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Executive Summary 
• This report describes the results of a visitor use study at San Francisco Maritime National 

Historical Park (NHP) conducted from July 13 through July 23, 2017. During the sampling 
period, 1,060 visitor groups were contacted to participate in the survey. Of those groups, 812 
agreed to participate in the study by accepting a mail-back survey packet. Questionnaires 
were completed and returned by 392 visitor groups, resulting in a completion rate of 48% 
among those visitor groups that agreed to participate in the study and an overall response rate 
of 37% for the study. 

• This report profiles a systematic random sample of San Francisco Maritime NHP visitors. 
Most of the results are presented in graphs and frequency tables. Summaries of visitor 
comments are included in the body of the report. Verbatim comments are included in the 
Visitor Comment Appendix (bound separately). 

• Forty percent of visitor groups were groups of two, and 30% of visitor groups were groups of 
four or more members. A majority of visitor groups (65%) identified as groups of family. 

• Eleven percent of visitor were 65 years old or older, 18% of visitors were 55 to 64 years old, 
32% of visitors were 35 to 54 years old, 17% of visitors were 18 to 34 years old, and 21% of 
visitors were under 18 years old.  

• Hispanic or Latino visitors comprised 9% of visitation during the survey period. Most visitors 
(88%) were white. Fewer visitors were Asian (10%), Black or African American (2%), 
American Indian or Alaska Native (2%), or Native Hawaiian or other Pacific Islander (<1%). 

• Nearly all visitor groups preferred to speak (98%) and read (97%) English when visiting an 
area such as San Francisco Maritime NHP.  

• Individuals from the United States comprised 77% of total visitation during the survey 
period. At the state level, 33% of visitors were from California, 5% of visitors were from 
Washington, and smaller proportions of visitors were from other states. Nine percent of 
respondents were a local resident of San Francisco. International visitors comprised 23% of 
total visitation with 15% of international visitors from Germany, 14% from Canada, 10% 
from the United Kingdom, and smaller proportions of visitors from other countries. 

• Seventy-eight percent of respondents indicated having visited the park only once during the 
last 12 months. Fifty-four percent of respondents indicated that they had visited only once 
during their lifetime.  

• Eighty-two percent of visitor groups obtained information about their visit to San Francisco 
Maritime NHP. The most commonly reported information sources used were maps/brochures 
(45%), previous visits (42%), and friends/relatives/word of mouth (31%). 
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• Eighty-four percent of visitor groups went to Hyde Street Pier, 60% of visitor groups went to 
the Visitor Center, 60% of visitor groups went to the Aquatic Park and beach, and 53% of 
visitor groups went to the Maritime Museum. 

• The majority (91%) of visitor groups viewed exhibits, 61% talked informally with a ranger, 
and 60% read orientation/wayfinding signs. Visitor groups indicated it was extremely 
important or very important to learn about San Francisco history (71%), sailing and steam 
ships (54%), life at sea (50%), and adventure at sea (48%) during their visit to the park. 

• Sixty-eight percent of visitor groups were interested in climate change/sea level rise as a 
current issue the park may present using historical information. Sixty percent of visitor 
groups were interested in effects of changing technology, 59% were interested in 
immigration, and 58% were interested in trade/globalization. 

• Visitor groups indicated it was extremely important or very important for the Maritime 
Museum and Visitor Center to include elements with the ability to make them think (71%), 
untold stories (67%), things to watch (64%), unexpected information (62%), and things to 
read (62%). Visitor groups were extremely interested or very interested in learning through 
15-minute ranger programs (59%), a behind the scenes tour (52%), and 20 to 30-minute 
ranger programs (47%). 

• Overall, visitor groups rated the quality of facilities, services, and recreation opportunities in 
San Francisco Maritime NHP highly.  

• Sixty-five percent of visitor groups either strongly supported or supported keeping Hyde 
Street Pier open until 7:00 PM. Fifty-seven percent of visitor groups either strongly supported 
or supported requiring bikes to be walked on the Promenade.  

• Sixty-nine percent of visitor groups reported that litter was not a problem during their visit. 
Fifty-four percent of visitor groups reported that crowds were not a problem and 37% 
reported that they were a small problem. Noise was not a problem for 72% of visitor groups. 
For 51% of visitor groups, homeless community members were not a problem and 33% 
reported they were a small problem. Sixty-seven percent of visitor groups reported that too 
few educational programs being offered was not a problem, and 77% of visitor groups 
reported that too few staff available was also not a problem. Too much bicycle traffic was not 
a problem for 62% of visitor groups. For 74% of visitor groups, availability of public 
transportation was not a problem. Forty-one percent of visitor groups reported that 
availability of parking was not a problem and 36% reported that it was a big problem. 
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Introduction 
This report describes the results of a visitor use study (VUS) conducted at San Francisco Maritime 
National Historical Park (NHP) from July 13 through July 23, 2017. The study was conducted by RSG 
on behalf of San Francisco Maritime NHP and the National Park Service (NPS) Social Science 
Program (SSP).  

Organization of Report 
This report is organized into three sections. 

Section 1: Methods This section discusses the procedures, limitations, and special conditions that may 
affect the results of this study. 

Section 2: Results This section provides summary information for each question in the questionnaire 
and includes a summary of visitor comments. The results are organized by topic areas, starting with 
visitor and visitor group characteristics, followed by results of questions related to pre-arrival, the 
visitor experience, and park management.  

Section 3: Appendices 

Appendix 1. The Questionnaire – English and Spanish. A copy of the questionnaire distributed to 
visitor groups, in English and Spanish. 

Appendix 2. The Thank You/Reminder Postcard – English and Spanish. A copy of the thank 
you/reminder postcard mailed to visitor groups, in English and Spanish. 

Appendix 3. The Replacement Mailing Cover Letter – English and Spanish. A copy of the replacement 
mailing cover letter mailed to visitor groups, in English and Spanish. 

Appendix 4. Detailed Sampling Procedures. A detailed description of sampling locations and 
procedures. 

Appendix 5. Non-response Bias Analysis - Effects on Survey Reponses due to State or Country of 
Residence. Results of statistical tests of number of state or country of residence effects on key 
questions in the VUS survey instrument. 

Appendix 6. Results – Maritime Museum Visitor Sub-Sample. This appendix provides summary 
information for select questions in the VUS survey instrument for visitor groups who went to the 
Maritime Museum. 

Visitor Comments Appendix (separate document). Visitor responses to open-ended questions. Bound 
separately due to appendix length. 
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Presentation of the Results 
Results are represented in the form of graphs (see example below), tables, or text. 

SAMPLE ONLY  

1. The figure title describes the graph’s information. 

2. Listed above the graph, the “N” shows the number of individuals or visitor groups responding to or 
comments received for the question. When the number of individuals or visitor groups is less than 
30 the word “CAUTION: Number of respondents less than 30” is shown on the graph to 
indicate the results may be unreliable due to low sample size. 

* appears when total percentages do not equal 100 due to rounding. 

** appears when total percentages do not equal 100 because respondents could select more than 
one answer choice. 

3. Vertical information (y-axis) describes the response categories. 

4. Horizontal information (x-axis) shows the percentage of responses in each category. 

5. The proportion of visitor groups/visitors who responded to each category.  

 

 

Figure 1. Example figure 
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Methods 
Survey Method 
The San Francisco Maritime NHP VUS was administered at San Francisco Maritime NHP as a 
personally delivered self-administered mail-back survey, following the principles outlined in Don A. 
Dillman’s book Internet, Phone, Mail, and Mixed-Mode Surveys: The Tailored Design Method (2014). 
The survey method included three phases: 1) onsite distribution of a booklet-sized questionnaire, 2) a 
color-picture reminder postcard mailing, and 3) one replacement mailing of a booklet-sized 
questionnaire for those participants that had not yet returned a completed questionnaire. The study 
population included visitor groups with at least one group member 18 years of age or older in San 
Francisco Maritime NHP during the study period. The target margin of error for summary statistics of 
no greater than +/- 5% (Fowler, 1993) was used to establish the target sample size at 400 completed 
questionnaires for the study.  
 
Sampling Effort 
The San Francisco Maritime NHP VUS survey was administered at San Francisco NHP from July 13 
through July 23, 2017. The survey administration dates were selected to target high visitor use at the 
park during the peak summer use season, and to include both weekdays and weekend days. At the 
park’s request, the VUS survey was administered at Hyde Street Pier, the Visitor Center, and the 
Maritime Museum. The survey was administered for a select range of hours on each sampling day, 
coinciding with the hours of operation for each location. The sampling effort is presented in Table 1. 

Table 1. Sampling effort – Hyde Street Pier, Visitor Center, and Maritime Museum 

Date  Hyde Street Pier Visitor Center Maritime Museum 
Thursday, July 13  9:30AM-5:00PM - 10:00AM-4:00PM 
Friday, July 14  9:30AM-5:00PM 9:30AM-5:00PM - 
Saturday, July 15  9:30AM-5:00PM - 10:00AM-4:00PM 
Sunday, July 16  9:30AM-5:00PM 9:30AM-5:00PM - 
Monday, July 17  9:30AM-5:00PM - 10:00AM-4:00PM 
Wednesday, July 19  9:30AM-5:00PM - 10:00AM-4:00PM 
Thursday, July 20  9:30AM-5:00PM 9:30AM-5:00PM - 
Friday, July 21  9:30AM-5:00PM - 10:00AM-4:00PM 
Saturday, July 22  9:30AM-5:00PM 9:30AM-5:00PM - 
 

Questionnaire Design 
The San Francisco Maritime NHP questionnaire was developed through a collaborative process 
including staff from San Francisco Maritime NHP, NPS SSP, and RSG. The instrument was designed 
to gather information about visitor and trip characteristics, trip planning efforts, interests and 
preferences for learning, visitor perceptions of park experiences, and visitor evaluations of park 
facilities and services. All questions included in the questionnaire were selected from the NPS 
Programmatic Information Collection Review Pool of Known Questions. The majority of the questions 
included in the survey instrument ask visitors to choose answers from a list of response options, 
providing an open-ended option, where appropriate, to ensure that question prompts allowed for 
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inclusive answers. A few questions were completely open-ended to collect unprompted responses from 
visitors in their own words. The questionnaire was reviewed and approved by the Office of 
Management and Budget (OMB), and correspondingly conforms to OMB standards and guidelines for 
questionnaire design. The questionnaire was administered to visitors in English and Spanish, 
depending on the preference of the visitor group (Appendix 1).  

