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Project Overview
The Center for Business and Economic Research (CBER) at the University of Southern Maine (USM) was hired through the Musson 
Group to conduct an independent analysis for the City of Rockland of the impact of 2018 cruise ship visitations on downtown 
businesses and on the experience of non-cruise ship visitors. This analysis had three components:

1) Survey of cruise ship visitors in Rockland,
2) Survey of downtown Rockland businesses, and 
3) Survey of land-based (non-cruise) visitors during cruise ship visits. 

The intent of this analysis is not an exhaustive consideration of all economic impacts of cruise ship visitations in Rockland, but rather 
one aspect of a wider selection of important considerations the City of Rockland may account for in determining the impact of cruise 
ship visitations to the City and the direction going forward. For instance, this study does not account for city fees and revenues, pilot 
fees and services, the economic impacts of cruise ship provisioning, or any impacts on local businesses from greater or lesser boat 
traffic on cruise days. 

The key findings of this study are highlighted in the following pages. The remainder of the report is organized by project component 
and includes a description of the methods, summary, and key data points from each survey as well as other supplemental data 
analyzed. Survey instruments used are included in the Appendices to this report. Specific questions pertaining to the data presented 
on each page are referenced at the bottom of each page where relevant. 
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Project Summary Findings
Cruise ship visitor spending and experience
● A total of 5,986 passengers and crew came ashore at port in Rockland during the 2018 cruise season.
● Visitors spent an average of $45 per person, which totaled $260,525 spent locally (including excursion spending). 

o Small ship1 visitors spent an average of $35 per person
o Large ship visitors spent an average of $54 per person

● Nearly 80% (n=214) were satisfied or extremely satisfied with experience on-shore, inclusive of time spent in 
Rockland. 

● 83% (n=217) of cruise ship visitors were likely to recommend a trip to Maine to others with almost half of visitors 
extremely likely to.

● 29% (n=76) are likely or very likely to return visit by cruise, while 30% (n=81) are likely or very likely to return by 
means other than cruise in next 5 years. 

● Large ship visitors tended to be more international and slightly younger than visitors from small ships.  
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1For the purposes of this survey a large ship has more than 500 passengers, and a small ship 500 or less.

Note: At the request of the clients, throughout this report response rates (%) are followed by a lowercase “n” in parenthesis which denotes the number of 
responses represented by the rate for a particular question. In the visual aids (charts and tables) the sample size is denoted with an uppercase “N” as is common 
practice in reporting survey data. This is important to note because in some cases not every question was answered by the respondent for a particular survey.



Project Summary Findings (continued)
Downtown business impacts

● During cruise ships visits, 43% (n=43) of businesses reported an increase in revenues, 14% (n=14) reported a 

decrease, and 41%(n=41) indicated no impact.

● 54% (n=27) of businesses reported revenues increased during large ship visits, 16% (n=8) reported a decrease, and 
28% (n=14) no impact.

● 32% (n=16) of businesses reported revenues increased during small ship visits, 12% (n=6) reported a decrease, and 

54% (n=27) no impact.

● All categories of businesses except professional services and lodging, reported a mix of increased revenues, 

decreased revenues, and revenues that were about the same as an average day.
● A majority of respondents from eating and drinking establishments, food and drink stores, and the professional 

service respondent reported positive impacts on revenues; the lodging respondent reported a decrease in revenues; 

a majority of personal services and art gallery respondents reported revenues stayed the same as on an average day.

Non-cruise visitor impacts

● Of the sample of land-based visitors surveyed, there is no evidence that the experience and likelihood of return visits 
of land-based visitors were either positively or negatively influenced by cruise ship traffic.

Other

● Cruise visitors, particularly large ships, have a different profile and come from a wider range of regions and 

countries than other visitors. 

● Weather played a role in visitor experience, but did not alter the positive overall story.
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COMPONENT 1: PROFILE AND ECONOMIC 
IMPACT OF CRUISE SHIP VISITOR AND CREW 

SPENDING

Cruise Ship Visitor Survey Business Survey Land Visitor Survey



SURVEY OVERVIEW & METHODS
● Survey research firm Digital Research Inc. (DRI) administered intercept surveys to cruise ship visitors at ship and tender berthing piers 

on a total of 8 days in the late summer and fall of 2018.
● DRI was used for the survey because the firm was already engaged in a statewide survey for the Maine Office of Tourism. The survey 

instrument was well designed and helped avoid having passengers/visitors approached by more than one survey on the same day.
● A total of 305 surveys were collected from cruise ship passengers and crew members returning from an onshore visit.
● 69% of responses were collected on large ship days and 31% of surveys were collected on small ship visitation days. 
● Table 1 shows the summary data of the full sample, as well as disembarkment estimates where available.
● Weighted survey data was tabulated by DRI. CBER was responsible for analyzing and reporting findings in the following pages.
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Table 1: Survey sample and visitor summary

Cruise Ship Passenger Survey Business Survey Land Tourist SurveyCruise Ship Visitor Survey Business Survey Land Visitor Survey

Note: Data provided by DRI.  ”*” indicates estimate by CBER based on a disembarkment rate calculated as weighted average of all other ship landings. Our overall 
disembarkment rate of 72.4% is below the disembarkment rate of 85% used by the DRI study for the entire state of Maine and may therefore be conservative. 

Month Ship

Number of 

Completed 

Questionnaires

Share of 

Sample

Number of 

Passengers & 

Crew On Ship

Number of 

Passengers & 

Crew Off Ship

Total Capacity 

(passenger & 

crew)

Disembark-

ment Rate

July American Independence 11 4% 122 88* 131 72.4%*
Aug American Constitution 23 8% 229 154 230 67.2%
Sept Queen Mary II 87 29% 2,555 2,174 3,872 85.1%
Sept Crystal Symphony 42 14% 1,310 948* 1,393 72.4%*
Oct Serenade of the Seas 81 27% 3,200 2316* 3,381 72.4%*
Oct Pearl Mist 35 11% 227 122 290 53.7%
Oct MS Fram 13 4% 120 51 400 42.5%
Oct Star Pride 13 4% 325 133 372 40.9%

Total 305 100% 8,088 5,986 10,069 72.4%
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Figure 1: Off ship visit location Figure 2: Average length of time

88% OF VISITORS (n= 255) SPENT TIME IN DOWNTOWN ROCKLAND FOR AN AVERAGE OF 
2.7 HOURS (N=229).

Cruise Ship Visitor Survey Business Survey Land Visitor Survey



Visitors were asked to rate a number of factors while they were off 
the ship on a scale of 1 to 5, 1 = poor, 3 = good and 5 = excellent. 

Visitor Experience Ratings
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87% (n=233) OF VISITORS RATED THE ATMOSPHERE OF THE AREA(S) VISITED WHILE OFF THE 
SHIP AS VERY GOOD OR EXCELLENT.

9
Q17.1: Overall, how would you rate the area(s) you visited while you were off the ship in terms of the following (Providing a warm, welcoming atmosphere)?
Note: “Downtown Rockland (DT) Only” includes only visitors who only spent time in downtown Rockland while off of the ship. Estimates for Total, Small Ship, 
and Large Ship include visitors who spent time off the ship, whether in Rockland, other municipalities, or both.

Figure 3: Visitor ratings - Providing a warm, welcoming atmosphere
On a scale of 1 to 5, 1 = poor, 3 = good and 5 = excellent  
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Cruise Ship Visitor Survey Business Survey Land Visitor Survey

• 87% (n=124) of small ship visitors rated 

the atmosphere as very good or 
excellent.

• 87% (n=110) of large ship visitors rated 
the atmosphere as very good or 
excellent.

• 87% (n=101) of visitors only spending 

time in DT Rockland rated the 
atmosphere as very good or excellent.



82% (N=208) OF VISITORS RATED SERVICE IN SHOPS AND RESTAURANTS AS VERY GOOD OR 
EXCELLENT.
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Q17.2: Overall, how would you rate the area(s) you visited while you were off the ship in terms of the following (Providing good service in shops & restaurants)?
Note: “Downtown Rockland (DT) Only” includes only visitors who only spent time in downtown Rockland while off of the ship. Estimates for Total, Small Ship, 
and Large Ship include visitors who spent time off the ship, whether in Rockland, other municipalities, or both.

Figure 4: Visitor ratings - Providing good service in shops & restaurants
On a scale of 1 to 5, 1 = poor, 3 = good and 5 = excellent 

4%

8% 10
%

5%2% 2% 1% 3%

7% 8% 10
%

7%

24
% 29

% 33
%

25
%

62
%

53
%

46
%

60
%

DT  ROCKLAND 
ONLY  (N=111)

TOTAL
(N=254)

SMALL  SHIP  
(N=132)

LARGE SHIP  
(N=123)

Don't Know 1 2 3 4 5 • 79% (n=104) of small ship visitors rated 

service in shops and restaurants as very 
good or excellent.

• 85% (n=105) of large ship visitors rated 
service in shops and restaurants as very 
good or excellent.

• 86% (n=95) of visitors only spending time in 

DT Rockland rated service in shops and 
restaurants as very good or excellent.

Cruise Ship Visitor Survey Business Survey Land Visitor Survey



87% (n=228) OF VISITORS FOUND THE AREAS THEY VISITED CLEAN AND WELL KEPT.
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Q17.3: Overall, how would you rate the area(s) you visited while you were off the ship in terms of the following (Providing a clean, well-kept environment)?
Note: “Downtown Rockland (DT) Only” includes only visitors who only spent time in downtown Rockland while off of the ship. Estimates for Total, Small Ship, 
and Large Ship include visitors who spent time off the ship, whether in Rockland, other municipalities, or both.

Figure 5: Visitor ratings - Providing a clean, well-kept environment
On a scale of 1 to 5, 1 = poor, 3 = good and 5 = excellent 

• 89% (n=125) of small ship visitors rated 

the area as clean and well kept. 
• 85% (n=105) of large ship visitors rated 

the area as clean and well kept.
• 87% (n=98) of visitors only spending 

time in DT Rockland rated the area as 
clean and well kept.
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89% (n=232) OF VISITORS RATED THE NATURAL BEAUTY AS VERY GOOD OR EXCELLENT.
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Q17.4: Overall, how would you rate the area(s) you visited while you were off the ship in terms of the following (Providing natural beauty)? Note: 
“Downtown Rockland (DT) Only” includes only visitors who only spent time in downtown Rockland while off of the ship. Estimates for Total, Small Ship, and 
Large Ship include visitors who spent time off the ship, whether in Rockland, other municipalities, or both.

