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Section A:  Peace River Watershed Education Plan Overview

Introduction
The Watershed Resource Center (WRC) was contracted to conduct research throughout the Peace River watershed basin. The research was used to define a knowledge level concerning watershed related topics among people of the Peace River Watershed basin; establish target audiences for educational outreach through focus groups, stakeholder surveys and literature reviews; determine past and current outreach programs and the outcome of each program. 

The purpose for researching these areas was to gather enough information from people throughout the watershed to develop an inclusive educational plan. The Peace River Watershed Education Plan (PRWEP) is a combined effort of the CHEC, Inc.’s WRC, the Southwest Florida Water Management District (SWFWMD) and all the individuals that participated in the surveys, focus groups and reviews. 

The plan lays the foundation for a Watershed Education Program to be implemented specifically in the Peace River Watershed. The plan includes information on the driving forces and goals; plan objectives; target audiences and their characteristics; selected messages, formats and distribution mechanisms for the messages; and evaluation indicators of the education effort. 

Driving Force

There are several driving forces that are contributing to the need for a watershed education program in the Peace River Watershed. Primarily, the fact that there are five counties, diverse in socio-economics and populations, within the Peace River Watershed basin makes a significant impact on the need for a specifically targeted and well-planned education project.

Other driving forces:
DEP announced that the Peace River and the Charlotte Harbor estuary are officially impaired.

There is a significant amount of fish and wildlife habitat loss, hydrologic alterations, degradation of water quality and quantity and inadequate stewardship throughout the Peace River Watershed.

The incredible seasonal influx of visitors and part-time residents to the watershed area, along with a rapidly increasing population, places a significant strain on water quantity, quality and general impacts to natural areas.

Goals

Because there are five counties that one watershed, it is important that all residents and visitors of the region are aware of their interconnectedness; and that their activities, along with future growth and development, have an impact. It is known that most watershed problems accumulate over time and result from individual actions; therefore, residents and visitors must participate in changing their behaviors to improve and protect the water resources throughout the region. 

Hence, the overall goals of the PRWEP are: 

Create a program specific to the Peace River Watershed

Educate the people within the watershed boundaries about the Peace River Watershed

Support the Comprehensive Management Program of Watershed boundaries implemented by the Southwest Florida Water Management District

Develop and maintain strong partnerships with other agencies and organizations to enhance the reach of the PRWEP

Explain the roles and responsibilities of the Southwest Florida Water Management District to the people of the watershed

Objectives

To achieve the PRWEP’s goals, specific objectives have been developed. These objectives are designed to help move the audiences through stages - beginning with awareness, then education and finally, encouraging them to act. The WRC recommends that the plan be implemented over a 3-year period in order to mimic the phases of outreach, allow time for development and distribution of activities and for adjustments to be made as the program grows.

It is also the suggestion of the WRC that follow up surveys be conducted at least once a year to determine if the identified objectives have been met.

Three major objectives must be met to achieve the PRWEP goals. Under each objective, specific formats have been developed to address how the objective will be met. Section C: Education Formats describes the formats for each objective.

Objective 1: 
Make people aware that they live in the Peace River watershed and what it means to them (appreciating benefits). (Year 1)

Objective 2:  
Increase public knowledge of personal impacts on the watershed and educate them on actions they can take to contribute to the health of the watershed. (Some Year 1 and Mostly Year 2)

Objective 3:  
Encourage changes in behavior that will foster stewardship of the Peace River Watershed at individual, community and regional levels. (Years 2 & 3)

Section B: Target Audiences

Referring to the results generated from the independent WRC research project the following conclusions for formats and distribution mechanisms can be deduced.

Methods

PRWEP developed target audiences from contacts made through six focus groups held in Charlotte, DeSoto, Polk and Hardee Counties. Stakeholders recommended more groups to target. Ideas gleaned from research and review produced additional potential participants.
To further determine the existing awareness of watershed issues in the Peace River basin, SWFWMD will be conducting a public survey. The Peace River Watershed Education Project staff reviewed and refined the survey to 25 questions. Please see Appendix 1 for the proposed questions.

Summary of Key Findings

A description of the key findings from focus groups, stakeholder recommendations, research and review are as follows:

· The focus groups revealed that garden club participants, teachers and professionals had some understanding of the Peace River Watershed, yet voiced numerous misconceptions. Watershed residents who were Spanish speaking, seniors, snowbirds and many of those that lived near the water had little or no knowledge of the PRW.

· Participants of focus groups felt that school-age children would be an interested audience and were considered important in changing their families’ behaviors, as well as gaining a lifelong personal commitment to the environment.

· Stakeholders indicated Home Owners’/Civic Associations needed to be primarily targeted. Lawn care providers were second in importance, with government officials and decision-makers third. It was felt that all three groups have the most impact on the watershed. 

· Landscaping emerged as an important issue. Suggestions were made to reach associations and municipalities that have “Green Laws” as well as new developments, businesses that provide yard service and landscape designers.

· “Smaller cities, that generally have an inadequate planning staff, are making huge decisions without the facts.” – Mayor of Lake Alfred

· CHNEP’s target audiences are Business and Industry, namely mining, agriculture, developers, real estate professionals, hotel and tourism, marine trades and fisheries, recreation and transportation; Government; Clubs, Organizations and Associations; Media and Schools.

Key Target Audiences

Based on the responses from residents of Peace River communities and research conducted by the PRWEP team - along with goals and objectives in mind - we identified several target audiences for key participation in appreciating, improving and protecting the Peace River watershed. This project will target (1) students, (2) residents, (3) home owners, (4) rural/small acreage homeowners, (5) seasonal residents and visitors, (6) Government officials and decision-makers, (7) lawn care providers and landscape designers, (8) marina personnel and boaters.

Audiences within these eight categories are further defined to include the following:

Students
· Public school students
· Private school students
· Home-schooled students
· College Students
· Community Groups, i.e., 4-H, Boys & Girls clubs, Girls/Boys Scouts, etc.
Residents (very broad title given to include all residents of the PRW)
· General population
· Local business professionals
· New residents
· Civic associations and Church groups
· “citizens who don’t typically participate”
· Mobile home & RV park residents/owners
Homeowners (refined title to include only home and property owners)
· Coastal/waterfront homeowners
· Owners & board members in deed restricted communities 
· Other than municipal water services
Rural/small acreage homeowners (more refined to include only those who own 1 or more acres of land, but not to exceed 20, on which they possibly grow crops and/or support livestock)
· Small scale crop farms

· Small scale animal farms

· Recreational horse owners

Seasonal Residents and Visitors
· Repeat winter visitors, people who own/rent homes for part of the year
· One time visitors, tourists and/or short-term visitors
Government officials and decision makers
· Politicians

· Metropolitan planning staffs
· Advisory boards
Lawn care providers and landscape designers
· Garden clubs
· Home Depot, Wal-Mart, Lowe’s
· Local nurseries
· Lawn services
· Irrigation companies
· Golf Courses
· New development designers
Marinas and boaters
· Boat ramp users

· Marina operators and staff

· Boat owners

· Fisherman
· Boat and fishing club members
Audience Characteristics

To develop effective programs, PRWEP must recognize the diverse groups within the target audience and adjust the format to fit each unique group, while promoting a sense of shared community across the watershed. With that in mind, we further define our audience.

Students
Students include Those from all regional public schools that service pre-school children to adults; all home school associations; all private school organizations; all community groups, such as, 4-H, Boys & Girls Clubs, Scouts; and all college students. 

Polk County has 114 public schools, 42 charter schools and other school programs listed in the Florida Education Directory (FASA, 2005). Identified communities with public schools include: Haines City, Alturas, Fort Meade, Auburndale, Avon Park, Bartow, Frostproof, Lakeland, Davenport, Winter Haven, Dundee, Eagle Lake, Lake Alfred, Mulberry, Eaton Park, Polk City and Babson Park. Private Schools throughout Polk County total 33. Polk home school students are included in District #6 of The Florida Home School Network. There were approximately 83,800 students enrolled in Polk County's public schools (kindergarten through 12th grade) for the 2003-2004 school year. Another 7,500 students attended private schools.

Public school’s in Hardee County number 11 and serve approximately 5000 students in Bowling Green, Wauchula and Zolfo Springs. Private school students attend Marantha Christian Academy in Zolfo Springs.

DeSoto County has 11 public schools (approximately 6000 students) in Arcadia and Nocatee and 7 private schools in Arcadia and Lake Suzy.

Charlotte County manages 21 schools (17,000 students) in Port Charlotte, Punta Gorda, Rotunda West, Englewood and Charlotte Harbor. There are 13 private schools in Charlotte County.
Home-schooled students from Hardee, DeSoto and Charlotte are served through District #7 of The Florida Home School Network (FHSN, 2005).

Educating school-age children about the importance of watershed health can result in the adoption of watershed friendly attitudes and actions that may last their lifetime. Moreover, children take information home to share with their families.

