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Project Description: Audubon New York will conduct a social marketing campaign to 

change public perceptions and behaviors that contribute to identified threats to beach-

nesting birds around Long Island’s North Shore. Many of the threats to beach-nesting 

birds on Long Island are directly related to human activities on beaches. This project will 

address this challenge by moving beyond traditional education and outreach to use social 

marketing – a creative approach to catalyzing social change. The social marketing 

campaign aims to change public perceptions and behaviors that contribute to identified 

threats on and around Long Island’s North Shore. Successful project action/outcomes will 

include increased support among target audiences for beach-nesting bird conservation 

actions, target audience(s) taking desired steps and actions, and increased beach-nesting 

bird productivity and/or survival. 

 

Final Products:  

 Identify and address threats to beach-nesting birds on beaches including off-road 

vehicle use, incompatible beach recreation, off-leash dogs, feral and free-roaming 

cats, and garbage left to attract opportunistic predators.  This project was 

successful in identifying threats to beach-nesting birds and selected two sites 

(Stehli and Centre Island beaches in the Town of Oyster Bay) to collect 

information about these threats.  

 

  Identify desired behaviors and methods of removing barriers to desired behaviors 

through social marketing techniques.  See below. 

 

 Identify one or more target audience(s) groups (e.g., feral cat caretakers, surf rider 

associations, local elected officials, public beach employees, etc.) to take desired 

steps and actions to increase beach-nesting bird productivity and/or survival. 

Several target audiences were identified.  Brian Vander Veer, the Assistant 

Superintendant for the beaches of the town of Oyster Bay, was available to 

discuss the problem of beach raking and the problem of foot traffic and 

disturbance around the birds’ nesting sites on the days of large public events 

(such as the Sagamore Rowing Club event). Beach lifeguards were identified as a 

target audience, as they frequently interact with the public and are in a position 

to relay important information about the birds’ delicate nesting sites to the public.  

They will be trained with this information and Mr. Veer has agreed to assist with 



 

this. Additionally, DEC Biologist Chip Hamilton was identified as a potential 

target audience to assist with frequent site monitoring and threat assessment. 

 

 Implement social marketing methods to remove barriers to desired behaviors on 

North Shore of Long Island communities to address those threats and negative 

perceptions and to increase public cooperation and support for beach-nesting bird 

conservation actions  at priority sites in Manhasset Bay, Hempstead Harbor, 

Oyster Bay (Mill Neck), Lloyd Neck, and Crab Meadow.Gain support for public 

beach managers to implement proper management techniques.  Steps included in 

the creation of the social marketing campaign included: the identification of 

Piping Plover nesting sites and an initial assessment of threats, the convening of 

conservation partners to discuss threats, assess threats, and analyzing the 

problem to be solved. The lifeguards will be trained (see above), the grantee will 

work with Mr. Brian Vander Veer to alter the beach raking procedures, and the 

grantee would like Mr. Hamilton from DEC to increase monitoring during 

breeding season. There will also be an attempt to maximize distance between 

nesting areas and public events. The results of the surveys taken showed that 89% 

of local residents strongly agreed that protection for beach-nesting birds was 

crucial and indicated they would be cooperative with activities to promote bird 

conservation.  However, the implementation phase of the social-marketing 

campaign was not completed under this grant because the foundation work to 

target and message the social marketing campaign took more time and resources 

than originally envisioned.  The implementation phase is still in development.     

 

 Assess preliminary results of social marketing campaign. The grantee learned 

about the highest risk factors for the nesting birds’ breeding grounds and nesting 

sites, including what partners will help with this endeavor, and the grantee 

determined what changes to make that will improve the birds’ habitats. 
 

   Number of updates appearing in communications vehicles produced by Audubon 

New York. Articles summarizing the results of the campaign planning and 

development have been distributed through the Audubon New York Newswire, an 

email newsletter sent to over 1,500 unique addresses). Additionally, Planning 

updates and project progress continue to be shared with National Audubon 

Society’s Atlantic Flyway Initiative and results of the field survey and 

questionnaire research was shared with Theodore Roosevelt Sanctuary and 

Audubon Center volunteers. 

 

NFWF award:   $26,740.54 

NFWF funds spent:   $26,749.54 

 

Match requirement:  $15,329 

Match spent:    $15,845.63 

 

I recommend closing this grant. 

 


