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 Easygrants ID: 3087 
National Fish and Wildlife Foundation NFWF/Legacy Grant Project ID: 2009-0061-019 

Long Island Sound Futures Fund 2009 - Large Grants - Submit Final Programmatic Report (Activities) 

Grantee Organization: National Audubon Society, Inc. 

Project Title: Social Marketing Campaign: Beach-Nesting Birds, Long Island's North Shore (NY) 

 

Project Period 09/16/2009  - 11/30/2010 

Award Amount $26,749.54 

Matching Contributions $15,329.00 

Project Location Description (from Proposal) The coastal areas on the North Shore of Long Island, New York 

 

Project Summary (from Proposal) 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. 

 

Summary of Accomplishments The overall purpose of this project was to develop a social marketing 

campaign to reduce threats to beach-nesting birds on Long Island’s 

north shore. Over the course of this project we were successful in 

identifying and prioritizing threats to address through the campaign and 

selected two sites to collect information about these threats. Based on 

our research and field data collection at these sites during the 2010 

breeding season we then were able to select target audiences, identify 

campaign activities, and develop a campaign including a timeline and 

next steps for implementing the campaign during the 2011 season and 

beyond. New partnerships developed through this project will facilitate 

improved beach-nesting bird reproductive potential as the campaign is 

carried out beyond the project. 

 

Lessons Learned • A year is an ambitious a timeline for researching, planning, 

implementing, and evaluating an entire social marketing campaign to 

reduce threats to beach-nesting birds at one or more sites on Long 

Island. 

• There are many anthropogenic factors that can contribute to reduced 

reproductive potential of beach-nesting birds at sites across Long Island 

Sound. Some of these factors can be influenced by increased awareness 

while others require a more targeted approach to change behaviors. 

• Social marketing is best utilized as an approach to minimizing threats 

to beach-nesting birds when the target audience involved in contributing 

to the threat can be reached. 

• The target audience of a social marketing campaign can be a very large 

group or a single person.  

• While there are some splashy and heavily funded social marketing 

campaigns that have been successful in achieving large conservation 

gains, there is also a lot that can be accomplished with social marketing 

on a smaller budget. 

 

 

Conservation Activities   Analyze results from surveys taken during the summer of 2009 to determine 

beach goers’ attitudes towards nesting birds. 

Progress Measures   Other Activity Metric (# of surveys returned.) 
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Value at Grant Completion  297 in 2008 and 35 in 2010. 

Conservation Activities   Analyze results from surveys taken during the summer of 2009 to determine 

beach goers’ attitudes towards nesting birds. 

Progress Measures   Other Activity Metric (% of surveys indicating positive attitudes vs. the % of 

surveys indicating negative attitudes.) 

Value at Grant Completion  89% agreed it is important to protect beach birds. 

Conservation Activities   Make direct observations of behaviors related to nesting birds. 

Progress Measures   Other Activity Metric (# of hours of observation.) 

Value at Grant Completion  37 hours of observation data collected. 

Conservation Activities   Make direct observations of behaviors related to nesting birds. 

Progress Measures   Other Activity Metric (# of sites observed.) 

Value at Grant Completion  Observations made at 2 sites on LI Sound. 

Conservation Activities   Develop social marketing campaign based on information gathered through 

barrier determination. 

Progress Measures   Other Activity Metric (Campaign developed.) 

Value at Grant Completion  Campaign developed and next steps identified. 
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 Final Programmatic Report Narrative  

 

 

Instructions:  Save this document on your computer and complete the narrative in the format 

provided.  The final narrative should not exceed ten (10) pages; do not delete the text provided 

below.  Once complete, upload this document into the on-line final programmatic report task as 

instructed. 

 

 

1. Summary of Accomplishments 

In four to five sentences, provide a brief summary of the project‟s key accomplishments and outcomes that were observed 

or measured.  

 

The overall purpose of this project was to develop a social marketing campaign to reduce threats to beach-nesting 

birds on Long Island‟s north shore.  Over the course of this project we were successful in identifying and prioritizing 

threats to address through the campaign and selected two sites to collect information about these threats.  Based on our 

research and field data collection during the 2010 breeding season we then were able to select target audiences, identify 

campaign activities, and develop a campaign including a timeline and next steps for implementing the campaign during 

the 2011 season.  New partnerships developed through this project will facilitate improved beach-nesting bird 

reproductive potential as the campaign is carried out beyond the project. 

 

2. Project Activities & Outcomes 

 

Activities 

 Describe and quantify (using the approved metrics referenced in your grant agreement) the primary activities 

conducted during this grant.  

 Briefly explain discrepancies between the activities conducted during the grant and the activities agreed upon 

in your grant agreement. 

 

Activity: Analyze results from surveys taken during the summer of 2009 to determine beachgoers’ attitudes 

towards nesting birds. 

 

 To assess overall beachgoers‟ attitudes towards beach-nesting birds on Long Island Sound, we analyzed results 

from surveys conducted during 2008.  After selecting campaign sites to focus on for this project, we did additional 

surveys at two sites on the Sound in 2010.  During the 2008 season 297 survey responses were collected from beach goers 

at four sites on Long Island.  Survey participants included beachfront and non-beachfront homeowners, seasonal and year-

round residents, as well as visitors to the area.  Survey responses indicated that beach goers primarily engaged in 

swimming and sunbathing activities at these sites.  Overall results from these surveys indicated that the majority for beach 

goers surveyed had positive attitudes towards beach-nesting birds.  The majority of participants (80%) across all survey 

sites were aware of the measures in place to protect beach-nesting birds at local beaches.  Across all survey sites, the 

majority of participants (73%) either agreed or strongly agreed that the protection of endangered species and their habitats 

is important.  The majority of survey participants (67%) also agreed or strongly agreed that it is important for people and 

pets to respect posted nesting area closures.     
 For the 2010 season, we revised the survey used in 2008 and developed a questionnaire (See document uploads: 

2010 Beach User Survey Results) to collect beachgoer demographic information and attitudes toward beach-nesting bird 

protection at two sites identified through this project.  Audubon staff and volunteers collected a total of 35 questionnaire 

responses at Stehli Beach and Centre Island Beach located on Long Island Sound in the Town of Oyster Bay (TOB).  

These sites were chosen based on input from staff with the New York State (NYS) Department of Environmental 

Conservation (DEC)and NYS Office of Parks, Recreation, and Historic Preservation (OPRHP) who oversee regular 

beach-nesting bird protection and stewardship efforts at sites in this area.  To gather more information about beach 

visitors‟ potential contributions to threats to beach-nesting birds at these sites, we collected questionnaire responses to 

determine primary activities at these sites as well as knowledge of beach-nesting bird identification and protection efforts.  

The majority of questionnaire respondents (89%) either agreed or strongly agreed that it is important to protect beach-

nesting birds and their habitat and also indicated that they were cooperative with efforts to protect beach-nesting birds.  
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Similar to the survey conducted in 2008, questionnaire respondents indicated that their primary activities at these two 

beaches were sun bathing (86%) and swimming (77%).               

 

Activity: Make direct observations of behaviors related to nesting birds. 

 

 Rather than collect 100 hours of observations at five sites as we originally projected in our logic framework, we 

decided to concentrate our efforts at the sites we would be working at for the campaign and aimed to collect 20 hours at 

each site.  After designing and implementing the observation data collection protocol (See document uploads: 2010 Beach 

Observation Results), we were successful in collecting 37 hours of observation data adjacent to and around Piping Plover 

and Least Tern nesting areas at our two project sites: Stehli and Centre Island beaches in the Town of Oyster Bay.  

Audubon staff and volunteers collected observation data of human activities on these beaches around nesting areas.  Data 

were collected as counts of activities at five minute intervals over a one hour period.  In all cases, the most common beach 

activities were sunbathing and walking.  We did not observe any direct threats to beach-nesting birds from human 

activities on these beaches although we noted that TOB parks staff did use machinery to clean the beaches around the 

nesting area and some beach visitors did sunbathe in close proximity to the protective string fencing around the nesting 

areas.  This information was useful in selecting the target audience and shaping the direction of our social marketing 

campaign at these sites.  

 

Activity: Develop social marketing campaign based on information gathered through barrier determination. 

 

 Developing a social marketing campaign to address threats to beach-nesting birds on Long Island‟s north shore 

involved many steps and activities over the last year.  These steps included: 

 

1. Identify Long Island Sound Piping Plover breeding sites within TRSAC community outreach capacity.   

There are Piping Plover nesting 17 sites on Long Island Sound in the towns of North Hempstead (3 sites), Oyster 

Bay (7 sites), and Huntington (7 sites).  Because one of the goals of this project was to link our Long Island Bird 

Conservation program with our TRSAC outreach activities, this project did an initial assessment of threats, reproductive 

success, human activities, as well as ownership and access issues at north shore sites that were within reach of TRSAC 

outreach activities.  Information on these as well as maps were developed based on Long Island Colonial Waterbird and 

Piping Plover Survey (LICWS) data collected from 2006 – 2009.  Sites varied in ownership, accessibility, primary human 

uses and activities, and plover reproductive success.   

 

2. Convene conservation partners to identify threat(s) to Piping Plovers at these sites and select sites to address. 

Because we had no previous on the ground experience with beach-nesting bird stewardship at these sites, we 

contacted partners at NYS OPRHP, NYS DEC, The Nature Conservancy, United States Fish and Wildlife Service, and 

local Audubon chapters (North Shore Audubon Society and Huntington Oyster Bay Audubon Society) involved in plover 

stewardship at these sites to further discuss LICWS reports and gather initial input.  Based on initial discussions with 

partners, we then met with staff from NYS DEC and OPRHP to discuss more specifically the threats impacting beach-

nesting bird productivity, other factors affecting stewardship needs, and logistics of carrying out a campaign at these sites.  

Based on these discussions we decided to focus on two sites in the TOB: Stehli Beach and Centre Island Beach (See 

document uploads: 2010 Campaign Site Descriptions). 

These sites are owned and operated by the TOB parks department, but stewardship of Piping Plovers and Least 

Terns is conducted solely by NYS DEC staff.  It was brought to our attention that DEC staff regularly run into issues with 

lack of cooperation from TOB staff with regard to beach-nesting bird stewardship at these sites.  Stewardship at these sites 

includes pre-fencing of historic nesting areas for plovers and terns as well as regular monitoring of breeding activity and 

exclosures around plover nests.  Fencing is sometimes moved to accommodate plover or tern nests that occur outside the 

fencing as the season goes on. 