Sampling Procedures 
Mail-back survey packets were administered to visitor groups in San Francisco Maritime NHP using 
onsite intercept methods (see Appendix 4 for detailed descriptions of how visitors were selected at each 
sampling location). Each contacted visitor group was greeted, introduced to the purpose of the study, 
and asked to participate. If a visitor group agreed to participate, they were asked which member of the 
group (at least 18 years old) had the next birthday; the individual with the next birthday was asked to 
complete the questionnaire for the group. This was done to randomize selection of the individual 
within the group to complete the questionnaire.  

Individuals who agreed to complete the questionnaire were asked to provide their name and mailing 
address. This information was used to send follow-up mailings according to Dillman’s (2014) mail-
back survey methods. Participating visitors were then administered a mail-back survey packet, which 
included a booklet-sized questionnaire placed inside of a pre-addressed envelope affixed with a U.S. 
first class postage stamp. Visitors were asked to complete the questionnaire after completing their trip 
to the park and to return the questionnaire by mail using the self-addressed postage-paid envelope 
provided. International visitors were asked to mail their completed questionnaires before leaving the 
country due to the U.S. first class postage affixed to the return envelope. Table 2 summarizes the 
survey effort by sampling location. A total of eight Spanish questionnaires were distributed to visitor 
groups (six at Hyde Street Pier, two at the Maritime Museum) and are included in the results in Table 
2. 

Table 2. Number of questionnaires distributed, by sampling location 

  
Sampling date 

Total 
questionnaires 

distributed 
Sampling site 7/13 7/14 7/15 7/16 7/17 7/19 7/20 7/21 7/22 7/23 N % 
Hyde Street Pier 41 42 42 42 42 42 43 42 42 42 420 52% 
Visitor Center - 35 - 29 - - 55 - 56 - 175 22% 
Maritime Museum 32 - 36 - 36 36 - 37 - 41 218 27% 
All sites 73 77 78 71 78 78 98 79 98 83 813 100% 

 
Two weeks after field survey administration concluded, all survey participants were sent a color-
picture postcard (Appendix 2) thanking them for participating in the study and/or reminding them to 
complete and return the questionnaire (Table 3). Approximately two weeks after mailing the postcards, 
a replacement mail-back survey packet was sent to everyone who agreed to participate in the study but 
had not yet returned his or her questionnaire (Appendix 3). Two distinct replacement mail-back survey 
packets were sent, depending on whether the provided address was a U.S. address or an international 
address. U.S. addresses were sent a packet that included a pre-addressed return envelope affixed with a 
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U.S. first class postage stamp. International addresses were sent a packet that included a pre-addressed 
return envelope printed with international business reply mail postage. 

Table 3. Follow-up mailing distribution 

Mailing Date U.S. International Total 
Postcards August 7, 2017 606 191 797 
Replacement Mailing August 22, 2017 408 137 545 

 
Sampling Results1 
During the sampling period, 1,060 visitor groups were contacted to participate in the survey. Of these 
groups, 812 agreed to participate in the study by accepting a mail-back survey packet (77% 
cooperation rate) (Table 2). Questionnaires were completed and returned by 392 visitor groups (Table 
4), resulting in a completion rate of 48% among those visitor groups that agreed to participate in the 
study and an overall response rate of 37% for the study.  

Table 4. Number of completed questionnaires, by sampling location 

Sampling site N Percent 
Hyde Street Pier 181 46% 
Visitor Center 100 26% 
Maritime Museum 111 28% 
Total 392 100% 

 

Data Entry and Cleaning 
Data from returned questionnaires were entered into an electronic data entry software by two separate 
data entry technicians. After independent double entry of the survey data was completed, the data entry 
software was used to identify any differences between the entries of the two data entry technicians. A 
data entry supervisor reviewed any differences detected by the software process, identified the correct 
values by referencing the original paper questionnaire, and entered the correct values into the database. 
The double-entered, reviewed, and corrected dataset was subjected to additional cleaning and proofing 
using Microsoft Excel and SPSS statistical software. Data cleaning and proofing included identification 
and correction of invalid values, and complete manual verification of data entry for a randomly 
selected subset (n=40) of the completed questionnaires for quality assurance. This process ensured an 

                                                   

1 Sampling results are reported using three metrics: cooperation rate, completion rate, and overall response rate. 
Cooperation rate is the proportion of onsite acceptances to total onsite contacts. Response rate is the proportion of 
completed survey questionnaires to total onsite contacts. Calculation of cooperation rate and response rate follow 
American Association for Public Opinion Research definitions. Completion rate is the proportion of completed survey 
questionnaires to onsite acceptances — completion rate is the metric in this study that is directly comparable to 
response rates reported in the Visitor Services Project (VSP) and is therefore included for reference. See Rookey et al. 
(2012) for a complete description of VSP response rate calculation.  
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error rate at or below 1.5% for data entry. Errors in the subset were corrected with reference to 
hardcopies of questionnaires.  

Nonresponse Bias 
Nonresponse bias is the bias that results when respondents differ in meaningful ways from non-
respondents. Nonresponse bias affects the ability to generalize survey results, to some degree and in 
some ways, from the sample to the study’s target population (Salant and Dillman, 1994; Dillman, 
2014; Stoop, 2004; Filion, 1976; Dey, 1997). If non-respondents are found to differ from respondents 
in meaningful ways, care should be taken when interpreting survey responses, as they may over-
represent some segments of the target population to some degree, and may under-represent other 
segments of the population to some degree. 

To check for nonresponse bias and help inform the interpretation of results that may be affected by 
nonresponse bias, this study used answers to five, pre-selected nonresponse bias questions and two 
observable characteristics of the contacted visitor to compare respondents with non-respondents. After 
being contacted to participate in the survey, an interview, lasting approximately two minutes, was 
conducted with all contacted visitor groups regardless of whether they agreed to participate in the 
study. The interview included the following five questions used for evaluation of nonresponse bias:  

1. How many adults, 18 years and older, are in your group? 

2. How many children (under 18 years) are in your group? 

3. What type of group are you with? Friends, family, friends and family, or some other type of 
group? 

4. How long is this trip to San Francisco Maritime National Historic Park in total, from beginning 
to end? 

5. What is your state of residence (if you live in the U.S.) or country of residence (if do not live in 
the U.S.)? 

In addition to the five, pre-selected nonresponse bias questions, the gender of the person in the group 
who was first contacted by the survey administrator was observed and recorded. 

An effort was made to obtain answers to the nonresponse bias questions from all visitor groups 
contacted, including those that declined to participate in the survey. Responses were obtained from 
most of the participating visitor groups and from many, but not all, of those that declined to participate 
in the study. When the survey administrator was unable to obtain responses to the nonresponse bias 
questions, it was because the approached contact refused all further contact from the administrator after 
the initial refusal, usually with no reason provided. These instances were defined as “hard refusals”.  

Ideally, responses or observed estimates for nonresponse bias variables should be collected from all 
respondents and non-respondents. The collection of information from all contacted individuals 
provides the best comparison of characteristics between the respondent and non-respondent 
populations. More practically, a substantial majority of responses or observed estimates must be 
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present to adequately characterize both the respondent and non-respondent populations. In this study, 
70% was identified as the minimum percentage of valid values for nonresponse variables needed for 
both respondent and non-respondent populations in order to adequately characterize the populations on 
a given nonresponse variable.2 There were at least 70% or more valid values among respondents and 
non-respondents for each of the six nonresponse bias variables. Correspondingly, all six variables were 
used for nonresponse bias analysis.  

Table 5. Number and percentage of respondents and non-respondents with valid values for 
nonresponse variables 

 
Respondents 

(n=392) 
Non-Respondents 

(n=668) 

Variable 
Valid 

N 
Valid 

Percent 
Valid 

N 
Valid 

Percent 
Initial contact gender 389 99% 657 98% 
Number of adults 392 100% 604 90% 
Number of children 392 100% 605 91% 
Group type 388 99% 603 90% 
Visit length 340 87% 533 80% 
State or country of residence 376 96% 581 87% 

 

The nonresponse bias analysis was performed using chi-square tests of independence to test for 
differences between respondents and non-respondents. For each of the six nonresponse bias variables, 
the chi-square test determines whether statistically significant differences exist in the distribution of 
responses across the range of response categories for respondents and non-respondents. Each chi-
square test result reported is accompanied by three components: the frequency distribution across 
response options, the chi-square test statistic, and the p-value for the test statistic. The frequency 
distribution across response options report the percentage of responses in each of the nonresponse bias 
variable categories. The chi-square value (χ2) presents the test statistic used to determine the second 
value, the p-value. The p-value (p) presents the likelihood that differences among respondents and non-
respondents in the distribution of response options are due to chance alone.  

To increase the validity of the use of chi-square analyses for nonresponse bias testing among 
respondents, response categories for number of adult group members, number of child group members, 
visitor group type, visit length, and state or country of residence were grouped to consolidate categories 
with low subsample values into larger categories for more robust statistical testing. Values for the 
number of adult group members were collapsed into the following four categories: groups with one 
adult, groups with two adults, groups with three or four adults, and groups with five or more adults. 
Values for the number of children in the visitor group were collapsed into three categories: groups with 
                                                   

2 The Office of Management and Budget Standards and Guidelines for Statistics Surveys (2006) suggest that any 
survey item with at least 70% non-missing data can be presumed to reflect the entire data set (i.e., for such items, any 
differences between the subjects with data and those without data are negligible). 
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no children, groups with one child, groups with two or more children. Values for visit length were 
collapsed into the following four categories: 1 hour, 2 hours, 3 hours, and 4 hours or greater. Responses 
for state or country of residence were collapsed into three categories: in state visitor, out of state 
visitor, and international visitor.  

A Bonferroni correction was applied to account for the fact that six simultaneous statistical tests were 
conducted with the same data set. The Bonferroni correction minimizes the likelihood of concluding 
from the results of the statistical tests that there are differences between respondents and non-
respondents, when there actually are no differences (i.e., minimizes the probability of making a Type I 
error). With the Bonferroni correction applied in this analysis, statistical test results with p-values of 
less than 0.008 are assumed to be statistically significant. 

The results of the chi-square tests in Table 6 through Table 10 suggest that respondents and non-
respondents do not differ significantly with respect to number of initial contact gender (p=0.009), 
number of adults (p=0.638), number of children (p=0.079), group type (p=0.154), and visit length 
(p=0.159). These results provide no compelling evidence of nonresponse bias related to the initial 
contact gender, number of adults, number of children, group type, and visit length. within the survey 
sample. 

