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Talk Overview 

• Why straws? 

• Why now? 

• The straw campaigns 

• Changing behavior 

• Shaping the future 



Why STRAWS and why now? 

• SUP straws: On Top Ten list since 
1988 

• Not New, and not biggest problem 

• However it’s a great example of 
environmental behavioral change 
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Presentation Notes
This isn’t a new problem.




Campaigns: various audiences & methods 
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Presentation Notes
DIFFERENT target audiences, Some based on research – CBSM – others were not.
Some are transferable, others are very local 
depend on pledges
Some programs are transferrable some are not
LOCAL, restaurants, general public, school.

Pledges: some on-line, some in person




SO MANY CAMPAIGNS!! 
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@Lonely Whale
#StopSucking
Strawless in Seattle
www.StrawlessOcean.org
#StrawlessOcean
#StrawlessChallenge
Be Straw Free Campaign
The Last Plastic Straw
StrawFree.org
StrawWars.org





Solutions & Alternatives 

Solutions 
• Legislate 

• Innovate 

• Educate 
• influencing behavior 

 

Alternatives need to be 

• Acceptable 

• Affordable 

• Available 
 

Of course, some people do need straws! 



Why are straw campaigns so prevalent and 
effective? 



Lessons from behaviorism on 
how to shape behavior 



10 Tips from Psychology to Change Behavior: 

1. Keep it small 

2. Keep it simple 

3. Have a mantra 

4. Identify motivation- make it strong 

5. Identify triggers and replacements 

6. Identify your obstacles 

7. Identify a support system 

8. Commitment & accountability 

9. Reward the behavior 

10.Try a 30-day challenge 



Behavior shaping lessons for 
environmental campaigns 

1.Keep it small 

• Giving up straws is a small change 
in behavior. 

2.Keep it simple 

• Simple and easy to remember. 

 



Behavior shaping lessons for 
environmental campaigns 

3. Identify motivation- make it strong 

Saving charismatic mega fauna  

Fear and disgust: imagery with impact 

Saving vacation locations 

Alleviating environmental guilt 

 



Behavior shaping lessons for 
environmental campaigns 

4.Have a mantra 

• Catch phrases serve as an easy 
mantra. 

• Weave the mantra with your 
motivation 

 

 



Behavior shaping lessons for 
environmental campaigns 

5.Identify triggers and obstacles 

• Triggers may be specific locations or 
drinks 

6. Identify replacements 

• Plastic straws are replaceable with 
paper or metal 

• Personal straws can be carried 

• Readily accessible… and quickly 
becoming fashionable! (Social Norm) 

Acceptable 
Affordable 
Available 



Behavior shaping lessons for 
environmental campaigns 

7. Identify a support system 

• Could be local or global- social media 

8. Commitment & accountability 

• Writing your commitment in a public 
social media post confirms your 
commitment and prompts others to assist 
with accountability 

9. Reward the behavior 

• Social rewards of social media 

10.Try a 30-day challenge 

• Readily available on social media 

 

Social media: a tool for influencing behavior! 



In summary 
SUP straws are ideal for behavior change… 

 Keep it small 

 Keep it simple 

 Have a mantra 

 Identify motivation- make it strong 

 Identify triggers and replacements 

 Identify your obstacles 

 Identify a support system 

 Commitment & accountability 

 Reward the behavior 

 Try a 30-day challenge 





Our Future Research Questions… 
Consumers might be ready for SUP change 

• Lessons from the “sudden” action on straws 

• Demographics of consumers... Changing 

• Millennials and GenZ increasing purchasing power 

• Raised in an environmentally-conscious world 

• Awareness of marine debris & SUP 

• Environmental GUILT… What can one person do? 

• Increasingly fashionable to be environmentally 
conscious 

• Pay more for higher quality items 

• Ready to accept individual responsibility for global 
impacts  

 



“It is the least I can do” 
Let’s NOT stop here. 



Thank you.  
Keep the conversation going. 

 
• Katie Register, Executive Director, Clean Virginia 

Waterways of Longwood University 

• Email: registerkm@longwood.edu 

• Web: http://www.longwood.edu/cleanva 

• Facebook: 
https://www.facebook.com/Clean.VA.Waterways/  

 

• Catherine Franssen, Ph.D.,  Director, Neuroscience 
Studies Minor, Associate Professor in the 
Department of Psychology, Longwood University 

• Email: franssencl@longwood.edu 

• Twitter: @StressProf 

• Web: http://blogs.longwood.edu/franssencl/ 
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Community-based Social Marketing practices
Doug McKenzie-Mohr
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