 
They focus on stories about specific people and events. They tell the story of 
how important branding was for ranchers to prevent cattle theft, and how 
Crazy Tex Hazelwood used homemade cow-hoof shoes to hide his footprints 
when he was cattle-rustling (top left). Telling the stories made the history 
fascinating.

Another excellent museum is the H.E.A.R.T.S. Veterans Museum in Huntsville, 
Texas (top right). They have displays for individual veterans, and they bring 
in those veterans to spend a few days at their display and talk to people, 

telling their personal stories of their experiences. This promotes a real sense 
of understanding, bringing war to a really personal level, making connections 
between the visitors and the veterans. People will never forget what they hear 
from these vets at this incredible museum. 

We were going to see the Pioneer Museum, but there are no signs for it 
(bottom left). If the museum still exists, please put up a sign - invite us in. 

We went on to Millsite State Park & Golf Course, and noticed the directional 
sign (bottom right). It had information about the Ferron Watershed Project, but 
the sign has become dilapidated. Either fix it or remove it.
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Millsite State Park looks great; the campsites look very nice (top left and right). 
Add visitor information to cross sell attractions and amenities.

The golf course looks very nice (bottom left). Add signage telling visitors if it 
is open for public play, if it’s 18 holes, if there’s a restaurant, if there are club 
and cart rentals. We learned later that this golf course is outstanding - different 
from every other golf course in the state. The views are fantastic. These 
features should be noted when marketing the golf course, and this should be 
included in the “Best Of” list.

Huntington State Park looks great (bottom right). These state parks are 
typically not major attractions - they are amenities. A state park like Goblin 
Valley is different - it is unique and outstanding, and it is definitely an 
attraction. 
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We drove through Wellington and checked out the town, even though it’s 
not in Emery County. It’s close, and visitors won’t care what county it is in. 
There were a few restaurants, and the motel there didn’t seem like it was any 
competition for the hotels in Emery County. 

We looked at the visitor information kiosk about Nine Mile Canyon (top right). 

The sign didn’t give us any reason why we would want to go out to Nine Mile 
Canyon, but it did give us a huge list of rules and regulations to know before 

we go (bottom left). After reading this list, we didn’t even care if Nine Mile 
Canyon was a great place to visit - we were turned off by the major emphasis 
on the rules. Of course there should be rules, but always tell us why we should 
visit and what we’ll enjoy. Welcome us first, then tell us about the rules.

We were able to buy some delicious jerky along the highway (bottom right). 
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We’ve heard a lot about Joe’s Valley, particularly about bouldering in Joe’s 
Valley. So we drove there to check it out (top left).

We drove all the way through the canyon to the lake, and it seemed the lake 
has been pretty much abandoned (top right). We couldn’t see any sign of 
where people would go for bouldering. There was certainly no signage about 
it. 

We thought perhaps the bouldering was further up, in Upper Joe’s Valley 
(bottom left). It’s only 7 miles further.

We headed to Upper Joe’s Valley, but the road was closed (bottom right). We 
couldn’t even check our phones for more information because there’s no cell 
service way out there.
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We thought maybe the bouldering was closer to the lake, so we looked around 
further. When we came across some large rocks, I decided to try my own 
version of bouldering, and I made it to the top! (top left)

We gave up searching and started to head back down the canyon road. We 
saw a few cars pulled over to the side of the road, with six or seven people 
standing nearby. They had mats strapped to their backs. So we stopped and 
asked them about where to find the bouldering. They pointed down to the 
river (top right and bottom left). Then we saw, and we got it.

This group of people were all from the Phoenix area, and they had come to 
Joe’s Valley to spend an entire week bouldering. 

We suggest you use this sign foundation to put up a new, professionally 
made monument sign that says, “ Welcome to Joe’s Valley - The World’s Best 
Bouldering.”
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Add another sign at this spot on the west end (top left). When you claim you 
have the “world’s best bouldering,” you are claiming it as your own. People will 
stop and have their photos taken in front of these signs, and post them on 
social media, promoting Joe’s Valley all over the world.

When we were working in the Cabot Trail, Nova Scotia (one of the world’s most 
famous scenic drives), the tourism division wanted to put up a sign welcoming 
visitors to the Cabot Trail. I told them they should put up a sign stating, 
“Welcome to the World Famous Cabot Trail.” They did, and they see hundreds 
of visitors taking their pictures in front of their sign. People always want to 
show they’ve been to a “world famous” or “world’s best” place.

Joe’s Valley bouldering is definitely a “Best Of” for the county.

The website promoting bouldering in Joe’s Valley says that you can pick up a 
Joe’s Valley Bouldering Guide at the Home Town Market. So we stopped by and 
asked, and they said, no, they don’t sell them anymore.