Targeting college students, as well, is essential. “Informed and engaged citizens are essential to the creation of a civil and sustainable society” (FGCU Guiding Principles, 2005).

Residents 

The Peace River watershed basin is approximately 2,350 square miles in area. The river flows about 105 miles from the confluence (in Polk County) of the Peace Creek Drainage Canal near Winter Haven and Saddle Creek near Lakeland, through Hardee and DeSoto counties to Charlotte Harbor.
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(Peace River Basin and Sub-Basins, SWFWMD 2005.)
The general population, local business professionals, new residents, civic association members, church groups, “citizens who don’t typically participate” and mobile home and RV residents need to be targeted by the PRWEP. 

Homeowners
Coastal/waterfront homeowners, owners not serviced by municipal water services (wells), rural/small acreage homeowners, owners & board members in deed restricted communities (homeowner associations with green laws - rules on percentage of grass required on lot – some have NO buffer at waterways) and their governing boards need to be targeted as well. 34.5% of focus group participants were age 51 to 64; 43.1% were over age 65. Senior populations (established retirees and newly retired, re-locating baby boomers) comprise and will add to a large portion of the residents across the watershed. Survey results will be incorporated as the PRWEP progresses to update resident information.

Rural/small acreage homeowners 
This group is targeted to include only those who own 1 or more, but not to exceed 20, acres of land on which they possibly grow or support a crop and/or livestock. They are small scale crop farms, small scale animal farms and/or recreational horse owners. This group predominantly utilizes non-municipal water resources, i.e., wells and septic tanks. It is of concern that some of these homes are not maintaining their septic tanks or don’t know that they should. Also, there could be impacts to their drinking water (well) of which they are unaware. It is also a concern that these homeowners may be unwilling to listen directly to agencies, such as the SWFWMD, until trust through a non-regulatory agency is established. SWFWMD needs to partner with agricultural organizations and industries. These partners will be essential in reaching this audience.
Seasonal Residents and Visitors
Snowbirds - repeat winter visitors and people who own/rent homes for part of the year, one time visitors, tourists and/or short-term visitors contribute significantly to the seasonal population, require large amount of water resources and generate much wastewater. The Charlotte County Visitor’s Bureau states that “Snowbirds tend to be mature, well educated and affluent. Of those surveyed, nearly 64% were 55+ years, 43% were college graduates and 17% had annual household incomes of $100,000+. Almost 40% of the snowbirds interviewed indicated that they would likely move to Florida permanently” (Charlotte Currents, 2005).

Government officials and decision makers
Stakeholders recommended politicians, metropolitan planning staffs and advisory board members as important participants in a comprehensive project to enhance awareness in the Peace River watershed. Some felt that county commissioners and administrators needed to adopt a “Model Ordinance for Protection of Water Quality and Quantity using Florida Friendly Lawns and Landscapes.” Decision makers were highlighted often, as an important target audience, along with persons who enforce existing rules. 
Lawn care providers and landscape designers
Garden club members suggested targeting and partnering with conservationists of district garden clubs through newsletters and web sites. Focus group participants wanted the PRWEP to educate Wal-Mart, Home Depot and Lowe’s; give awards for local, environmentally friendly green dealers. Local nurseries, lawn service providers (educate correct method of dumping lawn clipping – NOT in adjacent waterways), landscape designers and irrigation companies, along with new development designers need to be targeted to plan for low water use and vegetation appropriate for Florida soils in order to use less or NO chemical fertilizers and weed killers.
Marinas and boaters
Appreciation for recreation, camping, fishing and diverse wildlife were expressed by teachers who participated in the focus group study. Boat owners and fisherman could be targeted through boat and fishing clubs and as ramp users. ECO friendly products need to be promoted for cleaning and maintaining water craft. Owners and users of trailer-ed boats need understanding of how invasive water plants are spread. Marina operators and staff need programs encouraging Clean Marina management. 

Section C:  Development, Distribution and Mechanisms

Developing and Distributing Effective Messages

The objectives of this plan involve raising awareness to understand definitions and benefits of the watershed, educating people about impacts and helpful actions and motivating people to participate in activities which promote stewardship and the protection and improvement of watershed resources.

Specific messages have been developed which target the different audiences of the watershed. These messages will be repeated frequently to make an impact on the audience. Following is a description of the key messages developed for each audience:

· Students

· You’re a Piece of the Peace!

· Point to the Peace!

· Your watershed. Your future. Your choice. Short, sweet and all encompassing.

· A watershed is the area of land that drains to a body of water such as a lake, stream, river, or bay. You live in the Peace River Watershed. Students must be made aware of what a watershed is and that they live in the Peace River Watershed. They need to be educated about the benefits (natural resources as well as aesthetic aspects) provided by the watershed and how our actions affect watershed resources.
· “Famous” person (in kids eyes) to do PSA. Children are very peer oriented & will listen to someone their age that they respect.
· Take the Peace Pledge. Active & peer oriented.
· How Riversmart is Your Family? Questionnaire. Lets children educate their own family members. Questionnaire is active (like a game or puzzle) - students can have fun questioning their family members.
· Test Your Watershed IQ tests on such topics as stormwater, pet waste, clean water, watersheds, car washing, lawn care, environmentally friendly cleaning, toxic chemicals, non-point pollution, etc.
· Be a PeaceKeeper- Choose Behaviors that Protect the Peace River Watershed. Emphasizing personal stewardship of the watershed will help convey the message that the choices that each person makes regarding water conservation, litter disposal, pet waste and toxic materials, etc. all have an impact on our water resources and our quality of life.

· We all live downstream. Two ways of addressing this: 1. though one person’s actions may seem small, when multiplied by hundreds or thousands of additional people, these actions affect our water resources and 2. most children like animals; stress that we share our watershed home with wildlife and that in protecting the watershed, we protect wildlife as well.
· Go with the Flow-the Peace River Flow. Using maps of the Peace River and tributaries, students can identify where exactly they fit into the broader watershed - shows hydrologic pathway from their home and/or school to the river.
· I’m a Peace Pal. Given after they learn about & sign the Peace Pledge.

· Parks are for more than just people. Preserves, Parks and natural areas serve as more than just places for recreation. They provide for many important environmental functions. Our natural lands play an important role in filtering out pollutants, holding water (flood protection), recharging the aquifer and providing wildlife habitat. Charlotte Harbor Estuary at the coastal end of the watershed is the second largest estuary in the State of Florida and plays a vital role as a nursery area for a wide diversity of marine species. 
· Protecting the watershed can also protect your pocketbook. It is important to make the connection with students between a healthy watershed and cost savings for their household (e.g., lower water bill as a result of water conservation).
· Healthy ponds and lakes begin with your yard and schoolyard. You are responsible for the health of the pond or lake that is near your home or school. Because people who live near a pond or lake have the most direct impact on water quality, they are most likely to offer the greatest yield in terms of pollution prevention. Students may be confused about who is responsible for the health and maintenance of their lake or pond. Teaching them that the responsibility for the well being of the pond or lake is in their hands will reinforce the need to prevent water pollution and help them understand that what they do in and around their own home and school impacts the quality of water in their lake or pond.
· The River begins at your front door. Because many students are unaware of the watershed concept, they are also unaware that their backyard, pond or lake is part of this larger picture. They are likely unaware that their backyard pond or schoolyard pond or lake is part of the ecosystem and hydrology of the Peace River, Charlotte Harbor Estuary and the Peace River Watershed. Emphasizing this important link will reiterate the need to protect the watershed by actions done at an individual level. 
· Care and share your knowledge about the Peace River Watershed. In the process of learning about their connection to and responsibility in the Peace River Watershed, a caring attitude will be fostered which may move students to action steps. This will allow them to convey the message to others, reinforcing their positive attitude and helping to build a sense of commitment throughout the community with respect to the present and future health of the watershed.
· Residents (very broad target base used to reach all people living within the PRW)

· You’re a Piece of the Peace!

· Point to the Peace!

· The Importance of Imperviousness. A unifying theme educating residents and others about stormwater runoff. Imperviousness can be measured at all levels as the percentage of area that is not “green.”
·  Your watershed. Your future. Your choice. Short, sweet and all encompassing.
· Be a PeaceKeeper - Choose Behaviors that Protect the Peace River Watershed. Emphasizing personal stewardship of the watershed will help convey the message that the choices that each person makes regarding water conservation, litter disposal, pet waste and toxic materials, etc. all have an impact on our water resources and our quality of life.
· Go with the Flow-the Peace River Flow. Using maps of the Peace River and tributaries, residents can identify where exactly they fit into the broader watershed - shows hydrologic pathway from their home and/or business to the river.
· Scoop the Poop. It’s better to pick it up now, than to drink it later!  (Or, switch drink it to swim in)  Obviously a pet waste campaign.
· I’m a PeaceKeeper Award. Give to businesses that demonstrate a certain level of conservation and protection of the watershed.
· You live in the Peace River Watershed. A watershed is the area of land that drains to a body of water such as a lake, stream, river, or bay. Residents must be made aware of what a watershed is and that they live in the Peace River Watershed. They need to be educated about the benefits (natural resources as well as aesthetic aspects) provided by the watershed and how our actions affect watershed resources.
· We all live downstream - living in the Peace River Watershed has an impact on its health. Your home may be responsible for only a small amount of pollution. But when this small amount is multiplied by thousands of homes, the pollution becomes much greater and can seriously harm our water, wildlife and people.
· Preserves and Park lands serve as more than just parks. They provide for many important environmental functions. Our natural lands play an important role in filtering out pollutants, holding water (flood protection), recharging the aquifer and providing wildlife habitat. 