Table 6. Initial contact gender comparison between respondents and non-respondents 

Response 

Respondents 
(n=389) 

Non-Respondents 
(n=657) 

N Percent N Percent 
Male 204 52% 399 61% 
Female 185 48% 258 39% 
p-value (chi-square) 1 0.009 (χ2=6.875) 

1 α = 0.05, p ≤ 0.008 indicates significant result following Bonferroni correction to account for multiple 
nonresponse bias statistical tests. 

 
 
Table 7. Number of adults comparison between respondents and non-respondents 

Response 

Respondents 
(n=392) 

Non-Respondents 
(n=604) 

N Percent N Percent 
1 Adult 73 19% 110 18% 
2 Adults 226 58% 329 54% 
3 or 4 Adults 75 19% 131 22% 
5 or more Adults 18 5% 34 6% 
p-value (chi-square) 1                                                      0.638 (χ2=1.695) 

1 α = 0.05, p ≤ 0.008 indicates significant result following Bonferroni correction to account for multiple 
nonresponse bias statistical tests. 
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Table 8. Number of children comparison between respondents and non-respondents 

Response 

Respondents 
(n=392) 

Non-Respondents 
(n=605) 

N Percent N Percent 
No Children 264 67% 366 61% 
1 Child 54 14% 92 15% 
2 or more children 74 19% 146 24% 
p-value (chi-square) 1                                                      0.079 (χ2=5.074) 

1 α = 0.05, p ≤ 0.008 indicates significant result following Bonferroni correction to account for multiple 
nonresponse bias statistical tests. 

 

Table 9. Visitor group type comparison between respondents and non-respondents 

Response 

Respondents 
(n=388) 

Non-Respondents 
(n=603) 

N Percent N Percent 
Alone 61 16% 81 13% 
Family 269 69% 399 66% 
Friends 41 11% 91 15% 
Family and friends 17 4% 32 5% 
p-value (chi-square) 1                                                      0.154 (χ2=5.250) 

1 α = 0.05, p ≤ 0.008 indicates significant result following Bonferroni correction to account for multiple 
nonresponse bias statistical tests. 

 

Table 10. Visit length comparison between respondents and non-respondents 

Response 

Respondents 
(n=340) 

Non-Respondents 
(n=533) 

N Percent N Percent 
1 hour 124 36% 226 42% 
2 hours 95 28% 148 28% 
3 hours 44 13% 68 13% 
4 or more hours 77 23% 91 17% 
p-value (chi-square) 1                                                      0.159 (χ2=5.180) 

1 α = 0.05, p ≤ 0.008 indicates significant result following Bonferroni correction to account for multiple 
nonresponse bias statistical tests. 

 
The results of the chi-square tests in Table 11 suggest respondents and non-respondents differed 
significantly, with respect to state or country of residences (p < 0.001); thus, there is evidence of 
potential nonresponse bias related to state or country of residence within the survey’s sample. 
Specifically, respondents were more likely than non-respondents to have visited the park from out of 
state, while non-respondents were more likely than respondents to be from a foreign country. 

The potential impact of nonresponse bias, with respect to state or country of residence on the results of 
the survey was further explored (Appendix 5). Statistical tests of state or country of residence effects 
on key questions (112 questions total) in the survey instrument were performed, with differences 
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observed for 8 of 112 questions (α = 0.05, p ≤ 0.0004 indicates significant result following Bonferroni 
adjustment). 

Table 11. State or country of residence comparison between respondents and non-respondents 

Response 

Respondents 
(n=376) 

Non-Respondents 
(n=581) 

N Percent N Percent 
In State Visitor 112 30% 153 26% 
Out of State Visitor 183 49% 233 40% 
International Visitor 81 22% 195 34% 
p-value (chi-square) 1 <0.001 (χ2=16.273) 

1 α = 0.05, p ≤ 0.008 indicates significant result following Bonferroni correction to account for multiple 
nonresponse bias statistical tests. 

 

Data Analysis 
SPSS statistical software was used for data analysis. For all questions where pre-defined response 
options were provided, frequencies are reported. Descriptive statistics (mean, median, standard 
deviation) are presented in tables below figures for those variables for which measures of central 
tendency can be computed. 

For open ended questions (i.e., without pre-defined response options), thematic codes were applied to 
the responses to categorize the data. The categorized data are reported in tabular format providing the 
percent of valid responses for each theme. For all open-ended questions and questions with open-ended 
response options, verbatim visitor comments are reported in the stand-alone Visitor Comments 
Appendix.  

Limitations 
This study has limitations that should be considered when interpreting the results. 

1. The survey was self-administered. Respondents completed the questionnaire after an unknown 
amount of time after the visit, which may have resulted in poor recall. Thus, it is not possible to 
know whether visitor responses reflect actual behavior. 

2. The data reflect visitor use patterns as collected during the study period July 13 through July 
23, 2017. The results present a ‘snapshot-in-time’ and do not necessarily apply to visitor groups 
during other times of the year.  

3. Caution is advised when interpreting any data with a sample size of less than 30, as the results 
may be unreliable. Whenever the sample size is less than 30, the word “CAUTION” is included 
in the graph, figure, table, or text. 

4. Sample size may vary for some questions, due to item nonresponse (i.e., one or more questions 
left blank by a respondent). Therefore, refer to both the percentage and sample values when 
interpreting the results. 

5. Results of statistical tests comparing respondents to non-respondents (i.e., non-response bias 
analysis) suggest that, for select questions, the survey results may over-represent opinions, 
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evaluations, or behaviors from out-of-state visitor groups, and under-represent international 
visitor groups. Effects of state or country of residence on results for a select set of key 
questions from the survey were analyzed, and the results of this analysis are reported in 
Appendix 5. 

 
Special Conditions 
The weather during the survey period was generally sunny and warm, with some periods of wind. High 
temperatures ranged from the mid-60s to mid-80s. 

Rehabilitation of the fountains in front of the Maritime Museum took place for the duration of the 
sampling period. This involved the installation of fencing outside of the Maritime Museum entrance. 
The Museum maintained its normal hours of operation during this period, however, it’s possible that 
some visitor groups did not choose to enter the Museum due to the appearance of construction outside 
its entrance. 



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 
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Results 
Group and Visitor Characteristics 
Visitor group size 
Question 1 

Including yourself, how many people were in your personal group during your visit to San 
Francisco Maritime NHP on the day you were contacted for this survey?  

Results (Figure 2 and Table 12) 

• 40% of visitor groups consisted of two people. 

• 30% of visitor groups consisted of four or more people. 

 

Figure 2. Visitor group size 

 

Table 12. Descriptive statistics: Number of visitors in group 
 Mean Median Std. Deviation 

Group size 2.90 2.00 1.94 
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Number of adults within group 
Question 1 

Including yourself, how many people were in your personal group during your visit to San 
Francisco Maritime NHP on the day you were contacted for this survey?  

Number of adults (18 years and older).  

Results (Figure 3 and Table 13) 

• 59% of visitor groups consisted of two adults. 

• 18% of visitor groups consisted of one adult. 

 

Figure 3. Number of adults within group 

 

Table 13. Descriptive statistics: Number of adults in group 
 Mean Median Std. Deviation 

Number of adults 2.28 2.00 1.60 
 

  



 

*total percentages do not equal 100 due to rounding 
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Number of children within group 
Question 1 

Including yourself, how many people were in your personal group during your visit to San 
Francisco Maritime NHP on the day you were contacted for this survey?  

Number of children (under 18 years).  

Results (Figure 4 and Table 14) 

• 42% of visitor groups did not have any children. 

• 25% of visitor groups consisted of only one child. 

 

Figure 4. Number of children within group 

 

Table 14. Descriptive statistics: Number of children in group (for groups with children) 
 Mean Median Std. Deviation 

Number of children 1.84 2.00 0.96 
 
  



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 
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Visitor group type 
Question 2 

What type of group were you with, during your visit to San Francisco Maritime NHP, on the day 
that you were contacted for this survey? 

Results (Figure 5) 

• 65% of visitor groups were made up of family. 

• 19% of visitor groups were alone. 

 

Figure 5. Visitor group type 
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Visitor age 
Question 20 

For your personal group during your visit to San Francisco Maritime NHP on the day you were 
contacted for this survey, please provide your current age. 

Note: Respondent was asked to report this information for themselves and up to three additional 
members of their visitor group. 

Results (Figure 6 and Table 15) 

• Visitor ages ranged from 1 to 99 years old 

• 11% of visitors were 65 years old or older. 

• 18% of visitors were 55 to 64 years old. 

• 32% of visitors were 35 to 54 years old. 

• 17% of visitors were 20 to 34 years old. 

• 21% of visitors were under 20 years old. 



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 
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Figure 6. Visitor age 

 

Table 15. Descriptive statistics: Visitor age 
 Mean Median Std. Deviation 

Visitor age 40.76 44.00 19.88 
  



 

*total percentages do not equal 100 due to rounding 
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U.S. visitors’ state of residence  
Question 20 

For your personal group during your visit to San Francisco Maritime NHP on the day you were 
contacted for this survey, please provide your U.S. ZIP code (if you are a U.S. resident). 

Note: Respondent was asked to report this information for themselves and up to three additional 
members of their visitor group. 

Results (Table 16 and Figure 7) 

• U.S. visitors came from 39 states and comprised 77% of total visitation to the park during the 
survey period. 

• 33% of visitors came from California. 

• 5% of visitors came from Washington. 

• Smaller proportions of visitors came from other U.S. states. 



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 
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Table 16. United States visitors by state of residence 

State 
Percent of U.S. visitors 

N = 704 individuals 
Percent of all visitors 
N = 920 individuals 

California 33% 26% 

Washington 5% 4% 
Florida 4% 3% 
Massachusetts 4% 3% 
Texas 4% 3% 
Pennsylvania 3% 3% 
Arizona 3% 2% 
Ohio 3% 2% 
Illinois 3% 2% 
Virginia 3% 2% 
Georgia 2% 2% 
Michigan 2% 2% 
Nevada 2% 2% 
Utah 2% 2% 
Wisconsin 2% 2% 
Minnesota 2% 2% 
Missouri 2% 2% 
New Jersey 2% 1% 
New York 2% 1% 
Indiana 2% 1% 
Colorado 1% 1% 
Connecticut 1% 1% 
Kentucky 1% 1% 
Maryland 1% 1% 
Oregon 1% 1% 
Tennessee 1% 1% 
Iowa 1% 1% 
New Hampshire 1% 1% 
North Carolina 1% 1% 
South Carolina 1% 1% 
Washington, D.C. 1% <1% 
Alabama 1% <1% 
Kansas 1% <1% 
Louisiana 1% 1% 
5 other states 1% 1% 
   

  



 

*total percentages do not equal 100 due to rounding 
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Figure 7. Proportion of U.S. visitors by state of residence 
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International visitors’ country of residence 
Question 20  

For your personal group during your visit to San Francisco Maritime NHP on the day you were 
contacted for this survey, please provide your country of residence (if other than U.S.).  