We stopped by every nearby market, and most of the front-line employees 
didn’t know anything about bouldering in Joe’s Valley, let alone sell bouldering 
supplies and a guide. This is a missed opportunity, and your markets should be 
encouraged to provide these supplies.
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We tried to go see the Cleveland-Lloyd Dinosaur Quarry. This signage (top left) 
is not helpful. Make it easier to understand. There is some good signage that’s 
helpful (top right), giving the distances. Unfortunately, the odds are that once 
you get out there, it’ll be closed.

So far, here is our list of The Very Best of Utah’s San Rafael Country: 
• Goblin Valley State Park (Must do) 
• The Wedge Overlook (Must do) 
• Black Dragon Canyon (Must do) 
• Joe’s Valley bouldering (Must watch or do) 

• Little Wild Horse Canyon (Hike) 
• Sego Canyon (petroglyphs) 
• Forbidden Fruit Sweet Shoppe 
• Cedar Mountain views 
• Cleveland Lloyd Dinosaur Quarry 
• Rochester Creek Art Panel (Must do)

This visitor information center has some very good displays, but it needs to be 
manned more than just on major holidays (bottom left and right). It also needs 
brochure distribution.
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We suggest that elected officials and people from community service 
organizations each volunteer one day a year to man the visitor information 
center. You could just have the center be open Friday through Monday, from 
May through September, to start.

There was no readerboard to let visitors know if any presentations are held 
here (top left). There must be plans for presentations, otherwise, why was this 
built?

We continued on to Buckhorn Draw and saw the fantastic petroglyphs there 

(top right). The interpretive displays were very well done.

We continued on to the swinging bridge (bottom left), which we walked 
across. 

We felt that Goblin Valley and The Wedge Overlook, all by themselves, make 
Emery County a fantastic destination in Utah. And, while visitors are here, there 
is so much more to see and do besides.
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Make sure the restroom facilities are kept stocked (top left). The one at the 
Wedge Overlook had no toilet paper.

There were a number of places we did NOT go see, and they are listed top right 
and bottom left. A lot of these were over long distances on rough roads, and 
some of them are not even suitable for cars. Some of these may well be worth 
the long distances. In your marketing materials, pick out the very best ones to 
see, and then promote them first.

This billboard (bottom right) creates a negative impression of the county. 
Besides being in need of maintenance, the message and graphics aren’t 
effective at enticing visitors to come back. It would be better to have a 
billboard promoting Emery County when people are arriving, not when they’re 
leaving. If the county owns this billboard, then a more effective message 
would be to promote ONE specific activity - especially visiting the Wedge 
Overlook, simply saying, “Visit The Wedge Overlook - America’s Other Grand 
Canyon.”
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We went through Ferron, Emery, and Clawson, but we didn’t see anything 
there that was visitor-oriented - no places a visitor would want to stop and 
shop or dine. The benefit of tourism comes from visitors spending money 
in your communities at private businesses, and if there are no shops or 
restaurants, or they are closed, there won’t be any visitor spending.

70% of all consumer retail spending takes place after 6:00 p.m. If visitors are 
out hiking, looking at petroglyphs, riding OHVs during the day, they will spend 
money at shops and restaurants at the end of the day. Are you open?

We spent time looking through Castle Dale and Orangeville. Emery High 

School (top left) looks terrific. Castle Dale’s gateway sign (top right) is very 
attractive and gives a good impression.

We wondered if any events were ever held at the Blue Sage Arena (bottom left) 
because there were no signs telling of upcoming events, and no calendar of 
events. Invite visitors back by letting us know what is happening!

At first we thought this motel was no longer in business (bottom right), then 
we noticed a truck there occasionally. It has no curb appeal at all. Clean up the 
landscaping and add beautification. Make the  motel look welcoming. 
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Sometimes it was hard to tell which businesses were shut down and which 
were operating. With the Pizza restaurant (top left), it was difficult to know 
- there is no beautification at all. Beautification (pots, benches, tables and 
chairs outside, hanging baskets, decorative signage, “open” signs, and brightly 
colored flags) lets visitors know that you are open for business and want them 
to come in. Beautification makes a business inviting.

We saw that this shop has ATVs for rent (top right), and we thought that was 
fantastic. We were going to check it out further, but we went around to the 

side and saw this (bottom left). Around the back we saw this (bottom right). 
The piles of junk lying around made us wonder if it was still in business, and 
it wasn’t open. We weren’t going to call the phone number on the door, and 
very, very few visitors would do that. 

Clean up the exterior of the building and add beautification. Post a sign 
indicating your operating hours. And be open consistent hours and days. Make 
your business inviting. 