LICWS data collected at these sites and reports from DEC staff indicate poor productivity for plover pairs at these 

sites during recent years, but do not conclude what, exactly, is contributing to the poor productivity.  Predators observed at 

these sites include gulls, crows, and raccoons, but we do not have direct evidence that presence of these predators is 

adversely impacting beach-nesting bird productivity.  DEC staff cite noncompliance with stewardship requests by TOB 

staff as a contributing factor to low productivity.  In particular it was mentioned that at both sites beaches are raked using 

machinery that drive the beach, lifeguard stands and swim lines have been dragged through the fenced off areas, and a 

large event is held annually at Centre Island Beach in close proximity to the nesting area potentially disturbing the birds. 

 

3. Gather more information to characterize threat(s) if necessary. 
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  In planning this campaign, we thought we would rely on existing information (e.g.,DEC‟s accounts of threats at 

theses sites) to inform and direct our social marketing campaign, however, once we were undertaking the campaign, we 

decided it would be beneficial to document for ourselves activities and potential threats at these sites to better inform the 

project.  To do this we developed an observation protocol to collect information about human activities on the beach and a 

questionnaire to collect input from beach goers on their awareness of and attitudes towards beach-nesting bird stewardship 

at these sites.  Volunteers were trained in observation and survey protocols at the Theodore Roosevelt Sanctuary and 

Audubon Center (TRSAC) before being sent out to the sites to collect data. 

We collected 37 hours of observation data and 35 questionnaire responses.  We found that beach users in general 

did not seem to be a significant threat to beach-nesting birds at these sites.  Human activities at these sites are 

characterized by passive recreation with most visitors coming to the beach to sunbathe, swim, and walk the shoreline.  We 

did not observe any antagonistic activities towards the beach-nesting birds or their nesting areas nor did we observe any 

generally threatening activities by beach users such as driving of vehicles, walking through nesting areas, or off-leash 

dogs.   

We did observe beach raking and maintenance on the beach by TOB staff.  To gather more information and 

follow up on DEC input about lack of cooperation by TOB staff, we met with the TOB assistant superintendent of parks 

to discuss beach maintenance operations as they relate to beach-nesting bird stewardship at our two sites.  We learned that 

beach employees generally stay out of the roped off areas because they are told to do so, but generally do not have any 

knowledge or appreciation of the beach-nesting birds at these sites.  We also had the opportunity to interview some off-

duty lifeguards at our campaign sites and learned that they are often approached by beach visitors and asked about the 

fencing used to protect the plover and tern nesting areas.  While the lifeguards knew that the fencing was for the plovers 

they did not know anything else about the birds and were mistaking the Least Terns for Piping Plovers.  Another 

misconception about the fencing came from a couple of questionnaire respondents who stated that they thought the string 

fencings used to protect nesting areas was marking some sort of construction project.       

Through our research we found that the threats contributing to decreased reproductive potential of beach-nesting 

birds at these sites included: (1) regular raking and grooming of Centre Island and Stehli beaches by TOB staff, (2) an 

annual public event held at Centre Island beach, (3) lack of awareness of beach-nesting birds and their conservation 

concerns, and (4) minimal monitoring by stewards at these sites and communication issues between stewards and land 

owners. Each of the threats were addressed as potential directions for the campaign and are described in detail below. 

 

4. Assess the threat(s).  Identify who is involved, complicating factors, and factors that may motivate people to make a 

difference.  

(1) Regular raking and grooming of beaches by TOB staff during the beach-nesting bird breeding season removes 

wrack line, which is an important food source for breeding adults and pre-fledged chicks.  Removal of wrack at 

beaches where Piping Plovers nest has been correlated with limited reproductive success due to adults spending 

more time foraging than incubating or chick-rearing, and chicks not fledging due to insufficient diet.  Those 

directly involved with this threat at our campaign sites include TOB staff that are involved with overseeing and 

carrying out beach maintenance during the beach-nesting bird breeding season and DEC staff who monitor beach-

nesting bird breeding activity and advise TOB staff on regulations related to beach-nesting bird protection at these 

beaches.  TOB residents and beach visitors who may perceive that groomed beaches are more desirable than 

beaches left in a natural state may also be contributors to this threat.  Complicating factors may include the TOB 

staff not being amenable to altering beach maintenance schedules or guidelines.  Communication between DEC 

and TOB staff also seems to be an issue with each citing problems with miscommunication over beach 

management and activities.  A potential motivating factor for the TOB could be that if beach raking is reduced it 

may save the town money and labor resources.  

(2) An annual public event held by the Sagamore Rowing Association at Centre Island beach in May attracts 1,000 – 

1,500 people to a small area near the Piping Plover nesting area.  This is a disturbance to nesting birds due to its 

close proximity to the nesting area and resulting foot traffic in and around the nesting area at a time in the 

breeding season when adult plovers are either selecting nest sites or incubating eggs.  This could potentially lead 

to nest abandonment, eggs becoming unviable due to time spent off nest by adults, and eggs or chicks being 

trampled.  Those directly involved with this threat at our campaign sites include TOB staff that issue permits for 

the event and provide guidelines for set up.  Also involved are the DEC biologist who is aware of the event and 

can advise on ways to minimize impacts to nesting birds as well as the Sagamore Rowing Association, which is 

the organization responsible for coordinating and holding the event each year.  A complicating factor in 

addressing this threat may be that the Sagamore Rowing Association may not be open to discussion of ideas on 

how to run their event to minimize impacts to beach-nesting birds.  On the other hand, a possible motivating 
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factor may be that cooperating with protection of endangered species and natural resources could be consistent 

with an outdoor recreational club‟s mission. 

(3) There is an overall lack of awareness and understanding of beach-nesting birds, stewardship efforts used to 

protect them, and actions that impact their productivity on the part of TOB staff that work at these beaches.  

Consequently, beach staff is generally unable to answer beach visitors‟ questions related to the fencing and the 

endangered birds at these sites leading to more widespread misconceptions.  This could potentially contribute to a 

widespread lack of public cooperation with measures used to protect beach-nesting birds and their breeding areas, 

which could impact reproductive potential of Piping Plovers and Least Terns at these sites.  Those directly 

involved with this threat at our campaign sites include TOB park staff who work at the beaches including 

lifeguards and parking attendants, town residents and nonresident day visitors that use the beaches, and DEC staff 

who monitor the beach-nesting birds at these sites.  Potential complicating factors in addressing this threat could 

be that beach visitors and park staff may not care to be made aware of the birds and their conservation issues or 

how their actions impact the birds.  Also, DEC staff are not involved in outreach or awareness activities due to 

limited staff and monitoring resources and because it is not a priority for them.  A potential motivating factor 

could be the opportunity for the town to cooperate with Audubon on education and form a long-lasting 

partnership for town programming and outreach.  We see an opportunity for Audubon TRSAC staff who could 

potentially be involved in outreach strategies and activities to increase awareness of beach-nesting birds and their 

protection at these sites. 

(4) Minimal monitoring of beach-nesting birds at these sites by DEC staff could lead to inaccurate reporting of beach-

nesting bird breeding activities at these sites.  Consequently, Piping Plover and Least Tern nests could go 

undetected and unprotected at these sites leading to decreased productivity.  Poor communication between DEC 

monitors and TOB staff does not facilitate landowner understanding of and cooperation with beach-nesting bird 

protective efforts.  Those directly involved with this threat include DEC biologist and seasonal staff as well as 

TOB staff for communications issues.  Potential complicating factors in addressing this threat include limitations 

DEC staff face being spread thin by the high number of sites that need monitoring across Long Island due to 

seasonal hiring restrictions and lack of staff to cover the high number of sites for which they are responsible.  

Another consideration is that the DEC biologist responsible for overseeing the plover monitoring and stewardship 

on Long Island is not always supportive of using volunteers to do monitoring and stewardship work due to 

concerns that they are unqualified and/or not committed to regular monitoring.  A potential motivating factor for 

addressing this threat and gaining DEC support would be that supplementing monitoring with trained Audubon 

volunteers would increase the number of monitoring visits and improve confidence in beach-nesting bird 

productivity reporting.  Volunteers could also be used to improve communication between DEC staff and TOB 

staff during the breeding season, which could lead to increased protection for the birds as well as more timely 

response to taking down fencing at the end of the season which could increase public support for beach-nesting 

bird stewardship.  

 

5. Define the action or problem to be solved.  What will reduce or alleviate the threat(s)? 

(1) Beach-nesting birds at these two sites are suffering reduced reproductive success, potentially due to decreased 

feeding opportunities resulting from regular beach grooming.  There is also the possibility that driving and 

operating machinery on the beaches where pre-fledged chicks are foraging may result in chicks getting crushed or 

trapped in tire ruts.  Decreasing the frequency or eliminating the practice of wrack line raking will improve 

foraging opportunities for beach-nesting birds at these sites.   

(2) An annual event held by the Sagamore Rowing Association at Centre Island Beach each May has the potential to 

keep nesting birds off of nests due to high volume of human foot traffic and disturbance on that day, potentially 

resulting in eggs becoming unviable or nest abandonment.  Working with the town and/or the event organizers to 

adopt guidelines for the event will help minimize impacts to beach-nesting birds.  This can be done through an 

event management plan or other means.   

(3) There is a general lack of awareness and understanding of beach-nesting bird conservation issues as they pertain 

to these two sites by beach staff and visitors.  TOB beach staff may not be able to identify beach-nesting birds and 

are approached by beach visitors with questions related to the fenced off nesting areas that they cannot provide 

accurate information on.  Developing and providing outreach materials and/or educational trainings to TOB beach 

staff will increase staff knowledge and awareness of actions that could potentially impact beach-nesting birds.  

This information can then be shared with beach visitors when they are approached with questions about the 

fencing, which can build public support for beach-nesting bird protection at these sites. 

(4) More regular monitoring of these two sites is needed to better document breeding activity, monitor reproductive 

success, and respond to stewardship needs (fencing alterations, exclosing nests, etc.).  Improved communication 
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between landowner and monitoring stewards is needed to ensure cooperation with beach-nesting bird protection 

efforts at these sites.  Increasing the frequency of monitoring visits to these sites and improving communications 

between the DEC and TOB would improve the overall outlook for beach-nesting birds at these sites. 