Note: Respondent was asked to report this information for themselves and up to three additional 
members of their visitor group. 

Results (Table 17) 

• International visitors were from four countries and comprised 23% of total visitation to the 
park during the survey period. 

• 15% of international visitors came from Germany. 

• 14% of international visitors came from Canada. 

• 10% of international visitors came from the United Kingdom. 

• Smaller proportions of visitors came from other countries. 
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Table 17. International visitors by country of residence 

Country 

Percent of 
international visitors 
N = 216 individuals 

Percent of all visitors 
N = 920 individuals 

Germany 15% 4% 

Canada 14% 3% 

United Kingdom 10% 2% 

Switzerland 8% 2% 

The Netherlands 7% 2% 

France 6% 1% 

Australia 5% 1% 

Sweden 5% 1% 

China 4% 1% 

Belgium 3% 1% 

Spain 3% 1% 

Brazil 2% <1% 
Denmark 2% <1% 

Italy 2% <1% 
Norway 2% <1% 

Taiwan 2% <1% 
Austria 1% <1% 

Chile 1% <1% 
India 1% <1% 

10 other countries 7% 2% 
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Visitor gender 
Question 21 

For your personal group during your visit to San Francisco Maritime NHP on the day you were 
contacted for this survey, please provide your gender. 

Note: Respondent was asked to report this information for themselves and up to three additional 
members of their visitor group. 

Results (Figure 8) 

• 51% of visitors were female. 

• 49% of visitors were male. 

 

Figure 8. Visitor gender 
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Visitor ethnicity 
Question 21 

For your personal group during your visit to San Francisco Maritime NHP on the day you were 
contacted for this survey, please provide your ethnicity.  

Note: Respondent was asked to report this information for themselves and up to three additional 
members of their visitor group. 

Results (Figure 9) 

• The majority of visitors (91%) were not Hispanic or Latino. 

 

Figure 9. Visitor ethnicity 
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Visitor race 
Question 22 

For your personal group during your visit to San Francisco Maritime NHP on the day you were 
contacted for this survey, please provide your race.  

Note: Respondent was asked to report this information for themselves and up to three additional 
members of their visitor group. 

Results (Figure 10) 

• 88% of visitors were White. 

• Much fewer visitors were Asian (10%), black or African American (2%), American 
Indian or Alaska Native (1%), or Native Hawaiian or other Pacific Islander (<1%). 

 

Figure 10. Visitor race 
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Visitor speaking language 
Question 23 

When visiting an area such as San Francisco Maritime NHP, what language do you personally 
prefer to use for speaking?  

Results (Figure 11) 

• 98% of visitor groups reported English as their preferred language for speaking. 

 

Figure 11. Preferred speaking language 
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Visitor reading language 
Question 40 

When visiting an area such as San Francisco Maritime NHP, what language do you personally 
prefer to use for reading?  

Results (Figure 12) 

• 97% of visitor groups reported English as their preferred language for reading.  

 

Figure 12. Preferred reading language 
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Visit Planning 
Timing of decision to visit 
Question 5 

When did you decide to visit San Francisco Maritime NHP on the day you were contacted for 
this survey? 

Results (Figure 13) 

• 72% of visitor groups decided to visit the park on the same day of their visit. 

• 13% decided a couple of days before their visit. 

 

Figure 13. Timing of decision to visit 
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Information sources used for visit planning 
Question 6a 

How did you obtain information about your visit to San Francisco Maritime NHP today? 

Results (Figure 14 and Figure 15)  

• 82% of visitor groups obtained information about their visit to San Francisco Maritime NHP. 

 

Figure 14. Visitor groups that obtained information 

• As shown in Figure 15, among those visitor groups that obtained information about their visit 
to San Francisco Maritime NHP, the most common information sources used were: 

o 45% Maps/brochures 

o 42% Previous visits 

o 31% Friends/relatives/word of mouth 
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Figure 15. Information sources used for visit planning 
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Information sources typically used for public events and activities 
Question 6b 

Generally, how do you usually obtain information about public events and activities? 

Results (Figure 16) 

• Among those visitor groups that obtain information about public events and activities, the 
most common information sources used were: 

o 66% Friends/relatives/word of mouth 

o 49% Maps/brochures 

o 41% Travel guides/tour books (such as AAA, etc.) 
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Figure 16. Information sources used for planning activities and events in general 
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Previous park visits 
Question 4 

Including this visit, approximately how many times have you visited San Francisco Maritime 
NHP in the last 12 months? 

Results (Figure 17 and Table 18) 

• 78% of respondents had visited the park only once in the last 12 months. 

 

Figure 17. Park visits in the last 12 months 

 
Table 18. Descriptive statistics: Park visits in last 12 months 

 Mean Median Std. Deviation 
Number of visits 2.57 1.00 16.89 
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Question 4 

Including this visit, approximately how many times have you visited San Francisco Maritime 
NHP in your lifetime? 

Results (Figure 18 and Table 19) 

• 54% of respondents had visited the park only once previously in their lifetime. 

• 20% of respondents had visited two times previously in their lifetime. 

 
Figure 18. Park visits in lifetime 

 
Table 19. Descriptive statistics: Park visits in lifetime 

 Mean Median Std. Deviation 
Number of visits 6.39 1.00 38.62 
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Visitor Experience 
Areas and sites visited 
Question 3 

On this visit, how much total time did you and your personal group spend at the following sites 
within San Francisco Maritime NHP? 

Results (Figure 19) 

• 84% of visitor groups went to Hyde Street Pier. 

• 60% of visitor groups went to the Visitor Center. 

• 59% of visitor groups went to the Aquatic Park and beach. 

• 53% of visitor groups went to the Maritime Museum. 

 

Figure 19. Areas and sites visited 
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Time spent at Hyde Street Pier 
Question 3 

On this visit, how much total time did you and your personal group spend at Hyde Street Pier? 

Results (Figure 20 and Table 20) 

• 37% of visitor groups spent a half hour at Hyde Street Pier. 

• 26% of visitor groups spent one hour at Hyde Street Pier. 

 

Figure 20. Time spent at Hyde Street Pier  

 
Table 20. Descriptive statistics: Time spent at Hyde Street Pier 

 Mean Median Std. Deviation 
Hours spent 1.01 0.50 1.93 
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Time spent at Visitor Center 
Question 3 

On this visit, how much total time did you and your personal group spend at the Visitor Center? 

Results (Figure 21 and Table 21) 

• 33% of visitor groups spent a half hour at the Visitor Center. 

• 29% of visitor groups spent one hour at the Visitor Center. 

• 26% of visitor groups spent a quarter hour at the Visitor Center. 

 

Figure 21. Time spent at Visitor Center  

 
Table 21. Descriptive statistics: Time spent at Visitor Center 

 Mean Median Std. Deviation 
Hours spent 0.75 0.50 1.04 
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Time spent at Aquatic Park and beach 
Question 3 

On this visit, how much total time did you and your personal group spend at the Aquatic Park 
and beach? 

Results (Figure 22 and Table 22) 

• 34% of visitor groups spent a half hour at the Aquatic Park and beach. 

• 29% of visitor groups spent one hour at the Aquatic Park and beach. 

 

Figure 22. Time spent at Aquatic Park and beach  

 

Table 22. Descriptive statistics: Time spent at Aquatic Park and beach 
 Mean Median Std. Deviation 

Hours spent 0.90 0.50 0.95 
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Time spent at Maritime Museum 
Question 3 

On this visit, how much total time did you and your personal group spend at the Maritime 
Museum? 

Results (Figure 23 and Table 23) 

• 38% of visitor groups spent a half hour at the Maritime Museum. 

• 30% of visitor groups spent one hour at the Maritime Museum. 

 

 
Figure 23. Time spent at Maritime Museum  

 
Table 23. Descriptive statistics: Time spent at Maritime Museum 

 Mean Median Std. Deviation 
Hours spent 0.83 0.50 1.22 
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Time spent on board ships 
Question 3 

On this visit, how much total time did you and your personal group spend on board historic 
ships? 

Results (Figure 24 and Table 24) 

• 35% of visitor groups spent one hour on board the ships. 

• 25% of visitor groups spent a half hour on board the ships. 

 

Figure 24. Time spent on board historic ships  

 
Table 24. Descriptive statistics: Time spent on board historic ships 

 Mean Median Std. Deviation 
Hours spent 1.11 1.00 1.40 
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Time spent at Maritime Research Center 
Question 3 

On this visit, how much total time did you and your personal group spend at the Maritime 
Research Center? 

Results (Figure 25 and Table 25) 

• 39% of visitor groups spent a quarter hour at the Maritime Research Center. 

• 33% of visitor groups spent a half hour at the Maritime Research Center. 

 

 
Figure 25. Time spent at Maritime Research Center  

 
Table 25. Descriptive statistics: Time spent at Maritime Research Center 

 Mean Median Std. Deviation 
Hours spent 0.64 0.50 0.49 
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Programs and services used 
Question 7 

On this visit, in which of the following programs and services did you personally participate 
within San Francisco Maritime NHP? 

Results (Figure 26 and Figure 27) 

• 94% of visitor groups participated in a program or service.  

 

Figure 26. Visitor groups that participated in a program 

• As shown in Figure 27, among those visitor groups that participated in programs and 
services, the most common were: 

o 91% Viewing exhibits 

o 61% Talking informally with a ranger 

o 60% Reading orientation/wayfinding signs 

o 40% Reading the park brochure or newspaper 
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Figure 27. Programs and services used 
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Importance of learning subjects 
Question 8 

How important to you was it during your visit to San Francisco Maritime NHP to learn about the 
following subjects? 

Rating choices:  

Extremely important 
Very important 
Moderately important 
Slightly important 
Not at all important   

 
Results 

• Figure 28 shows the combined proportions of “extremely important” and “very important” 
ratings for subjects to learn. 