Emery County, Utah - Assessment Report     57

FINDINGS & SUGGESTIONS



We saw the sign for Debbie’s Uniques (top left), but we never could find the 
store. The sign on the building says it is the Health Department. We later found 
out that Debbie’s Uniques is in the building along with the Health Department 
and a pharmacy. How is anyone (who isn’t local) supposed to know? The sign 
on the building should include ALL the businesses that are in that building.

We later found out that there is another great shop in the building next to 
this one (top left). The sign is in the shop window, so it was really easy to miss. 
Businesses should use blade signs and/or A-board signs. Drivers along the 
highway have a hard time seeing signs that are parallel to the road, on the face 

of the building or on the window. Signs that are perpendicular to the road are 
easy to see and read. And always promote what you sell before the name of 
the store. Beautification will also help your shops be noticed.

Orangeville’s welcome sign (top right) is a bit too small and understated. 
Consider changing it at some point.

The streets in your towns are wider than the highways (bottom left). These 
super wide streets are not pedestrian-friendly at all and encourage speeding. 
Consider making your streets people-friendly. You could narrow your streets 
and turn the extra space into parks, walking/biking paths, or retail space.

58   Emery County, Utah- Assessment Report

FINDINGS & SUGGESTIONS



We looked through Huntington as well. The welcome sign looked very nice 
and made a good impression. 

We didn’t get a chance to eat at this restaurant (top left), but we heard it was 
good. Avoid saying, “Under new management.” This gives the impression that 
there were problems in the past, and we’re hoping we’re fixing them. Add 
beautification here - create an inviting entrance.

We thought this (top right) was no longer in business because the entry 
area was so stark. There were no signs to indicate it was going to be open. 

Businesses are responsible for their facades, and facade-side beautification 
includes pots and planters, window boxes, benches, retail displays, and 
sidewalk dining. It can make a huge difference in sales.

This shop in Grass Valley, California (bottom left) makes you feel welcome. They 
leave the door open (with a heat screen to blow warm air down during the 
winter), and the silk flowers and the welcome sign create an inviting entrance.

The beautification outside this restaurant (bottom right) shows that they are 
open and care about making their customers feel welcome.
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Curb appeal accounts for 70% of first-time sales at restaurants, lodging, and 
shops. 

This cafe in St. Albert, Alberta (top left) renamed their store and added 
beautification. After beautification (top right), their sales increased 400%!

This row of shops in Canmore, Alberta (bottom left) looks inviting and 
attractive. 

Note the blade signs along this row of shops in Canmore (bottom right). 

Perpendicular blade signs help people see what you have to offer. They should 
be consistent height and size, and be decorative. They should promote what 
you have to sell before the name of the store.
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Beautification works to attract and keep customers (top left). 

We found this interpretive display (top right), which had good information and 
was well done. Add brochure distribution here - there’s nothing for visitors to 
take with them.

We went through Cleveland and Elmo; the “C” for Cleveland (bottom left) 
looks great. One thing to be aware of, however, is that wherever you put your 
“welcome to our city” sign, people will look around and judge your town by 

what they see. Unfortunately, this vacant, dilapidated house (bottom right) is 
right near the “C”. It gives a negative first impression.
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Across the street, we see this lot strewn with old equipment (top left). 

Always put your gateway signs where you make the first best impression, even 
if that isn’t at the city limits (top right). You can add “Downtown Cleveland 
- 1 mile ahead,” or something similar. That tells visitors not to judge you yet, 
there’s still another mile to go.

This park downtown (bottom left) looks great.

And we found this outdoor museum (bottom right), which looks like a lot of 

fun. There were no signs, though, so we didn’t know if it was open, private, or if 
we would be welcome looking around. To make it even more fun, there should 
be signs posted that tell how the machinery operated, what it was used for, if 
there are any stories about it, who owned the cabins, etc. 
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There are some very nice places in Cleveland and Elmo, but there are too many 
scenes like these (all photos on this page). 

Consider a county-wide clean-up effort. We were working in Battle Mountain, 
Nevada, when the Washington Post ran a cover article calling Battle Mountain 
the “armpit of America.” Ouch. The community got together and organized a 
clean-up. Within two weeks they had picked up 40 tons of scrap metal - not 
including old cars. 

Emery County has a lot of beautiful, amazing sights to visit, but when 
visitors see scenes like these throughout the towns, they are left with a poor 
impression of the county.

Emery County, Utah - Assessment Report     63

FINDINGS & SUGGESTIONS



Make a list of these suggestions and start working to turn them into action 
items. You have an amazing number of world-class attractions throughout the 
county.

Our list of “Very Best” attractions (top right) doesn’t even include everything 
that should be there. There are a number of excellent shops that we didn’t 
have a chance to go into, and they should be included. But don’t include 
lodging, because you want all your lodging facilities to hand out your “Best Of” 
guides, and they don’t want to promote their competition.