Figure 6: Visitor ratings - Providing natural beauty
On a scale of 1 to 5, 1 = poor, 3 = good and 5 = excellent 

• 94% (n=130) of small ship visitors 

rated natural beauty as very good or 
excellent. 

• 83% (n=102) of large ship visitors 
rated natural beauty as very good or 
excellent. 

• 87% (n=97) of visitors only spending 

time in DT Rockland rated natural 
beauty as very good or excellent. 
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79% (n=214) WERE SATISFIED OR EXTREMELY SATISFIED WITH EXPERIENCE ON-SHORE, 
INCLUDES VISITS TO ALL LOCATIONS. 
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Q15: How satisfied would you say you are, overall, with your experience on shore during this visit to the area? Note: “Downtown Rockland (DT) Only” 
includes only visitors who only spent time in downtown Rockland while off of the ship. Estimates for Total, Small Ship, and Large Ship include visitors who 
spent time off the ship, whether in Rockland, other municipalities, or both.

Figure 7: Visitor Experience - Satisfaction of experience on shore
On a scale of 1 to 5, 1 = not at all satisfied and 5 = extremely satisfied

• 75% (n=108) of small ship visitors were 

satisfied or extremely satisfied with on-
shore experience.

• 83% (n=105) of large ship visitors were 
satisfied or extremely satisfied with on-
shore experience. 

• 78% (n=93) of visitors only spending 

time in DT Rockland were satisfied or 
extremely satisfied with on-shore 
experience. 
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29% (n=76) LIKELY OR VERY LIKELY TO RETURN VISIT BY CRUISE SHIP IN NEXT 5 YEARS.
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Q13: How likely would you say you are to return to Maine in the next five years by cruise (not including this trip)? Note: “Downtown Rockland (DT) Only” 
includes only visitors who only spent time in downtown Rockland while off of the ship. Estimates for Total, Small Ship, and Large Ship include visitors who 
spent time off the ship, whether in Rockland, other municipalities, or both.

Figure 8: Visitor Experience - Likelihood of return in next 5 years by cruise
On a scale of 1 to 5, 1 = not at all likely and 5 = very likely

• 23% (n=31) of small ship visitors 

were likely or very likely to return 
visit by cruise ship in next 5 years.

• 36% (n=45) of large ship visitors 
were likely or very likely to return 
visit by cruise ship in next 5 years.

• 28% (n=33) of visitors only spending 

time in DT Rockland were likely or 
very likely to return visit by cruise 
ship in next 5 years.
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30% (n=81) LIKELY OR VERY LIKELY TO RETURN VISIT BY MEANS OTHER THAN CRUISE IN NEXT 5 

YEARS.
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Q14: How likely would you say you are to return to Maine – by methods besides a cruise – in the next five years? Note: “Downtown Rockland (DT) Only” 

includes only visitors who only spent time in downtown Rockland while off of the ship. Estimates for Total, Small Ship, and Large Ship include visitors who 

spent time off the ship, whether in Rockland, other municipalities, or both.

Figure 9: Visitor Experience - Likelihood of return in next 5 years by methods besides a cruise 

On a scale of 1 to 5, 1 = not at all likely and 5 = very likely
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• 22% (n=31) of small ship visitors were 

likely or very likely to return visit by 

means other than cruise ship in next 5 

years.

• 40% (n=52) of large ship visitors were 

likely or very likely to return visit by 

means other than cruise ship in next 5 

years. 

• 32% (n=38) of visitors only spending 

time in DT Rockland were likely or 

very likely to return visit by means 

other than cruise ship in next 5 years.



83% (N=217) LIKELY OR VERY LIKELY TO RECOMMEND A TRIP TO MAINE TO OTHERS .
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Q16: Based on your experience on shore, if asked, how likely would you be to recommend a trip to Maine to others? Note: “Downtown Rockland (DT) Only” 

includes only visitors who only spent time in downtown Rockland while off of the ship. Estimates for Total, Small Ship, and Large Ship include visitors who 

spent time off the ship, whether in Rockland, other municipalities, or both.

Figure 10: Visitor Experience - Likelihood to recommend a trip to others based on experience on shore

On a scale of 1 to 5, 1 = not at all likely and 5 = very likely
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• 84% (n=114) of small ship visitors 

were likely or very likely to 

recommend a trip to others.

• 83% (n=105) of large ship visitors 

were likely or very likely to 

recommend a trip to others.

• 79% (n=88) of visitors only 

spending time in DT Rockland were 

likely or very likely to recommend 

a trip to others.



ON AVERAGE, VISITORS SPENT ALMOST $39 PER PERSON WHILE OFF THE SHIP. AN AVERAGE OF 
$5.92 PER VISITOR WAS SPENT ON EXCURSIONS.

17

Q10: How much did your travel party spend during your time off the ship today on the following types of purchases? 
Please estimate your spending for the whole day. Q9: Did you take a shore excursion today that you paid your cruise line extra for? (If so, how much?) Note: 
“Downtown Rockland (DT) Only” includes only visitors who only spent time in downtown Rockland while off of the ship. Estimates for Total, Small Ship, 
and Large Ship include visitors who spent time off the ship, whether in Rockland, other municipalities, or both.

Table 2: Cruise ship visitor spending profile per person

Per Person Spending

Spending Category
Total 

(N=213)
Small Ship 

(N=101)
Large Ship 

(N=112)

Downtown 
Rockland Only 

(N=102)
Food and Beverages $15.23 $10.26 $19.72 $15.15
Recreation and Entertainment $3.27 $3.45 $3.10 $3.09
Shopping $18.23 $16.37 $19.92 $16.25
Transportation (not including the cruise) $1.05 $0.89 $1.20 $0.30
Everything else $1.14 $1.65 $0.68 $0.61
Total spending $38.92 $32.63 $44.62 $35.41

Excursions $5.92 $1.94 $9.52 $3.04
Total Spent (including excursion $) $44.85 $34.57 $54.14 $38.45

• Large ship visitors spent $12 
more per person (excluding 
excursions) than small ship 
visitors on average, largely a 
result of higher spending on food 
and beverages, and to a lesser 
extent retail shopping.

• Large ship visitors spent almost 
$8 more on on-shore excursions 
than small ship visitors. 

• More visitors from large ships 
(34%) went on a paid shore 
excursion than from small cruise 
ships (21%).

Cruise Ship Visitor Survey Business Survey Land Visitor Survey



IN GENERAL, THE LONGER TIME SPENT OFF SHIP IN DOWNTOWN ROCKLAND, THE GREATER 

THE AMOUNT OF MONEY SPENT PER PERSON ON AVERAGE.
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Q10: How much did your travel party spend during your time off the ship today on the following types of purchases? 
Please estimate your spending for the whole day. Q9: Did you take a shore excursion today that you paid your cruise line extra for? (If so, how much?) Note: “Downtown 
Rockland (DT) Only” includes only visitors who only spent time in downtown Rockland while off of the ship. Estimates for Total, Small Ship, 
and Large Ship include visitors who spent time off the ship, whether in Rockland, other municipalities, or both.

Table 3: Cruise ship visitor spending profile per person by time

Per Person Spending
By Time Spent in Downtown Rockland

Spending Category
1 Hr or Less 

(n=26)
>1 Hr -2 Hrs

(n=54)
>2 Hr-3 Hrs

(n=34)
>3 Hr-4 Hrs

(n=25)
4+ Hrs
(n=17)

Food and Beverages $10.81 $13.17 $14.36 $24.07 $11.03

Recreation and Entertainment $3.65 $1.02 $1.34 $7.47

Shopping $19.06 $16.75 $19.71 $15.46 $31.44

Transportation $2.24 $1.92 $0.59 $0.43

Everything else $0.03 $0.57 $0.59 $3.81 $0.43

Total spending $32.14 $36.06 $36.28 $44.67 $50.81

Excursions $9.82 $5.12 $7.06 $1.17 $2.26

Total Spent (inc. excursion $) $41.96 $41.18 $43.33 $45.84 $53.07

Cruise Ship Visitor Survey Business Survey Land Visitor Survey
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Figure 11: Visitor age distribution Figure 12: Visitor household income distribution
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ON AVERAGE, VISITORS WERE 67 YEARS OLD (N=248), HAD A MEDIAN HOUSEHOLD INCOME OF 
$120,000 (N=238). 

• Small ship visitors tend to 
be slightly older (70, 
N=130) than large ship 
visitors (60, N=118).

Q22: What is your age?; Q24: What is your total annual household income before taxes? (Stats in thousands) 

Cruise Ship Visitor Survey Business Survey Land Visitor Survey
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Figure 13: Visitor region of origin
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VISITORS WERE FROM A MIX OF US REGIONS & COUNTRIES (N=217). 

Q20: Are you currently a resident of:

Cruise Ship Visitor Survey Business Survey Land Visitor Survey

• 34% (n=33) of the large 
ship visitors were from 
another country versus 9% 
(n=11) for small ships 



COMPONENT 2: SURVEY OF DOWNTOWN 
BUSINESSES

Cruise Ship Visitor Survey Business Survey Land Visitor Survey
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SURVEY OVERVIEW & METHODS
• The purpose of the survey was to better understand the effect of cruise ship visits on local businesses.
• A total of 5 individual electronic surveys were emailed to 111 business and organizations following 5 cruise ship visits in September and 

October 2018 (Table 4). Businesses were also sent reminder emails to complete previously emailed surveys.
• The City of Rockland provided CBER with a list of downtown business contacts and emails and included retail shops, restaurants, art 

galleries, entertainment, personal services, and accommodations, including businesses in the Tillson Avenue area, and along the Harbor 
Trail. Businesses in professional offices and banks, and businesses more than a block inland from Main Street were not surveyed.

• A total of 104 responses were received across all 5 surveys, with 100 of them being complete enough to tabulate and analyze.
• The average response rate for all 5 surveys was 18%.
• 54 unique businesses or organizations responded to at least 1 of the 5 surveys survey. 
• 50% of responses were received with respect to large ship landings and 50% from small ship landings.
• Respondents were able to provide comments at the end of the surveys. Comments are summarized and included in the Appendices.

Table 4: Business survey sample summary

Ship/ship size

Number of 
Completed 

Questionnaires
Share of 
Sample

Queen Mary II (large) & Independence (small) 25 22.5%
Star Pride (small) 21 18.9%
FRAM (small) 18 16.2%
Serenade (large) 25 22.5%
Pearl Mist (small) 11 9.9%
Total 100 18.0%

Cruise Ship Visitor Survey Business Survey Land Visitor Survey

Note: At the request of the clients, throughout this report response rates (%) are followed by a lowercase “n” in parenthesis which denote the number of 
responses represented by the rate for a particular question. In the visual aides (charts and tables) the sample size is denoted with an uppercase “N” as is common 
practice in reporting survey data. This is important to note because in some cases not every questions was answered by the respondent for a particular survey.



