Summary
With over 110 miles of scenic shoreline and beaches, Dare County (otherwise known as the Outer Banks)
attracts over 300,000 visitors each week during the prime summer season. Beaches are the economic
engine for tourism in Dare County. Yet constant erosion from coastal storms and shifting sands has
resulted in dunes washing away, roads undermined, private property lost, and frequent flooding events.
Beach nourishment has become the tune up to keep our motor running and mitigate such negative
impacts. Beach nourishment is the process of widening beaches by pumping sand onto the shoreline. It
increases defense from coastal storms and beach erosion protecting property, communities and
infrastructure. When four municipalities (Duck, Kitty Hawk, Kill Devil Hills, & Southern Shores) and Dare
County joined forces to fund much needed beach nourishment projects in the summer of 2017, the need
for consistent public information messaging and communication to stakeholders was apparent. Especially
when the project contractors determined construction would be completed during the busy summer tourist
season. Looking ahead we realized a community relations campaign was needed to proactively inform
and engage residents about the projects.In order to facilitate a successful program, we needed the “front
lines” (those who interact with vacationers on a daily basis i.e. property management staff, hotel staff,
restaurant staff, etc.) to be equipped with accurate timely details regarding the project and to be
knowledgeable about where they could point others for more information.
Research
The Town of Nags Head (a municipality within Dare County) conducted a beach nourishment project in
the summer of 2011. We interviewed staff from the municipality, thoroughly reviewed their social media
and conducted extensive searches on travel review websites to find out what information was shared by
vacationers who experienced inconveniences from the project during their vacations - the overwhelmingly
results of which were negative. Most negative reviews indicated vacationers were not informed of the
project before their arrival and accommodations providers had little to no information about how the
project would affect their visit to the Outer Banks. These results preempted the need for transparency and
the creation of an engaging community relations campaign to make that information accessible and even
unavoidable if you lived in or travelled to the area. We extensively interviewed property managers and
accommodations providers on their past experiences, gathering detailed information on frequently asked
questions and visitor grievances. It became apparent municipality staff and accommodations providers
who knew little about project details or schedule, were overwhelmed with phone calls from visitors and
property owners. Instead of relying on social media to provide project updates, there was a need for an
online information portal allowing users to research the beach nourishment projects at their leisure. An
internal media analysis of coverage from the previous project was also conducted and identified strategic
communication opportunities for the campaign. We also researched beach nourishment projects and
related communication strategies in other jurisdictions including Holden Beach, NC; Gold Coast,
Australia; and Broward County, FL.
Planning
In an effort to educate residents, visitors, business owners, nonresident employees of local businesses,
and nonresident property owners on the impacts of the beach nourishment projects, a coordinated
community relations campaign was created titled, More Beach to Love. The strategic campaign included
print brochures, online advertising, FAQ’S, radio PSA’s, a dedicated url and website portal, interactive
project maps, weekly video updates, email news subscriptions, but most importantly a series of public
information meetings. Public information meetings were scheduled in each municipality. We also reached
out to local civic groups and scheduled a series of presentations for their constituents. The goals of the
campaign included;
● To increase awareness of More Beach to Love and campaign resources to local residents,
business owners, nonresident employees, and accommodation providers through a series of
public information sessions/presentations resulting in the use of campaign materials by at least
25 local businesses by July 2017.
● To increase awareness of the MoreBeachtoLove.com information portal among local residents
prior to the start of the busy summer season by acquiring at least 5,000 unique pageviews in the

first 60 days of project construction as a result of a coordinated campaign launch with public
information meetings, print, radio and social media marketing.
● To alleviate phone calls to local accommodations providers regarding information on current
beach closures and construction locations by acquiring at least 10,000 views of each interactive
construction map through the duration of the project.
Implementation
More Beach to Love kicked off in February 2017 when residents, property owners, business owners and
their employees were invited to a series of public information meetings in each town to introduce the
campaign. We strategically held the meetings in the off season to maximize attendance. A media kit and
brochure were distributed at the meeting and made available for download for local businesses and
accommodations providers. Following the meeting, we reached out to each attendee with a request to
use the provided branding when talking about the project and to proactively share videos/social media
messaging and link to the interactive construction maps from their website. We also held public
information presentations at regularly scheduled meetings of the following organizations; Outer Banks
Association of Realtors, the Outer Banks Hotel & Motel Association, the Outer Banks Restaurant
Association, the Duck Merchants Association and the Outer Banks Chamber of Commerce. Over 10,000
brochures were distributed to businesses with ties to tourism including watersport rentals, restaurants,
spas, and historical attractions. Harnessing the power of social media we sponsored ads for the weekly
video updates (produced in-house) and posted daily project updates across a wide variety of social media
accounts. Each video referenced the project maps and pointed viewers to MoreBeachtoLove.com for
more information. Throughout the duration of the campaign, a series of 60 second radio ads were
produced and aired numerous times a day on all local radio stations. In an effort to keep stakeholders
engaged with the campaign, a series of email opt-ins were created for the website and users had the
ability to opt-in to receive email updates from individual towns regarding the status of project construction
in their area. Updates were sent as needed; included links to project maps and always directed users
back to MoreBeachtoLove.com for more information. A series of print ads was placed in high distribution
publications.With limited budgets, our entities combined finances to fund the campaign approximately
$14,370. The budget was used for the logo development, print brochures, radio, print and social media
advertising. To save money we used the County’s existing website and redirected the
MoreBeachtoLove.com url.
Evaluation
More Beach to Love became the slogan of the summer in 2017. When the first grain of sand was pumped
onto the beach in Duck in April 2017 until the last grain of sand was placed in Buxton in February 2018,
the local community embraced and promoted the project and the fact that there would indeed be More
Beach to Love. The public information meetings were heavily attended and standing room only.
Numerous businesses highlighted More Beach to Love on their sign marquee. Over 40 local businesses
utilized More Beach to Love campaign materials (brochures, video updates, f.a.q.’s, rack cards, logo,
etc.). It was noted in a follow up email at the end of the summer by the Outer Banks Association of
Realtors that “the More Beach to Love campaign had a significantly positive impact on property
managers.” Surpassing our original objective, during the first 60 days of project construction, the
MoreBeachtoLove.com portal received 15,208 unique pageviews and users spent an average of 3
minutes 6 seconds on the website. The interactive beach nourishment construction maps were viewed
over 331,011 times. The weekly video updates were viewed a total of 61,662 times and was a tactic used
to increase visibility of MoreBeachtoLove.com. Across social media and digital platforms, links to
important information were shared amongst stakeholders as they encountered online queries and local
stakeholders became advocates for the projects. While locals prepared for a barrage of negativity on
social media, in actuality, there were few such interactions. The effective marketing of the More Beach to
Love provided a sense of transparency to stakeholders; who became community advocates for beach
nourishment. In the future, we plan to create a standalone website for the project, seperate from the Dare
County website. Using a URL redirect seemed to be a bit confusing to stakeholders. If they copied and
pasted a link from the information portal, the link didn’t match MoreBeachtoLove.com since they were
technically being forwarded to the Dare County website. When the next nourishment project is conducted
in 2019, an opportunity to increase email subscribers for beach nourishment updates was also apparent.