From the golf course (bottom left) to the Wedge Overlook to the Forbidden 
Fruit Sweet Shop to Goblin Valley (bottom right), to all the rest, you have an 
incredible county.

Here’s to the extraordinarily bright future of beautiful Emery County and the 
San Rafael Country!
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Emery County Marketing Assessment
The following pages contain an assessment by our secret shoppers, who 
researched the area from a distance, reviewing marketing materials to see if they 
could find the area, and if the materials were convincing enough to make them 
want to visit.

San Rafael Country website – www.sanrafaelcountry.com

• This website needs to be redone. The vast majority of people do their 
travel planning online. As such, a community’s website needs to be good 
enough to close the sale, and this one falls short.

• As someone who is not familiar with the area, I don’t know what “San 
Rafael Country” means. I assume it has to do with the geography of the 
region, but it does nothing to tell me what sort of place Emery County is. 

• The website essentially leads with the location – calling it San Rafael 
Country. You shouldn’t lead with location as the draw. Lead with 
experiences. The website should showcase what sorts of experiences 
visitors will have in the community. People don’t decide to visit a place 
primarily based on location – they want experiences.

• The tagline, “We’re closer than you think” is very generic. As a rule of 
thumb, if your tagline or slogan could apply to other communities, 
particularly other communities in your area, it’s too generic. You could say 
“We’re closer than you think” about many, many communities in North 
America. It doesn’t tell visitors anything about what makes Emery County 
unique or worth a special trip.

• The graphic look and feel isn’t appealing. A professional graphic 
designer should be contracted to create a cohesive look that showcases 
the community’s brand in a visual manner. This should also include a 
redesign of any printed materials to match.

• Emphasize professional photography. This is an area of great visual 
beauty and outdoor recreation opportunities – capitalize on that with 
stunning photography. The current site has very little photography, and 
much of what is included is not high quality. Be sure to include people in 
the photos for both scale and to make it personal.
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• The lists of attractions and amenities are ineffective at closing the sale. 
Lists of text with links does little to sell the experience to a potential 
visitor. Remember, the website does need to provide planning 
information, but it also needs to showcase what makes the community 
worth the drive. Try to give as much information on your own website as 
you can, without resorting to links to other websites. When you send a 
visitor away from your site, you may not get them back.

• Add itineraries to the website. These should be themed by activity, by 
visitor, and/or by length. Itineraries give potential visitors a great window 
into what their trip could look like, providing them with the specific 
information they’re looking for. Include information about the roads - if 
they are suitable (or not) for cars.

Printed materials

• The San Rafael Country Travel Guide is very copy-heavy. Many of the 
pages are filled with small type, making them rather daunting to read 
through. 

• There are photographs, which is good, but the design is very plain. Along 
with a website redesign, this marketing piece should be designed by a 
professional graphic designer to coordinate with the website and other 
materials.

• A very large section details driving routes and what you’ll see along the 
way. The idea isn’t bad, but there is a lot of space devoted more to what 
you’ll see, rather than what there is to do. These descriptions are also all 
quite long and not particularly interesting to read through. They are also 
difficult to follow in a real-life situation. The directions and descriptions 
are probably out of date, from what we saw while trying to use them. 
Also, be sure to make it clear which routes are not advisable for cars.

• What this piece, and the website, both fail to do is tell potential visitors 
WHY they should visit. What will they experience? What makes this area 
unique and worth the trip? What can people do here that they can’t do 
closer to home? Focus on these things and promote them. 

•  Prioritize the attractions. There is so much information it’s daunting, and 
it’s hard to figure out what is best to do.

•  Organize many of the attractions by mode of travel. A lot of the 
attractions are down very, very rough roads – almost rocky tracks.  People 
need to know the rough state of the roads. If the attractions were 
organized by car travel / 4-wheel drive travel / camper and RV travel / 
ATV travel / etc., it would make it easier for visitors to figure out what 
experiences they can take advantage of – before they get stuck.

• The inclusion of a travel information app is great.

• The day trip rack cards are a neat idea. Rather than leading with location, 
lead with the experience. For example, instead of the headline being 
“Lower Gray Canyon” (location), consider a headline like, “Sandy Beaches 
and Petroglyphs” – which appear to be prominent features of this day trip. 
That way, people interested in sandy beaches and seeing petroglyphs will 
instantly know this is for them. Make sure you promote day trips that are 
only about 45 minutes away. If you send people farther than that, they 
may decide not to come back. 

“Very Best of San Rafael Country” brochure

• We strongly suggest creating a “Best Of” brochure as described earlier in 
this report, featuring your very best attractions, activities, restaurants, and 
shops.
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