 

6. Define the target audience(s).  Who will make the greatest difference and has the potential to be persuaded to take 

action? 

(1) To address the problem of beach raking, we have identified Brian Vander Veer, Assistant Superintendent of 

Beaches for the Town of Oyster Bay, as the target audience.  Mr. Vander Veer is responsible for overseeing over 

1,100 beach staff and directing operations at these sites as well as others throughout the Town of Oyster Bay.  

Meetings with Mr. Vander Veer to discuss issues with beach raking have gone well and we are beginning to 

establish a partnership with him.  It is possible that our audience for this may include other town staff – either his 

supervisors or those directly involved with beach maintenance under Brian‟s supervision – but for now, we feel 

that targeting Mr. Vander Veer and working with him will have the greatest lasting impact.   

(2) To address our concerns with the annual Sagamore Rowing Club event at Centre Island Beach, we have identified 

Brian Vander Veer as a primary target audience.  Working with Mr. Vander Veer to date has indicated that he is 

willing to extend a buffer to foot traffic around the nesting area as well as accommodate our requests for volunteer 

event monitors on the day of the event to document any adverse effects on beach-nesting birds.  A second 

potential target audience is the Sagamore Rowing Association who hosts the event each year.  We could approach 

them to determine whether they would be cooperative in voluntarily adopting event guidelines that would 

minimize impacts to beach-nesting birds from their event.  

(3) To address the problem of lack of awareness of beach-nesting bird conservation activities by TOB staff and public 

support for beach-nesting bird protection at these sites, we have identified Town of Oyster Bay lifeguards as a 

target audience.  Life guards interact with the public on the beaches and with increased understanding of beach-

nesting bird issues could be valuable messengers in sharing our values for beach-nesting bird protection with 

beach visitors.  We have made steps towards holding a beach-nesting bird training in the Spring with hired life 

guards through Brian Vander Veer. 

(4) To address the problem of under-monitoring at these sites, we have identified DEC biologist Chip Hamilton, as 

our target audience.  We need Mr. Hamilton‟s cooperation and consent to supplement DEC staff monitoring at 

these sites with a volunteer to increase the number of visits and improve the outlook for beach-nesting birds at 

these sites by increasing the frequency of monitoring visits.  Because Mr. Hamilton coordinates endangered 

beach-nesting bird monitoring effort for New York State, his cooperation is necessary to move forward with this 

proposed arrangement. 

     

7.  Assess the audiences‟ knowledge and barriers.  Does the audience have the knowledge it needs or does the situation 

require more reason?  Are there barriers preventing the audience from acting?  Prioritize barriers so that those with the 

biggest impact are addressed.  Select tools to match these barriers (e.g., motivation or incentives). 

(1) Meetings with Brian Vander Veer indicate he has the knowledge he needs to approve restrictions on beach raking 

at Stehli Beach.  During our meetings with Mr. Vander Veer we discussed that raking of the wrack line has the 

potential to adversely impact beach-nesting bird reproductive success due to removal of foraging material.  When 

presented with this information Mr. Vander Veer offered to eliminate wrack line removal in the area in front of 

the designated (roped off) plover and tern nesting area at Stehli Beach during the 2011 season.  A motivating 

factor for leaving the wrack line at Stehli beach is that the TOB beach maintenance crew will have less work to do 

which opens up time for jobs at other sites.   It does not appear that there are barriers preventing Mr. Vander Veer 

from carrying out this action as discussed, but a possible barrier would be complaints from beach visitors that the 

beach is not being “cleaned.”  To address this potential barrier we could incorporate an education or outreach 

component that addresses the benefits of a beach being left in a natural state.   

(2) We have not yet approached the Sagamore Rowing Association as a potential audience so it is unclear whether 

they have the information and knowledge they need, or what the potential barriers and incentives may be.  Brian 

Vander Veer as an audience seems to have the knowledge he needs to understand our concerns with potential 

adverse impacts to beach-nesting birds from the event.  He has volunteered to increase the buffer between the 

event activities and the nesting area which indicates that he will be cooperative with our recommendations.  A 

potential barrier that could prevent Mr. Vander Veer from acting to increase the buffer between event activities 

and the nesting area would be the size of the event limiting how far it can practically be moved from the nesting 

area.  To address this potential barrier, we aim to learn more about the event including whether there is a public 

management plan associated with the event so that we can consider recommending guidelines that address the 

need for beach-nesting bird protection.    
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(3) Currently the Town of Oyster Bay lifeguards do not have the information they need to inform beach visitors of the 

measures in place to protect beach-nesting birds at these sites.  We hope that by educating the lifeguards they will 

serve as messengers to beach visitors and that by better educating beach visitors, we will alleviate threats to 

beach-nesting birds from human disturbances and increase support for protection of beach-nesting birds at these 

sites.  Brian Vander Veer has volunteered to cooperate in setting up the lifeguard trainings and it appears he has 

the information he needs as an audience to allow us to conduct the trainings.  Currently we do not anticipate any 

barriers in reaching our target audience.  It is possible that presenting the information to the lifeguards will not 

result in the desired action of sharing the information with beach visitors.  To address this barrier we plan on 

following up with evaluation techniques described in the evaluation strategies section below.       

(4) DEC biologist Chip Hamilton has the knowledge and experience to know what is best for improving the outlook 

for breeding beach-nesting birds at these sites.  Conversations with him have indicated that he agrees that birds at 

these sites would benefit from increased monitoring and he is supportive of utilizing trained Audubon volunteers 

to increase monitoring and stewardship efforts.  Mr. Hamilton‟s previous concerns with volunteer monitors may 

be a potential barrier for carrying out this component of the campaign.  A motivating factor for Mr. Hamilton may 

be that volunteer monitors at these sites would result in decreased demands on his seasonal staff, which are 

already stretched thin during the beach-nesting bird breeding season.  If we can work with Mr. Hamilton so that 

he is comfortable with a volunteer monitor that would be two sites that would be covered by non-DEC staff.  To 

address this barrier, we have discussed with Mr. Hamilton that we would generate dedicated volunteers for 

monitoring work at these sites through a selective process and that they would be required to attend a plover 

monitoring training at the beginning of the season as well as communicate with the DEC regularly throughout the 

season.         

 

8. Define what we want the audience to do.  Make sure it is doable and within the comfort zone of the audience. 

(1) To increase beach-nesting bird foraging opportunities during the breeding season, we want Assistant 

Superintendent of Parks, Brian Vander Veer, to alter TOB beach raking practices at Centre Island and Stehli 

beaches to eliminate clearing of the wrack line in front of nesting areas during the breeding season.  Based on our 

meetings with Mr. Vander Veer, this seems to be doable and within his comfort zone.  Mr. Vander Veer 

voluntarily suggested implementing this only at Stehli for the 2011 season and so to stay within his comfort zone 

we will begin there.    

(2) To decrease potential adverse impacts to beach-nesting birds from the Sagamore Rowing Association event held at 

Centre Island Beach, we want TOB event organizers including Assistant Superintendent of Parks, Brian Vander 

Veer, to cooperate with recommendations to minimize impacts to beach-nesting birds in and around the fenced off 

nesting area.  Based on our meetings with Mr. Vander Veer, we have identified some actions that are doable and 

within his comfort zone including extending the buffer around the nesting area, as well as allowing Audubon 

volunteers to monitor beach-nesting bird responses to event activities on the event day.  

(3) To increase awareness of and support for beach-nesting bird protection and conservation activities at these sites, 

we want the lifeguards to serve as messengers in gaining support from resident and public beach visitors for 

beach-nesting bird protection and stewardship activities at Centre Island and Stehli beaches.  We have support 

from the TOB Assistant Superintendent of Parks as well as the Lifeguard Coordinator to conduct a beach-nesting 

bird training for lifeguards in spring 2011.  We anticipate that because they are already interacting with beach 

visitors as part of their jobs that they could be comfortable answering their questions related to beach-nesting bird 

activities and the fencing if we provide them with the appropriate information and outreach materials. 

(4) To increase the number of beach-nesting bird monitoring visits we want DEC biologist Chip Hamilton to 

agree to supplementing DEC monitoring efforts at Centre Island and Stehli beaches with regular 

monitoring and stewardship visits by a trained Audubon volunteer during the 2011 season.  Volunteers 

are used to supplement monitoring and stewardship at sites across Long Island when visits cannot be 

made often enough by paid staff.  Engaging Mr. Hamilton in the volunteer recruitment and training process 

will ensure that he and his seasonal staff are comfortable with working with a volunteer at these sites.        

 

9. Assess current behaviors.  Collect baseline data from previous years, if available.  If not available, collect baseline data 

at the beginning of the project implementation. 

(1) Currently beaches are raked as needed and at least once a week.   

(2) Currently the event at Centre Island is within close proximity to the beach-nesting area and no 

monitoring is done to determine impacts of event activities on beach-nesting bird behavior. 

(3) Currently lifeguards do not receive formal training in beach-nesting bird identification, stewardship 

needs, or how human activities can impact nesting success.  Interviews with lifeguards this summer 
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concluded that they are not sharing this information with beach visitors when approached and asked 

about the string fencing, and that they are misidentifying the birds.   

(4) During the 2010 beach-nesting bird season, DEC staff monitored Centre Island beach an average of 1.1 times per 

week for a total of 20 times over the breeding season.  Stehli Beach was monitored an average of 1.3 times per 

week for a total of 25 times over the breeding season.  Currently all monitoring and stewardship activities are 

conducted by DEC staff. 

 

10. Plan evaluation strategy. 

(1) Our goal is to reduce beach-raking at Stehli beach by requesting that removal of wrack line not occur in 

front of nesting area which Brian Vander Veer, Assistant Superintendent of  Parks for TOB, indicates he 

is doable for the 2011 season.  We will be effective in achieving this goal if beach raking occurs less at 

Stehli beach than in previous years, which is at least once a week throughout the summer.  To evaluate 

our success we could have volunteers monitor beach-maintenance activities and also interview Mr. 

Vander Veer periodically to determine how well this arrangement (not raking in front of string-fencing) 

is working for himself and his staff.  We will also meet with Mr. Vander Veer at the end of the season to 

determine the success of this arrangement and discuss the possibility of extending it to Centre Island 

Beach for 2012.  Our beach stewardship surveyors would also be asked to specifically look for feeding 

behavior in the un-raked areas. 