• The subjects that received the highest combined proportions of “extremely important” and 
“very important” ratings were: 

o 71% San Francisco history 

o 54% Sailing and steam ships 

• The subjects that received the lowest combined proportions of “extremely important” and 
very important” ratings were: 

o 19% Maritime music and arts 

o 18% Latino American history/culture 

o 16% Recreational boating 

Figure 29 through Figure 40 show ratings for each subject. 
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Figure 28. Importance of learning subjects, combined ratings of “extremely important” and “very 
important” 
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Figure 29. Importance of learning about San Francisco history 

 

Figure 30. Importance of learning about sailing and steam ships 
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Figure 31. Importance of learning about life at sea 

 

Figure 32. Importance of learning about adventure at sea 
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Figure 33. Importance of learning about bay/ocean plants or wildlife 

 

Figure 34. Importance of learning about shipbuilding 
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Figure 35. Importance of learning about maritime commerce 

 

Figure 36. Importance of learning about African American history/culture 
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Figure 37. Importance of learning about Asian American history/culture 

 

Figure 38. Importance of learning about maritime arts and music 
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Figure 39. Importance of learning about Latino American history/culture 

 

Figure 40. Importance of learning about recreational boating 
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Learning about subjects on a future visit 
Question 9 

If you were to visit San Francisco Maritime NHP in the future, are there specific subjects you 
would like to learn about? 

Results (Figure 41) 

• 73% of visitor groups did not have specific subjects they would like to learn about on a future 
visit to San Francisco Maritime NHP.  

 

Figure 41. Visitors who would like to learn about specific subjects on future visits 
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Question 9 

If YES, please specify subjects you would like to learn about (open-ended). 

Results 

• Table 26 shows the subjects visitors would like to learn about on future visits to San 
Francisco Maritime NHP. The most frequently mentioned subjects were: 

o 36% “History”  

o 16% “Ships”  

o  12% “Maritime life” 

 

Table 26. Subjects desired to learn about on a future visit 
N = 118 comments 

Some visitor groups may have made more than one comment. 

Response 
 Percent of valid 

responses* 

History  36% 

Ships  16% 

Maritime life  12% 

Bay Area geology  5% 

Plants and wildlife  4% 

Artifacts and exhibits  3% 

Commerce  3% 

Environmental changes and protection  3% 

Today's Maritime industry  3% 

Currents and tides  3% 

Navigation  3% 

Other comments  8% 
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Importance of elements at Maritime Museum and Visitor Center 
Question 10 

When visiting a place like San Francisco Maritime NHP, how important to you are the following 
elements for the Maritime Museum and Visitor Center to have? 

Rating choices: 

Extremely Important 
Very Important 
Moderately Important  
Slightly Important 
Not at all Important 

Results 

• Figure 42 shows the combined proportions of “extremely important” and “very important” 
ratings for elements at the Maritime Museum and Visitor Center. 

• The elements that received the highest combined proportions of “extremely important” and 
“very important” ratings were: 

o 71% Ability to make me think 

o 67% Untold stories 

o 64% Things to watch 

• The elements that received the lowest combined proportions of “extremely important” and 
“very important” ratings were: 

o 43% Use of technology  

o 17% A chance to express my ideas 

Figure 43 through Figure 52 show ratings for each element. 



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 

74 
 

 

Figure 42. Importance of elements, combined ratings of “extremely important” and “very 
important” 
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Figure 43. Importance of the ability to make me think 

 

Figure 44. Importance of untold stories 
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Figure 45. Importance of things to watch 

 

Figure 46. Importance of unexpected information 
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Figure 47. Importance of things to read 

 

Figure 48. Importance of multiple perspectives/viewpoints 
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Figure 49. Importance of things to hear 

 

Figure 50. Importance of hands on opportunities 
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Figure 51. Importance of use of technology 

 

Figure 52. Importance of a chance to express my ideas 
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Interest in learning through programs, services, or activities on a future visit 
Question 11 

On a future visit, how interested would your personal group be in learning about San Francisco 
Maritime NHP through the following types of programs, services, or activities? 

Rating choices: 

Extremely Interested 
Very Interested 
Moderately Interested 
Slightly Interested 
Not at all Interested 

Results 

• Figure 53 shows the combined proportions of “extremely interested” and “very interested” 
ratings for programs, services, and activities. 

• The programs, services, and activities that received the highest combined proportions of 
“extremely interested” and “very interested” ratings were: 

o 59% 15-minute ranger program 

o 52% Behind the scenes tour 

o 47% 20 to 30-minute ranger program 

• The programs, services, and activities that received the lowest combined proportions of 
“extremely interested” and “very interested” ratings were: 

o 23% 45-minute ranger program  

o 21% Lectures 

Figure 54 through Figure 64 show ratings for each program, service, and activity. 
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Figure 53. Interest in programs, services, and activities, combined ratings of “extremely 
interested” and “very interested” 
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Figure 54. Interest in 15-minute ranger program 

 

Figure 55. Interest in behind the scenes tour 
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Figure 56. Interest in 20 to 30-minute ranger program 

 

Figure 57. Interest in historical reenactments 
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Figure 58. Interest in daytime special events 

 

Figure 59. Interest in smart phone tour 
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Figure 60. Interest in children’s activities 

 

Figure 61. Interest in nighttime events and programs 
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Figure 62. Interest in musical performances 

 

Figure 63. Interest in 45-minute ranger program 
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Figure 64. Interest in lectures 
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Current issues 
Question 12 

San Francisco Maritime NHP would like to use exhibits to present current issues using historical 
information. What current issues interest you? 

Results (Figure 65) 

• 68% of visitor groups were interested in climate change/sea level rise. 

• 60% of visitor groups were interested in effects of changing technology. 

• 59% of visitor groups were interested in immigration. 

• 58% of visitor groups were interested in trade/globalization 

 

Figure 65. Interest in current issues 
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Improve learning opportunities 
Question 13 

What would you recommend to improve current learning opportunities (subjects, exhibits, 
programs) provided at San Francisco Maritime NHP? 

Results 

• Table 27 shows the recommendations from visitors to improve current learning opportunities 
at San Francisco Maritime NHP. The most frequently mentioned improvements were: 

o 18% “Address specific topics of interest” 

o 9% “Nothing/great as is” 

o 9% “More programs/tours” 

 

Table 27.  Recommendations to improve learning opportunities 
N = 160 comments 

Some visitor groups may have made more than one comment. 

Response 
 Percent of valid 

responses 

Address specific topics of interest  18% 

Nothing/great as is  9% 

More programs/tours  9% 

Hands on exhibits  8% 

More access to ships  8% 

Improved facilities  6% 

More/improved signage  6% 

More exhibits  5% 

Greater ranger presence  4% 

More children's activities  4% 

More historical perspectives  4% 

More videos  4% 

More wayfinding information  4% 

Personal stories  4% 

Utilize more technology  3% 

Other comments  4% 
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Aspects liked most about visit 
Question 14 

What did you like most about your visit to San Francisco Maritime NHP? 

Results 

• Table 28 shows the aspects visitor groups liked most about their visit. The most frequently 
mentioned aspects were: 

o 24% “Exhibits” 

o 21% “Touring historic ships 

o 8% “Friendly and knowledgeable staff” 

 

 Table 28. Aspects liked most about visit 
N = 349 comments 

Some visitor groups may have made more than one comment. 

Response 
 Percent of valid 

responses* 

Exhibits  24% 

Touring historic ships  21% 

Friendly and knowledgeable staff  8% 

History  7% 

Learning opportunities  5% 

Location  5% 

Hands on activities  4% 

Boat building  3% 

Atmosphere  3% 

Layout and variety  3% 

Clean and welcoming facilities  2% 

Maritime Museum  2% 

Visitor Center  2% 

Hyde Street Pier  2% 

Beach  1% 

Other comments  7% 
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Aspects liked least about visit 
Question 15 

What did you like least about your visit to San Francisco Maritime NHP? 

Results 

• Table 29 shows the aspects visitor groups liked least about their visit. The most frequently 
mentioned aspects were: 

o 17% “Nothing/everything was great” 

o 13% “Areas were closed” 

o 11% “Ship-boarding fee” 

  

 Table 29. Aspects like least about visit 

N = 198 comments 
Some visitor groups may have made more than one comment. 

Response 
 Percent of valid 

responses* 

Nothing/everything was great  17% 

Areas were closed  13% 

Ship-boarding fee  11% 

Poor exhibits/layout  9% 

Did not plan enough time for visit  7% 

Facilities and maintenance  6% 

Crowded  5% 

Lack of wayfinding information  5% 

Limited access to ships  5% 

Hours of operation  3% 

No ranger presence near exhibits  3% 

Parking and traffic  3% 

Lack of amenities  2% 

Park staff  2% 

Other comments  11% 
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Park Management 
Quality of facilities, services, and recreational opportunities 
Question 16 

How would you rate the quality of the facilities, services, and recreational opportunities in San 
Francisco Maritime NHP? 

Rating choices:  

 Very good 
Good 
Average 
Poor 
Very poor 

 
Results 

• Figure 66 shows the combined proportions of “very good” and “good” ratings for park 
facilities, services, and recreational opportunities. 

• The facilities, services, and recreational opportunities that received the highest combined 
proportions of “very good” and “good” ratings were: 

o 92% Visitor Center 

o 88% On board historic ships 

o 88% Assistance from park employees 

• The facilities, services, and recreational opportunities that received the lowest combined 
proportions of “good” and “very good” ratings were: 

o 78% Value for entrance fee paid 

o 77% Ranger programs 

o 73% Orientation/wayfinding signs 

Figure 67 through Figure 81 show ratings for each service, facility, or recreation opportunity. 
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Figure 66. Quality of facilities, services, and recreational opportunities, combined responses for 
“good” and “very good” 
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Figure 67. Quality of Visitor Center 

 

Figure 68. Quality on board historic ships 
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Figure 69. Quality of assistance from park employees 

 

Figure 70. Quality of Hyde Street Pier 
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Figure 71. Quality of Library/Research facility (Building E) 

 

Figure 72. Quality of restrooms 
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Figure 73. Quality of learning about history or culture 

 

Figure 74. Quality of park map or brochure 
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Figure 75. Quality of Aquatic Park and beach 

 

Figure 76. Quality of Maritime Museum 
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Figure 77. Quality of outdoor recreation (sightseeing, bicycling, using the beach, etc.) 

 

Figure 78. Quality of exhibits (indoor and outdoor) 
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Figure 79. Quality of value for entrance fee paid 

 

Figure 80. Quality of ranger programs  
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Figure 81. Quality orientation/wayfinding signs 

 

  



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 

102 
 

Potential management options 
Question 17 

Please indicate the extent to which you would support or oppose each of the following potential 
management actions at San Francisco Maritime NHP. 

Rating choices:  

 Strongly support 
Support 
Neither support not oppose 
Oppose 
Strongly oppose  
 

Results 

• Figure 82 shows the combined proportions of “strongly support” and “support” ratings for 
the listed management options. 