Reported Transactions, 
Revenues, and Staff Levels

23
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46% (n=46) OF RESPONDENTS REPORTED TRANSACTION LEVELS INCREASED ON DAYS WHEN 

CRUISE SHIPS VISITED.

• 64%, (n=32) reported increased transaction 

levels on days when large ships visited; 

28%, (n=14) reported increased transaction 

levels on days when small ships visited.

• 14% (n=7) reported a decrease of 

transaction levels during small ship visits, 

as opposed to 10% (n=5) for large ships.

• 58% (n=29) reported transaction levels 

during small ship visits were about the 

same as an average day. 
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Figure 14: Reported Change in Transaction Levels
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Q4: In comparison to an average day this time of year, to what extent did you experience an increase or decrease in daily TRANSACTIONS on the date of the cruise 

ship visit indicated above? Please indicate percentage change.
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43% (n=43) OF RESPONDENTS REPORTED REVENUES INCREASED ON DAYS WHEN CRUISE SHIPS 
VISITED.

• 54% (n=27) reported an increase in revenue on 

days when large ships visited.
• 16% (n=8) reported a decrease of revenue on 

days when large ships visited; 12% (n=6) 
reported a decrease when small ships visited.
• 54%, (n=27) reported revenue stayed about 

the same on days when small ships visited.
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Figure 15: Percentage of Respondents Reporting Change in Revenue
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Figure 16: Directional change in revenue by business type
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experience an increase or decrease in daily REVENUES on the date of the cruise ship visit indicated above? Please indicate percentage change.

WHETHER REPORTED REVENUE LEVELS INCREASE, DECREASED, OR STAYED THE SAME
BY BUSINESS TYPE
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22% (n=9) REPORTED AN INCREASE IN STAFF LEVELS DURING CRUISE SHIP VISITS.

● 31% (n=13) reported an increase during large 

ship visits, as opposed to, 13% (n=6) during 

small ship visits. 

● 78% (n=68) reported no change.
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Figure 17: Percentage of Respondents Reporting Change in Staff

Q6: Did the business or organization adjust the number of employees (staff) on the day of the cruise ship visit compared to an average, comparable day this time 

of year?
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Queen Mary II  and 

Independence visit

Date of visit: Tuesday September 25th 

Number of passengers & crew on ship: 2,555 

(QMII), 122*(Independence)

Number coming ashore: 2,174 (QMII), 88* 

(Independence)

Weather: AM partly sunny with a mix of clouds, 

high of 65; rain showers started in the early 

afternoon and continued the rest of the day.

Survey sample size: 25

Summary:

• Nearly half of respondents (48%, n=12) 

reported an increase in revenue compared to 

60% (n=15) who reported an increase in 

transaction levels. This suggest dollars per 

transaction were lower during this visit. This 

pattern is similar during the other large ship 

visit. 

• 16% (n=4) of respondents reported a decrease 

in revenues.
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Figure 18: Reported Transactions and Revenue Change During Queen Mary 

II and Independence Visits
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Note: * Indicates estimated passengers and disembarkments. See Page 5 footnote.



Star Pride visit

Date of visit: Monday October 1st
Number of passengers & crew on ship: 325
Number coming ashore: 133
Weather: Cloudy with light rain; high of 56 and 
low of 47. 
Survey sample size: 21
Summary:
• 43% (n=9) or respondents reported an increase 

in revenue and transaction levels. 
• Transactions decreased by for 10% (n=2) of 

respondents, while revenues decreased for 5% 
(n=1).
• 48% (n=10) of respondents reported as an 

average day.
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Figure 19: Reported Transactions and Revenue Change During Star Pride Visit
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FRAM visit

Date of visit: Thursday October 11th

Number of passengers & crew on ship: 120

Number coming ashore: 51

Weather: Cloudy with steady rain; high of 53 and 

low of 51. 

Survey sample size: 18

Summary:

• 28% (n=5) reported an increase in revenue and 

28% (n=5) reported in an increase in 

transactions.

• 6% (n=1) of respondents indicated a decrease in 

both revenues and transactions.

• 67% (n=12) reported transactions were about 

the same as an average day and 61% (n=11) 

reported revenues were about the same as an 

average day. 
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Figure 20: Reported Transactions and Revenue Change During FRAM Visit
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Serenade visit

Date of visit: Friday October 19th.
Number of passengers & crew on ship: 3,200
Number coming ashore: 2,316*
Weather: Sunny, high of 54 and low of 30.  
Survey sample size: 25
Summary:
• 68% (n=17) reported transactions an increase in 

transaction levels and 60% (n=15) reported an 
increase in revenue.
• 16% (n=4) reported a decrease in revenue and 

12% (n=3) reported in a decrease in 
transactions.
• 20% (n=5) reported transaction levels stayed 

about the same and 24% (n=6) reported 
revenue stayed about the same.
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Figure 21: Reported Transactions and Revenue Change During Serenade of the Seas 
Visit
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Note: *Counts of the number of passengers and crew coming ashore are unavailable or were not provided to CBER at the time of preparation of this report. We 
estimate the number of passengers and crew coming ashore based on a (weighted) average of reported disembarkments for other cruise ship visitations. 



Pearl Mist visit

Date of visit: Wednesday October 24th
Number of passengers & crew on ship: 227
Number coming ashore: 122
Weather: Light rain in the am and cloudy in the 
afternoon, high of 41 degrees.
Survey sample size: 11
Summary:
• 9% (n=1) reported revenue increased. 
• 36% (n=4) reported a decrease in transaction 

levels and revenues. 
• 64% (n=7) reported transaction levels stayed 

about the same and 55% (n=6) reported 
revenue stayed about the same.
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Figure 22: Reported Transactions and Revenue Change During Star Pearl Mist Visit
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Respondents were asked to rate – on a scale of 1 (much slower) to 5 (much busier) (3 
means about the same) – how their business or organization was effected by a cruise ship 

visit compared to the summer, holiday season, and three large events held in Rockland.

Cruise ship visitation compared to other 
types of events and seasonal activity

33
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11% (n=11) REPORTED THAT THEY WERE BUSIER OR MUCH BUSIER WHEN COMPARED TO A 

BUSY SUMMER DAY. 56% (n=54) REPORTED THEY WERE SLOWER OR MUCH SLOWER.

34Q8: Please rate how your business or organization was impacted by cruise ship visit compared to (busy day in summer).

Figure 23: Downtown business rating of people traffic compared to busy day in summer
On a scale of 1 to 5, 1 = much slower, 3= about the same, and 5 = much busier
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• On large ship days, 20% (n=10) 

reported they were busier or 

much busier when compared to 

a busy summer day; 38% (n=19) 

reported they were slower or 

much slower.

• On small ship days, 2% (n=1) 

reported they were busier or 

much busier when compared to 

a busy summer day; 75%(n=35) 

reported they were slower or 

much slower.



14% (n=13) BUSIER OR MUCH BUSIER WHEN COMPARED TO THE HOLIDAY SEASON. 
49% (n=47) REPORTED THEY WERE SLOWER OR MUCH SLOWER.

35Q8: Please rate how your business or organization was impacted by cruise ship visit compared to (holiday season).

Figure 24: Downtown business rating of people traffic compared to the holiday season
On a scale of 1 to 5, 1 = much slower, 3= about the same, and 5 = much busier
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• On large ship days, 22% (n=11) 

reported they were busier or 
much busier when compared to 
the holiday season; 32% (n=16) 
reported they were slower or 
much slower.

• On small ship days, 6% (n=3) 

reported they were busier or 
much busier when compared to 
the holiday season; 66% (n=31) 
reported they were slower or 
much slower.



20% (n=19) REPORTED THAT THEY WERE BUSIER OR MUCH BUSIER WHEN COMPARED TO THE 

MAINE HOME & BOAT SHOW. 47% (n=45) REPORTED THEY WERE SLOWER OR MUCH SLOWER.

36Q8: Please rate how your business or organization was impacted by cruise ship visit compared to (Maine Home & Boat Show).

Figure 25: Downtown business rating of people traffic compared to Maine Home & Boat Show
On a scale of 1 to 5, 1 = much slower, 3= about the same, and 5 = much busier
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• On large ship days, 32% (n=16) 

reported they were busier or 

much busier when compared to 

the Maine Home & Boat Show; 

38% (n=19) reported they were 

slower or much slower.

• On small ship days, 8% (n=4) 

reported they were busier or 

much busier when compared to 

the Maine Home & Boat Show; 

56% (n=26) reported they were 

slower or much slower.



31% (n=30) REPORTED THAT THEY WERE BUSIER OR MUCH BUSIER WHEN COMPARED TO THE 
MAINE LOBSTER FESTIVAL. 41% (n=39) REPORTED THEY WERE SLOWER OR MUCH SLOWER.

37Q8: Please rate how your business or organization was impacted by cruise ship visit compared to (Maine Lobster Festival).

Figure 26: Downtown business rating of people traffic compared to Maine Lobster Festival
On a scale of 1 to 5, 1 = much slower, 3= about the same, and 5 = much busier
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• On large ship days, 42% (n=21) 

reported they were busier or 
much busier when compared to 
the Maine Lobster Festival; 32% 
(n=16) reported they were 
slower or much slower.

• On small ship days, 17% (n=8) 

reported they were busier or 
much busier when compared to 
the Lobster Festival; 49% (n=23) 
reported they were slower or 
much slower.



25% (n=24) REPORTED THAT THEY WERE BUSIER OR MUCH BUSIER WHEN COMPARED TO THE 
NORTH ATLANTIC BLUES FESTIVAL. 42% (n=40) REPORTED THEY WERE SLOWER OR MUCH 

SLOWER.

38Q8: Please rate how your business or organization was impacted by cruise ship visit compared to (North Atlantic Blues Festival).

Figure 27: Downtown business rating of people traffic compared to North Atlantic Blues Festival
On a scale of 1 to 5, 1 = much slower, 3= about the same, and 5 = much busier
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• On large ship days, 38% (n=19) 
reported they were busier or 
much busier when compared to 
the North Atlantic Blues Festival; 
36% (n=18) reported they were 
slower or much slower.

