PLANNING & RESEARCH

for the Arts and
Entertainment
Industries

Tenderloin History Museum
Market Research

January, 2010



Contents

A Scope of Work

A Informant Interviews

A Public Survey

A Admission Price Survey
A Conclusion



Scope of Work

A Market Research for the Tenderloin History Museum

o What is potential for visitation?
A Residents of San Francisco and Bay Area

A Visitors to San Francisco

o What are barriers to / motivations of potential attendees?
o What exhibits and programs are of interest?

o What is an appropriate admission price?



Visitor Industry Interviews

A Telephone interviews with eleven key informants:

o0 Hotel concierges
A Serve as gatekeepers and guides to the city

oSan Francisco Convention &
A Guide meeting planners and tourists

0 Meeting/event planners
A Utilize cultural attractions as event locations

0 Destination Management Companies (DMCSs)
A Provide local knowledge for afttown/foreign tour groups

o Motorcoach tour operators
AOrganize trips to San Franci s



Informant Interviews
The Concept

OThe museum wi | | preser.\
Uptown Tenderloin was home to large numbers of in
renowned musicians, writers, and individuals who shz
Franciscods culture. o

A Interest in the concept ranged from moderate to enthusiast

A No respondent expressed any negative views of the propo
themes and concepts.



Informant Interviews
The Visitor Market

AGetting the museum on t|
and international visitors will be a challenge.

o0 Most outof-town visitors favor mainstream attractions:
A City sightseeing tours
A Alcatraz
AFi sher mands Wharf
A Golden Gate Bridge

A Visitor industry informants believe residents of the
greater Bay Area offer best potential.



Informant Interviews
The Visitor Market

Segmented by Purpose of Visit

M Business travelers

o Convention and meeting attendees

1 Little time for leisure activities. Museum opportunities include:
0 Spouse tours
oSmalscal e, ointimate, 0 oprivateo spe

o Individual business travelers
1 Challenge to stay the extra day. Opportunity is people with niche interest.

1 Group leisure travel

0 Bus tours travelers are mostly seniors. Mobility/accessibility and pricir
usually important.

M Individual leisure travelers
o0 Have more time to explore the city than business travelers. After pren
attractions, markets exist for niche interests.
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Informant Interviews
The Visitor Market

Segmented by Age & Family Characteristics

A Matures

0 Ages 65 and up.

o Currently compose the primary market for bus tours.

0 Those with niche interests may attend the Tenderloin MuseL
ASan Francisco history
Almmigrants & their lives
AHistoric architecture & sites



Informant Interviews
The Visitor Market

Segmented by Age & Family Characteristics

A Baby Boomer&ges 43!)
0 Ages 4% 64
o0 Generally wealthier, healthier, activesadakated
o0 Large numbers aging into the bus tour market.
o Cultural attractions may shift to appeal to this generation,

Including exhibits on musicians and stories from their era
(1950s, 060s, and 70s).



Informant Interviews
The Visitor Market

Segmented by Age & Family Characteristics

A Generation X
0 Ages 24 44

A Generation Y
0 Ages P 23

A Both generations are among the most frequent visitors to the
Tenderl oinds |1 ve entertainm

A Interests are reported to be on music and culture of their era
(19809resent).

A May attract with special events, parties, collaboration with
restaurants, bars, nightclubs.
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Informant Interviews
Museum Content

TThe museumOs mar ket sucoc
omedi umdé (i nteractive, 1
omessaged (content and t

TThe Museumdbs content- wi |
mi ndedod travelers with
specialty museums such as the Beat Museum, Cartc
Art Museum, and Cable Car Museum.



Informant Interviews
Museum Cont ent

A Authenticity and relevance are essential.

o Ot her neighborhoods are otop
A LGBT History : the Castro
A Music History: the Fillmore

A Subject areas with unique opportunities:

o Immigrants & Their Lives
0 Historic Architecture

o0 Personalities & Cultural Sites of the Tenderloin

A Sites associated with famous musicians, writers, artists, etc.
A Places associated with famous waitks §altese Faletun)

A Certain topics may present a marketing challenge:
o SRO dwellings/lifestyles



Informant Interviews
The Neighborhood

Y The Tenderloin neighborhood itself is an overriding i

among respondents
o0 Personal safety
oThe nei ghborhoodds appear a

Y Neighborhood success stories were noted
0 SoMaJack London Square, and others
ooBeacono attractions i n th
Blue Café, Broadway theatres, and live music venues coul
contribute to improvement.