• The management options that received the highest combined proportions of “strongly 
support” and “support” ratings were: 

o 65% Keep Hyde Street Pier open until 7:00 PM 

o 57% Require bikes to be walked on the Promenade  

• The management options that received the lowest combined proportions of “strongly 
support” and “support” ratings were: 

o 49% Provide self-service machines to buy admission tickets for historic ships 

o 21% Charge an admission fee for the Maritime Museum 

Figure 83 through Figure 86 show ratings for each action. 



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 

103 
 

 

Figure 82. Support for potential management options, combined responses for “strongly support” 
and “support” 
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Figure 83. Support for keeping Hyde Street Pier open until 7:00 PM 

 

Figure 84. Support for requiring bikes to be walked on the Promenade 
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Figure 85. Support for providing self-service machines to buy admission tickets for historic ships 

 

Figure 86. Support for charging an admission fee for the Maritime Museum 
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Local residents 
Question 18a 

Are you a local resident of San Francisco? 

Results (Figure 87) 

• 91% of respondents were not a local resident of San Francisco.  

 

Figure 87. Respondents who were a local resident of San Francisco 
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Question 18b 

If YES, what would make you visit the park more often? 

Results (Table 30) 

• Of those groups that were local residents of San Francisco the most frequently mentioned 
reasons to visit the park most often included: 

o 26% “Special exhibits/events” 

o 15% “Easier access to parking” 

o 15% “Nothing/currently satisfied” 

 

Table 30. Reasons local respondents would visit the park more often 
N = 27 comments 

Some visitor groups may have made more than one comment. 

Response 
 Percent of valid 

responses 

Special exhibits/events  26% 

Easier access to parking  15% 

Nothing/currently satisfied  15% 

Increased access to ships   11% 

Other comments  33% 
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Problems with litter 
Question 19 

On this visit to San Francisco Maritime NHP, please indicate how much of a problem litter was 
during your visit. 

Results (Figure 88) 

• 69% of visitor groups reported that litter was not a problem. 

• 28% of visitor groups reported that litter was a small problem. 

 

Figure 88. Problems with litter 

  



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 
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Problems with crowds 
Question 19 

On this visit to San Francisco Maritime NHP, please indicate how much of a problem crowds 
were during your visit. 

Results (Figure 89) 

• 54% of visitor groups reported that crowds were not a problem. 

• 37% of visitor groups reported that crowds were a small problem. 

 

Figure 89. Problems with crowds 

  



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 
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Problems with noise 
Question 19 

On this visit to San Francisco Maritime NHP, please indicate how much of a problem noise (e.g., 
buses, street musicians, etc.) was during your visit. 

Results (Figure 90) 

• 72% of visitor groups reported that noise was not a problem. 

• 25% of visitor groups reported that noise was a small problem. 

 

Figure 90. Problems with noise 

  



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 
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Problems with homeless community members 
Question 19 

On this visit to San Francisco Maritime NHP, please indicate how much of a problem homeless 
community members were during your visit. 

Results (Figure 91) 

• 51% of visitor groups reported that homeless community members were not a problem. 

• 33% of visitor groups reported that homeless community members were a small problem. 

 

Figure 91. Problems with homeless community members 

  



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 
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Problems with too few educational programs offered 
Question 19 

On this visit to San Francisco Maritime NHP, please indicate how much too few educational 
programs offered was a problem during your visit. 

Results (Figure 92) 

• 67% of visitor groups reported that too few educational programs offered was not a problem. 

• 29% of visitor groups reported that too few educational programs offered was a small 
problem. 

 

Figure 92. Problems with too few educational programs offered  



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 
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Problems with too few staff available 
Question 19 

On this visit to San Francisco Maritime NHP, please indicate how much too few staff available 
was a problem during your visit. 

Results (Figure 93) 

• 77% of visitor groups reported that too few staff available was not a problem. 

• 18% of visitor groups reported that too few staff available was a small problem. 

 

Figure 93. Problems with too few staff available 

  



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 
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Problems with too much bicycle traffic 
Question 19 

On this visit to San Francisco Maritime NHP, please indicate how much too much bicycle traffic 
was a problem during your visit. 

Results (Figure 94) 

• 62% of visitor groups reported that too much bicycle traffic was not a problem. 

• 29% of visitor groups reported that too much bicycle traffic was a small problem. 

 

Figure 94. Problems with too much bicycle traffic 

  



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 
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Problems with availability of public transportation 
Question 19 

On this visit to San Francisco Maritime NHP, please indicate how much availability of public 
transportation was a problem during your visit. 

Results (Figure 95) 

• 74% of visitor groups reported that availability of public transportation was not a problem. 

• 20% of visitor groups reported that availability of public transportation was a small problem. 

 

Figure 95. Problems with availability of public transportation 

  



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 
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Problems with availability of parking 
Question 19 

On this visit to San Francisco Maritime NHP, please indicate how much availability of parking 
was a problem during your visit. 

Results (Figure 96) 

• 41% of visitor groups reported that availability of parking was not a problem. 

• 36% of visitor groups reported that availability of parking was a big problem. 

 

Figure 96. Problems with availability of parking 

 



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 
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Additional Comments 
Question 24 

Is there anything else you would like to tell us about your visit to San Francisco Maritime NHP? 

Results 

• Table 31 shows the percent of responses for categories of additional comments provided by 
visitor groups. Verbatim visitor comments can be found in the Visitor Comments Appendix, a 
separate volume from this report. 

• For the most part, comments were positive: 

o 14% “Great place” 

o 11% “Enjoyed visit” 

o 11% “Thank you” 

 
Table 31. Additional comments about facilities, services, or recreational opportunities 

N = 152 comments 
Some visitor groups may have made more than one comment. 

Response 
 Percent of valid 

responses* 
Great place  14% 

Enjoyed visit  11% 

Thank you  11% 

Friendly and helpful staff  9% 

Repeat visitor/want to return  6% 

Enjoyed museum and exhibits  5% 

Need better advertising  5% 

More exhibits  5% 

More wayfinding information  4% 

Nice facilities  4% 

Important resource  3% 

Increase access to ships  3% 

More services and amenities  3% 

Keep it the way it is  3% 

Keep up the good work  3% 

More interactive staff  3% 

Other comments  9% 
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Appendix 1. The Questionnaire – English and Spanish 
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Appendix 2. The Thank You/Reminder Postcard – English 
and Spanish 
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Appendix 3. The Replacement Mailing Cover Letter – English 
and Spanish 
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Appendix 4. Detailed Sampling Procedures 
Site Schematics 
As noted, the visitor survey was administered at three locations in San Francisco Maritime NHP. A 
specific survey administration point was identified at each sampling location, based on analysis of 
aerial site photos, onsite scoping, and recommendations from the San Francisco Maritime NHP point 
of contact for this study. The survey administration point for each location was denoted with a yellow 
star in a site schematic provided to the survey administrator assigned to the site (Figure 97, Figure 
98, and Figure 99) A red line was used in each site schematic to denote the boundary or point at 
which visitor groups traveling were considered to have entered the survey area and were intercepted 
for the survey. A red arrow was used in each site schematic to denote the direction of travel in which 
visitor groups were intercepted. 
 
First-After-Last Sampling Procedures  
At the Maritime Museum and Visitor Center sampling locations visitor groups were sampled using 
first-after-last sampling approach. The first-after-last sampling approach involved the survey 
administrator contacting the first visitor group to enter the sampling area. If the group agreed to 
participate, they were administered the survey; if the group refused to participate, they were asked to 
complete the nonresponse bias questions and then thanked for their time. After completing a contact 
with a refusal group, the survey administrator contacted the next visitor group and asked them to 
participate in the survey. The survey administrator continued this process until a visitor group agreed 
to participate. Once a participating group was administered the survey, the survey administrator 
contacted the next visitor group and asked them to participate in the survey. The survey administrator 
repeated this sequence of steps throughout the sampling period. 

Timed-Interval Sampling Procedures 
At the Hyde Street Pier sampling location, visitor groups were sampled using a timed-interval 
approach (i.e., attempt to sample one visitor group every N minutes of the sampling day, where N is 
the time interval); interval times were designed in advance of onsite administration to ensure that 
there was a sufficient number of questionnaires to administer to visitor groups during all hours of 
each sampling day and each day sampling period. The timed-interval approach involved having the 
survey administrator contact the first visitor group to enter the survey area at the start of the sampling 
period and asking them to participate in the survey. If the group agreed to participate, they were 
administered the survey; if the group refused to participate, they were asked to complete the 
nonresponse bias questions and then thanked for their time. After completing a contact with a refusal 
group, the survey administrator contacted the next visitor group to enter the survey area and asked 
them to participate in the survey. The survey administrator continued this process until a visitor 
group agreed to participate; once a participating group was administered the survey, the survey 
administrator waited until the start of the next time interval to contact a visitor group. At the start of 
the next time interval, the survey administrator contacted the first group to enter the survey area and 
asked them to participate in the survey. If the next time interval started before the survey 
administrator was able to recruit a visitor group to participate in the survey for the previous time 
interval, he/she advanced to the next time interval simply by contacting the next arriving visitor 
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group; once a group agreed to participate, the survey administrator then waited until the start of the 
next time interval to continue. The survey administrator repeated this sequence of steps throughout 
the sampling period. 
 

 

Figure 97. Maritime Museum sampling location 
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Figure 98. Visitor Center sampling location 
 

 
 
Figure 99. Hyde Street Pier sampling location 
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Appendix 5. Nonresponse Bias Analysis - Effects on Survey 
Reponses due to State or Country of Residence 
This study used answers to five, pre-selected non-response bias questions and one observable 
characteristic (initial contact gender) of contacted visitors to compare respondents with non-
respondents and check for nonresponse bias. Results of a chi-square test for independence with α = 
0.05 and p ≤ 0.008 (following Bonferroni correction) suggest that groups who responded to the San 
Francisco Maritime NHP VUS survey differed significantly from non-respondents, with respect state 
or country of residence (χ2 = 16.273; p < 0.001). Specifically, respondents were more likely than 
non-respondents to have visited the park from out of state, while non-respondents were more likely 
than respondents to be from a foreign country. 

The potential impact of this nonresponse bias on the results of the VUS survey was further explored. 
Specifically, effects due to state or country of residence were examined for 112 key questions in the 
VUS survey that were designed to assess use of information sources for trip planning, learning 
interests/preferences, participation in activities, programs, and services, attitudes toward park 
management, and satisfaction with park services and facilities (Table 32). A Bonferroni correction 
was applied to account for the fact that 112 simultaneous statistical tests were conducted with the 
same data set. The Bonferroni correction minimizes the likelihood of concluding from the results of 
the statistical tests that there are differences between respondents and non-respondents, when there 
actually are no differences (i.e., minimizes the probability of making a Type I error). With the 
Bonferroni correction applied in this analysis, statistical test results with p-values of less than 0.0004 
are assumed to be statistically significant. Statistically significant effects of state or country of 
residence on survey responses were observed for 8 of the 112 questions. Statistically significant 
effects are emphasized with bold text in Table 32. 