(2) Our goal is to minimize adverse impacts to beach-nesting birds from human activities associated with 

the annual Sagamore Rowing Association event at Centre Island Beach.  We hope to achieve this by 

maximizing the distance between the event activities and the roped-off nesting area posted for beach-

nesting birds in 2011.  We will be effective in achieving this goal if the event is managed in a way that 

considers our recommendations that aim to minimize impacts to the birds by moving activities away 

from the nesting area.  To evaluate our success we will have event volunteers monitor and document 

distances and potential impacts from event activities on the birds‟ behavior in and around the nesting 

area on the day of the event.  This information will be used to determine the effectiveness of the 

additional 10-foot buffer that Assistant Superintendent of Parks, Mr. Vander Veer, has agreed to 

implement for the event and discuss any possible alterations for 2012.   

(3) Our goal is to increase TOB lifeguards‟ knowledge and awareness of beach-nesting birds and related 

conservation activities so that they can appropriately and positively respond to beach visitor questions 

related to the birds and fencing.   We anticipate that this could lead to increased support for beach-

nesting bird protection at these beaches.  We will be effective in achieving this goal if lifeguards have an 

increased understanding of beach-nesting birds and their conservation issues and are sharing this 

knowledge with beach visitors.  To evaluate our success we will test life guards‟ knowledge of beach-

nesting bird issues prior to and immediately following the lifeguard training using a questionnaire.  The 

end-of-training questionnaires will also evaluate their willingness to share beach-nesting bird 

information learned during the training with beach visitors when approached.  We will also do 

questionnaires at the end of the season to evaluate retention of information and determine approximately 

how many beach visitors they shared information with. Number of oureach materials distributed by 

lifeguards? 

(4) Our goal is to increase the number of beach-nesting bird monitoring visits to Centre Island and Stehli 

beaches in order to increase beach-nesting bird reproductive potential at these sites.  We aim to achieve 

this by partnering with DEC staff to utilize one or more volunteers or interns to serve as regular 

monitors of beach-nesting bird activity multiple times a week throughout the breeding season (April 1
st
 

through mid-August).  We will be effective in achieving our goal of increased visits to these sites if 

monitoring occurs more than 20 – 25 times per season at these sites.  To measure our success we will 

document the number of visits made by trained volunteers to monitor these sites and at the end of the 

season evaluate whether increased monitoring led to increased protection of beach-nesting birds at these 

sites.        
 

Outcomes 
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 Describe and quantify progress towards achieving the project outcomes described in your grant agreement. 

(Quantify using the approved metrics referenced in your grant agreement or by using more relevant metrics 

not included in the application.)  

 Briefly explain discrepancies between what actually happened compared to what was anticipated to happen.  

 Provide any further information (such as unexpected outcomes) important for understanding project activities 

and outcome results. 

 

Outcome: Attitudes related to beach-nesting birds are determined for use in social marketing campaign. 

 Surveys to determine beach visitor attitudes towards beach-nesting birds were not conducted during the 2009 

season prior to the start of this project.  During this project we did conduct surveys using a questionnaire that was 

developed to collect beach visitor responses to questions used to gauge attitudes toward beach-nesting birds and their 

protection at our two campaign sites.  Audubon staff and volunteers collected a total of 35 questionnaire responses at 

Centre Island and Stehli beaches on Long Island Sound in the Town of Oyster Bay.  Overall, a majority (69% - 89%) of 

respondents indicated that they have positive views towards beach-nesting birds and the measures in place to protect them 

at these sites.  Only less than 3% of respondents indicated any negative views towards protection of beach-nesting birds.   

 The information gathered from these surveys was useful in selecting target audiences for the campaign as well as 

establishing a baseline of public attitude towards beach-nesting birds at these sites.  Through these questionnaires and 

additional human observation surveys conducted at our campaign sites, we were able to conclude that beach visitors as a 

group generally have positive attitudes towards beach-nesting birds.  Despite the positive attitudes, we did discover 

through questionnaire responses that beach visitors‟ knowledge of the birds and the measures in place to protect them 

varies.  So while there may be some benefit to increasing education and awareness efforts to better facilitate support for 

conservation activities at these sites, beach visitors as a group were not chosen as a primary target audience for our 

campaign to change behaviors that would reduce threats to beach-nesting birds at these sites.  

 

Outcome: Barriers to positive interactions with birds on nesting sites are determined for use in campaign. 

 During the 2010 season we conducted observations of human activities at our two campaign sites in Oyster Bay.  

Prior to the start of this project we had originally projected collecting 100 hours of observation data at five sites.  Through 

project planning prior to the breeding season we were able to concentrate our survey efforts at our two campaign sites and 

aimed to collect 20 hours of observation data at each site.  These two sites were selected based on accessibility, proximity 

to our Theodore Roosevelt Audubon Center, and a need to address low reproductive success of Piping Plovers at these 

sites.  Ultimately we were successful in collecting a total of 37 hours of observation data at these two sites.  This 

information was useful in determining primary human uses of these sites and observing how those uses and activities 

affect beach-nesting bird productivity and protection efforts.     

 

Outcome: Report that all # sites have campaign results. 

 Development of our campaign continues to be an adaptive process based on opportunity and availability of 

resources.  Through this project we were able to conduct research through questionnaires and observation surveys at our 

two campaign sites, as well as through interviews and meetings with land owners and conservation agencies involved in 

beach-nesting bird protection at these sites.  As described in the activities above, these efforts led to the selection of target 

audiences for the campaign, determination of desired behaviors and potential barriers to achieving desired behaviors, and 

development of campaign activities and next steps to be carried out (See Document Uploads: Social Marketing Campaign 

Outline).  We were able to start implementation and are currently moving forward with the following campaign activities 

such as:  

 Working with Town of Oyster Bay Assistant Superintendent of Parks to eliminate beach-raking in front of the 

nesting area at one campaign site. 

 Working with Town of Oyster Bay Assistant Superintendent of Parks to minimize and monitor impacts from the 

Sagamore Rowing Association event on beach-nesting birds at one campaign site. 

 Working with Town of Oyster Bay Assistant Superintendent of Parks to facilitate a lifeguard beach-nesting bird 

training for Spring 2011 to facilitate support for beach-nesting bird protection at both campaign sites.  

 Working with DEC Biologist to increase number of beach-nesting bird monitoring visits utilizing trained 

volunteers throughout the 2011 breeding season at both campaign sites. 

 

3. Lessons Learned 

Describe the key lessons learned from this project, such as the least and most effective conservation practices or notable 

aspects of the project‟s methods, monitoring, or results. How could other conservation organizations adapt their projects 

to build upon some of these key lessons about what worked best and what did not? 
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 Through this project Audubon New York has gained valuable experience that may help increase the success of 

other organizations interested in utilizing social marketing as a tool for beach-nesting bird conservation on Long Island.  

Overall lessons learned include: 

 A year is too ambitious a timeline for researching, planning, implementing, and evaluating an entire social 

marketing campaign to reduce threats to beach-nesting birds at one or more sites on Long Island.  Depending on 

resources available it may be more appropriate to spend a year or more on just the research and planning phase.  

 There are many anthropogenic factors that can contribute to reduced reproductive potential of beach-nesting birds 

at sites across Long Island Sound.  Some of these factors can be influenced by increased awareness while others 

require a more targeted approach to change behaviors, in particular to decision makers who have the ability to 

make substantial changes with or without increased awareness. 

 Data describing factors related to human disturbance and predators collected through the annual Long Island 

Colonial Waterbird and Piping Plover Survey are generally not conclusive and cannot be correlated with beach-

nesting bird productivity.   

 Social marketing is best utilized as an approach to minimizing threats to beach-nesting birds when the target 

audience involved in the contributing to the threat can be reached.  In some cases a threat may present itself as 

something to be addressed, but logistical complications prevent the audience involved in the threat from being 

practically reached by campaign activities and so social marketing may not be the best solution for attempting to 

alleviate that threat.  For example, one of the sites considered for the campaign involved beach-nesting birds 

suffering lower than average reproductive success due to boaters landing at the site, dumping their garbage and 

running dogs off leash.  However, this was in a very remote location, accessible primarily by boat, and would 

have required a substantial time and energy commitment for us to work at.  Furthermore, the boaters that we 

would have wanted to address at this site came from areas as far away as Connecticut.  Therefore, despite the 

obvious threats to beach-nesting birds at this site, we needed to consider other sites that were better suited for the 

scope of this campaign. 

 The target audience of a social marketing campaign can be a very large group (i.e. beach visitors in the Town of 

Oyster Bay) or a single person (i.e. a decision maker such as the Town of Oyster Bay Assistant Superintendent of 

Parks).  Strategies to address various target audiences to achieve different outcomes of the campaign will also 

differ.  While increasing awareness through outreach strategies such as publications and messaging may be 

appropriate for larger groups, a single person target audience may be influenced more by a developed partnership 

formed through meetings, discussions, and formal correspondence such as letter-writing. 

 While there are some splashy and heavily funded social marketing campaigns that have been successful in 

achieving conservation gains (i.e. „Save the Crabs then Eat Them‟ campaign: http://www.chesapeakeclub.org), 

there is also a lot that can be accomplished with social marketing on a smaller budget.  The key to success with 

these smaller campaigns could be to start small and work creatively within your means.  

 

4. Dissemination 

Briefly identify any dissemination of lessons learned or other project results to external audiences, such as the public or 

other conservation organizations.  

 Planning updates and project progress continue to be shared with National Audubon Society‟s Atlantic Flyway 

Initiative. 

 Results of the field survey and questionnaire research has been shared with Theodore Roosevelt Sanctuary and 

Audubon Center volunteers. 

 Articles summarizing results of our campaign planning and development have been distributed through the 

Audubon New York Newswire, an email newsletter sent to over 1,500 unique address). 

 Audubon New York staff will present this project during a Long Island Sound social marketing training in winter 

2011. 

 

5. Project Documents 

Include in your final programmatic report, via the Uploads section of this task, the following: 

 

 2-10 representative photos from the project. Photos need to have a minimum resolution of 300 dpi;  

 report publications, GIS data, brochures, videos, outreach tools, press releases, media coverage;  

 any project deliverables per the terms of your grant agreement.   

 

Project documents include: 
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 2010 Beach User Survey Results. 

 2010 Beach Observation Results. 

 2010 Campaign Site Descriptions. 

 Social Marketing Campaign Outline. 