· Protecting the watershed can also protect your pocketbook. It is important to make the connection with residents between a healthy watershed and cost savings for their household (e.g., reduced lawn care cost).

· Healthy ponds and lakes begin with your yard and business. You are responsible for the health of the pond or lake that is near your home or business. Because people who live near a pond or lake have the most direct impact on water quality, they are most likely to offer the greatest yield in terms of pollution prevention. Lake-side or pond-side residents may be confused about who is responsible for the health and maintenance of their lake or pond. Teaching them that the responsibility for the well being of the pond or lake is in their hands will reinforce the need to prevent water pollution and help them understand that what they do in and around their own home impacts the quality of water in their lake or pond.
· The river begins at your front door. Your pond or lake is part of the Peace River Watershed. Because most residents are unaware of the watershed concept, they are likely also unaware that their backyard pond or lake is part of the ecosystem and hydrology of the Peace River and the Peace River Watershed. Emphasizing this important link will reiterate the need to protect lakes, ponds and the river from degradation to improve and protect the watershed.
· Septic Tank maintenance is everyone’s responsibility. Homeowners with septic tanks are responsible for the maintenance of the system in order to prevent degradation of water quality of nearby lakes, ponds, the Peace River, or any part of Charlotte Harbor Estuary. Homeowners need to be educated regarding proper maintenance of drain field as well as periodic recommended pumping out of the tank itself. 
· Homeowners (a refined target base to reach those who own their home within the PRW)

· You’re a Piece of the Peace!

· Point to the Peace!

· Save the Swales   Educates homeowners concerning what a swale is, why it is there, how it connects to the watershed and the importance of maintaining it.
· It All Floats Downstream   Provides education on toxic chemicals, sewage, livestock & pet waste, etc. 
· Your watershed. Your future. Your choice. Short, sweet and all encompassing 

· Be a PeaceKeeper - Choose Behaviors that Protect the Peace River Watershed. Emphasizing personal stewardship of the watershed will help convey the message that the choices that each person makes regarding water conservation, litter disposal, pet waste and toxic materials, etc. all have an impact on our water resources and our quality of life
· Go with the Flow-the Peace River Flow. Using maps of the Peace River and tributaries, students can identify where exactly they fit into the broader watershed- shows hydrologic pathway from their home and/or school to the river.
· Scoop the Poop. Obviously a pet waste campaign.
· I’m a PeaceKeeper Award. Give to businesses that demonstrate a certain level of conservation and protection of the watershed.
· You live in the Peace River Watershed. A watershed is the area of land that drains to a body of water such as a lake, stream, river, or bay. Residents must be made aware of what a watershed is and that they live in the Peace River Watershed. They need to be educated about the benefits (natural resources as well as aesthetic aspects) provided by the watershed and how our actions affect watershed resources.
· We all live downstream - living in the Peace River Watershed has an impact on its health. Your home may be responsible for only a small amount of pollution. But when this small amount is multiplied by thousands of homes, the pollution becomes much greater and can seriously harm our water, wildlife and people.
· Preserves and Park lands serve as more than just parks. They provide for many important environmental functions. Our natural lands play an important role in filtering out pollutants, holding water (flood protection), recharging the aquifer and providing wildlife habitat.
·  Protecting the watershed can also protect your pocketbook. It is important to make the connection with residents between a healthy watershed and cost savings for their household (e.g., reduced lawn care cost).
· Healthy ponds and lakes begin with your yard and business. The river begins at your front door. You are responsible for the health of the pond or lake that is near your home or business. Because people who live near a pond or lake have the most direct impact on water quality, they are most likely to offer the greatest yield in terms of pollution prevention. Lake-side or pond-side residents may be confused about who is responsible for the health and maintenance of their lake or pond. Teaching them that the responsibility for the well being of the pond or lake is in their hands will reinforce the need to prevent water pollution and help them understand that what they do in and around their own home impacts the quality of water in their lake or pond, as well as the River and the extended watershed.
· Septic Tank maintenance is everyone’s responsibility. Homeowners with septic tanks are responsible for the maintenance of the system in order to prevent degradation of water quality of nearby lakes, ponds, the Peace River, or any part of Charlotte Harbor Estuary. Homeowners need to be educated regarding proper maintenance of drain field as well as periodic recommended pumping out of the tank itself. 
· Rural/small acreage homeowners (more refined to include only those who own 1 or more, but not to exceed 20, acres of land on which they possibly grow or support crop and/or livestock)

· You’re a Piece of the Peace!

· Point to the Peace!

· It All Floats Downstream. Provides education on toxic chemicals, sewage, livestock & pet waste, etc. 
· Your watershed. Your future. Your choice. Short, sweet and all encompassing 

· Be a PeaceKeeper- Choose Behaviors that Protect the Peace River Watershed. Emphasizing personal stewardship of the watershed will help convey the message that the choices that each person makes regarding water conservation, litter disposal, pet waste and toxic materials, etc. all have an impact on our water resources and our quality of life
· Go with the Flow-the Peace River Flow. Using maps of the Peace River and tributaries, rural/small acreage homeowners can identify where exactly they fit into the broader watershed - shows hydrologic pathway from their home to the river.
· Scoop the Poop. Obviously a pet waste campaign.
· I’m a PeaceKeeper Award. Given to land owners that demonstrate a certain level of conservation and protection of the watershed.
· You live in the Peace River Watershed. A watershed is the area of land that drains to a body of water such as a lake, stream, river, or bay. Residents must be made aware of what a watershed is and that they live in the Peace River Watershed. They need to be educated about the benefits (natural resources as well as aesthetic aspects) provided by the watershed and how our actions affect watershed resources.
· We all live downstream - living in the Peace River Watershed has an impact on its health. Your home may be responsible for only a small amount of pollution. But when this small amount is multiplied by thousands of homes, the pollution becomes much greater and can seriously harm our water, wildlife and people.
· Private land can serve as more than personal property. It provides for many important environmental functions. Undeveloped, natural land plays an important role in filtering out pollutants, holding water (flood protection), recharging the aquifer and providing wildlife habitat. 

· Protecting the watershed can also protect your pocketbook. It is important to make the connection with residents between a healthy watershed and cost savings for their household.

· A watershed is the area of land that drains to a body of water such as a lake, stream, river, or bay. You live in the Peace River Watershed. Rural/small acreage homeowners must be made aware of what a watershed is and that they live in the Peace River Watershed. They need to be educated about the benefits (natural resources as well as aesthetic aspects) provided by the watershed and how our actions affect watershed resources.
· Your well and surrounding  property is a part of the Peace River watershed. Rural property owners need to understand that their well is part of the hydrology of the watershed and needs to be protected from degradation. Topics such a manure management, safe pesticide and fertilizer use and septic tank maintenance with respect to the health of the watershed must be included.
· Healthy ponds and lakes begin with your yard and business. You are responsible for the health of the pond or lake that is near your home or business. Because people who live near a pond or lake have the most direct impact on water quality, they are most likely to offer the greatest yield in terms of pollution prevention. Lake-side or pond-side residents may be confused about who is responsible for the health and maintenance of their lake or pond. Teaching them that the responsibility for the well being of the pond or lake is in their hands will reinforce the need to prevent water pollution and help them understand that what they do in and around their own home impacts the quality of water in their lake or pond.
· The river begins at your front door. You are responsible for the health of the pond or lake that is near your home. Your pond or lake is part of the Peace River Watershed. Because most residents are unaware of the watershed concept, they are likely also unaware that their backyard pond or lake is part of the ecosystem and hydrology of the Peace River and the Peace River Watershed. Emphasizing this important link will reiterate the need to protect lakes, ponds and the river from degradation to improve and protect the watershed.
· Septic Tank maintenance is everyone’s responsibility. Homeowners with septic tanks are responsible for the maintenance of the system in order to prevent degradation of water quality of nearby lakes, ponds, the Peace River, or any part of Charlotte Harbor Estuary. Homeowners need to be educated regarding proper maintenance of drain field as well as periodic recommended pumping out of the tank itself. 
· Seasonal Residents and Visitors

· Repeat Winter visitors (people who own/rent homes for part of the year)

· You’re a Piece of the Peace!