Results of these statistical tests comparing respondents to non-respondents (i.e., non-response bias 
analysis) suggest that, for a relatively small number of questions in the survey, the survey results may 
over-represent opinions, evaluations, or behaviors from out-of-state visitor groups, and under-
represent international visitor groups. Where statistical differences were found between respondent 
subgroups, results by subgroup are reported in this Appendix to document the effects of these 
differences (Figure 100 through Figure 107). The format of these figures is as follows:     

1. The figure title describes the graph’s information. 

2. Listed below the graph, the “N” shows the number of individuals or visitor groups responding to 
the question for each group.  

* appears when total percentages do not equal 100 due to rounding. 

3. Vertical information (y-axis) describes the response category. 

4. Horizontal information (x-axis) percentage of responses in each category. 

5.   The proportion of visitor groups/visitors who responded to each category.  
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Table 32. Statistical tests of effects due to State or Country of Residence on key questions in VUS 
survey 

Question Response scale N 
Chi-square; 

p-value 
How did you obtain information about your visit to SFM NHP 
today? (Q6a) 

No 
Yes 

    

Previous visits   303 χ2 = 43.601; 
p < 0.001 

Friends/relatives/word of mouth   303 χ2 = 5.141; 
p = 0.076 

Inquiry to park via phone, mail, or email   303 χ2 = 3.778; 
p = 0.151 

San Francisco Maritime NHP website (nps.gov/safr)   303 χ2 = 2.072; 
p = 0.355 

TripAdvisor (tripadvisor.com)   303 χ2 = 16.023; 
p < 0.001 

Other website   303 χ2 = 2.155; 
p = 0.340 

Local businesses (hotels, motels, restaurants, etc.)   303 χ2 = 4.317; 
p = 0.116 

Maps/brochures   303 χ2 = 45.943; 
p < 0.001 

Newspaper/magazine articles   303 χ2 = 4.636; 
p = 0.098 

Other units of the National Park System   303 χ2 = 5.614; 
p = 0.060 

School class/program   303 χ2 = 2.965; 
p = 0.227 

Social media (such as Facebook, Twitter, etc.)   303 χ2 = 9.402; 
p = 0.009 

Television/radio programs/DVDs   303 χ2 = 6.396; 
p = 0.041 

Travel guides/tour books (such as AAA, etc.)   303 χ2 = 28.212; 
p < 0.001 

Did not obtain information   327 χ2 = 4.274; 
p = 0.118 

How do you usually obtain information about public events 
and activities? (Q6b) 

No 
Yes 

    

Previous visits  291 χ2 = 6.911; 
p = 0.032 

Friends/relatives/word of mouth  291 χ2 = 2.957; 
p = 0.228 

Inquiry to park via phone, mail, or email  291 χ2 = 1.174; 
p = 0.556 

San Francisco Maritime NHP website (nps.gov/safr)  291 χ2 = 7.479; 
p = 0.024 

TripAdvisor (tripadvisor.com)  291 χ2 = 17.676; 
p < 0.001 

Other website  291 χ2 = 8.209; 
p = 0.016 

Local businesses (hotels, motels, restaurants, etc.)  291 χ2 = 10.702; 
p = 0.005 
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Question Response scale N 
Chi-square; 

p-value 

Maps/brochures  291 χ2 = 14.854; 
p = 0.001 

Newspaper/magazine articles  291 χ2 = 10.864; 
p = 0.004 

Other units of the National Park System  291 χ2 = 9.106; 
p = 0.011 

School class/program  291 χ2 = 2.796; 
p = 0.247 

Social media (such as Facebook, Twitter, etc.)  291 χ2 = 2.408; 
p = 0.300 

Television/radio programs/DVDs  291 χ2 = 6.354; 
p = 0.042 

Travel guides/tour books (such as AAA, etc.)  291 χ2 = 24.399; 
p < 0.001 

Did not obtain information  316 χ2 = 0.797; 
p = 0.671 

On this visit, in which of the following programs and services 
did you personally participate within SFM NHP? (Q7) 

No 
Yes 

    

Talking informally with a ranger   348 χ2 = 2.391; 
p = 0.303 

Viewing exhibits   348 χ2 = 19.528; 
p < 0.001 

Attending a cultural demonstration or performance   348 χ2 = 0.504; 
p = 0.777 

Reading the park brochure or newspaper   348 χ2 = 1.778; 
p = 0.411 

Reading orientation/wayfinding signs   348 χ2 = 2.262; 
p = 0.323 

Watching movies or videos about the park   348 χ2 = 1.078; 
p = 0.583 

Participating with a child in your group in the Junior Ranger 
program 

  348 χ2 = 1.687; 
p = 0.430 

Obtaining National Park passport stamp   348 χ2 = 3.085; 
p = 0.214 

Using a cell phone audio tour specific to SFM NHP   348 χ2 = 2.288; 
p = 0.319 

Using a smart phone app specific to SFM NHP   348 χ2 = 0.098; 
p = 0.952 

Using the Maritime Research Center   348 χ2 = 5.283; 
p = 0.071 

Did not participate in any programs or services   371 χ2 = 0.323 
p = 0.851 

How important to you was it during your visit to SFM NHP to 
learn about the following subjects? (Q8) 

“Extremely important” 
to “Not at all important” 

    

Shipbuilding  349 χ2 = 13.636; 
p = 0.092 

Maritime commerce  343 χ2 = 16.417; 
p = 0.037 

Maritime arts and music  341 χ2 = 13.399; 
p = 0.099 



 

 
169 

 

Question Response scale N 
Chi-square; 

p-value 

Life at sea  351 χ2 = 9.635; 
p = 0.292 

Adventure at sea  346 χ2 = 6.063; 
p = 0.640 

African American history/culture  334 χ2 = 9.641; 
p = 0.291 

Asian American history/culture  337 χ2 = 13.788; 
p = 0.087 

Latino American history/culture  335 χ2 = 7.102; 
p = 0.526 

Bay/ocean plants or wildlife  340 χ2 = 17.667; 
p = 0.175 

Sailing and steam ships  351 χ2 = 11.349; 
p = 0.183 

Recreational boating  333 χ2 = 10.353; 
p = 0.241 

San Francisco history  352 χ2 = 11.377; 
p = 0.181 

When visiting a place like SFM NHP, how important to you 
are the following elements for the Maritime Museum and 
Visitor Center to have? (Q10) 

“Extremely important” 
to “Not at all important”     

Unexpected information  348 χ2 = 7.739; 
p = 0.459 

Multiple perspectives/viewpoints  356 χ2 = 17.098; 
p = 0.029 

Untold stories  363 χ2 = 6.127; 
p = 0.633 

Ability to make me think  359 χ2 = 13.770; 
p = 0.088 

A chance to express my ideas  349 χ2 = 22.241; 
p = 0.004 

Hands on opportunities  357 χ2 = 30.029; 
p < 0.001 

Things to read  361 χ2 = 11.413; 
p = 0.179 

Things to watch  362 χ2 = 19.503; 
p = 0.012 

Things to hear  357 χ2 = 6.701; 
p = 0.569 

Use of technology  356 χ2 = 11.629; 
p = 0.169 

On a future visit, how interested would your personal group 
be in learning about SFM NHP through the following types of 
programs, services, or activities? (Q11) 

“Extremely interested” 
to “Not interested at all”     

45-minute ranger program  349 χ2 = 20.023; 
p = 0.010 

20 to 30-minute ranger program  357 χ2 = 7.037; 
p = 0.533 

15-minute demonstrations  358 χ2 = 12.545; 
p = 0.128 

Historical reenactments  356 χ2 = 9.461; 
p = 0.305 
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Question Response scale N 
Chi-square; 

p-value 

Smart phone tour  360 χ2 = 9.327; 
p = 0.315 

Children's activities  357 χ2 = 13.274; 
p = 0.103 

Nighttime events and programs  351 χ2 = 7.022; 
p = 0.534 

Daytime special events  358 χ2 = 12.803; 
p = 0.119 

Behind the scenes tour  357 χ2 = 12.452; 
p = 0.132 

Musical performances  356 χ2 = 13.054; 
p = 0.110 

Lectures  355 χ2 = 16.743; 
p = 0.033 

San Francisco Maritime NHP would like to use exhibits to 
present current issues using historical information. What 
current issues interest you? (Q12) 

No 
Yes     

Trade/globalization  368 χ2 = 2.569; 
p = 0.277 

Immigration  368 χ2 = 0.496; 
p = 0.780 

Income inequality  368 χ2 = 3.769; 
p = 0.152 

Race and culture  368 χ2 = 3.917; 
p = 0.141 

Gender issues  368 χ2 = 7.055; 
p = 0.029 

Effects of changing technology  368 χ2 = 1.574; 
p = 0.455 

Equity/fair treatment of others  368 χ2 = 1.251; 
p = 0.535 

Climate change/sea level rise  368 χ2 = 2.862; 
p = 0.239 

I am not interested in any of these issues  368 χ2 = 1.430; 
p = 0.489 

How would you rate the quality of the facilities, services, and 
recreational opportunities in San Francisco Maritime NHP? 
(Q16) 

“Very good” to 
“Very poor” 

  

Visitor center  362 χ2 = 7.807; 
p = 0.453 

Restrooms  368 χ2 = 31.372; 
p = 0.001 

Hyde Street Pier  361 χ2 = 17.470; 
p = 0.026 

On board historic ships  360 χ2 = 12.169; 
p = 0.274 

Library/Research facility (Building E)  356 χ2 = 6.771; 
p = 0.562 

Maritime Museum  357 χ2 = 32.430; 
p < 0.001 

Exhibits (indoor and outdoor)  357 χ2 = 15.738; 
p = 0.107 
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Question Response scale N 
Chi-square; 

p-value 

Aquatic park and beach  363 χ2 = 13.975; 
p = 0.082 

Orientation/wayfinding signs  362 χ2 = 7.723; 
p = 0.656 

Assistance from park employees  366 χ2 = 13.861; 
p = 0.179 

Park map or brochure  363 χ2 = 14.294; 
p = 0.160 

Ranger programs  359 χ2 = 13.542; 
p = 0.095 

Value for entrance fee paid  360 χ2 = 29.262; 
p = 0.001 

Learning about history or culture  363 χ2 = 20.186 
p = 0.010 

Outdoor recreation (sightseeing, bicycling, using the beach, 
etc.) 