• On small ship days, 11% (n=5) 
reported they were busier or 
much busier when compared to 
the North Atlantic Blues Festival; 
47% (n=22) reported they were 
slower or much slower.



● Majority of responses are from retail shops (45%) 
and eating/drinking establishments (28%); 
together comprising 73% of the total sample 
(N=100). 
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Figure 28: Business Types Responding

TYPE OF BUSINESSES RESPONDING REASONABLY REPRESENT THE MIX OF BUSINESSES SURVEYED.

Q1 Please indicate the category that best describes your business or organization.
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COMPONENT 3: LAND-BASED (NON-CRUISE) 
VISITORS

Cruise Ship Visitor Survey Business Survey Land Visitor Survey



● Purpose of survey was to learn about the effect of cruise ship visitation on the overall experience of land-based visitors and associated 
economic impacts.

● Intercept surveys were administered to land-based visitors (non-cruise ship visitors) in September and October of 2018 on 5 cruise 
ship landing dates corresponding with the Business survey dates (refer to slide 21).

● Identical surveys were administered on 6 control dates (no ship in port) in order to compare land-based visitor experiences at times 
with and without a cruise ship visiting. Efforts were made to sample on comparable days of the week and with similar weather.

● Visitors were intercepted and surveyed at several central locations on Main Street and responses were collected on electronic tablets.
● Total of 92 surveys collected (Table 5), 53 of which were on control days and 39 of which were collected on cruise ship visitation days.
● Relatively small sample size reflects the limited number of potential survey recruits on these days. On days with cruise ships visitors, 

interview staff reported difficulty distinguishing land-based visitors; most attempted recruits were cruise ship visitors.
● On control days, limited numbers of potential survey recruits were reported. Photographic evidence is included in the Appendices.
● Supplemental to the survey, a limited set of traffic pattern data provided by the City of Rockland was also analyzed to determine 

whether noticeable differences in traffic occur during cruise ship visitations. 

SURVEY OVERVIEW & METHODS

Number of Completed 
Questionnaires

Share of 
Sample

Large Ship 23 25%
Small Ship 16 17%
Control 53 58%
Total 92 100%
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Table 5: Survey sample summary
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Note: At the request of the clients, throughout this report response rates (%) are followed by a lowercase “n” in parenthesis which denote the number of 
responses represented by the rate for a particular question. In the visual aides (charts and tables) the sample size is denoted with an uppercase “N” as is common 
practice in reporting survey data. This is important to note because in some cases not every questions was answered by the respondent for a particular survey.



Land-based visitors were asked to rate the satisfaction of their downtown experience, as 
well as the likelihood of their return in the next 5-years and if they would recommend a 

trip to others based on their current experience. 

Visitor Experience in Downtown Rockland
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98% (n=88) WERE SATISFIED OR VERY SATISFIED WITH THEIR EXPERIENCE AND 96% (n=86) ARE 
LIKELY OR VERY LIKELY TO RECOMMEND A TRIP TO OTHERS BASED ON VISIT.

43

• 24% (n=22) not at all likely or unlikely to return, though majority report it was simply 
because they live further away or want to visit other places. 

Figure 29: Satisfaction of experience 
On a scale of 1 to 5, 1 = not at all satisfied, 5 = 

highly satisfied.

Q13: Please rate your experience in Rockland today. Q14: Please rate the likelihood of return to Rockland in the next five years.; Q15: How likely would you be to 
recommend a trip to Rockland to others based on this visit?

Figure 30: Likelihood of return in next 5 years 
On a scale of 1 to 5, 1 = not at all likely and 5 = very 

likely.

Figure 31: Likelihood to recommend a trip 
On a scale of 1 to 5, 1 = not at all likely and 5 = 

very likely.
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63% (n=91) REPORT HAVING AN EXPERIENCE THAT INFLUENCED THEIR ENJOYMENT OR LIKELIHOOD OF A 

RETURN VISIT. OF THOSE RESPONDENTS, 97% (n=66) REPORT HAVING A POSITIVE EXPERIENCE RELATED TO 

AN ACTIVITY AND/OR THE QUALITY OF PLACE (FIGURE 32).

Figure 32: Experiences that influence enjoyment or likelihood of return visit 

• Positive experience from an activity 

include enjoying food or visiting shops, 

visiting museums or art galleries.

• Positive experiences relating to the 

quality of place include the walkability of 

downtown, weather, landscape or 

waterfront.

• No negative comments were received on 

cruise ship days. On control days 3% 

(n=66) said negative experiences, factors 

included high prices, art galleries closing 

at 5, visit time limited by 2 hour parking 

limit, and lack of directional signage 

influenced their experience although 

these comments were from control days.

44Q12: Is there anything in your experience today that has influenced your enjoyment or likelihood of a return visit to Rockland? Please explain.
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Figure 33: How does this trip compare to prior visits?
First time visitors excluded

• 79% (n=41) of respondents who visited 
downtown Rockland at least once before report 
experience was similar to past visit. 

• Respondents who indicated this experience was 
different from past visits (13%, n=4 control days; 
54%, n=7 large ship days) also rated experience 
(Q13) high suggesting the noted differences (i.e., 
increase in open shops and people activity) did 
not affect their satisfaction, likelihood to return 
to the area, or to recommend Rockland. 

NO INDICATION OF DIFFERENCE BETWEEN VISITOR EXPERIENCE ON DAYS OF A CRUISE SHIP 
VISIT COMPARED TO CONTROL DAYS. 
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Q10: Has your experience today been different than previous visits to downtown? 
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OVERNIGHT VISITORS SPENT MORE IN TOTAL THAN DAY VISITORS, LARGELY BECAUSE OF 
SPENDING ON LODGING AND ACCOMMODATIONS. 

• Overnight visitors 
spent slightly more 
than day visitors on 
food and beverages.

• Day visitors spent 
more on shopping, 
recreation and 
entertainment than 
overnight visitors on a 
daily basis.

Average Visitor Daily Spending

Spending Category Day Visitor
Overnight 

Visitor All Visitors

Accommodations and Lodging (hotel, motel, B&B, etc.) NA $90.78 $90.78
Food and Beverages (restaurant meals, snacks, groceries, 
beer/wine/liquor) $45.52 $51.85 $47.63

Shopping (souvenirs, clothing, household items) $16.30 $11.20 $14.60

Recreation and Entertainment (activities, tours, site 
admissions, museums, event tickets) $6.36 $2.78 $5.16

Transportation (e.g. parking, fuel, taxis, etc.) $4.26 $5.09 $4.54
Everything else $4.33 $0.00 $2.89
Total spending $76.78 $161.70 $165.61
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Table 6: Day and Overnight Visitor Daily Spending Profile

Q8: Please estimate your party’s total spending in Rockland only for your entire visit, including any overnight stay. Indicate “0” for 
categories in which you did not spend in Rockland. 
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ON AVERAGE, OVERNIGHT VISITORS SPENT 2.5 NIGHTS AND SPENT A TOTAL OF $292 PER TRIP 
WHILE IN ROCKLAND.

• Considering spending from a trip 

perspective, overnight visitors spent 

about evenly compared to day trippers 
on shopping, recreation and 

entertainment, and transportation and 
other miscellaneous items.

• Overnight visitors spending significantly 
more per trip, largely explained by 

differences in spending on lodging and 
food. 

Spending Category

Average Per 
Visitor Trip 
Spending

Accommodations and Lodging (hotel, motel, B&B, etc.) $192.06

Food and Beverages (restaurant meals, snacks, 
groceries, beer/wine/liquor) $66.63
Shopping (souvenirs, clothing, household items) $16.86

Recreation and Entertainment (activities, tours, site 
admissions, museums, event tickets) $6.56
Transportation (e.g. parking, fuel, taxis, etc.) $7.16
Everything else $2.89
Total spending $292.16
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Table 7: Day and Overnight Visitor Trip Spending Profile

Q8: Please estimate your party’s total spending in Rockland only for your entire visit, including any overnight stay. Indicate “0” for 
categories in which you did not spend in Rockland. 

Cruise Ship Visitor Survey Business Survey Land Visitor Survey
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Figure 34: Visitor age distribution Figure 36: Visitor region of originFigure 35: Visitor household income 
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MAJORITY OF NON-CRUISE VISITORS WERE FROM NORTHEASTERN US (60%, n=54). MEDIAN HOUSEHOLD 
INCOME RANGED WIDELY (N=81), AND VISITORS TRENDED OLDER, 67% AGED 58 OR OLDER (N=90).

Q16: Please indicate place of residence; Q17: US State; Q18: Canadian Province.
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ADDITIONAL DATA
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NO DISCERNABLE DIFFERENCE OF TRAFFIC PATTERNS IN DOWNTOWN ROCKLAND ON DAYS 
WHEN CRUISE SHIPS WERE IN PORT.

50Data from an automated speed traffic monitoring station at the base of Main Street through the months of August-October 2018. Data were provided by 
Rockland City Police Department.

• Volume of traffic decrease over the 3 
month period as the summer tourist 
season drops off.

• Weekly trends emerge that repeat to 
varying degrees; average hourly 
traffic counts are lower on Sunday 
increase on Monday and peak on 
Fridays.

• While only a snap shot of one-way 
traffic over a short time period, these 
data provide an alternative means to 
investigate the impact of cruise ship 
visits on downtown traffic volume. 

Figure 37: Traffic count trends in downtown Rockland, August through October 2018

Cruise Ship Visitor Survey Business Survey Land Visitor Survey



POOR WEATHER MAY HAVE PLAYED A ROLE IN LOW RESPONSE RATE FOR SOME DAYS

Table 8: Survey dates weather summary

Survey Date Weather Summary Rain Fall 
(Inches)

High Temp Low 
Temp

Average 
Temp

Cruise/Control Survey 
Sample Size

9/25/2018 Cloudy, rain showers started in 
afternoon around 2PM

0.15 61 39 50 Visit (Large) 9

10/10/2018 Sun early, around 3PM cloudy 0 80 53 67 Control 27
10/11/2018 Rain 0.41 53 51 52 Visit (Small) 3
10/12/2018 Cloudy 0 55 40 48 Control 7
10/17/2018 Clear 0.01 56 34 45 Visit (Small) 13
10/19/2018 Sunny 0 54 30 42 Visit (Large) 14
10/24/2018 Rain 0.46 47 37 42 Visit (Small) *
10/25/2018 Fair (mix of sun and clouds) 0 44 30 37 Control 5
10/26/2018 Sunny 0 43 28 36 Control 14
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*No surveys collected on this day due to rain.