· Your short stay can have a long-term impact on the watershed. The Southwest Florida region, including the Peace River Watershed, receives millions of visitors each year. Many of these visitors are “winter visitors” who might not understand that even short stays (e.g., 1-3 months) can have a big impact on water resources.

· The choices you make affect the quality of our community. Because these visitors value the high quality of life and the natural beauty and resources (wildlife, water, etc.) that the watershed offers, it is important to impress upon them the need to preserve the character and health of the watershed by explaining that the Peace River and surrounding watershed is a unique resource that must be protected now before it is too late.

· Scoop the Poop. Obviously a pet waste campaign.
· I’m a PeaceKeeper Award. Given to visitors that demonstrate a certain level of conservation and protection of the watershed. Would be nice token of their visit & commitment to the protection of our resources
· This is a group that can be educated as to their location in and their impacts upon the watershed by placemats at restaurants

· One-time Visitors (people who only visit the PRW on a short vacation)

· You’re a Piece of the Peace!

· Conserve Florida’s water while you are visiting. Many tourists from outside the area, especially those not native to Florida, do not understand the scarcity of local water supplies.
· Your short stay can have a long-term impact on the watershed. The trash, pet waste and pollutants left behind by tourists means higher costs for everyone including vacationers due to drinking water and wastewater treatment costs.
· Your short stay can have a long-term impact on the watershed. The Southwest Florida region, including the Peace River Watershed, receives millions of visitors each year. Many of these visitors might not understand that even short stays (e.g., less than a month) can have a big impact on water resources.

· The choices you make affect the quality of our community. Because these visitors value the high quality of life and the natural beauty and resources (wildlife, water, etc.) that the watershed offers, it is important to impress upon them the need to preserve the character and health of the watershed by explaining that the Peace River and surrounding watershed is a unique resource that must be protected now before it is too late.

· Scoop the Poop. Obviously a pet waste campaign, but important to all.
· I’m a PeaceKeeper Award. Give to visitors that demonstrate a certain level of conservation and protection of the watershed. Would be nice token of their visit & commitment to the protection of our resources.
· This is a group that can be educated as to their location in and their impacts upon the watershed by placemats at restaurants.

· Government officials and decision makers

· You’re a Piece of the Peace!

· Point to the Peace!

· The Importance of Imperviousness. A unifying theme educating officials and others about stormwater runoff. Imperviousness can be measured at all levels as the percentage of area that is not “green”.
· Watershed Academy for Public Officials. Similar to CHEC’s Peace Talks, this is an opportunity for public officials to hear presentations from “experts” as well as visit watershed-wide sites.
· Your watershed. Your future. Your choice. Short, sweet and all encompassing.
· Be a PeaceKeeper- Choose Behaviors that Protect the Peace River Watershed. Emphasizing personal stewardship of the watershed will help convey the message that the choices that each person makes regarding water conservation, litter disposal, pet waste and toxic materials, etc. all have an impact on our water resources and our quality of life.
· A watershed is the area of land that drains to a body of water such as a lake, stream, river, or bay. You live in the Peace River Watershed. Community officials and leaders must be made aware of what a watershed is and that they live in the Peace River Watershed. They need to be educated about the benefits (natural resources as well as aesthetic aspects) provided by the watershed and how our actions affect watershed resources.
· We all live downstream - living in the Peace River Watershed has an impact on its health. Topics such as stormwater runoff, water conservation, proper disposal of toxic materials, litter and pet waste must be discussed and understood by community leaders in order for them to make wise decisions on a local level.
· “Join Us … Keep the Peace” - Peace Summit for Officials Watershed-wide – an opportunity for leaders from Polk to coastal areas to discover their common ties relating to the Peace River and unite in their resolve to work together for the greater good.
· Lawn care providers and landscape designers

· The Importance of Imperviousness. A unifying theme educating lawn care professionals and others about stormwater runoff. Imperviousness can be measured at all levels as the percentage of area that is not “green”.
· Your watershed. Your future. Your choice. Short, sweet and all encompassing.
· Be a PeaceKeeper!  Choose Behaviors that Protect the Peace River Watershed. Emphasizing personal stewardship of the watershed will help convey the message that the choices that each person makes regarding water conservation, litter disposal, pet waste and toxic materials, etc. all have an impact on our water resources and our quality of life.
· I’m a PeaceKeeper Award. Given to businesses that demonstrate a certain level of conservation and protection of the watershed.
· Natives are Natural. Educates on benefits of using native vegetation including water savings (financial), reduced use of chemicals (financial,  environmental, health), providing habitat (environment)
· You live in the Peace River Watershed. A watershed is the area of land that drains to a body of water such as a lake, stream, river, or bay. Lawn care providers and landscape designers must be made aware of what a watershed is and that they live in the Peace River Watershed. They need to be educated about the benefits (natural resources as well as aesthetic aspects) provided by the watershed and how our actions affect watershed resources.
· Green connections – a healthy community is good for business$$$ Help lawn care providers make the connection between a healthy watershed and economic return. Lawn service providers and related businesses have the potential to contribute greatly (in a positive OR negative way) to stormwater runoff issues in the watershed. Education concerning wise use and safe disposal of fertilizers, pesticides and green waste will go a long way toward encouraging wise choices that benefit the whole watershed.
· Marinas and boaters

· You’re a Piece of the Peace!

· Point to the Peace!

· Addressing Problems of Tomorrow, Today. What we do today to conserve and protect our water resources will benefit everyone in the future through better fishing and recreational opportunities. Protect today, profit tomorrow.
· Your watershed. Your future. Your choice. Short, sweet and all encompassing.
· Be a PeaceKeeper- Choose Behaviors that Protect the Peace River Watershed. Emphasizing personal stewardship of the watershed will help convey the message that the choices that each person makes regarding water conservation, litter disposal, pet waste and toxic materials, etc. all have an impact on our water resources and our quality of life.
· Stow It!  Educates boat users on holding their boat wastes (human and otherwise).
· You live in the Peace River Watershed. A watershed is the area of land that drains to a body of water such as a lake, stream, river, or bay. Marina operators, boaters and fishermen must be made aware of what a watershed is and that they live in the Peace River Watershed. They need to be educated about the benefits (resources and aesthetic aspects) provided by the watershed and how our actions affect watershed resources.
· Be a PeaceKeeper / PeaceKeeper Leadership & Award program – Education specific to the marina, boating and fishing industry concerning wise use of water resources and how individual choices impact the entire watershed and our quality of life will help to reach this instrumental group with the message of watershed preservation. The message would include positive peer pressure and incentives for documented compliance in the areas of clean-up of litter, safe disposal of waste & toxic materials, preservation and protection of seagrasses and other vital wildlife habitat and other topics of major concern. Give award to businesses that demonstrate a certain level of conservation and protection of the watershed. 
Education Formats

Throughout the WRC Summary of Findings one may note that the idea of repetition arises many times. The majority of stakeholders and focus group participants and much of the literature review indicated that repetition is the key to a successful campaign. Therefore, it is the recommendation of the WRC that any of the following formats be regarded as recurring events; none of them should be considered one-time events.

Table C1: Education Formats

	Objective
	Product or Activity
	Target Audience
	YR
	Distribution Method
	Resources Needed

	Year 1 Objective 1

Make people aware that they live in the Peace River watershed and what it means to them (appreciating benefits). 

Awareness and Appreciation
	Develop and launch an all- inclusive Peace River Watershed Website
	· ALL

· Watershed Residents

· Visitors
	1
	· www.peaceriverwatershed.net
· List URL on all materials produced

· Link URL to SWFWMD and all other relevant sites 

· Develop specifically targeted pages per Target Audience category
	· Cost of Development

· Yearly fee for domain

· Costs of maintenance

· Staff time to link relevant sites

	
	Develop and Distribute Kid Related Items with Be A PeaceKeeper message
	· Public school students
· Private school students
· Home-schooled students
· Community Groups
	1
	· Distribute via other related activities

· Mirror stickers to remind to turn off water

· Pencils

· Bookmarks

· Water-tattoos
	· Printing/ development costs

	
	Develop and distribute placemats

· depicting the boundaries of the entire watershed, including facts about the watershed and highlighting benefits enjoyed by everyone
	· Residents

· Visitors
	1
	· Distribute through local, partnering restaurants
	· Printing and development costs

	
	Develop materials with watershed education & appreciation message

YOU ARE A PIECE OF THE PEACE!
	· Landscape


	1
	· Partner with Home Depot, Lowes, Wal-mart, ACE and other suppliers

· Distribute through partners

· Pencils

· Bookmarks

· Bumper sticker

· Magnet
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop materials with watershed education & appreciation message

