_Upper Colorado River_ Special Recreation Management Area
	SRMA PRIMARY MARKET STRATEGY
	SRMA MARKET

	Destination
	National visitors staying at local resort communities and regional visitors from north central Colorado

	___Pumphouse to State Bridge___  Recreation Management Zone

	RMZ MARKET SEGMENT (NICHE)

	Non-motorized Anglers/Floatboaters; Scenic/Heritage tourists

	RMZ OUTCOME OBJECTIVE

	Within 5 years of plan approval, participants in visitor assessments report at least a “moderate” realization of these outcomes (i.e. 3.0 on a probability scale where 1 = not at all, 2 = somewhat, 3 = moderate, 4 = total realization).

	TARGETED OPPORTUNITIES  & OUTCOMES

	Activities
	Experience
	Benefits

	Fishing

Floatboating

Hiking
Camping

Scenic Driving


	1. Enjoying frequent access to outdoor physical activity
2. Experiencing the natural surroundings

3. Enjoying the area’s wildlife, scenery and views

4. Enjoying time with family/friends


	Personal:
1. Living a more outdoor-oriented lifestyle
2. Closer relationship with the natural world
Community/Social:

1. Developing stronger ties with family/friends
Environmental:

1. Increased awareness and protection of natural landscapes and wildlife

2. Increased stewardship and protection of river corridor
Economic:

1. Increased local tourism revenue

	PRESCRIBED SETTING CHARACTER

	Physical
	Social
	Operational

	Remoteness:

Near improved county road; railroad along the river
Naturalness:

Landscape partially modified
Facilities:

Improved facilities; campgrounds, boat launches, vault toilets
	Contacts:  

30 contacts per day
Group Size: 

50 per group
Evidence of Use: 

Hardened sites along the river at lunch and campsites
	Mechanized Use: 
Predominately 2 wheel drive vehicles on improved roads
Management Controls:

Rules clearly posted; periodic enforcement presence
Visitor Services:

Information describes activity opportunities; personnel periodically on site

	IMPLEMENTATION (ACTIVITY) PLANNING FRAMEWORK

	Management


	1. Develop a trail plan that provides opportunity along the river corridor that meets zone objectives and achieves a sustainable trail system (see appendix ? Criteria for Placement of Trails)
2. Create a working group of interested parties to work with and advise BLM on issues.

3. Conduct annual meetings with river outfitters to share information on management issues

	Match-up Marketing 

( inc. education & interpretation)
	1. Develop a partnership with local chambers of commerce in Grand County to ensure consistent and appropriate marketing of opportunities.

2. Create partnerships with historic/archeological groups/institutions to interpret heritage resources

	Administration


	1. Issue Special Recreation Permits that achieve zone objectives. (see appendix ? Special Recreation Permit Evaluation Criteria)
2. Allow for 2 events with up to 500 participants and 2 events with up to 100 participants)
3. Consider land exchanges to enhance and increase access and opportunity.

	Monitoring


	1. Monitor the indicators and standards in the RMZ outcome objective from April through October.  

2. Monitor to ensure setting prescription is being met and that implementation framework is being achieved.