WEATHER PLAYED A ROLE IN VISITOR EXPERIENCE, BUT DID NOT ALTER THE POSITIVE OVERALL 
STORY.

Figure 38: Satisfaction of experience 
by weather on day of response

On a scale of 1 to 5, 1 = not at all satisfied, 
5 = highly satisfied

Figure 40: Likelihood of return in next 5 
years by weather on day of response
On a scale of 1 to 5, 1 = not at all likely, 5 = 

very likely

Figure 39: Likelihood to recommend to 
others by weather on day of response
On a scale of 1 to 5, 1 = not at all likely, 5 = 

very likely
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Q13: visitor satisfaction of experience, Q14: likelihood of recommendation to others, and Q:15:  likelihood of return visit cross-tabulated with weather on 
the day the response was taken. 
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Economic Impact Estimation of Cruise Ship Visitor 
Spending
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ECONOMIC IMPACT OF VISITOR SPENDING IN ROCKLAND

● Spending by cruise ship visitors supports local businesses and the employment and wages of workers which can be measured 

through an economic impact analysis.

● Total spending estimates were derived by taking the average spending patterns of cruise ship visitor visitors and weighting by 

the number of visitors spending time on-shore.

● Total spending by cruise ship visitors while disembarking at the port of Rockland is estimated at $260,525. In addition, another

$52,832 is estimated to have been spent on excursions by visitors.

● This spending is simulated in an economic model of the economy developed by Economic Modeling Specialists Inc. (EMSI) that is

based on spending patterns of business and households in the economy. 

● Outputs of the model provide estimates of the total number of jobs and earnings supported in the local economy, in terms of 

the direct, indirect, and induced impacts of recurrent rounds of spending by businesses and households. 

● In economic terms, this level of spending supported the equivalent of 5 jobs, all of which may be classified as direct impacts. This 

does not necessarily mean that these jobs are new, simply that this level of industry spending could support this number of jobs. 

The impacts are distributed across multiple businesses and therefore may not actually lead to the creation of ‘new’ jobs. 

● An equivalent of 2 jobs were supported elsewhere in Knox County resulting from indirect and induced spending impacts.

● A similar and relatively proportional accounting of impacts could be expected from similar spending by non-cruise ship visitors.
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https://www.camoinassociates.com/what-economic-impact-analysis
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Time stamps:
Tuesday September 25th 2018 – Queen Mary II (Large ship) & Independence 

• 11AM (1 slide) 
• 12PM (1 slide)
• 2:30PM (1 slide)
• 3:30PM (1 slide)
• 4PM (1 slide)

Friday October 12th 2018 – Control day

• 9AM (2 pages) 
• 2PM(1 page)
• 4PM (1 pages)

Friday October 19th 2018 – Serenade (Large ship)

• 11AM (3 pages) 
• 1PM (3 pages)
• 3PM (2 pages)

Wednesday October 17th 2018 – Control day 

• 2PM (1 page)
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There were 69 comments (small ships n=33, with 27 unique; large ships n=36 with 15 unique and 21 unknown) collected from the 5 surveys. Several respondents left general comments 
that were not about a specific cruise ship landing day but instead about cruise ship landings in general. Nonetheless, comments can be grouped by their similarities or differences, or by 
themes that emerge across comments, in particular when it comes to pros and cons or how respondents described visitors and their impact on revenue and foot traffic.

As far as similarities go:

Characterizing cruise ship visitors: 
• Looking to buy small gift items or souvenirs
• Curious, ask A LOT of questions and want to learn about Maine, Rockland and coastal Maine ecology
• Great customers, pleasant, diverse, kind, having a great time

Pros:
• Cruise ships bring people to town who may return at another other time
• “Brings new people without adding to traffic. They do not take up parking spaces: an advantage not associated with other festivals in town. Several businesses reported that 

customers noted that they did not have difficulties parking or getting around town
• Cruise ship visitors presence makes downtown feel more energized and lively 
• Extends the summer season (shoulder seasons May/June and Sept/Oct) and gives businesses the boost needed to support local employees and year-round operations. 

Cons:
• Little incentive for visitors to spend money in restaurant & beverage establishments because cruise ships have meal plans. As a result several respondents reported that visitors 

seem less interested in food (large and small landings) – unless it’s local Maine cuisine such as lobster rolls and blueberry pie, which attract customers.
• The increase of people does not necessarily mean an increase in revenue for businesses. 

• “A lot of customers and foot traffic, but they seem to spend less overall than locals or other visitors”, a comment echoed by a number of respondents and appears to be 
supported by survey data (Q.3-5)

• “Low number of transactions but high transaction dollars, typical of local customers who typically spend more, tourists usually have much smaller transaction amounts.” 
(small ship day) retail

• “More foot traffic but not an increase in sales, often no one makes a purchase.” (large ship day) retail (comments echoed by several respondents and supported by 
survey data).

• Two respondents reported a loss of local customer base because they avoid the area if they know a cruise ship is in town.
• Require more time and attention since they are curious and ask a lot of questions. 

Several respondents reported that there was no impact to their business for several reasons: the nature of business does not attract cruise ship visitors, they’re not open until 5pm (some 
restaurants) or most clients are local. 

OVERALL – COMMENT TAKEAWAYS (1 OF 2)

59

Appendix



There were 69 comments (small ships n=33, with 27 unique; large ships n=36 with 15 unique and 21 unknown) collected from the 5 surveys. Several respondents left general comments that 
were not about a specific cruise ship landing day but instead about cruise ship landings in general. Nonetheless, comments can be grouped by similarities or differences, or by themes that 
emerge across comments, in particular when it comes to how respondents described visitors and their impact on revenue and foot traffic.

Small Ships
Impact on spending and foot traffic: 

• Weather. Poor weather likely discouraged people from walking around downtown and had an impact on transaction levels and revenue.
• Hard to determine impact on business transactions or revenue. Several respondents report being unable to distinguish cruise ship customers from other customers and 

therefore were unable to associate an increase or decrease in foot traffic or revenue from their presence. In addition to the smaller footprint of cruise ship visitors, 
respondents report several factors that may have affected their transaction and revenue levels including normal seasonal fluctuation, poor weather, and location.

• Overall little impact, some report lower transaction levels but higher sales. A few businesses did not experience an increase in foot traffic but reported sales were higher 
than a normal day indicating customers spent more than average. (survey data supports findings in comments but sample size is too small to make claim with certainty.)

Visitor presence:
• Overall, a positive experience for business who had cruise ship customers. Employees were able to give customers time/attention and answer questions. 
• Several respondents reported no impact for normal customers since visitors did not take up parking spots. 
• Cruise ship visitors were described as great customers, pleasant, curious, asked a lot of questions and wanted to know more about the area and businesses. 
• A few respondents said local customers avoid the area when cruise ships are in town.

Large Ships
Impact on spending and foot traffic: 

• Increased foot traffic does not always equal an increase in sales. In some cases no one makes a purchase and when they do transaction amounts are smaller than other 
customers.

• Increase in foot traffic and revenue reported by several respondents. For the most part $ per transaction were lower but still many were busy and report revenue 
increased.

Visitor presence: 
• Obviously larger ships bring in more people so their presence was felt regardless of whether a business had an increase in foot traffic or sales. Their presence on the 

streets brought a sense of excitement, energy and liveliness to the area. 
• More respondents seemed to report having positive experiences with cruise ship customers even though they were very busy. 

• 1 respondent noted that employees were not able to give customers time/attention they needed to answer questions and lost sales because of it (more pressure 
on staff). Another respondent (1) reported multiple complains from customers.

• Brings in more diversity, visitors are kind, having a great time, and loved to share stories with staff.
• More respondents on large ship visits said they’re in favor of cruise ships and support them regardless of whether they make money or not than on small ship visits.

OVERALL – COMMENT TAKEAWAYS (2 OF 2)
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ECONOMIC IMPACT OF VISITOR SPENDING IN ROCKLAND

● Spending by cruise ship visitors supports local businesses and the employment and wages of workers which can be measured 

through an economic impact analysis.

● Total spending estimates were derived by taking the average spending patterns of cruise ship visitor visitors and weighting by 

the number of visitors spending time on-shore.

● Total spending by cruise ship visitors while disembarking at the port of Rockland is estimated at $260,525. In addition, another

$52,832 is estimated to have been spent on excursions by visitors.

● This spending is simulated in an economic model of the economy developed by Economic Modeling Specialists Inc. (EMSI) that is

based on spending patterns of business and households in the economy. 

● Outputs of the model provide estimates of the total number of jobs and earnings supported in the local economy, in terms of 

the direct, indirect, and induced impacts of recurrent rounds of spending by businesses and households. 

● In economic terms, this level of spending supported the equivalent of 5 jobs, all of which may be classified as direct impacts. This 

does not necessarily mean that these jobs are new, simply that this level of industry spending could support this number of jobs. 

The impacts are distributed across multiple businesses and therefore may not actually lead to the creation of ‘new’ jobs. 

● An equivalent of 2 jobs were supported elsewhere in Knox County resulting from indirect and induced spending impacts.