Informant Interviews
Spaces & Building

1 Convention & Events:proximity to Moscone Center and
downtown hotels is a positive; typical event requires:
0 Rooms accommodating 1880 persons and accessible to exhibit:
o Flexible lighting and celilings at least 10 feet high
oAn exterior with ocurb appeal
o Convenient catering facilities (loading, warming equipment, sink
0 Adeguate restroom facilities and coat check

f Motorcoach Tours:
0 =65 feet of curb reserved for loading and unloading of passeng
0 Easy access to and through galleries, and opportunities to sit
o Food / refreshment service
0 A sense of order and organization, clear signage and wayfindin
strong guidance from museum staff
0 Restroom facilities s



Informant Interviews
Marketing Strategies for Visitors

1 Awareness

o0 The Bay Area media market is crowded and expensive.
Alternatives to paid advertising include:

A Publicity/public relations outreach to media, travel writers, etc.
A A strong website with links to related/nearby attractions

A Courting concierges and other gatekeepers with complimentary
tickets and familiarization tours



Informant Interviews
Mar keti ng Strate

M1 Collaboration

o Work with other Tenderloin attractions and small museums
San Francisco on joint marketing & promotion.

A Cable Car Museum

A Cartoon Art Museum

A Wells Fargo Museum

A Beat Museum

A Museum of the African Diaspora
A Contemporary Jewish Museum
A California Historical Society



Informant Interviews
Mar keti ng Strate

{ Direct Marketing
o Mailingstargeted advertising, familiarization tours, direct
solicitations to:
A Convention & Meeting organizers
A Motorcoach tour operators

A Local interest groups
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Public Survey
Response Outline

A 499 responses

0 79% via internet
0 21% via intercept

A Respondent Location:

0 54% San Francisco
0 32% elsewhere in the Bay Area
0 15% outside the Bay Area

A Respondent Profile:

0 Young: 42% age 34 or younger
o Welleducated: 71% at least college degree (S.F. population: 50%)
0 55% female

0 Frequent museuwgoers (average respondent has attended 3.4 museun
last 12 months)
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Public Survey
San Francisco & Museums

Never, 4%, Less than once
a year, 8%

A 53% of respondents visit city
for arts, cultural event, or
entertainment at least
monthly.

Once a year, 8%

A The most heavilgttended
museums include the 50% -
de Young the Academy of .,
Sciences, and $SfoMA. 20%-

llllllllll



Public Survey
Neighborhood Perceptions

A Respondents are familiar with the Tenderloin (95% have hea
the neighborhood), but tend to visit infrequently.

m | go there sometimes / often  I've heard of it, but | never gc m I've never heard of it

100%
90% -
80% -
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60% -
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30% -
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10% -
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Civic Center The Mission The Haight  The Tenderloin Corner of Eddy &
Leavenworth Sts.




Public Survey
Neighborhood Percéeptibiiespondents

A Safety and security in the | share concerrjs about feeling safe
Tenderloin are concerns for and secure In the Tenderloin
Disagree
70% of respondent s

1 é

Agree
70%

AéRespondent s wolwoliddot fes safd attending a
necessarily feel unsafe visiting ~ Museum in the Tenderloin
the Tenderloin Museum (40%
disagree).




Public Survey
Neighborhood PercéyBgrigesidency

A San Francisco and Bay Area residents both have concerns al

safety I n the Tenderl ol n, b
| share concerns about feeling safe | share concerns about feeling safe
and secure in the Tenderloin and secure in the Tenderloin
(San Francisco) (Bay Area)

Disagree

13%
Neutral
13%

Agree Agree
74% 69%

AAAAAAAAAAAAAAAAA



Public Survey
Neighborhood PercéyBgrigesidency

AéSan Francisco residents wo
the Tenderloin.

| would not feel safe attending a | would not feel safe attending a
Museum in the Tenderloin Museum in the Tenderloin
(San Francisco) (Bay Area)

AAAAAAAAAAAAAAAAA
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Public Survey
ThemesAll Respondents

A Key Informants and Survey Respondents have similar thematic inte
A People and architecture rank high

A Some themes may offer particular opportunity:
o Lives of immigrants
o Famous Tenderloin residents
o Historic Architecture walking tours

m Very Interested  Neutral mNot interested
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Public Survey
ThemeésBy Residency

A Among San Francisco and Bay Area residents, only slight diff

In thematic interests:
A Higher interest in 0

A Higher interest in 0
A oDesignated prostitu

H San Franciscc B Bay Area




Public Survey
Music Themes

A Musicrelated themes are popular among respondents
o Jazz and Rock & Roll musicians with links to the Tenderloin are amoni
most interesting

m Very Interested  Neutral ® Not interested

100%
o e ww m EE

80%

70%
60%
50%
40%
30%
20%
10%

0%

Famous jazz Rock & roll Contemporary  History of the History of the
musicians musicians  musicians / bands Black Hawk jazz Wally Heider
club Recording Studio /

Hyde Street
Studios




Public Survey
Likelihood of Visitadohll Respondents

A Respondents are quite likely to visit the Tenderloin Museum.
080% of respondents are o0Somewha

Not Sure/

Very Li
40%

t Likely
0