 

 

POSTING OF FINAL REPORT:  This report and attached project documents may be shared by the Foundation and any 

Funding Source for the Project via their respective websites.  In the event that the Recipient intends to claim that its final 

report or project documents contains material that does not have to be posted on such websites because it is protected 

from disclosure by statutory or regulatory provisions, the Recipient shall clearly mark all such potentially protected 

materials as “PROTECTED” and provide an explanation and complete citation to the statutory or regulatory source for 

such protection. 
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Beach User Survey 

 
Date___________ Interviewer __________________  Location ______________ 
 
 

1. We would like your opinion on endangered species protection measures. For each of the 

following statements, circle the number that best describes your level of agreement. 
 

  

Strongly 

Disagree 

 

 

   

 

 

Strongly 

Agree 
 

It is important to protect 

endangered birds and their habitat. 
1 2 3 4 5 6 

I am happy to cooperate with 

efforts to protect endangered 

birds on the beach. 

1 2 3 4 5 6 

 

Too much is being done to 

protect endangered birds on the 

beach. 

1 2 3 4 5 6 

 

Laws protecting endangered birds 

on the beach limit the activities I 

would like to participate in. 

1 2 3 4 5 6 

Laws protecting endangered birds 

on the beach are adequate.  1 2 3 4 5 6 

The roped off areas of the beach 

are inconvenient 1 2 3 4 5 6 

People and dogs should stay out of 

roped off nesting areas. 1 2 3 4 5 6 

 

2. It is appropriate to go into the roped off area protecting the birds. 

______ Never   ______ Sometimes  ______ Often 

 

3. I have explained to other beach goers the importance of observing the roped off areas 

and protecting the birds. 

______ Once  ______Sometimes  ______Often 

 

4. I complain about the protection of endangered birds on the beaches 

______ Never  ______Sometimes  ______ Often 

 

5.  How often do you visit the beach during the summer? 

 

      More than 3 times per week          1- 3 times per week          1-3 times per month                                                                                                                                                                                                    

      Less than 3 times per summer 

 

6.  In which of the following beach activities do you participate at this beach? (Check all that 

apply)  

 

Dog walking            Swimming             Beach sports               Boating              Walking/Running  

Bird watching          Sun bathing           Off-road Driving         Other (please describe): __________ 
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1 2

3 4

5 6
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7. Are there activities you would like to participate in but can’t due to the protection of 

endangered birds?  ___ Y   _____N 

If so, what are they? _______________________________________________________________ 

   

8. Are you      Male      Female 

 

9. Which age group do you fall into? 

15-24    46-55  76+ 

25-35    56-65 

36-45    66-75 

 

10. What is your occupation? If school aged, write school, if retired, what was your main 

occupation? 

__________________________________________________________________________________ 

 

11. Are you aware that measures are in place to protect endangered beach-nesting birds at 

this beach?              Yes              No 

 

12. How many years have you been coming to this beach? 

 

 0-1 year  2-4 years  5-7 years  8+ years  
 

13.  Which of the following statements best describes you? (Check all that apply) 

 

       I am a Beachfront Homeowner                       I am a Year-Round Resident 

       I am a Seasonal Resident                                 I am just visiting 

 

Bonus: Which bird is the Piping Plover? 

 

       1               2               3               4               5               6 

 

 

Can we contact you for further information?   Y   N 

 

 

If yes, please provide your contact information: 

 

Name _________________________________________ 

Address ________________________________________ City,______________  

State _______ Zip _________ 

Home Phone ______________________ Cell Phone ________________________ 

Email address ___________________________________________ 

 

 

Thank you for your time! 
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2010 Beach Survey Results 

Audubon New York 

Town of Oyster Bay Social Marketing Project 

 

 

1a. It is important to protect endangered birds and their habitat. 

 

Response Centre Island Beach Stehli Beach Total 

Strongly Disagree 0 (0%) 0 (0%) 0 (0%) 

Disagree 0 (0%) 0 (0%) 0 (0%) 

Slightly Disagree 0 (0%) 1 (6%) 1 (3%) 

Slightly Agree 0 (0%) 3 (19%) 3 (9%) 

Agree 6 (38%) 1 (6%) 9 (26%) 

Strongly Agree 10 (63%) 11 (69%) 22 (63%) 

 

 

1b. I am happy to cooperate with efforts to protect endangered birds on the beach. 

 

Response Centre Island Beach Stehli Beach Total 

Strongly Disagree 0 (0%) 0 (0%) 0 (0%) 

Disagree 0 (0%) 0 (0%) 0 (0%) 

Slightly Disagree 0 (0%) 0 (0%) 0 (0%) 

Slightly Agree 1 (6%) 3 (19%) 4 (11%) 

Agree 6 (38%) 2 (13%) 9 (26%) 

Strongly Agree 9 (56%) 11 (69%) 22 (63%) 

 

 

1c. Too much is being done to protect endangered birds on the beach. 

 

Response Centre Island Beach Stehli Beach Total 

Strongly Disagree 7 (44%) 8 (50%) 17 (49%) 

Disagree 6 (38%) 5 (31%) 11 (31%) 

Slightly Disagree 1 (6%) 2 (13%) 3 (9%) 

Slightly Agree 2 (13%) 0 (0%) 2 (6%) 

Agree 0 (0%) 1 (6%) 1 (3%) 

Strongly Agree 0 (0%) 0 (0%) 1 (3%) 

 

 

1d. Laws protecting endangered birds on the beach limit the activities I would like to 

participate in. 

 

Response Centre Island Beach Stehli Beach Total 

Strongly Disagree 11 (69%) 6 (40%) 19 (56%) 

Disagree 3 (19%) 5 (33%) 8 (24%) 

Slightly Disagree 1 (6%) 2 (13%) 4 (12%) 
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Slightly Agree 0 (0%) 0 (0%) 2 (6%) 

Agree 1 (6%) 1 (7%) 1 (3%) 

Strongly Agree 0 (0%) 1 (7%) 0 (0%) 

 

 

1e. Laws protecting endangered birds on the beach are adequate. 

 

Response Centre Island Beach Stehli Beach Total 

Strongly Disagree 3 (20%) 1 (8%) 4 (13%) 

Disagree 2 (13%) 3 (23%) 5 (17%) 

Slightly Disagree 6 (40%) 4 (31%) 11 (37%) 

Slightly Agree 3 (20%) 2 (15%) 5 (17%) 

Agree 1 (7%) 2 (15%) 3 (10%) 

Strongly Agree 0 (0%) 1 (8%) 2 (7%) 

 

 

1f. The roped off areas of the beach are inconvenient. 

 

Response Centre Island Beach Stehli Beach Total 

Strongly Disagree 8 (53%) 7 (47%) 16 (48%) 

Disagree 3 (20%) 2 (13%) 7 (21%) 

Slightly Disagree 3 (20%) 3 (20%) 6 (18%) 

Slightly Agree 1 (7%) 2 (13%) 3 (9%) 

Agree 0 (0%) 0 (0%) 0 (0%) 

Strongly Agree 0 (0%) 1 (7%) 1 (3%) 

 

 

1g. People and dogs should stay out of roped off nesting areas. 

 

Response Centre Island Beach Stehli Beach Total 

Strongly Disagree 2 (13%) 0 (0%) 2 (6%) 

Disagree 1 (6%) 0 (0%) 1 (3%) 

Slightly Disagree 1 (6%) 1 (6%) 2 (6%) 

Slightly Agree 0 (0%) 0 (0%) 0 (0%) 

Agree 0 (0%) 1 (6%) 2 (6%) 

Strongly Agree 11 (69%) 14 (88%) 28 (80%) 

 

 

2. It is appropriate to go into the roped off area protecting the birds. 

 

Response Centre Island Beach Stehli Beach Total 

Never 13 (81%) 15 (94%) 31 (89%) 

Sometimes 3 (19%) 1 (6%) 4 (11%) 

Often 0 (0%) 0 (0%) 0 (0%) 
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3. I have explained to other beach goers the importance of observing the roped off areas 

and protecting the birds. 

 

Response Centre Island Beach Stehli Beach Total 

Once 6 (55%) 5 (50%) 11 (50%) 

Sometimes 4 (36%) 4 (40%) 8 (36%) 

Often 1 (9%) 1 (10%) 3 (14%) 

 

 

4. I complain about the protection of endangered birds on the beaches. 

 

Response Centre Island Beach Stehli Beach Total 

Never 12 (86%) 13 (93%) 25 (46%) 

Sometimes 2 (14%) 1 (7%) 4 (14%) 

Often 0 (0%) 0 (0%) 0 (0%) 

 

 

5. How often do you visit the beach during the summer? 

 

Response Centre Island Beach Stehli Beach Total 

More than 3 times per week. 5 (31%) 2 (13%) 7 (20%) 

1 – 3 times per week. 8 (50%) 4 (25%) 13 (37%) 

1 – 3 times per month. 3 (19%) 8 (50%) 12 (34%) 

Less than 3 times per summer. 0 (0%) 2 (13%) 3 (9%) 

 

 

6. In which of the following beach activities do you participate at this beach? (Check all 

that apply) 

 

Response Centre Island Beach Stehli Beach Total 

Dog walking 0 (0%) 1 (6%) 1 (3%) 

Swimming 11 69%) 13 (81%) 27 (77%) 

Beach sports 0 (0%) 3 (19%) 5 (14%) 

Boating 3 (19%) 0 (0%) 4 (11%) 

Walking/Running 6 (38%) 10 (63%) 16 (46%) 

Bird watching 4 (25%) 7 (44%) 11 (31%) 

Sun bathing 13 (81%) 16 (100%) 30 (86%) 

Off-road Driving 0 (0%) 0 (0%) 0 (0%) 

Other 1 (6%) 2 (13%) 3 (9%) 
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7. Are there activities you would like to participate in but can’t due to the protection of 

endangered birds?   
 

Response Centre Island Beach Stehli Beach Total 

Yes 0 (0%) 1 (6%) 2 (6%) 

No 16 (100%) 15 (94%) 33 (94%) 

 

 

8. Are you 

 

Response Centre Island Beach Stehli Beach Total 

Male 8 (50%) 3 (20%) 13 (39%) 

Female 8 (50%) 12 (80%) 20 (61%) 

 

 

9. Which age group do you fall into?  

 

Response Centre Island Beach Stehli Beach Total 

15 – 24 2 (13%) 4 (25%) 9 (26%) 

25 – 35 1 (7%) 2 (13%) 3 (9%) 

36 – 45 4 (27%) 2 (13%) 6 (18%) 

46 – 55 2 (13%) 2 (13%) 4 (12%) 

56 – 65 5 (33%) 4 (25%) 9 (26%) 

66 – 75 0 (0%) 1 (6%) 1 (3%) 

76+ 1 (7%) 1 (6%) 2 (6%) 

 

 

11. Are you aware that measures are in place to protect endangered beach-nesting birds at 

this beach? 