● A similar and relatively proportional accounting of impacts could be expected from similar spending by non-cruise ship visitors.
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Time stamps:
Tuesday September 25th 2018 – Queen Mary II & Independence (Large ship) 

• 11AM (1 slides) 
• 12PM (1 slide)

• 4PM (1 slide)

Friday October 12th 2018 – Control day

• 9AM (2 slides) 
• 2PM(1 slide)
• 4PM (1 slide)

Friday October 19th 2018 – Serenade (Large ship)

• 10.19.18-11PM (3 slides) 
• 10.19.18-1PM (3 slides)
• 10.19.18-3PM (2 slides)

Wednesday October 17th 2018 – Control day 

• 2PM (# of slides: 1)



Rockland Main Street on Queen Mary II (and Independence) visit 
Tuesday September 25, 2018 – 11 AM (1 of 1)



Rockland Main Street on Queen Mary II (and Independence) visit 
Tuesday September 25, 2018 – 12 PM (1 of 1)



Rockland Main Street on Queen Mary II (and Independence) visit 
Tuesday September 25, 2018 – 2:30 PM (1 of 1)



Rockland Main Street on Queen Mary II (and Independence) visit 
Tuesday September 25, 2018 – 3:00 PM (1 of 1)



Rockland Main Street on Queen Mary II (and Independence) visit 
Tuesday September 25, 2018 – 4:00 PM (1 of 1)



Rockland Main Street on control day during survey 
period Friday October 12th 2018 – 9 AM (1 of 2)



Rockland Main Street on control day during survey period 
Friday October 12th 2018 – 9 AM (2 of 2)



Rockland Main Street on control day during survey period 
Friday October 12th 2018 – 2 PM (1 of 1)



Rockland Main Street on control day during survey period Friday 
October 12th 2018 – 4PM (1 of 1)



Rockland Main Street on Serenade visit during survey period 
Friday October 19th 2018 – 11 AM (1 of 3)



Rockland Main Street on Serenade visit during survey period 
Friday October 19th 2018 – 11 AM (2 of 3)



Rockland Main Street on Serenade visit during survey period 
Friday October 19th 2018 – 11 AM (3 of 3)



Rockland Main Street on Serenade visit 
during survey period 

Friday October 19th 2018 – 1 PM (1 of 2)



Rockland Main Street on Serenade visit during survey period 
Friday October 19th 2018 – 1 PM (2 of 2)



Rockland Main Street on Serenade visit during survey period 
Friday October 19th 2018 – 3 PM (1 of 3)



Rockland Main Street on Serenade visit during survey period 
Friday October 19th 2018 – 3 PM (2 of 3)



Rockland Main Street on Serenade visit during survey period 
Friday October 19th 2018 – 3 PM (3 of 3)



Rockland Main Street on control day during survey period 
Wednesday October 17th 2018 –2pm (1 of 1)



COMMENTS SUMMARY
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There were 69 comments (small ships n=33, with 27 unique; large ships n=36 with 15 unique and 21 unknown) collected from the 5 surveys. Several respondents left general comments 
that were not about a specific cruise ship landing day but instead about cruise ship landings in general. Nonetheless, comments can be grouped by their similarities or differences, or by 
themes that emerge across comments, in particular when it comes to pros and cons or how respondents described visitors and their impact on revenue and foot traffic.

As far as similarities go:

Characterizing cruise ship visitors: 
• Looking to buy small gift items or souvenirs
• Curious, ask A LOT of questions and want to learn about Maine, Rockland and coastal Maine ecology
• Great customers, pleasant, diverse, kind, having a great time

Pros:
• Cruise ships bring people to town who may return at another other time
• “Brings new people without adding to traffic. They do not take up parking spaces: an advantage not associated with other festivals in town. Several businesses reported that 

customers noted that they did not have difficulties parking or getting around town
• Cruise ship visitors presence makes downtown feel more energized and lively 
• Extends the summer season (shoulder seasons May/June and Sept/Oct) and gives businesses the boost needed to support local employees and year-round operations. 

Cons:
• Little incentive for visitors to spend money in restaurant & beverage establishments because cruise ships have meal plans. As a result several respondents reported that visitors 

seem less interested in food (large and small landings) – unless it’s local Maine cuisine such as lobster rolls and blueberry pie, which attract customers.
• The increase of people does not necessarily mean an increase in revenue for businesses. 

• “A lot of customers and foot traffic, but they seem to spend less overall than locals or other visitors”, a comment echoed by a number of respondents and appears to be 
supported by survey data (Q.3-5)

• “Low number of transactions but high transaction dollars, typical of local customers who typically spend more, tourists usually have much smaller transaction amounts.” 
(small ship day) retail

• “More foot traffic but not an increase in sales, often no one makes a purchase.” (large ship day) retail (comments echoed by several respondents and supported by 
survey data).

• Two respondents reported a loss of local customer base because they avoid the area if they know a cruise ship is in town.
• Require more time and attention since they are curious and ask a lot of questions. 

Several respondents reported that there was no impact to their business for several reasons: the nature of business does not attract cruise ship visitors, they’re not open until 5pm (some 
restaurants) or most clients are local. 

OVERALL – COMMENT TAKEAWAYS (1 OF 2)
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There were 69 comments (small ships n=33, with 27 unique; large ships n=36 with 15 unique and 21 unknown) collected from the 5 surveys. Several respondents left general comments that 
were not about a specific cruise ship landing day but instead about cruise ship landings in general. Nonetheless, comments can be grouped by similarities or differences, or by themes that 
emerge across comments, in particular when it comes to how respondents described visitors and their impact on revenue and foot traffic.

Small Ships
Impact on spending and foot traffic: 

• Weather. Poor weather likely discouraged people from walking around downtown and had an impact on transaction levels and revenue.
• Hard to determine impact on business transactions or revenue. Several respondents report being unable to distinguish cruise ship customers from other customers and 

therefore were unable to associate an increase or decrease in foot traffic or revenue from their presence. In addition to the smaller footprint of cruise ship visitors, 
respondents report several factors that may have affected their transaction and revenue levels including normal seasonal fluctuation, poor weather, and location.

• Overall little impact, some report lower transaction levels but higher sales. A few businesses did not experience an increase in foot traffic but reported sales were higher 
than a normal day indicating customers spent more than average. (survey data supports findings in comments but sample size is too small to make claim with certainty.)

Visitor presence:
• Overall, a positive experience for business who had cruise ship customers. Employees were able to give customers time/attention and answer questions. 
• Several respondents reported no impact for normal customers since visitors did not take up parking spots. 
• Cruise ship visitors were described as great customers, pleasant, curious, asked a lot of questions and wanted to know more about the area and businesses. 
• A few respondents said local customers avoid the area when cruise ships are in town.

Large Ships
Impact on spending and foot traffic: 

• Increased foot traffic does not always equal an increase in sales. In some cases no one makes a purchase and when they do transaction amounts are smaller than other 
customers.

• Increase in foot traffic and revenue reported by several respondents. For the most part $ per transaction were lower but still many were busy and report revenue 
increased.

Visitor presence: 
• Obviously larger ships bring in more people so their presence was felt regardless of whether a business had an increase in foot traffic or sales. Their presence on the 

streets brought a sense of excitement, energy and liveliness to the area. 
• More respondents seemed to report having positive experiences with cruise ship customers even though they were very busy. 

• 1 respondent noted that employees were not able to give customers time/attention they needed to answer questions and lost sales because of it (more pressure 
on staff). Another respondent (1) reported multiple complains from customers.

• Brings in more diversity, visitors are kind, having a great time, and loved to share stories with staff.
• More respondents on large ship visits said they’re in favor of cruise ships and support them regardless of whether they make money or not than on small ship visits.

OVERALL – COMMENT TAKEAWAYS (2 OF 2)
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Rockland

Thank you for your contribution to this important research!  
Please take a few moments to answer the following questions and return this questionnaire to 

the person who gave it to you.  

About Your Trip
1. Are you:  �1 Ship’s passenger �2 Ship’s crew  (SKIP TO Q6)

2. On this cruise, are you traveling: (Please select all that apply.)
�1 By yourself �2 As a couple �3 As a family �4 With business associates �5 With friends �6 Other

3. Including yourself, how many people are in your immediate travel party on this cruise?  (Please only include 
those individuals you are traveling with as a group.)  ___ ___   # OF PEOPLE IN PARTY

4. How many people from your travel party accompanied you off the ship on this visit?  (Again, please only include the 
people you are traveling with.  If no one accompanied you, please write “0.”): ___ ___  # OF OTHER PEOPLE WITH YOU, OFF SHIP

5. How important was this area in your decision to take this cruise or select this itinerary?  
Not at all Important Extremely Important

�1 1 �2 2 �3 3  �4 4 �5 5

6. Which local communities did you visit while you were off the ship, and how long did you stay there? 

(Please select all that apply.) Communities Visited 
Number of Hours 

Spent in Community
a. Downtown Rockland    �1 No �2 Yes Î _____ hours
b. Downtown Camden    �1 No �2 Yes Î _____ hours
c. Owl’s Head    �1 No �2 Yes Î _____ hours
d. Boothbay    �1 No �2 Yes Î _____ hours
e. Any other area (Please list them here:)    �1 No �2 Yes Î _____ hours

7. What form(s) of transportation did you use after leaving the pier?  (Please select all that apply.)
�1 Walking �2 Cab/Uber/Lyft �3 Bus provided as part of a shore excursion
�4 Local bus/public transportation �5 Ferry �6 Some other form of transportation

8. How many times, in all, have you left (or do you expect to leave) your cruise ship on your visit to Rockland today?
�1 1 time �2 2 times �3 3 times or more

9. Did you take a shore excursion today that you paid your cruise line extra for?  
�1 No �2 YesÎ How much did you pay for the excursion for your travel party (and just the excursion)? $_____________     

10. How much did your travel party spend during your time off the ship today on the following types of purchases?  
Please estimate your spending for the whole day.  If you did not spend anything on the items below, please write “0.” Amount Spent

a. Food and Beverages (restaurant meals, snacks, groceries, beer/wine/liquor) $

b. Recreation or Entertainment (activities, tours, cultural site admissions, event tickets) $

c. Shopping (souvenirs, clothing, household items) $

d. Transportation NOT INCLUDING THE COST OF CRUISE OR CRUISE-RUN EXCURSIONS (e.g., taxis, bus fares) $

e. Everything else (Please specify: ) $

11. Which of the following specific activities did you participate in after leaving the ship? (Please select all that apply.)  
Exploring/Experiencing the Area Visiting Shopping

�1 Sightseeing �7    Historic sites �13 At stores outside of malls
�2 Dining out/Eating in restaurants �8    Art museums �14 At malls (NOT outlet centers/malls)
�3 Guided tours of communities or sites �9    Art galleries �15 At outlet centers
�4 Nature tour/Viewing wildlife �10 Museums �16 For antiques, arts, crafts
�5 Visiting/Touring lighthouses �11 State Parks Outdoor Activities
�6 Attending fairs or festivals �12 Beaches �17 Hiking/Biking

Other Activities �18 Boating
�20  Other activities not listed above?  Please tell us here: �19 Swimming



Rockland

Interviewer Use Only: __ / __ : _________ / ___________________(2)

12. How did you get information about this area?
�1 Cruise line (inc. website, crew) �2 Internet (non-social media)  �3 Social media          �4 Travel magazine article
�5 Print advertisement �6 TV advertisement �7 Word of mouth �8 Information at pier
�9 Did not get information �10 Somewhere else (Please tell us where:___________________) 

13. How likely would you say you are to return to Maine in the next five years by cruise (not including this trip)?
Definitely Will Not May or May Not Definitely Will 

�1 1 �2 2 �3 3 �4 4 �5 5

14. How likely would you say you are to return to Maine – by methods besides a cruise – in the next five years?
Definitely Will Not May or May Not Definitely Will 

�1 1 �2 2 �3 3 �4 4 �5 5

15. How satisfied would you say you are, overall, with your experience on shore during this visit to the area?
Not at all Satisfied Extremely Satisfied 

