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.However social media can be a multi-media component of a community-based social marketing campaign strategy, which is a more deliberative and comprehensive approach and outlined in this presentation.
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As Steve just described, OpinionWorks worked with partners in Virginia to conduct extensive public research to better understand who plans balloon release events—and, most importantly, why.   With these research findings in hand, the Virginia CZM Program and its partners designed Joyful Send-off, a Community-Based Social Marketing campaign to reduce mass balloon releases at weddings.The Joyful Send-off strategy uses CBSM tools and techniques that have been proven to be effective, especially when used in tandem and as part of a comprehensive strategy.    Advance slide.



CBSM Tool/Technique: Alternative, Positive Behavior 
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The campaign focuses on positive messaging – the memorable, joyful, picture-perfect, and litter-free send-off alternatives to balloon releases… Advance slide.  



CBSM Tool/Technique: Captivating Audience Focused 
Communication 
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…using colorful, vivid, and captivating multi-media… Advance slide



CBSM Tool/Technique: Behavioral Prompts 
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…and behavioral prompts at the time and place couples are making a decision about what type of send-off their ceremony will include, such as ads in bridal magazines.  Advance slide.



CBSM Tool/Technique: Credible Messengers 
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And the message is also conveyed through a mid-stream audience – wedding venues, planners and other businesses – who are credible experts and also influence the decisions of engaged couples.  Venue Kits provide materials for the venues to display and distribute to engaged couples.   Advance slide.



CBSM Tool/Technique: Commitment & Social Diffusion 
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The strategy seeks a commitment from couples to select an alternative to balloon releases.  And, influences the decision of couples through their peers.  Videos of other couples share their own personal experiences in deciding not to release balloons. 



Validating & Re-Testing the Strategy 
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Our intent was to develop a strategy that could be transferrable not only to other regions in Virginia, but to other coastal states.   Additional funds from the NOAA Marine Debris Program will make this happen.  As Steve shared, the first step was to conduct some additional research in all five states.  We needed to validate whether what we learned about releases in our earlier research in Virginia, held true in the other states.  Was a strategy focused on this single celebratory event going to result in social change?  Was a focus on venues as a mid-stream audience the most effective approach throughout the much larger region?  As Steve also noted, our 5 state research illustrated again how important it is to do this pre-campaign research – and has required us to rethink where we thought we might go with a Mid-Atlantic campaign strategy.  Advance slide.



CBSM Master Coaching 
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To build upon what we learned in Virginia and apply it at the Mid-Atlantic scale, we turned to an expert to guide us.  Over the last 6 months or so (as Steve mentioned?), we have been receiving Master Coaching from the author of community-based social marketing – Doug McKenzie Mohr.  Although Doug was complimentary of our CBSM work and asked if he could share Joyful Send-off as an example, based on our new research, he is guiding us in a change of tactics for the Mid-Atlantic, and toward a broader, social normative, one-to-many approach.  



A New Mid-Atlantic CBSM Campaign Strategy 
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Our message will be more broadly issued and focus on generating commitments from a variety of audiences - well before they are involved in any type of events – solemn or celebratory.  We want to “inoculate” the public against balloon releases.  As we do in Joyful Send-off, we will seek pledges focused on the use of positive, litter-free, alternatives to balloon releases appropriate to the occasion.  Continuing to leverage partnerships to reach community groups will be key.  How we will display and make commitments public also will be especially important.  We will identify and test fun and clever ways to collect pledges to use fun and easy - accessible and convenient - alternatives.  One of the questions we will ask ourselves is “what will people share on social media?”  “What will help our effort go viral?”  A toolkit will likely still be a multi-media component of the strategy, with instruction on how to fully and effectively use the kit.  



CBSM Tool/Technique: Benefits and Barriers 
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Given the emotions that are invested in the sight of balloons rising into the air, one of the biggest challenges in this campaign will be identifying the acceptable, available and affordable alternatives to balloon releases. Engaged couples and wedding vendors informed us that one of the most important aspects of a wedding send-off is that it be “picture perfect.” This led us to test many visually attractive alternatives including ribbon wands, bubbles, and other activities.  Of course, alternatives to balloon releases that are acceptable at a wedding may not be transferable to other ceremonies. Finding alternatives to the balloon releases that are part of a memorial ceremony—especially for children – will be more challenging.   



CBSM Tool/Technique: New Social Norms 
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Social Norms are a powerful thing, and effectively changing them to change individual behavior to benefit the environment is a challenge we gladly and enthusiastically accept.  People look to the behavior of those around them to determine how they will act.�Behavior change can increase dramatically, when prompts are combined with norms -– an individual modeling a behavior, or even better a group of individuals modeling a behavior.Studies also show that we are most likely to be influenced by the behavior of those we perceive to be similar to ourselves. 
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Although it seems that public sentiment may already be shifting against balloon release, until we no longer find balloons littering our beaches and causing the deaths and injury of animals, more work is needed.  Changing a social norms takes time—and some well-placed nudges.  Balloon releases are still commonly illustrated on wrapping paper, on birthday and graduation greeting cards, in printed and digital ads, and on social media. In our society balloon releases remain a metaphor for celebrations, releasing of grief, sending messages to heaven, and other emotionally charged moments.  If you type “congrats” on a Facebook post, a small animated balloon release is shown.  We have an opportunity to change the story.  Although we have recently seen more media stories appear about the impacts of balloon release, here are some of the headlines from late 2018 and just this year.
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Mid-Atlantic project partners will be meeting on the last day of this summit to continue looking to what we know about human-nature as we map out the new region-wide CBSM strategy to make all balloon releases a story from the past.  



Thank you! 
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