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Virginia’s 
Coastal Zone



Executive Order
Signed by each new Governor to direct state agencies to attain

10 Goals
• Coastal Resource 

Protection
• Coastal Resource 

Sustainable Use
• Coastal Management 

Coordination
#10  To promote 
informed decision-
making by 
maximizing 
availability of up-to-
date information,
technical advice, and 
scientific data to all.



Enhancement Grants (Section 309)

New, enforceable 
policies in nine areas:

• wetlands
• public access 
• coastal hazards
• cumulative and 

secondary impacts
• energy & gov.

facility siting
• marine debris
• ocean resources
• special area 

management plans
• aquaculture



CSI: $400k FY 2006-2010
Intergovernmental Decision-making







Contact Us

Example Address Search

Hide/Show Overview

Map/Layer Fact Sheet Tabs Search By Address or Locality

Refresh Layers Button

Data Layer 
Legend



Pan
Zoom In (by rectangle)
Measure
Select By Rectangle
Select By Point

Mapping Tools:

Results for all Checked Visible Layers:

Commercial Shellfish Aquaculture Sites:  2
Submerged Aquatic Vegetation:  13
Anadromous Fish Use Areas:  6
Chesapeake Bay Dunes:  3
Wetlands:  147

Select By Point or Rectangle:
Click on a location (Point) or hold 
down the left click, drag over an 
area, and release (Rectangle) to 
select features you wish to know 
more about.

A Results Table will appear on the 
screen showing the number of 
features for each activated (black 
and checked) data layer in the 
legend.  





Layer Information:

Brief description of the data 
layer

Status: When the data layer 
was created or last updated

Direct link to downloadable data 
or contributor’s Internet 
mapping application.

Contact Information

Why should we care? 
Ecological, social, and economic 
values of the resource.

How is this resource managed?
at local, state, and federal 
levels.

Why & how was this GIS data 
created?  Links to CZM grants

Future Directions

Frequently Asked Questions



Coastal Nonpoint Grant: Social Marketing
FY 2005   Task 82    $110,000 + Match = $220,000



Science

Policy Education

**Conservation**

Enforcement Behavior Change

Regulatory Voluntary



Traditional 
Marketing

$300 Million “Got 
Milk” Campaign 
resulted in flat 

consumption 
because current 

behavior and 
audience needs 

were not 
researched.



If Tyra can’t 
change 

behavior, is 
there any hope 

for Omar of 
the Reef and 

Seacil the 
Seahorse?



4 “P”s of Social Marketing
Product – desired outcome being “sold” (seafood)

Price – what target audience must do to get product   
(wait until fall to fertilize  lawn)

Place – where product can best reach
target audience (TV, Metro 
stations)

Promotion – how message is 
communicated to 
audience (tell a 
story, use humor) 



Social Marketing
Problem: Too much nitrogen causing eventual loss of 

seagrass, finfish, and shellfish

Targeted Behavior Change: Don’t Fertilize lawn in
the spring – wait until fall

Why: Protect beloved Chesapeake Bay seafood







Social 
Marketing



Play TV Ads



Questions?

Laura McKay
(804) 698-4323

laura.mckay@deq.virgnia.gov