�1 1 �2 2 �3 3 �4 4 �5 5

16. Based on your experience on shore, if asked, how likely would you be to recommend a trip to Maine to others?
Definitely Will Not May or May Not Definitely Will 

�1 1 �2 2 �3 3 �4 4 �5 5

17. Overall, how would you rate the area(s) you visited while you were off the ship in terms of the following?
Poor Fair Good Very Good Excellent Don’t Know 

a. Providing a warm, welcoming atmosphere �1 �2 �3 �4 �5 �6

b. Providing good service in shops and restaurants �1 �2 �3 �4 �5 �6

c. Providing a clean, well-kept environment �1 �2 �3 �4 �5 �6

d. Providing natural beauty �1 �2 �3 �4 �5 �6

18. Have you ever been to Maine prior to this cruise (regardless of how you arrived)?
�1 Yes Î Total number of previous visits to Maine __ __ �2 No

19. Have you taken previous cruises that have stopped in Maine?
�1 Yes Î Number of previous cruises to Maine __ __ �2 No             

About You

20. Are you currently a resident of:
�1 The United States Î Current home ZIP Code: ___ ___ ___ ___ ___   �2 CanadaÎ Province: ______________________
�3 Another country Î Please specify: __________________________________

21. Are you:  �1 Male �2  Female �3 Prefer not to say

22. What is your age?  ___ ___ years old  �01 Prefer not to say

23. Are you currently:  �1 Married/Living with partner �2 Single (never married)       �3 Divorced/Separated/Widowed

24. What is your total annual household income before taxes?
�1 Under $50,000 �2 $50,000 - $74,999   �3 $75,000 - $99,999    �4 $100,000 - $149,999  �5 $150,000+ �6 Prefer not to say

25. What is the highest level of education you have completed?  
�1 High school or less    �2 Some college/technical school    �3 College/technical school graduate �4 Graduate school

THANK YOU FOR YOUR HELP! 

For validation purposes only, we will randomly contact some participants to verify their answers.  Your personal information will 
never be sold or used for marketing.  In order to help us ensure the quality of this research, please provide the following information:

Name:__________________________________         Phone Number: (______) _________ - ________________

For research purposes only, may we contact you for limited and brief follow-up research?  You will never be contacted for 
marketing of any kind, and participation in any future research would be completely voluntary.  If we may contact you for limited 
additional surveys, please provide your email address here:  Email: __________________________ @ ___________ . ______



Downtown business electronic survey 
instrument

A total of 5 identical surveys were administered with only changes to ship names 
and dates. For brevity, only one example survey is included here.

Appendix



Downtown Business Cruise Ship Impact Survey
Oct 1 Star Pride (small ship) visit ‐ ID#2

The City of Rockland has asked the University of Southern Maine (USM) to survey local 
businesses and organizations to help better understand the economic impact of cruise 
ship based tourism in Rockland's downtown. This short survey pertains to the Monday 
October 1 visit of the Star Pride small cruise ships, and is the second (ID#2) in a series of 
surveys administered throughout the fall 2018 cruise ship season. 

Your participation in this survey is voluntary and should take no more than a few minutes 
to complete. All data are collected anonymously and responses remain confidential and 
will be reported in aggregate. No personally or organizationally identifiable information 
will be collected. This survey is being administered by USM’s Center for Business and 
Economic Research (CBER). For questions or concerns regarding this survey and study, 
please contact CBER at 207‐780‐5859 or usmcber@maine.edu. Please click NEXT to 
continue.



Q1 Please indicate the category that best describes your business or organization:

Art gallery
Eating and/or drinking establishment
Entertainment and/or Recreation (e.g. museums, events, cultural sites)
Food and/or drink store 
Lodging
Marine oriented
Retail shopping (e.g. clothing, gifts, necessities)
Personal services (e.g. salon, spa, manicure/pedicure, etc.)
Professional services
Transportation

Other, please indicate:

Q2 Which area best describes the location of your business in Rockland?

Downtown or Tillson Avenue area
Waterfront/Harbor Trail area from Snow Marine Park to the Ferry Terminal
East of the Ferry Terminal to the Breakwater

Other:



The following questions are designed to gauge how downtown businesses were impacted by the 
October 1 visit of the cruise ship Star Pride to Rockland.

Q3 Approximately, how many transactions did your business complete on the day of the cruise 
ship visit? 

Q4 In comparison to an average day this time of year, to what extent did you experience an 
increase or decrease in daily TRANSACTIONS on the date of the cruise ship visit indicated 
above? Please indicate percentage change.

Decrease
Increase
About the same as average day
Prefer not to answer

If an decrease or increase, please indicate PERCENTAGE change from an average day:

Q5 In comparison to an average day this time of year, to what extent did you experience an 
increase or decrease in daily REVENUES on the date of the cruise ship visit indicated above? 
Please indicate percentage change.

Decrease
Increase
About the same as average day
Prefer not to answer

If an decrease or increase, please indicate PERCENTAGE change from an average day:



Q6 Did the business or organization adjust the number of employees (staff) on the day of the 
cruise ship visit compared to an average, comparable day this time of year?

Increased
Decreased
Same number of staff

If an decrease or increase, please indicate the NUMBER change from an average day.

Q7 Did this adjustment meet the staffing needs for the day?

Yes
No, should have increased
No, should have decreased

Q8 Please rate how your business or organization was impacted by the October 1 cruise ship visit 
compared to the following (Please select 1 per row):

Busy day in summer 

Much 
slower Slower

About 
same Busier

Much 
busier

Busy day during the holiday 
season

Maine Home & Boat Show

Maine Lobster Festival

North Atlantic Blues Festival



Q9 Please indicate the range that best characterizes your annual revenues expected this year?

Less than $75,000
$75,000 to $150,000
$150,000 to $250,000
$250,000 to $500,000
Greater than $500,000
Prefer not to answer

Q10 Please provide a short comment on anything else we should know about the impact of this 
week’s cruise ship(s) on your business.

Thank you. Your participation is greatly valued and appreciated!! 

Please click submit.



Land-based visitor survey instrument

Appendix



Rockland Land-Based Visitor Survey 
 
The City of Rockland is trying to understand the experience of visitors to the downtown and learn about 
them. This survey should take just a few minutes. All data is anonymous and will remain confidential. For 
questions or concerns regarding this survey and study, please contact CBER at 207-780-5859 or 
usmcber@maine.edu. 

 
 
Q1 What brings you to Rockland? 

   Leisure / vacation 

   Visiting friends and/or family 

  Business related travel 

Q2 Is your visit to Rockland: 

   A day trip 

   An overnight visit 

Q3 How many nights are you staying at paid accommodations in the City of Rockland, if any? 
 

--Click Here-- 6 

0 

1 

2 

3 

4 

5 

6 

7+ 

mailto:usmcber@maine.edu


Q4 How many days are you planning to spend in downtown Rockland on your trip in total? 

   1 

   2 

   3 

   4 

   5+ 

Q5 How many adults are in your immediate travel party, including yourself? 

   1 

   2 

   3 

   4 

   5 

6+ 



Q6 What time did you arrive downtown today? 
 

 

 
Q7 Approximately how many hours do you expect to spend downtown today in total? 

 

--Click Here-- 6 

1 

2 

3 

4 

5 

6 

7 

8+ 
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Earlier than 8 am Between 8 

am - 8:30 am 

Between 9:00 am - 9:30 am Between 

10am -10:30 am Between 11am -

11:30 am Between 12pm -12:30 pm 

Between 1pm -1:30 pm Between 2pm 

-2:30 pm Between 3pm -3:30 pm 

Between 4pm -4:30 pm Between 5pm 

-5:30 pm 

6pm or later 



 
 
 
 
Q8 Please estimate your party’s total spending in Rockland only for your entire visit, including any 

overnight stay. Indicate “0” for categories in which you did not spend in Rockland. 

Accommodations and Lodging 
(hotel, motel, B&B, etc.) 
Food and Beverages 
(restaurant meals, snacks, 
groceries, beer/wine/liquor) 
Shopping (souvenirs, clothing, 
household items) 
Recreation and Entertainment 
(activities, tours, cultural site 
admissions, museums, event 
tickets) 
Transportation (e.g. parking, 
fuel, taxis, etc.) 

Everything else 
 

Specify what spending from "everything else" entails: 
 
 
 
 

Q9 Approximately how many downtown establishments did you SPEND money in during your visit? 
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1 

2 

3 

4 

5 

6 

7 

8 

9 

10+ 



Q10 Has your experience today been different than previous visits to downtown? 
 

 
Similar to past visits 

Different 

First Visit  
 

    
 

Please explain: 
 
 
 
 
 
 
 

Q11 How many trips/visits to Rockland have you made in the past including this one? 
 

--Click Here-- 6 

1 

2 

3 

4 

5 

6 

7 

8 

9+ 

First visit 

 
Q12 Is there anything in your experience today that has influenced your enjoyment or likelihood of   a 

return visit to Rockland? 

   No

 Yes 

Please explain: 



Q13 One a scale of 1 to 5, with 1 being not at all satisfied and 5 being highly satisfied, please rate 
 

your experience in Rockland today?  

Not at all 

 

May or May 

 

Highly 
satisfied = 1 2 Not = 3 4 satisfied = 5 

 

     

 
Q14 One a scale of 1 to 5, with 1 being not at all likely and 5 being very likely, are you to return to Rockland in the 

next five years? 

Not at all 
likely = 1 2 

May or May 
Not = 3 4 Very likely = 5 

 

     

 
Q15 Using the same scale as the last question, how likely would you be to recommend a trip to Rockland to 

others based on this visit? 

Not at all 
likely = 1 2 

May or May 
Not = 3 4 Very likely = 5 

 

     



Q16 Please indicate place of residence: 
 

 

--Click Here-- 6 

US State 

Canadian Province Other 

country 



Q17 US State 
 

 

 

ME 

AL 

AK 

AZ 

AR 

CA 

CO 

CT 

DE 

FL 

GA 

HI 

ID 

IL 

IN 

IA 

KS 

KY 

LA 

MD 

MA 

MI 

MN 

MS 

MO 

MT 

NE 

NV 

NH 

NJ 

NM 

NY 

NC 

ND 

6 --Click Here-- 



Q17 US State 
 

 

 
 

Q18 Canadian Province: 
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Alberta 

British Columbia 

Manitoba 

New Brunswick Newfoundland and 

Labrador Nova Scotia 

Ontario 

Prince Edward Island 

Quebec Saskatchewan 

Country 
 

OK 

OR 

PA 

RI 

SC 

SD 

TN 

TX 

UT 

VT 

VA 

WA 

WV 

WI 

WY 



Q19 What year were you born? 
 