 362 χ2 = 13.495; 
p = 0.197 

Please indicate the extent to which you would support or 
oppose each of the following potential management actions 
at San Francisco Maritime NHP (Q17) 

“Strongly support” 
to “Strongly oppose”   

Provide self-service machines to buy admission tickets for 
historic ships  367 χ2 = 20.513; 

p = 0.009 

Charge an admission fee for the Maritime Museum  362 χ2 = 11.721; 
p = 0.164 

Require bikes to be walked on the promenade  366 χ2 = 19.239; 
p = 0.014 

Keep Hyde Street Pier open until 7:00 PM  367 χ2 = 2.846; 
p = 0.944 

On this visit to San Francisco Maritime NHP, please indicate 
how much of a problem the following things were during your 
visit (Q19) 

“Not a problem” to 
“Big problem” 

  

Litter  318 χ2 = 9.376; 
p = 0.052 

Crowds  339 χ2 = 9.075; 
p = 0.059 

Noise (e.g., buses, street musicians, etc.)  339 χ2 = 6.437; 
p = 0.169 

Homeless community members  322 χ2 = 1.949; 
p = 0.745 

Too few educational programs offered  283 χ2 = 0.768; 
p = 0.943 

Too few staff available  304 χ2 = 5.543; 
p = 0.236 

Too much bicycle traffic  320 χ2 = 7.239; 
p = 0.124 

Availability of public transportation  263 χ2 = 4.006; 
p = 0.405 

Parking availability  204 χ2 = 1.246; 
p = 0.871 



  

*total percentages do not equal 100 due to rounding 
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Figure 100. Used previous visits as information source (this visit), by State or Country of 
Residence 

 

Figure 101. Used TripAdvisor as information source (this visit), by State or Country of Residence 

  



 

*total percentages do not equal 100 due to rounding 
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Figure 102. Used maps/brochures as information source (this visit), by State or Country of 
Residence 

 

Figure 103. Used travel guides/tour books as information source (this visit), by State or Country of 
Residence 



 

*total percentages do not equal 100 due to rounding 
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Figure 104. Used TripAdvisor as information source (events/activities), by State or Country of 
Residence 

 

 

Figure 105. Participated in viewing exhibits, by State or Country of Residence 

  



 

*total percentages do not equal 100 due to rounding 
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Figure 106. Importance of hands on opportunities, by State or Country of Residence 

 



 

*total percentages do not equal 100 due to rounding 
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Figure 107. Quality of Maritime Museum, by State of Country of Residence 
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*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 
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Appendix 6. Results – Maritime Museum Visitor Sub-Sample 
This appendix provides summary information for select questions in the VUS survey instrument for 
visitor groups who went to the Maritime Museum. Results from all respondents are included, as well, 
to allow for a direct comparison. 

 

Figure 108. Programs and services used, Museum visitor sub-sample 



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 
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Figure 109. Programs and services used, all respondents 

  



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 
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Figure 110. Importance of learning subjects, combined ratings of “extremely important” and “very 
important”, Museum visitor sub-sample 



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 
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Figure 111. Importance of learning subjects, combined ratings of “extremely important” and “very 
important”, all respondents 

  



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 
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Figure 112. Importance of learning about San Francisco history, Museum visitor sub-sample 

 

Figure 113.Importance of learning about San Francisco history, all respondents 



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 
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Figure 114. Importance of learning about sailing and steam ships, Museum visitor sub-sample 

 
Figure 115. Importance of learning about sailing and steam ships, all respondents 



 

*total percentages do not equal 100 due to rounding 
**total percentages do not equal 100 because visitors could select more than 1 answer 

184 
 

 

Figure 116. Importance of learning about life at sea, Museum visitor sub-sample 

 

Figure 117. Importance of learning about life at sea, all respondents 
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Figure 118. Importance of learning about adventure at sea, Museum visitor sub-sample 

 
 
Figure 119. Importance of learning about adventure at sea, all respondents 
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Figure 120. Importance of learning about bay/ocean plants or wildlife, Museum visitor sub-sample 

 

Figure 121. Importance of learning about bay/ocean plants or wildlife, all respondents 
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Figure 122. Importance of learning about shipbuilding, Museum visitor sub-sample 

 
 
Figure 123. Importance of learning about shipbuilding, all respondents 
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Figure 124. Importance of learning about maritime commerce, Museum visitor sub-sample 

 

Figure 125. Importance of learning about maritime commerce, all respondents 
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Figure 126. Importance of learning about maritime arts and music, Museum visitor sub-sample 

 
 
Figure 127. Importance of learning about maritime arts and music, all respondents 
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Figure 128. Importance of learning about African American history/culture, Museum visitor sub-
sample 

 

Figure 129. Importance of learning about African American history/culture, all respondents 
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Figure 130. Importance of learning about Asian American history/culture, Museum visitor sub-
sample 

 

Figure 131. Importance of learning about Asian American history/culture, all respondents 
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Figure 132. Importance of learning about recreational boating, Museum visitor sub-sample 

 

Figure 133. Importance of learning about recreational boating, all respondents 
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Figure 134. Importance of learning about Latino American history/culture, Museum visitor sub-
sample 

 

Figure 135. Importance of learning about Latino American history/culture, all respondents 
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Figure 136. Visitors who would like to learn about specific subjects on future visits, Museum 
visitor sub-sample 

 

 

Figure 137. Visitors who would like to learn about specific subjects on future visits, all 
respondents 
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Table 33. Subjects visitor groups would like to learn about on a future visit, Museum visitor sub-
sample 

N = 63 comments 
Some visitor groups may have made more than one comment. 

Response 
 Percent of valid 

responses 

History 23 37% 

Maritime life 9 14% 

Ships 9 14% 

Bay Area geology 4 6% 

Today's Maritime industry 4 6% 

Navigation 3 5% 

Artifacts and exhibits 2 3% 

Currents and tides 2 3% 

Commerce 1 2% 

Plants and wildlife 1 2% 

Other 5 8% 

 

Table 34. Subjects visitor groups would like to learn about on a future visit, all respondents 
N = 118 comments 

Some visitor groups may have made more than one comment. 

Response 
 Percent of valid 

responses* 

History  36% 

Ships  16% 

Maritime life  12% 

Bay Area geology  5% 

Plants and wildlife  4% 

Artifacts and exhibits  3% 

Commerce  3% 

Environmental changes and protection  3% 

Today's Maritime industry  3% 

Currents and tides  3% 

Navigation  3% 

Other comments  8% 
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Figure 138. Importance of elements, combined ratings of “extremely important” and “very 
important”, Museum visitor sub-sample 
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Figure 139. Importance of elements, combined ratings of “extremely important” and “very 
important”, all respondents 
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Figure 140. Importance of ability to make me think, Museum visitor sub-sample 

 

Figure 141. Importance of ability to make me think, all respondents 
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Figure 142. Importance of untold stories, Museum visitor sub-sample 

 
 
Figure 143. Importance of untold stories, all respondents 
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Figure 144. Importance of things to read, Museum visitor sub-sample 

 

Figure 145. Importance of things to read, all respondents 
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Figure 146. Importance of things to watch, Museum visitor sub-sample 

 

Figure 147. Importance of things to watch, all respondents 
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Figure 148. Importance of unexpected information, Museum visitor sub-sample 

 

Figure 149. Importance of unexpected information, all respondents 
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Figure 150. Importance of multiple perspectives/viewpoints, Museum visitor sub-sample 

 

Figure 151. Importance of multiple perspectives/viewpoints, all respondents 
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Figure 152. Importance of things to hear, Museum visitor sub-sample 

 

Figure 153. Importance of things to hear, all respondents 
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Figure 154. Importance of use of technology, Museum visitor sub-sample 

 

Figure 155. Importance of use of technology, all respondents 
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Figure 156. Importance of hands on opportunities, Museum visitor sub-sample 

 

Figure 157. Importance of hands on opportunities, all respondents 
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Figure 158. Importance of a chance to express my ideas, Museum visitor sub-sample 

 

Figure 159. Importance of a chance to express my ideas, all respondents 
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Figure 160. Interest in programs, services, and activities, combined ratings of “extremely 
interested” and “very interested”, Museum visitor sub-sample 
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Figure 161. Interest in programs, services, and activities, combined ratings of “extremely 
interested” and “very interested”, all respondents 
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Figure 162. Interest in 15-minute demonstrations, Museum visitor sub-sample 

 

Figure 163. Interest in 15-minute demonstrations, all respondents 
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Figure 164. Interest in behind the scenes tour, Museum visitor sub-sample 

 

Figure 165. Interest in behind the scenes tour, all respondents 
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Figure 166. Interest in historical reenactments, Museum visitor sub-sample 

 

Figure 167. Interest in historical reenactments, all respondents 
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Figure 168. Interest in 20 to 30-minute ranger program, Museum visitor sub-sample 

 

Figure 169. Interest in 20 to 30-minute ranger program, all respondents
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Figure 170. Interest in daytime special events, Museum visitor sub-sample 

 

Figure 171. Interest in daytime special events, all respondents 
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Figure 172. Interest in children's activities, Museum visitor sub-sample 

 

Figure 173. Interest in children's activities, all respondents 
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Figure 174. Interest in smart phone tour, Museum visitor sub-sample 

 

Figure 175. Interest in smart phone tour, all respondents 
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Figure 176. Interest in nighttime events and programs, Museum visitor sub-sample 

 

Figure 177. Interest in nighttime events and programs, all respondents 
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Figure 178. Interest in 45-minute ranger program, Museum visitor sub-sample 

 

Figure 179. Interest in 45-minute ranger program, all respondents 
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Figure 180. Interest in lectures, Museum visitor sub-sample 

 

Figure 181. Interest in lectures, all respondents 
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Figure 182. Interest in musical performances, Museum visitor sub-sample 

 

Figure 183. Interest in musical performances, all respondents 
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Figure 184. Interest in current issues, Museum visitor sub-sample 
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Figure 185. Interest in current issues, all respondents 
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Figure 186. Support for providing self-service machines to buy admission tickets for historic 
ships, Museum visitor sub-sample 

 

Figure 187. Support for providing self-service machines to buy admission tickets for historic 
ships, all respondents 
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Figure 188. Support for charging an admission fee for the Maritime Museum, Museum visitor sub-
sample 

 

Figure 189. Support for charging an admission fee for the Maritime Museum, all respondents 
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Figure 190. Respondents who were a local resident of San Francisco, Museum visitor sub-sample 

 

 

Figure 191. Respondents who were a local resident of San Francisco, all respondents 
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