YOU ARE A PIECE OF THE PEACE!
	· Residents

· Homeowner

· Small acreage

· Visitors

· College students
	1
	· Partner with Home associations

· Partner with development communities- condos, rentals, etc

· Partner with hotels, visitor bureaus

· Distribute through partners

· Pencils

· Bookmarks

· Bumper sticker

· Magnet

· Pet Poop Bags with Be a PeaceKeeper slogan on bag or bag container
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop materials with watershed education & appreciation message

YOU ARE A PIECE OF THE PEACE!
	· Gov’t officials, Decision Makers
	1
	· Partner with Home associations

· Partner with development communities- condos, rentals, etc

· Partner with hotels, visitor bureaus

· Distribute through partners

· Pencils

· Bookmarks

· Bumper sticker

· Magnet
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop materials with watershed education & appreciation message

YOU ARE A PIECE OF THE PEACE!
	· Boat Owners and Users/ Marinas
	1
	· Partner with local boat clubs

· Partner with local marinas

· Distribute through partners

· Pencils

· Bookmarks

· Bumper sticker

· Magnet
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop target specific mailers 

· Include awareness information

· Benefits of a healthy watershed
	· Boaters/ Recreational Visitors and Residents
	1
	· Partner with fishing license distributors, provide materials to be received with Fishing licenses/ Boating License/ Hunting license
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop target specific mailers 

· Include awareness information

· Benefits of a healthy watershed
	· Residents
	1
	· Partner with Utility Providers to supply mailer in monthly bill to subscribers
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop a One-Stop Resource List
	· 
	1
	· www.peaceriverwatershed.net
· Include in New Residents Packet
	· Development costs

	
	Develop Fact Sheets

PEACE POINTS

Include information which increases awareness of watershed and its benefits to the target audience
	· Landscape


	1
	· Partner with Home Depot, Lowes, Wal-mart, ACE and other suppliers

· Distribute through partners

· Distribute through events and other programs
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop Fact Sheets

PEACE POINTS

Include information which increases awareness of watershed and its benefits to the target audience
	· Residents

· Homeowners

· Small acreage

· Visitors

· College students
	1
	· Partner with Home associations

· Partner with development communities- condos, rentals, etc

· Partner with hotels, visitor bureaus

· Distribute through partners

· Distribute through events and other programs
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop Fact Sheets

PEACE POINTS

Include information which increases awareness of watershed and its benefits to the target audience
	· Gov’t officials, Decision Makers
	1
	· Partner with Home associations

· Partner with development communities- condos, rentals, etc

· Partner with hotels, visitor bureaus

· Distribute through partners

· Distribute through events and other programs


	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop Fact Sheets

PEACE POINTS

Include information which increases awareness of watershed and its benefits to the target audience
	· Boat Owners and Users/ Marinas
	1
	· Partner with local boat clubs

· Partner with local marinas

· Distribute through partners

· Distribute through events and other programs

· Boat shows
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop a “Peace River Watershed Leadership Watershed Fact Pack”

Include:

· Regulations, laws, BMP’s, NPDES, minimum flow levels, district lands in the area, resources for information, etc.
	· Gov’t/ Decision Makers
	1
	· Distribute through mailing lists

· Provide same information on Website
	· Printing and production costs

· Staff time

	
	Develop a user-friendly, colorful Watershed Map 

· Specific to areas

· Large framed, hanging maps

· Smaller hand-held maps

· “You are here”

· “Water flows in this direction”

· “Be a PeaceKeeper”

· Include URL
	· ALL
	1
	· Display on Campuses

· Newspapers

· Newsletters

· Website

· HOA’s

· Extension offices

· Libraries

· Rest stops

· Events

· School districts

· Cultural Centers

· Campgrounds

· Parks

· Local Businesses

· EVERYWHERE!
	· Printing and development costs

· Distribution costs

· Framing

· Staff time

	
	Bumper sticker- Be A PeaceKeeper!  w/ contact info or website logo on it
	· Residents
	1
	· Receive sticker after signing pledge
	· Staff time to design sticker

· Printing/ Production Costs

· Cost of distribution

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	Year 1 & 2

Objective 2

Increase public knowledge of personal impacts on the watershed and educate them on actions they can take to contribute to the health of the watershed.

Actions and Impacts
	Develop and Implement In-school Education

· Fact Sheet (3) One to meet each objective

· Poster

· Speaker Presentations

· Field trips

· Art/Writing Contests

· Storyteller Program

· Web-site Section

· Watershed Resource Kit

· Games/Interactive multi-media, quizzes, puzzles
	· Public school students
· Private school students
· Home-schooled students
· Community Groups

	1

2
	· Throughout school districts and community groups

· Advertise

· Post activities to website
	· Printing and development costs

	
	Develop and rotate Portable  Educational Displays with Watershed Facts
	· Residents
	1

2


	· County fairs

· Block Parties

· Home & garden shows

· Boat shows

· Trade shows

· Community events

· Bank lobbies

· Libraries

· Civic association buildings
	· Development costs

· Distributing costs

	
	Design Workshops for Lawn Care Businesses

Fund through small grants to each business, staff participation

Emphasize health benefits

Create demonstrations / gardens 
	· Lawn Care Providers
	1

2
	· Solicit Participation

· Advertise participating groups

· Make list of participation available on the website
	· Costs of Grants

· Development costs

· Garden costs

· Advertisement costs

	
	Develop Home Guide

· Native Plants

· Household toxins what to do with them, how?

· Smart irrigation

· Resource Numbers and website
	· Residents
	1

2
	· Mail and distribute through New Res Packets, at meetings and expo events County fairs

· Block Parties

· Home & garden shows

· Boat shows

· Trade shows

· Community events

· Bank lobbies

· Libraries

· Civic association buildings
	· Development costs

· Printing costs

· Distribution costs

	
	Develop target specific mailers 

· Include information which informs target audience about individual impacts and healthy contributing actions 
	· Boaters/ Recreational Visitors and Residents
	2
	· Partner with fishing license distributors, provide materials to be received with Fishing licenses/ Boating License/ Hunting license
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop target specific mailers
· Include information which informs target audience about individual impacts and healthy contributing actions
	· Residents
	2
	· Partner with Utility Providers to supply mailer in monthly bill to subscribers
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop “Peace Leaders Program”
3 day event covering all 3 objectives

· During the events they travel the watershed, visit places with implemented BMP 

· Develop an activity which allows participants to design (propose) a watershed education event for their community in order to apply learned watershed concepts
	· Gov’t officials, Decision Makers
	2
	· Solicit participation from officials

· Commit to 3 days out of the year

· Field trip

· Workshop

· Assigned activity

· Become part of network

· Publicity

· Materials received for further ed/ facts

· (See Leadership Charlotte Program for further development ideas)
	· Development costs

· Printing costs

· Distribution costs/time

· Advertising costs

· Staff time

· Room rentals?

	
	Develop Green Law Reform Campaign
· Develop Billboard depicting 2 yards- one with current Green Law standards and one with reform

· Site costs to maintain difference

· Your Lawn. Your Choice. Your Money. Talk to your Advisory Board today!

· Create publications with money related facts
	· Gov’t officials, Decision Makers
	2
	· Attend/ Speakers at Association meetings

· Campaign local governments to reform municipal planning to implement TRUE Green Laws
	· Development costs

· Printing costs

· Distribution costs/time

· Advertising costs

	
	Develop River 

Recreation/Education Program 

· “Go with the Flow”

· Canoe the River from headwaters to estuary

· Each stop has educational information/activities to correlate with leg of river

· Provide activities for non- canoes at each stop
	· Residents

· Leaders

· ALL
	2
	· Partner with local canoe outposts

· Advertise and recruit publicity opportunities

· Attract all target groups

· Use district lands for designated stops

· Assertively solicit leadership participation
	· Advertising costs

· Printing costs

· Speaker fees

· Canoe rentals

	
	Develop Homeowner’s / Residents Kits 

· Flow restrictors, hose nozzles, rain gauge, meters, 

· fact sheets of how to do’s and don’ts
	· Residents

· Seasonal
	2
	· Advertise through local media

· Advertise through website

· Mail/ Make available for pick-up

· Partner with Extension offices/Libraries/ Water Works, for delivery
	· Development costs

· Distribution

· Materials costs

	
	Develop Fact Sheets

PEACE POINTS

Include information which informs target audience about individual impacts and healthy contributing actions
	· Landscape


	2
	· Partner with Home Depot, Lowes, Wal-mart, ACE and other suppliers

· Distribute through partners

· Distribute through events and other programs

· Home and Garden Shows
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop Fact Sheets

PEACE POINTS

Include information which informs target audience about individual impacts and healthy contributing actions
	· Residents

· Homeowners

· Small acreage

· Visitors

· College students
	2
	· Partner with Home associations

· Partner with development communities- condos, rentals, etc

· Partner with hotels, visitor bureaus

· Distribute through partners

· Distribute through events and other programs
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop Fact Sheets