 

Response Centre Island Beach Stehli Beach Total 

Yes 10 (63% 11 (69%) 23 (66%) 

No 6 (38%) 5 (31%) 12 (34%) 

 

 

12. How many years have you been coming to this beach?  

 

Response Centre Island Beach Stehli Beach Total 

0 – 1 year 2 (13%) 5 (31%) 7 (20%) 

2 – 4 years 3 (19%) 3 (19%) 8 (23%) 

5 – 7 years 2 (13%) 1 (6%) 3 (9%) 

8+ years 9 (56%) 7 (44%) 17 (49%) 
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13. Which of the following statements best describes you? (Check all that apply) 

 

Response Centre Island Beach Stehli Beach Total 

I am a beachfront homeowner. 1 (6%) 0 (0%) 1 (3%) 

I am a year-round resident. 1 (6%) 3 (19%) 4 (11%) 

I am a seasonal resident. 10 (63%) 8 (50%) 20 (56%) 

I am just visiting. 4 (25%) 6 (38%) 11 (31%) 

 

 

14. Which bird is the Piping Plover? 

 

Response Centre Island Beach Stehli Beach Total 

Least Tern 0 (0%) 1 (8%) 1 (4%) 

Black-bellied Plover 0 (0%) 0 (0%) 0 (0%) 

Willet 2 (25%) 3 (25%) 5 (22%) 

American Oystercatcher 1 (13%) 1 (8%) 3 (13%) 

Piping Plover 4 (50%) 7 (58%) 12 (52%) 

Purple Sandpiper 1 (13%) 0 (0%) 2 (9%) 
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Beach Observation Reporting Protocol 
 
General Directions 

 Use pencil to record your observations on the data sheet and use a separate data 
sheet for each hour observation session.  Keep time using either a wristwatch, 
stopwatch, or cell phone.  

 Start each observation session on the hour.  Settle in and record the first 
observations at 5 minutes after the hour and conclude with your last observations at 
the top of the next hour as described below. 

 Do not conduct observations in inclement weather.  A light, passing sprinkle is fine 
but strong winds or heavy storms cancel the session. 

 Make all observations from one location throughout the hour.  This could be sitting 
in the sand, at a picnic table, or standing at the edge of the parking lot.   

 While making observations do not station yourself immediately adjacent to the 
string-fencing but make sure at least part of it is in view so that you can observe 
activities in and around the fencing.  

 
Before You Begin 

 Fill in the observer, weather, weather and beach use information at the bottom of 
the data sheet for each one-hour observation session that you conduct.  For beach 
use, count the total number of people visible to you at the start of your hour 
session. 

 On the map provided mark with an X the spot where you are stationed for that hour 
observation session.  Outline the area where you can accurately record observations 
from your identified vantage point.   

 
Recording the Observations 

 Record observations only within the outlined area you indicated on the map.  
Include people wading or walking at the water’s edge but do not include swimmers.  
Do not include parking lot activity. 

 Take a count of people participating in each activity on the beach every five minutes 
with the first count occurring at 5 minutes (ex: 1:05) and the final count occurring at 
60 minutes (ex: 2:00) for a total of 12 counts.  

 If a count is missed draw a line through that row and continue with the next 
scheduled count.  

 Do not double-count people. Instead, record the primary activity for each person 
observed.  For example: if a person is walking along the edge while flying a kite, the 
primary activity would be the kite-flying.  Count this observation in the “Kites” 
column.  If there is a vehicle on the beach, count the vehicle and not the driver or 
passengers.   
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 The activities recorded for an individual person may change throughout the hour 
session, ex: from sunbather to pedestrian, back to sunbather, etc.     

 
Activity Definitions 
 
Time: Record time of observation.   
 
Pedestrians: Count the number of people walking the beach.  
 
Runners: Number of people observed running or jogging on the beach. 
 
Sunbathers: Number of stationary people loafing, tanning, or sunbathing. 
 
Picnickers: Number of people observed eating or picnicking.    
 
Dogs On Leash: Number of dogs observed on a leash or otherwise contained (stroller, 
crate, etc.) 
 
Dogs Off Leash: Number of dogs with or without supervising humans running free of 
any constraints. 
 
Feeding: Number of people observed in an act of feeding animals including providing 
food or throwing scraps to cats, gulls, or crows. 
 
Sports: Number of people observed in sports activity such as frisbee, catch, volleyball, 
etc. 
 
Beach Raking: Occurrence of beach-grooming activities by beach staff such as manual or 
machine raking. 
 
Kites: Number of kites in air. 
 
Boats: Number of boats, kayaks, canoes, or other personal watercraft pulled on shore, 
immediately approaching shore or anchored close to shore providing access to beach. 
 
Vehicles: Number of motorized vehicles on the beach including All-Terrain Vehicles, 
Cars, Trucks, Medical vehicles, park staff vehicles, dune buggies, etc.  
 
Other: Record any other activity that does not fall in the above categories such as 
surfing, yoga,  shell-collecting, scuba-diving, kite-surfing, bonfires, bird-watching, etc.  
Explain in “Notes” column. 
 
Notes: Explain any observations that may need clarification and note any additional 
disturbances, observations, discrepancies here. 
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2010 Beach Observation Results 

Audubon New York 

Town of Oyster Bay Social Marketing Project 

 

Centre Island 

 

1. Date: 6/26/10  

    Start Time: 1:00 p.m. 

    # People at Start: 38 

    Temperature: 83 

    Precipitation: none 

    Cloud Cover: 5% 

    Wind Speed: 6 mph 

    Wind Direction: NR 

 

 

2. Date: 6/26/10  

    Start Time: 3:00 p.m. 

    # People at Start: 60  

    Temperature: 85 

    Precipitation: none 

    Cloud Cover: 60% 

    Wind Speed: 8–12 mph 

    Wind Direction: SW 

 

 

3. Date: 6/30/10  

    Start Time: 5:00 p.m. 

    # People at Start: 23 

    Temperature: 89 

    Precipitation: none 

    Cloud Cover: 10% 

    Wind Speed: 8 mph 

    Wind Direction: NW 

 

 

4. Date: 7/3/10  

    Start Time: 11:00 a.m. 

    # People at Start: 21  

    Temperature: 85 

    Precipitation: none 

    Cloud Cover: 30% 

    Wind Speed: 4 – 7 mph 

    Wind Direction: NR 

 

 

Category Low Count High Count Average 

Pedestrians 6 15 11.4 

Sunbathers 15 24 18.3 

Picnickers 1 5 1.2 

Category Low Count High Count Average 

Pedestrians 4 16 8.8 

Sunbathers 27 37 30.8 

Picnickers 0 5 0.9 

Other 1 3 1.3 

Category Low Count High Count Average 

Pedestrians 0 3 0.7 

Sunbathers 1 7 2.7 

Other 0 3 0.3 

Category Low Count High Count Average 

Pedestrians 0 7 2.3 

Runners 0 4 0.3 

Sunbathers 2 9 6.3 

Picnickers 0 1 0.3 

Dogs on Leash 0 1 0.1 

Dogs off Leash 0 1 0.1 

Boats 0 5 3.6 

Vehicles 0 1 0.1 
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5. Date: 7/4/10  

    Start Time: 9:00 a.m. 

    # People at Start: 6 

    Temperature: NR 

    Precipitation: none 

    Cloud Cover: 0% 

    Wind Speed: 10 mph 

    Wind Direction: SE 

 

 

6. Date: 7/6/10  

    Start Time: 9:00 a.m. 

    # People at Start: 3 

    Temperature: 91 

    Precipitation: none 

    Cloud Cover: 0% 

    Wind Speed: 3 mph 

    Wind Direction: NW 

 

 

7. Date: 7/10/10  

    Start Time: 12:00 p.m. 

    # People at Start: NR 

    Temperature: 80 

    Precipitation: none 

    Cloud Cover: 30%  

    Wind Speed: 4 – 7 mph 

    Wind Direction: NR 

 

 

8. Date: 7/11/10  

    Start Time: 2:00 p.m. 

    # People at Start: NR 

    Temperature: NR 

    Precipitation: none 

    Cloud Cover: 15% 

    Wind Speed: 5 mph 

    Wind Direction: NW 

 

 

9. Date: 7/11/10  

    Start Time: 3:00 p.m. 

    # People at Start: NR 

    Temperature: NR  

    Precipitation: none 

    Cloud Cover: 15% 

    Wind Speed: 5 mph 

    Wind Direction: NW 

 

Category Low Count High Count Average 

Pedestrians 1 11 4 

Sunbathers 2 16 10 

Picnickers 0 5 3.1 

Boats 0 5 3.6 

Other 0 1 0.1 

Category Low Count High Count Average 

Pedestrians 0 2 0.5 

Sunbathers 0 3 1.7 

Sports 0 1 0.1 

Boats 0 1 0.1 

Category Low Count High Count Average 

Pedestrians 0 2 0.6 

Sunbathers 4 6 4.8 

Category Low Count High Count Average 

Pedestrians 0 8 2.3 

Sunbathers 24 40 29.3 

Sports 0 2 0.5 

Category Low Count High Count Average 

Pedestrians 0 5 2.1 

Sunbathers 26 38 28.1 

Picnickers 0 3 1.3 

Sports 0 2 1 
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10. Date: 7/12/10  

     Start Time: 4:00 p.m.  

     # People at Start: NR  

     Temperature: NR 

     Precipitation: none 

     Cloud Cover: NR 

     Wind Speed: 20 mph 

     Wind Direction: NR 

 

 

11. Date: 7/13/10  

     Start Time: 11:00 a.m. 

     # People at Start: 14 

     Temperature: 80 

     Precipitation: none 

     Cloud Cover: 85% 

     Wind Speed: 10 mph 

     Wind Direction: SSE 

 

 

12. Date: 7/17/10  

     Start Time: 2:00 p.m. 