 

--Click Here-- 6 

Before 1930 

1930-1935 

1935-1940 

1940-1945 

1945-1950 

1950-1955 

1955-1960 

1960-1965 

1965-1970 

1970-1975 

1975-1980 

1980-1985 

1985-1990 

1990-1995 

After 1995 

 

Prefer not to say 
 
 

Q20 Please indicate your annual household income (in U.S. dollars)? 

   Less than $50,000   

$50,000 to $74,999   

$75,000 to $99,999   

$100,000 to $149,999 

   More than $150,000 

Prefer not to say 



Q21 Comments from respondent or interviewer notes 
 

 
 
 
 
 
 
 
 
 
 
 
 

Thank you for your assistance! CLICK SUBMIT TO END SURVEY. 



Contact Information
Maine Center for Business and Economic Research

University of Southern Maine
34 Bedford Street

Portland, Maine 04101
usmcber@maine.edu



Intentionally left blank



 

 

 

Appendix C – Public Engagement 

Summary  



 

  
PO Box 286, Southwest Harbor, ME 04679  •  207.944.3132  •  noel@themussongroup.com 

 

 

MEMORANDUM 

To: Julie Hashem 
From: Noel Musson, The Musson Group 
RE: Rockland Harbor Management Plan – Public Process Summary 
Date: May 14, 2020 
Cc: Tom Luttrell  

 
This memo outlines the public process used by the Ad Hoc Harbor Management Committee to 
develop Rockland’s Harbor Management Plan. In summary: 
 

• The Committee employed a consensus-based process that resulted in unanimous 
approval by the Committee on April 23, 2020.  

• The Harbor Management Commission was invited to all policy discussions, provided 
valuable input, and voted to approve the plan on April 7, 2020. 

• Proactive outreach to the general public and interested stakeholders included notices in 
the newspaper, development and use of an interested parties list, and specific outreach 
and invitations to waterfront property owners and business owners.  

• Both Committee meetings and public forums were advertised and televised, and all 
meeting materials and meeting notes were available on the City’s website. 

 
Ad Hoc Committee Meetings 
In all, the Ad Hoc Committee met 30 times over the course of the project.  All meetings (with 
meetings topics) were advertised in the newspaper and posted on the City calendar.  Most 
meetings were live streamed and recorded for later broadcast.  At the beginning of each 
meeting time was built into the agenda for public comment. All meeting materials were posted 
on the Ad Hoc Committee page on the City’s website. 
 
The consensus building process involved looking first at data and trends and reaching 
agreement on facts. It then addressed goals and strategies, focusing on areas where people 
could agree, and expanding from there. On April 23, 2020 the Ad Hoc Committee voted 
unanimously to approve the proposed Harbor Management Plan and send the draft to Council.  
 
Harbor Management Commission Participation  
From the beginning the Ad Hoc Committee recognized the value of coordinating with and 

learning from the Harbor Management Commission (HMC).  The Musson Group met with the 

full HMC twice during the planning process and members were specifically invited to participate 

in all Ad Hoc Committee meetings.  Several members of the HMC did participate in Ad Hoc 



 
 

Committee discussions, helping to inform both background data and recommended goals, 

objectives, and strategies.  On April 7, 2020 the HMC unanimously voted to endorse the 

proposed Harbor Management Plan.  

Community Meetings/Discussions 
In addition to the regular committee meetings, there were 2 broad based public forums held 
during the planning process. Proactive outreach included invitations to waterfront businesses 
and property owners, as well as general public outreach through newspaper articles and 
notices on the City website.  
   

• The first meeting was attended by over 50 people, representing a wide range 
stakeholder interests including commercial fishing, recreational boaters, restaurants, 
marinas, boat yards, contractors, and service industries.  The meeting was designed as a 
fact-finding discussion and targeted waterfront property owners and businesses.  The 
meeting advertised in locally and posted on the website.  Invitations were also sent 
specifically to waterfront property owners and businesses.   
 

• The second meeting was attended by over 40 people, representing a wide range of the 
community at large.  This meeting focused on soliciting feedback on the proposed goals, 
objectives, and strategies in the Plan.  The meeting advertised in locally and posted on 
the website.  Invitations were also sent to a list of interested parties who had previously 
signed up to receive email updates on the plan. 

 
Each meeting was facilitated and designed to help inform the Committee’s thinking and keep 
members of the community up to date on the harbor planning process.  All meetings were 
televised and recorded for rebroadcast.   
 
City Website 
The Committee took advantage of the organization of the City’s website by posting all meeting 
agendas, minutes, and discussion materials on the dedicated Committee Page. See 
https://my.rocklandmaine.gov/groups/ad-hoc-harbor-management-plan-committee/home/ 
 
Overview of Meetings 
Below is a summary table outlining the various meetings held during the project and a summary 
of discussion topics.  Meeting materials are all available on the City’s website.  
 

Meeting Date Meeting and Discussion Topics 

August 22, 2018 Project kick-off meeting with Ad Hoc Committee 

September 6, 2018 
Ad Hoc Committee Meeting 
- Discussion of committee consensus-based process 

https://my.rocklandmaine.gov/groups/ad-hoc-harbor-management-plan-committee/home/


 
 

- Cruise ship survey logistics 
- Harbor data discussion: moorings, waterfront land use, access points  

October 4, 2018 

Ad Hoc Committee Meeting 
- Prioritize harbor plan topic areas 
- Discussion of existing issues: construction ordinance, survey of public 

harbor access 
- Harbor data discussion: public access points, mooring areas  

November 1, 2018 

Ad Hoc Committee Meeting 
- Communications plan discussion 
- Discussion of Harbor Inventory 
- Harbor data discussion: marine economy, working waterfront 

December 6, 2018 
Ad Hoc Committee Meeting 
- Review workplan and communications 
- Harbor data discussion: regulation, marine economy, working waterfront 

December 18, 2018 Meeting with Harbor Management Commission 

January 3, 2019 
Ad Hoc Committee Meeting 
- Review workplan and communications 
- Harbor data discussion: regulation, marine economy, working waterfront 

January 24, 2019 

Ad Hoc Committee Meeting 
- Review workplan and communications 
- Harbor data discussion: public facilities, marine economy, working 

waterfront 

February 7, 2019 

Ad Hoc Committee Meeting 
- Review workplan and communications 
- Harbor data discussion: public facilities, sea level rise, marine economy, 

regulation 

February 21, 2019 

Ad Hoc Committee Meeting 
- Review workplan and communications 
- Harbor data discussion: public facilities, sea level rise, marine economy, 

regulation 

March 7, 2019 
Ad Hoc Committee Meeting 
- Review workplan and communications 
- Harbor data discussion: marine economy, harbor budget, zoning 

March 21, 2019 
Public Listening/Fact Finding Session 
- Waterfront Businesses 

April 4, 2019 
Ad Hoc Committee Meeting 
- Review lessons learned from public listening/fact finding session 
- Harbor data discussion: marine economy 

April 18, 2019 

Ad Hoc Committee Meeting 
- Fact finding discussion with guest Jay Clement from US Army Corps of 

Engineers 
- Harbor data discussion: regulation, marine economy 

May 23, 2019 
Ad Hoc Committee Meeting 
- Review draft Inventory Report 



 
 

- Goals and Strategies Discussion: mooring management and harbor layout 

June 6, 2019 

Ad Hoc Committee Meeting 
- Goals/Strategies review: mooring areas 
- Goals/Strategies discussion: harbor layout, existing channels, breakwater, 

public facilities 

July 18, 2019 
Ad Hoc Committee Meeting 
- Goals/Strategies review: public facilities 
- Goals/Strategies discussion: middle pier, public landing, regulation 

August 5, 2019 City Council Update 

August 22, 2019 
Ad Hoc Committee Meeting 
- Goals/Strategies review: middle pier, public Landing 
- Goals/Strategies discussion: other public facilities, regulation 

September 5, 2019 
Ad Hoc Committee Meeting 
- Goals/Strategies review: other public facilities, regulation 
- Goals/Strategies discussion: harbor health 

September 12, 2019 

Ad Hoc Committee Meeting 
- Goals/Strategies review: harbor health 
- Goals/Strategies discussion: tourism & events, schooners & windjammers, 

recreational boating, marinas & boat yards 

September 19, 2019 

Ad Hoc Committee Meeting 
- Goals/Strategies review: tourism & events, schooners & windjammers, 

recreational boating, marinas &boat yards 
- Goals/Strategies discussion: working waterfront, commercial fishing, 

aquaculture, industrial, other waterfront uses 

October 3, 2019 

Ad Hoc Committee Meeting 
- Goals/Strategies review: working waterfront, commercial fishing, 

aquaculture, industrial, other waterfront uses 
- Goals/Strategies discussion: cruise ships data and existing policies 

October 10, 2019 
Ad Hoc Committee Meeting 
- Goals/Strategies discussion: cruise ships  

October 24, 2019 
Ad Hoc Committee Meeting 
- Goals/Strategies discussion: cruise ships  

November 7. 2019 
Ad Hoc Committee Meeting 
- Goals/Strategies discussion: cruise ships 
- Begin review of past agreements on goals, objectives, strategies 

November 21, 2019 
Ad Hoc Committee Meeting 
- Review and approval of agreements on goals, objectives, 

recommendations 

December 5, 2019 

Ad Hoc Committee Meeting 
- Report overview 
- Review and approval of agreements on goals, objectives, 

recommendations 

December 19, 2019 
Ad Hoc Committee Meeting 
- Report overview 



 
 

- Review and final approval: public access, facilities, regulatory 

January 2, 2020 
Ad Hoc Committee Meeting 
- Review and final approval: regulatory, harbor health, marine economy 

January 23, 2020 
Ad Hoc Committee Meeting 
- Review: cruise ship decisions  

February 20, 2020 
Ad Hoc Committee Meeting 
- Review and final approval: cruise ships decisions 
- Review final plan 

March 5, 2020 
Public Meeting 
- Plan presentation and discussion of goals, objective and recommended 

actions 

April 7, 2020 
Harbor Commission Meeting (via Zoom) 
- Review draft and vote for approval  

April 23, 2020 

Ad Hoc Committee Meeting (via Zoom) 
- Review public meeting and other comments 
- Final review of Harbor Plan 
- Unanimous vote to approve draft and present to Council 

May 4, 2020 Council presentation of proposed document (via Zoom) 

 
 
 
 
 
 