PEACE POINTS

Include information which informs target audience about individual impacts and healthy contributing actions
	· Gov’t officials, Decision Makers
	2
	· Partner with Home associations

· Partner with development communities- condos, rentals, etc

· Partner with hotels, visitor bureaus

· Distribute through partners

· Distribute through events and other programs
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop Fact Sheets

PEACE POINTS

Include information which informs target audience about individual impacts and healthy contributing actions
	· Boat Owners and Users/ Marinas
	2
	· Partner with local boat clubs

· Partner with local marinas

· Distribute through partners

· Distribute through events and other programs

· Boat shows
	· Development costs

· Printing costs

· Distribution costs/time

	
	Design and Develop watershed Workshops for leaders

“Join Us… Keep the Peace…”

to make aware of actions and implications towards watershed resources
	· Gov’t / Decision Makers
	2
	· Advertise/Solicit Participation

· Acquire news coverage to help publicity
	· Costs of facilitation

· Cost of development 

	
	Develop several workshops throughout the watershed to inform about impacts and actions during water recreation activities

· Invasive/Exotic Species

· Sludge/Toilet etiquette

· Gas/Oil

· Trash

· Seagrasses

· Mangroves

· Prop scars

· Fishing line

· Etc.
	· Boaters

· Residents

· Visitors
	2
	· Solicit participation through local boat clubs

· Newspapers

· Newsletters

· Libraries

· Licensing bureau

· Wildlife management areas

· Etc.

· Offer fact sheets

· Have available Pledge
	· Advertising costs

· Printing costs

· Staff time

· Development costs

· Possible meeting room costs

	
	Develop Speakers Series for Marina/Canoe/Kayak operation Owners 

· “A healthy community is good for business” 

· Create an incentive program for Clean Marinas and Clean Canoe/Kayak operations


	· Business Owners

· Boaters
	2
	· Advertise participation in Clean Marina activities

· Solicit participation through individual marinas

· Newspapers

· Newsletters

· Libraries

· Licensing bureau

· Wildlife management areas

· Etc.

· Offer fact sheets

· Have available Pledge
	· Development costs

· Incentive costs

· Advertising costs

· Staff time

	
	Create Water Friendly Lifestyle book:

· Negative impacts

· Positive impacts

· Suggested activities for more appreciation

· Healthy fun for the family

· Why is all this important?

· Health of family

· Clean water

· Enough water, etc.
	· Residents

· Visitors
	2
	· Newspaper adverts

· HOA’s

· Extension offices

· Libraries

· Rest stops

· Events

· School districts

· Cultural Centers

· Campgrounds

· Parks

· EVERYWHERE!
	· Development costs

· Printing costs

· Distribution costs

· Newspaper advert costs

	
	Develop Clean-Up Events

“We all Live Downstream”

Clean Ups

WORKING TOGETHER FOR A CLEAN WATERSHED!

· Watershed clean up events- coordinate so everyone from each county cleans- up on the same day… 

· Have picnics where Governing Board Members can attend and be greeted by residents

· Offer a speech and Q&A


	· Residents
	2
	· Advertise

· Coordinate for all counties to participate at same time- 
	· Staff time to organize events

· Travel for Board members



	
	
	
	
	
	

	
	
	
	
	
	

	Year 2 & 3

Objective 3

Encourage changes in behavior that will foster stewardship of the Peace River Watershed at individual, community and regional levels.


	Create a Network of Florida Friendly Lawn Care Businesses

· Make membership part of the pledge requirements and evidence of FF actions

· Create fact sheets and adverts for Lawn Care Providers to distribute

· Create awards for Lawn Care Provider of the Month/ Year

· Provide workshops

· Provide licensing

· Volunteer base to help monitor
	· Lawn Care Industry
	2

3
	· Advertise Businesses in Local News

· Solicit Participation

· Distribute to businesses
	· Cost of Adverts in Newspapers, TV & Radio

· Time to develop/ administer workshops

· Time to track members

· Time to attend meetings

· Printing costs

· Much more

	
	Develop and Distribute Written and Traceable Pledges that target each audience.

PLEDGE THE PEACE
	· ALL
	3
	· Distribute via other mentioned activities

· Post Pledge Members on Web-site and/or other literature

· Post downloadable and able to submit via the page,  pledges to the web-site
	· Cost of Development

· Cost of Printing

· Cost of tracking through database

· Cost of updating website

	
	Develop target specific mailers
· Which encourage behavior changes

· Include a commitment- pledge
	· Boaters/ Recreational Visitors and Residents
	3
	· Partner with fishing license distributors, provide materials to be received with Fishing licenses/ Boating License/ Hunting license

· Make available pledge

· Post pledges on website
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop target specific mailers
· Which encourage behavior changes

· Include a commitment- pledge
	· Residents
	3
	· Partner with Utility Providers to supply mailer in monthly bill to subscribers

· Make available pledge

· Post pledges on website
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop Fact Sheets

“PEACE POINTS”

· Which encourage behavior changes

· Include a commitment- pledge
	· Landscape


	3
	· Partner with Home Depot, Lowes, Wal-mart, ACE and other suppliers

· Distribute through partners

· Distribute through events and other programs

· Home and garden shows
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop Fact Sheets

“PEACE POINTS”

· Which encourage behavior changes

· Include a commitment- pledge
	· Residents

· Homeowners

· Small acreage

· Visitors

· College students
	3
	· Partner with Home associations

· Partner with development communities- condos, rentals, etc

· Partner with hotels, visitor bureaus

· Distribute through partners

· Distribute through events and other programs
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop Fact Sheets

“PEACE POINTS”

· Which encourage behavior changes

· Include a commitment- pledge
	· Gov’t officials, Decision Makers
	3
	· Partner with Home associations

· Partner with development communities- condos, rentals, etc

· Partner with hotels, visitor bureaus

· Distribute through partners

· Distribute through events and other programs
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop Fact Sheets

“PEACE POINTS”

· Which encourage behavior changes

· Include a commitment- pledge
	· Boat Owners and Users/ Marinas
	3
	· Partner with local boat clubs

· Partner with local marinas

· Distribute through partners

· Distribute through events and other programs
	· Development costs

· Printing costs

· Distribution costs/time

	
	Develop Livable Neighborhood Water Steward Program

· Encourage more action towards stewardship at the community level

· Create incentives

· Develop a Community Action Rewards and Recognition Program 

· 
	· Residents

· Seasonal


	3
	· Advertise

· Workshops 

· Home and Garden Shows

· HOA’s 

· Home Depot, Wal-Mart, Lowes 

· Design qualifications

· Publicly announce award
	· Advertising costs

· Development costs

· Incentive/ Awards costs

	
	Develop septic tank rewards for pump-outs

Or rebates for inspection
	· Residents with non municipal water service
	3
	· Septic tank owners
	· Costs for pump-out or rewards

· Materials to inform residents of offer

· Contracts w/ local services to provide service and encourage repeat service

	
	
	
	
	
	

	
	
	
	
	
	

	Years 1, 2, &  3

Covering all Objectives
	Develop and efficiently utilize Media Release Database 

For SWFWMD, reach largest population available
	· Residents

· Visitors
	1

2

3


	· RSVP network

· Local Newspapers

· Local Radio PSA’s

· HOA newsletters

· Garden Club Newsletters

· Websites

· E-newsletters

· Local TV News broadcasts

· Rotary newsletters

· Lions club

· Boat club newsletters

· Any club or church newsletter
	· Staff time to maintain database

· Staff time to develop and distribute PSA’s or articles

	
	Develop presentations for adults

· Develop strategically located Interactive displays throughout the watershed

· Develop speakers from specific target audience to specific target audience “No one knows the audience better than the audience!”

· Recruit local speakers with credibility and trustworthiness in eyes of the audience
	· Residents

· College students
	1

2

3


	· Present throughout the watershed 

· Any Clubs

· Non-profits

· Businesses

· Developers committees

· College campuses

· Rotary, Kiwanis, Lions, Elks etc.

· HOA

· Mobile Home Associations

· Deed- communities

· And more
	· Development and distribution costs

	
	Develop Educated  Volunteer Speakers Bureau

· Utilize existing multi-media products/ materials

· Conduct meetings, maintain a Club Structure to dictate who speaks where when
	· ALL
	1

2

3
	· Find/solicit through forums/speakers from each target group 

· Distribute through clubs, Churches, organizations, associations, events
	· Staff time to organize bureau

· Development Costs

· Printing costs

· Equipment costs

	
	Develop Watershed Wide PeaceKeeper festival

· “Grill Us About Our Watershed!”