     # People at Start: 22 

     Temperature: 90 

     Precipitation: none 

     Cloud Cover: 2% 

     Wind Speed: 8 mph 

     Wind Direction: SW 

 

 

13. Date: 7/20/10  

     Start Time: 12:00 p.m. 

     # People at Start: 22 

     Temperature: 80 

     Precipitation: none 

     Cloud Cover: 0% 

     Wind Speed: 0 mph 

     Wind Direction: NR 

 

 

14. Date: 7/22/10  

     Start Time: 11:00 a.m. 

     # People at Start: 22 

     Temperature: 80 

     Precipitation: none 

     Cloud Cover: 10% 

     Wind Speed: NR 

     Wind Direction: NW 

Category Low Count High Count Average 

Sunbathers 2 10 5.8 

Boats 3 4 3.1 

Other 1 1 1 

Category Low Count High Count Average 

Pedestrians 0 2 0.2 

Boats 0 2 0.2 

Category Low Count High Count Average 

Pedestrians 1 11 5 

Sunbathers 11 21 15.1 

Picnickers 0 2 0.5 

Boats 0 2 0.5 

Category Low Count High Count Average 

Pedestrians 3 11 7 

Sunbathers 6 12 9.2 

Picnickers 0 4 0.3 

Sports 0 2 0.6 

Boats 0 1 0.1 

Category Low Count High Count Average 

Pedestrians 0 5 0.3 

Sunbathers 12 15 13.6 

Sports 0 1 0.2 

Other 0 1 0.7 
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15. Date: 7/23/10  

     Start Time: 10:00 a.m. 

     # People at Start: 3 

     Temperature: 81 

     Precipitation: sparse 

     Cloud Cover: 100% 

     Wind Speed:  8–10 mph 

     Wind Direction: W  

 

 

16. Date: 7/24/10  

     Start Time: 11:00 a.m. 

     # People at Start: NR 

     Temperature: 90 

     Precipitation: none 

     Cloud Cover: 10% 

     Wind Speed: 1-3 mph 

     Wind Direction: NR 

 

 

17. Date: 7/27/10  

      Start Time: 11:00 a.m. 

      # People at Start: 4 

      Temperature: 85 

      Precipitation: none 

      Cloud Cover: 5% 

      Wind Speed: 5 mph 

      Wind Direction: S 

 

 

18. Date: 7/NR/10  

      Start Time: NR 

      # People at Start: 10  

      Temperature: 88 

      Precipitation: none 

      Cloud Cover: 15% 

      Wind Speed:19-24 mph 

      Wind Direction: E 

 

 

19. Date: 8/7/10  

      Start Time: 12:00 p.m. 

      # People at Start: NR 

      Temperature: 80% 

      Precipitation: none 

      Cloud Cover: 40% 

      Wind Speed: 4 – 7 mph 

      Wind Direction: NR 

 

Category Low Count High Count Average 

Pedestrians 0 8 4 

Sunbathers 0 2 0.3 

Boats 0 1 0.3 

Other 0 4 1.8 

Category Low Count High Count Average 

Pedestrians 0 1 0.2 

Sunbathers 4 8 6.3 

Category Low Count High Count Average 

Pedestrians 0 3 0.9 

Sunbathers 2 8 5.2 

Category Low Count High Count Average 

Pedestrians 0 3 1.5 

Sunbathers 0 10 6.8 

Boats 0 2 0.3 

Vehicles 0 1 0.1 

Category Low Count High Count Average 

Pedestrians 0 3 0.7 

Sunbathers 6 9 7.8 
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Stehli Beach 

 

20. Date: 6/19/10  

      Start Time: 9:00 a.m. 

      # People at Start: 3 

      Temperature: 75 

      Precipitation: none 

      Cloud Cover: 5% 

      Wind Speed: 5 mph 

      Wind Direction: W 

 

 

21. Date: 6/27/10  

      Start Time: 9:00 a.m. 

      # People at Start: 3  

      Temperature: 73 

      Precipitation: none 

      Cloud Cover: 90% 

      Wind Speed: 8-12 mph 

      Wind Direction: W 

 

 

22. Date: 7/5/10  

      Start Time: NR 

      # People at Start: 15 

      Temperature: 88 

      Precipitation: none 

      Cloud Cover: 20% 

      Wind Speed: 4 – 7 mph 

      Wind Direction: SW 

 

 

23. Date: 7/7/10  

      Start Time: 11:00 a.m. 

      # People at Start: 12 

      Temperature: 95 

      Precipitation: none 

      Cloud Cover: 0% 

      Wind Speed: 10 mph 

      Wind Direction: N 

 

 

Category Low Count High Count Average 

Pedestrians 0 3 0.7 

Dogs On Leash 0 2 0.2 

Category Low Count High Count Average 

Pedestrians 0 3 0.4 

Sunbathers 1 3 2.2 

Category Low Count High Count Average 

Pedestrians 0 19 4.8 

Sunbathers 0 6 2.0 

Boats 0 6 1.6 

Category Low Count High Count Average 

Pedestrians 11 14 12.1 

Sunbathers 9 13 10.5 

Picnickers 0 2 1 

Other 0 2 0.2 
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24. Date: 7/10/10  

      Start Time: 11:00 a.m. 

      # People at Start: 7 

      Temperature: 84 

      Precipitation: none 

      Cloud Cover: 85% 

      Wind Speed: 4 – 7 mph 

      Wind Direction: W 

 

 

25. Date: 7/11//10  

      Start Time: 12:00 p.m.  

      # People at Start: 65 

      Temperature: 82 

      Precipitation: none 

      Cloud Cover: 0% 

      Wind Speed: 0 

      Wind Direction: NR  

 

 

26. Date: 7/16/10  

      Start Time: 12:00 p.m. 

      # People at Start: NR 

      Temperature: 85 

      Precipitation: none 

      Cloud Cover: 20% 

      Wind Speed: 13-18 mph 

      Wind Direction: NR  

 

 

27. Date: 7/18/10  

      Start Time: 9:00 a.m. 

      # People at Start: 0 

      Temperature: 83 

      Precipitation: none 

      Cloud Cover: 5% 

      Wind Speed: 8 mph 

      Wind Direction: SE 

 

 

28. Date: 7/21/10  

      Start Time: 7:00 p.m. 

      # People at Start: 6 

      Temperature: 84 

      Precipitation: none 

      Cloud Cover: 95% 

      Wind Speed: 11 mph 

      Wind Direction: NW 

 

Category Low Count High Count Average 

Pedestrians 0 3 0.8 

Sunbathers 5 12 6.9 

Vehicles 0 1 0.1 

Category Low Count High Count Average 

Pedestrians 70 104 89.3 

Runners 0 2 0.2 

Sunbathers 51 99 78.1 

Picnickers 2 23 10.7 

Vehicles 0 2 0.3 

Category Low Count High Count Average 

Pedestrians 0 2 0.5 

Sunbathers 0 4 2.8 

Picnickers 0 1 0.1 

Category Low Count High Count Average 

Pedestrians 0 4 0.9 

Sunbathers 0 6 1.5 

Picnickers 0 3 0.3 

Other 0 2 0.3 

Category Low Count High Count Average 

Pedestrians 0 6 2.8 

Sunbathers 0 4 2.4 
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29. Date: 7/26/10  

      Start Time: 1:30 p.m. 

      # People at Start: 18 

      Temperature: 85 

      Precipitation: none 

      Cloud Cover: 35% 

      Wind Speed: NR 

      Wind Direction: W 

 

 

30. Date: 7/27/10  

      Start Time: 8:30 a.m. 

      # People at Start: 0 

      Temperature: 70 

      Precipitation: none 

      Cloud Cover: 30% 

      Wind Speed: 10 – 15 mph 

      Wind Direction: NE 

 

 

31. Date: 7/28/10  

      Start Time: 12:00 p.m. 

      # People at Start: 24 

      Temperature: 85 

      Precipitation: none 

      Cloud Cover: 40% 

      Wind Speed: 5 mph 

      Wind Direction: W 

 

 

32. Date: 7/31/10  

      Start Time: 11:00 a.m. 

      # People at Start: 8 

      Temperature: 79 

      Precipitation: none 

      Cloud Cover: 10% 

      Wind Speed: 4 – 7 mph 

      Wind Direction: NR 

 

 

33. Date: 7/NR/10  

      Start Time: NR 

      # People at Start: 5  

      Temperature: 90 

      Precipitation: none 

      Cloud Cover: 10% 

      Wind Speed: 8–12 mph 

      Wind Direction: SW 

Category Low Count High Count Average 

Pedestrians 0 5 1.8 

Sunbathers 10 21 16.3 

Sports 0 2 0.2 

Other 0 4 0.5 

Category Low Count High Count Average 

Pedestrians 0 3 1.3 

Sunbathers 0 1 0.3 

Category Low Count High Count Average 

Pedestrians 20 29 27.1 

Sunbathers 10 25 17.1 

Other 0 10 0.8 

Category Low Count High Count Average 

Pedestrians 0 3 0.7 

Sunbathers 4 7 5.4 

Picnickers 0 2 0.5 

Category Low Count High Count Average 

Pedestrians 0 4 1.7 

Sunbathers 0 3 0.6 

Vehicles 0 1 0.1 

Other 0 1 0.1 
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34. Date: 8/1/10  

      Start Time: 4:00 p.m. 

      # People at Start: 28 

      Temperature: 80 

      Precipitation: none 

      Cloud Cover: 30% 

      Wind Speed: 12 mph 

      Wind Direction: NR 

 

 

35. Date: 8/2/10  

      Start Time: 9:00 a.m. 

      # People at Start: 2 

      Temperature: 76 

      Precipitation: none 

      Cloud Cover: 25% 

      Wind Speed: 5 mph 

      Wind Direction: none 

 

 

36. Date: 8/3/10  

      Start Time: 11:00 a.m. 

      # People at Start: 6 

      Temperature: 77 

      Precipitation: none 

      Cloud Cover: 85% 

      Wind Speed: 17 mph 

      Wind Direction: NR 

 

 

37. Date: 8/3/10  

      Start Time: 12:00 p.m. 