· Photo/Art Contests

· Provide fact sheets

· Well-Renowned Speaker 2Presentations

· Workshops

· Children’s Activities

· Resources
	· ALL
	1

2

3


	·  Solicit participation

· Advertise in local papers

· PSA’s on Radio

· Post on website events and workshops
	· Development costs

· Printing costs

· Distribution costs/time

· Advertising costs

· Speaker fees

· Prize costs for contests

	
	Develop a Series of Colorful Newspaper Inserts which would cover areas specific to target audiences and objectives

· Insert series 6 times a year for 3 years

· Include famous quotes, respected people from every community, weather person

· include family activities and kids pages

· Watershed Resource Guide 

· Newspaper Insert

· Include

· Tips on cleaners and how to properly dispose and why

· Tips on household toxins, how to properly dispose and why

· Recycling information

· Numbers to call for what reason

· Upcoming events to learn more

· Website address where all this information can be found again

· Litter Facts, balloons, cig-butts, other trash

· Benefits of the PRW resources, fishing, farming, water, playtime, etc.

· Exotic Plants

· Native Wildlife to be explored

· District lands where are they, what are they for, when were they purchased, accessibility
	· Residents
	1

2

3


	· Community Newspapers

· Regional Newspapers

· Hand out at other programs

· Make available on web-site
	· Development costs

· Printing costs

· Distribution costs

· Staff time to post to site

	
	Recognize Green Businesses- Green Partners

· Provide Workshops- awareness, actions, stewardship

· Provide a certificate through nomination and investigation

· Make pledge available for further recognition

· Develop list on Website of Members

· i.e., Green Partners- Business owners who pledge to initiate sustainable practices w/in their business

· Once signed, provide a window sticker promoting the Green Partner w/ PRWEP message on it
	· Business owners/ Residents
	1

2

3


	· Post members on website

· Advertise in local papers, radios, newsletters

· Feature businesses to promote program
	· Printing and production costs

· Staff time

· Cost of development

	
	Develop an Interactive CD/DVD activity

· Show all contributing tributaries

· Ask what if’s?

· Show real photos of specific areas (similar to Watershed Excursion)

· Highlight all industry and other benefits (recreation, drinking water) of the watershed

· Connect upper river to coastal and visa versa

· Highlight impacts

· Highlight positive behaviors and activities


	· ALL
	1

2

3
	· Advertise availability

· news-inserts

· website

· school-districts

· Events

· Radio spots

· Newsletters
	· Development- contractor fees

· Distribution costs

	
	Develop partnerships with local home and garden distributors to carry eco-friendly products

· Partner with Home Depot/Lowes for workshop development 

· Provide recognition/ certificate for participation


	· Businesses

· Residents

· Seasonal
	1

2

3


	· Solicit participation

· Advertisements recognizing partnerships
	· Development costs

· Advertising costs

· Staff time

	
	Develop a Network/Club for students to be involved-

· Youth/Student Peacekeepers

· Provide and Assertively advertise grants for youth activities which encourage stewardship, understanding and promote behavior changes which benefit the PRW
	· Youth Education

· Target Existing Clubs- Boys and Girls Club

· 4-H

· Girls/Boys Scouts

· After-School Env. Clubs 

· Etc.


	1

2

3


	· Initiate involvement at school levels

· Gain Principal involvement- school program, like AG, School paper, cooking clubs…

· Advertise grants in papers, school bulletins, through Media Database 

· Advertise and get media coverage
	· Incentives

· Grant Money

· Staff time to track grants

· Staff time to organize convention-

· *vendors

· *booths with activities and materials for future learning

· *age-related 

· More, etc.

	
	Develop PSA’s on Radio and TV slots

· 3 year adverts

· Each year, grow with objectives

· Seek news spots
	· All
	1

2

3


	· Local cable and radio access 
	· Staff Time

· Costs

· Information

	
	Develop PSA for Movie Theatre previews

· 3 year adverts

· Each year, grow with objectives
	· Visitors & Residents
	1

2

3
	· Local Movie Theatres
	· Staff Time

· Costs

· Information

	
	FFA, 4-H, County Fair Associations

Solicit participation to develop presentations to public about BMPs learned through their clubs, implemented by real farmers and why they are important
	· All
	1

2

3


	· Fair

· Schools

· Association meetings

· Web casts
	· Staff Time

· Costs

· Information

· Materials development

	
	Partner with PRVCGA, Cattlemen’s Association and Florida Farm Bureau to get “Ag in the Classroom”
	· Students
	1

2

3
	· Fairs

· Schools

· Private schools

· Home schools

· After school clubs

· College classrooms, all subjects
	· Staff Time

· Costs

· Information

· Materials development


Specific formats to be developed

Within the format table there are several suggestions for programs and educational materials. The table is intended to be a quick reference tool.  The descriptions are vague; therefore, it calls for more elaboration. The following will help the reader understand more about each suggested activity or product. Some of the above suggestions have been grouped below to allow for continuity. Note: Again, it is the WRC’s suggestion that none of the above or below mentioned deliverables be only available once. Everything must be repeated many times throughout the plan.

Peace River Watershed Website The proposed website will be a one-stop-resource list for information regarding the PRW. The website will provide historical background information about the area and present day use of resources, population, landscape and other impacts to the watershed. There will be information regarding how citizens and visitors can reduce impacts and protect the watershed. This ACTIONS section will be divided in relation to the suggested target audiences found above. Each target audience will have a link which leads an individual to a new page where they will be able to find pertinent information specifically targeted at him or her.

The website will be user-friendly; however, it will be a source of technical data as well as general information. This can be done through a well-organized links resource page. This page will include all potential partners, links back to SWFWMD and links to the Watershed Resource Center’s library.

The site will also post schedules of up-coming events, announce new partners/Peacekeepers, post project reports, encourage visitors to submit questions or comments and encourage involvement by signing the watershed pledge.

Media Release Database Considered by the WRC to be essential to the success of the PRWEP. This database will encompass contact information for any industry, club, group, news source, association, radio, and TV source, throughout the watershed, which creates its own newsletter or online posts. This database needs to be constantly reviewed and consistently updated. It must be used whenever an announcement about the PRWEP needs to reach the public.

Newspaper Inserts According to all of the research conducted by the WRC, local newspapers are one of the best ways to reach the public. SWFWMD will develop a series of newspaper inserts that fold to 8.5X11. These inserts will be distributed through local community papers, larger regional papers and newsletters of associations, PDF on website and other media sources is available. For larger papers, inserts will only be distributed to zip codes in the project area. 

The inserts will be colorful, easy to read and non-confrontational. They will be attractive and inviting to read. Inserts will begin in year one of the plan. Repetition is the best way to make a message stick; therefore, it will be necessary to create inserts for at least 6 distributions throughout each year. Year one will include involving the public in an active understanding of what a watershed is and what it does for them. Year two will make more reference to actions, impacts and methods of reducing impacts. Year three will encourage widely accepted behavior changes which reflect good stewardship of the Peace River Watershed; people will feel as if they are part of the norm. Examples for topics:  

1. Area of watershed, what is it, how do we benefit?

2. What is the history of the PRW?  What is the present status?  What is the future, what does it hold for the PRW?

3. How much farmland and other industry is present?  What is being done by these interests to protect it?  What is SWFWMD doing to protect it? What are other organizations doing?

4. What restrictions or regulations does the watershed require?  Which are being implemented?  What is the result?  

5. What are personal impacts?  How can citizens minimize these impacts?  What simple ways can an individual learn and use to lessen his/her impact?

6. Watershed Activities!!!

All inserts will include information that each target audience will understand. Also included will be activities for children and adults alike, references for further information and repetitive messages- Be a PeaceKeeper! 

There will be a contact email and the website as a reference for more information. The email will include a keyword for accounting that the request is coming from a reader of the insert, ex, “Info News Insert.”

Radio and TV PSAs SWFWMD will identify existing, well-produced radio PSAs that can be modified and submitted to local radio stations for airing. These PSAs will be released regularly throughout the duration of the plan. Year one will present PSAs which include awareness and benefit (appreciation) information, event scheduling and so on. Year two will present PSAs which include information about impacts and what options are available to reduce impacts. And, year three will include information promoting stewardship.

Each message will also reference the PRW Website, target specific audiences and be repeated as many times as possible.

Pledge the Peace- Peace Pledge This program will encourage residents to make a written commitment to change behaviors that negatively impact the watershed. Participants will be encouraged to adopt new watershed friendly behaviors such as Florida friendly yards, scooping poop, or volunteering time to community watershed projects. By year three of the program, all target audiences will be solicited to sign this pledge. Results will be posted to the website and connected to every piece of literature available which depicts the watershed messages.

In-school Education This format is all inclusive to represent all K-12 and College educational institutions: public school, private school, home-schooled, college and community group students.

What ever it is- make it fun, perceivably cool and hands-on!!!

Any materials or programs created for the K-12 target audience will be made available to all of the above mentioned institutions. These programs and materials will be interactive. There need to be activities that students can use independently or with their families. There need to be internet references for further enrichment. All materials will include the PRW website address. Also, they will provide information regarding the pledge. 