      # People at Start: 8 

      Temperature: 73 

      Precipitation: none 

      Cloud Cover: 70% 

      Wind Speed: 18 mph 

      Wind Direction: NR 

 

 

 

 

Category Low Count High Count Average 

Pedestrians 6 16 10.8 

Sunbathers 11 22 15.8 

Picnickers 0 2 0.5 

Boats 1 2 1.1 

Other 0 3 1 

Category Low Count High Count Average 

Pedestrians 0 2 0.5 

Sunbathers 0 2 0.7 

Other 1 2 1.1 

Category Low Count High Count Average 

Pedestrians 0 6 2.5 

Sunbathers 0 8 4.2 

Category Low Count High Count Average 

Pedestrians 0 1 0.3 

Sunbathers 4 7 5.3 
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ANY Social Marketing Campaign 

Study Site Descriptions 
 

Stehli Beach 

 

Town: Oyster Bay 

IBA: Oyster Bay Area 

LISSI Site: None 

Owner: Town of Oyster Bay 

Contact: Town of Oyster Bay 

Plover Cooperator: NYS DEC  

 

Year 

Plover Productivity     

PAIR
S #Pairs #Fledges Prod Rate     

2006 1 1 0 0.00 C     

2007 0 1 0 0.00 A     

2008 1 1 2 2.00 A     

2009 2 2 0 0.00 B     

AVG 1.0 1.3 0.5 0.50       

          

Year 

Disturbance  

Boats 
Floodin

g 
Pedestrian

s 
Vehicle

s Dogs 
Othe

r 
TOTA

L AVG  

2006     1 1     2 0.5  

2007     1 1     2 0.5  

2008     1       1 0.25  

2009   1 1 1     3 0.75  

TOTA
L 0 1 4 3 0 0 8 2  

          

Year 

Predators 

Crow
s Gulls Fox 

Feral 
Cats 

Raccoo
n 

Dog
s Other 

TOTA
L 

AV
G 

2006   1           1 0.25 

2007 1 1           2 0.5 

2008 1 1     1     3 0.75 

2009 1 1 1 1 1     5 1.25 

TOTA
L 3 4 1 1 2 0 0 11 2.75 
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Stehli Beach 

 

 
 

Access: Town of Oyster Bay residents only. 

Directions: West Shore Rd to Bayville Rd 

Parking: Town resident parking permit purchase required.  
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Centre Island Beach 

 

Town: Town of Oyster Bay  

IBA: Oyster Bay Area 

LISSI Site: Oyster Bay 

Owner: Town of Oyster Bay 

Contact: Town of Oyster Bay 

Plover Cooperator: NYS DEC 

 

Year 

Plover Productivity     

PAIR
S #Pairs #Fledges Prod Rate     

2006 1 1 4 4.00 A     

2007 1 1 2 2.00 B     

2008 2 2 3 1.50 A     

2009 1 2 0 0.00 B     

AVG 1.3 1.5 2.3 1.88       

          

Year 

Disturbance  

Boats 
Floodin

g 
Pedestrian

s 
Vehicle

s Dogs 
Othe

r 
TOTA

L AVG  

2006     1 1     2 0.5  

2007   1 1 1     3 0.75  

2008   1 1 1     3 0.75  

2009 1 1 1 1     4 1  

TOTA
L 1 3 4 4 0 0 12 3  

          

Year 

Predators 

Crow
s Gulls Fox 

Feral 
Cats 

Raccoo
n 

Dog
s Other 

TOTA
L 

AV
G 

2006 1             1 0.25 

2007 1 1         1 3 0.75 

2008 1 1           2 0.5 

2009 1 1 1   1   1 5 1.25 

TOTA
L 4 3 1 0 1 0 2 11 2.75 
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Centre Island Beach 

 

 
 

 

Access:  Open to public. 

Directions: West Shore Rd to Centre Island Rd 

Parking:  Town parking permit or public day pass parking fee required. 
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Audubon New York 

Social Marketing Campaign Outline 

 

GOAL:  Increase reproductive potential for beach-nesting birds at Centre Island and 

Stehli beaches by (1) reducing threats from beach management activities at Stehli Beach, 

(2) reducing disturbances to nesting birds during the annual crew event at Centre Island 

Beach, (3) increasing monitoring of nesting birds at Stehli and Centre Island beaches, and 

(4) increasing town beach staff awareness of beach-nesting bird conservation issues by 

August 2011. 

 

1) WRACK LINE  

 Problem: Regular beach raking and grooming of beaches by Town of Oyster Bay 

(TOB) staff removes wrack line which is an important food source for breeding 

adults and pre-fledged chicks. 

 Solution: Reduce and/or eliminate beach raking of wrack line in front of fenced 

off nesting area during breeding season. 

 Potential Audience(s): Brian Vander Veer, TOB. 

 Next Steps: 

 Write a letter to Brian Vander Veer at TOB to reinforce his support for 

reducing raking at Stehli Beach. (Long Island Bird Conservation 

Coordinator, November 2010) 

Resources needed: staff time, postage. 

 Create a map of fenced areas at Stehli Beach and the areas that we wish to 

not be raked. (Director of Bird Conservation and LIBC Coordinator, 

January 2011) 

Resources needed: staff time, printing. 

 Request letter of support from Chip Hamilton at DEC if necessary. (LIBC 

Coordinator, February 2011) 

Resources needed: staff time. 

 Develop evaluation and follow-up strategy. (All, Spring 2011) 

Resources needed: staff time, phone/internet, travel for in-person 

meeting. 

 Develop protocol for volunteer monitoring of beach maintenance 

activities; have volunteer stewards that are monitoring birds also make 

observations on use of wrack line by beach nesting birds (i.e. feeding). 

(All, Spring 2011) 

Resources needed: staff time, printing, phone/internet, travel for in-

person meeting. 

 Outreach Components: 

 Develop a series of programs incorporating importance of shorebird 

habitat and ecology at Stehli and Centre Island beaches.  (TR Audubon 

Center Staff, March – April 2011) 

Resources needed: staff time, travel. 

 Talk about importance of wrack during monthly shorebird walks.  (TR 

Audubon Center Staff, April – August 2011) 

Resources needed: staff time, travel. 
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2) CENTRE ISLAND EVENT  

 Problem: An annual Sagamore Rowing Association event held at Centre Island 

beach in May is a disturbance to nesting birds due to its close proximity to the 

nesting area and resulting foot traffic in and around the nesting area at a time in 

the breeding season when adult plovers are either selecting nest sites or incubating 

eggs. 

 Solution: Minimize impacts to beach-nesting birds by working with TOB staff 

and event organizers to move event as far away from nesting area as possible and 

utilize volunteers to monitor and document beach activities.  

 Potential Audience(s): TOB staff, Sagamore Rowing Association event 

organizers and participants. 

 Next Steps: 

 Work with Chip Hamilton at DEC to develop recommendations for event 

guidelines. (LIBC Coordinator or Director of Bird Conservation, February 

2011) 

Resources needed: staff time. 

 Contact Sagamore Rowing Association to learn more about their event and 

whether they would be amenable to adopting recommendations to 

minimize impacts to beach-nesting birds. (LIBC Coordinator or Director 

of Bird Conservation, March 2011) 

Resources needed: staff time, printing, phone/internet, possibly travel. 

 Develop volunteer recruitment and training protocols for monitoring 

impacts of event activities on beach-nesting birds. (TR Audubon Center 

Outreach Coordinator and LIBC Coordinator or Director of Bird 

Conservation, Spring 2011) 

Resources needed: staff time, printing, phone/internet, travel. 

 Outreach Components: 

 Inquire about having a table with brochures, posters, and displays to reach 

event participants and/or offering educational shorebird walks during the 

event (TR Audubon Center Education Director and TR Audubon Center 

Outreach Coordinator, April 2010). 

Resources needed: staff time, printing, phone/internet, travel. 

 Modify Audubon New York’s homeowner beach nesting bird brochure for 

beach users.  Provide to TOB staff to distribute to event vendors and 

participants, make available at TR Audubon Center, and tabling events.  

(Director of Bird Conservation, Director of Centers and Education and/or 

LIBC Coordinator for content and design, TR Audubon Center staff for 

distribution) 

Resources needed: staff time, printing, phone/internet. 

 

3) OUTREACH  

 Problem: Lack of awareness by TOB beach staff and visitors of beach-nesting 

birds and actions that impact their productivity. 

 Solution: Develop a “train the trainer” approach to working with beach staff, 

such that materials and training are provide to them that they can apply to 

interactions with beach visitors. 
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 Potential Audience(s): TOB staff – lifeguards.  

 Next Steps: 

 Write a letter to Brian Vander Veer to reinforce support for lifeguard 

training. (LIBC Coordinator, November 2010) 

Resources needed: staff time, postage. 

 Work with TOB staff to determine training date. (LIBC Coordinator or 

Director of Bird Conservation, March 2011) 

Resources needed: staff time. 

 Develop lifeguard training program and educational materials for lifeguard 

training. (All, January – March 2011) 

Resources needed: staff time, printing, phone/internet, travel for in-

person meeting.  

 Outreach Components: 

 Develop and print outreach materials for lifeguards to share and/or 

distribute with beach visitors throughout the season.  (LIBC Coordinator, 

Director of Centers and Education, TR Audubon Center Education 

Director and Director of Bird Conservation, April 2011) 

Resources needed: staff time, printing, phone/internet.  

 

4) MONITORING 

 Problem: Minimal monitoring of beach-nesting birds at these sites by DEC staff 

and poor communication between DEC monitors and TOB staff. 

 Solution: Increase the frequency of monitoring visits to these sites and improve 

communications between the DEC and TOB staff would improve the overall 

outlook for beach-nesting birds at these sites.  

 Potential Audience(s): Chip Hamilton, DEC 

 Next Steps: 

 Contact Chip Hamilton at DEC to discuss possibility of utilizing Audubon 

volunteer monitors to supplement DEC stewardship activities at Stehli and 

Centre Island Beaches. (LIBC Coordinator, November 2010) 

Resources needed: staff time. 

 Develop volunteer monitor position description and requirements. (LIBC 

Coordinator or Director of Bird Conservation, February 2011) 

Resources needed: staff time. 

 Recruit and interview applicants for volunteer monitor positions. (LIBC 

Coordinator and/or Director of Bird Conservation, TR Audubon Center 

Outreach Coordinator, March 2011) 

Resources needed: staff time, printing, postage. 

 Determine next steps for facilitating better communication between DEC 

and TOB staff. (All, April 2011) 

Resources needed: staff time. 

 Outreach Components: 
 Recruit and train volunteer monitor(s).  (LIBC Coordinator, TR Audubon 

Center Outreach Coordinator, March – April 2011) 

Resources needed: staff time, travel, phone/internet. 
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