These materials and programs must continue for at least the three year plan. In-school education needs to follow the objective model. Children are a great resource for distributing messages; they are like sponges, eager and able to soak up information, filter it through their minds, and redistribute it to family and friends.

Recreational Educational Canoe Program- Go with the Flow! This would be a multiple day event; either consecutive days or every weekend for two months. The program would entice the public to participate in a river tour of the watershed. SWFWMD will focus on recruiting leaders and government officials to partake at least in part of the voyage. “Go with the Flow.” Canoe the River from headwaters to estuary with each stop offering educational/informational activities to correlate with the specific leg of river. Also, provide activities for non- canoe riders at each stop. This will be a great marketing tool for the PRWEP. News coverage will be widespread, especially if public officials participate.
Materials/literature to illustrate Water message- “Be a PeaceKeeper” and “You’re a Piece of the Peace” The WRC has highlighted in the above plan many different materials that need to be produced. To help keep continuity, all of the materials items are listed below with more elaboration on its purpose. Note that it is the WRC’s suggestion that all of these materials be available and distributed throughout the 3-year plan.

User-Friendly Watershed map – Go with the flow, the Peace River Watershed Flow! In every focus group, at least one participant mentioned that they did not understand the boundaries of the watershed or the concepts of multiple watersheds within one larger one. One group in particular requested a map. From these responses, the WRC suggests that SWFWMD develop a colorful, simple, map depicting all of the regional watersheds’ boundaries. Within the map, there will be clear indication of where each smaller watershed is located. Also, small icons will be used to illustrate different natural, industrial and recreational resources throughout the watershed, i.e., fishing, phosphate, agriculture, canoeing, boating, hiking, hunting, drinking water and so on. Ideally, a map could be made for each county, highlighting specific areas of interest to residents of the named county while explaining impacts to these areas of interest.

Watershed Place-mats SWFWMD needs to solicit participation from Green Partners and other local restaurants. Local restaurants will distribute place-mats which depict the PRW boundaries, similar to the above mentioned maps. The place-mats will provide puzzles, quizzes and other activities in which the family could participate while waiting for their meal.

Interactive CD/Game This CD will be created for all levels of learning. “Keep it Simple. Stupid.” ~ Garden Club, Focus Group. The CD will provide interactive, computer related activities; possibly “choose-your-own-adventure” style stories, i.e., You come to the river. A. You will cross it by foot. B. You will cross it by boat. 

The messages of the PRWEP will be expressed throughout the CD. This CD could be a great tool for teachers, group leaders and more.

Water-Friendly Lifestyle book This book will become a great reference for many visitors and residents of the watershed. Written in a user-friendly format with illustrations and simple, non-threatening manner, this book will help to instill in people the need to conserve water and just how simple it is to do on a personal level.

This book will have specific target sections and a general, all encompassing section. It will be made available and distributed throughout the 3-year plan.

 Bumper stickers-“Be a PeaceKeeper” Bumper stickers are eye-catching and reach many more people than at-home magnets. Although, the WRC does not see a problem with creating other materials, like magnets, the WRC thought it would be helpful to highlight something else. The bumper sticker can be obtained through events and by requests, through the website and mail. The bumper sticker will have the PRW Website address on it.

I’m a Peace Pal- this type of bumper sticker and possibly other material will be received following the signing of the pledge or other activity to recognize that they are a “Peace Pal.”

Other materials- Pet waste scoopers, pet waste bags, pick up reminder signs, magnets, bracelets, vinyl window attachments, signs for front yards, signs for windows of business, etc. 

Distribution is through any available resource or location- pet stores, Green Partners, dog parks, garden stores, schools, etc. 

PEACEPOINTS Fact Sheets These facts sheets will follow the 3-year objective format. The design for each fact sheet could be similar to that of the “Lemon Bay Watershed: Connecting our Homes to the Bay.”  Each year, new fact sheets will be distributed contain regarding the corresponding objective. Fact sheets will be created for each target audiences. They will be made available through the website, through the mail, by telephone request, at events, through the libraries and through supporting Green Partners. 

Target specific mailers These mailers will follow the same regiment as the Fact Sheets. Each year, new mailers containing information corresponding to the objectives will be distributed. SWFWMD will seek out opportunities to piggy-back with municipalities’ mailings, newsletter mailings and e-newsletter posts and provide mailers to specific targeted audiences. These materials will contain simple, easily absorbed information with references concerning where to find more information.

Portable Educational Displays Again, more materials to reach the greatest number of people within all possible audiences, repeat, repeat, repeat- more information regarding the 3-year objective plan. The displays will be available in the malls, shopping centers, banks, libraries, extension offices, court houses, chamber of commerce offices and other various Green Partners. 

Volunteer Speaker’s Bureau The volunteer speaker’s Bureau will be developed through target audience stakeholders. People want to hear messages from people to whom they can relate. Who knows the audience better than one of their own?  SWFWMD will seek out stakeholder members for the Bureau; each will have a different expertise relevant to their target audience. The speakers will participate in workshops to help them refine their speaking skills and enhance their knowledge of the PRW. Speakers will meet regularly to coordinate speaking schedules and update their knowledge base. They will also actively pursue prospective audiences and venues. With guidance through SWFWMD this volunteer base could become an invaluable resource for the success of the PRWEP.

 “Peace Leaders” Watershed Academy for Public Officials-  workshops discussing the importance of imperviousness, parks aren’t just for people, watershed information, human impacts, benefits of natural resources and how to manage your city, town, county as a water-smart place to live, play and work. This is a great opportunity for leaders to hear first hand from experts about the watershed. They will also visit places of significance throughout the watershed and participate in activities which help to instill in them lessons learned throughout the workshops.

PRW Leadership - Watershed Fact Pack  Filled with information from a leadership viewpoint regarding awareness, appreciation, actions and impacts and stewardship behaviors that will benefit people who live in the area of the watershed they are serving. This pack will be made available through the website by request and also mailed directly to elected officials. 

Green Business Partners- Business owners who pledge to initiate sustainable practices within their business. These partners will also form a large contact base of support and participation for future implementation of the PRWEP plan. Partners will be offered workshops concerning watershed awareness and stewardship.  Provide a certificate for documented participation and make the pledge available for further recognition. Develop list on website of members, i.e., Green Partners - Business owners who pledge to initiate sustainable practices within their business. Once signed, provide a window sticker promoting the Green Partner with PRWEP messages on it.
Keep the Peace… Leader Forums - Peace Summit for Officials Watershed-wide- Several day summit which encourages leaders to discover their commonalities and unite their resolve to work together for the greater good of the PRW and its communities. Workshops will focus on hands-on activities and brain-storming/sharing of local watershed issued posed for group problem-solving. Goal is to make these few days fun, yet supportive and fulfilling in terms of solving issues faced by individual participants in their part of the watershed; an end product of this event should be a great resource and support network for leaders. These forums will be followed up with participant surveys and follow-up mailings of current PRW information.

Livable Neighborhood Water Steward Program This program is based on the Empowerment Institute’s residential non-point source behavior change and outreach program (EI, 2005).  Citizen participation is achieved by identifying the most motivated persons in a neighborhood to organize a Watershed Stewardship Team.  This team will consist of five to six neighborhood households who will meet several times over a certain time period to reinforce and support each other in carrying out identified positive actions regarding water resource protection.  Materials will consist of education information identifying specific actions that they could take which would offer the greatest yield in terms of watershed protection; they then decide which actions they wish to take.  

Green Laws Reform Campaign The PRWEP proposes programs for city councils and associations to persuade decision makers to change “green laws” to allow for less sod-lawn and more Florida friendly landscape. This is of special concern in deed restricted areas which mandate the amount of green lawn required to fulfill the deed restrictions. This is also of special concern with cities, towns and counties that are not reforming to meet water restriction needs by planting less sod and more water conserving landscapes.  The following are excerpts from the Pollution Prevention Fact Sheet: Landscaping and Lawn Care found at the Stormwatercenter.net website. It is the WRC’s opinion that the following is valid information that will help build a focus for this Campaign. It will also prove useful for targeting the Lawn care provider audience.
 “A critical step in crafting an education program is to select the right outreach techniques to send the lawn care message. From the results of a number of market surveys, two outreach techniques have shown some promise in actually changing behavior - media campaigns and intensive training. Media campaigns typically use a mix of radio, TV, direct mail, and signs to broadcast a general watershed message to a large audience. Intensive training use workshops, consultation and guidebooks to send a much more complex message to a smaller and more interested audience. Intensive training requires a more substantial time commitment - often several hours to a few days.”

 “Education programs that seek to change the impacts of fertilizer, pesticide and herbicide use on receiving water quality should first consider creating training programs for those involved in the lawn care industry. Nationally, lawn care companies are used by 7 to 50% of consumers, depending on household income and lot size. Lawn care companies can exercise considerable authority over which practices are applied to the lawns they tend, as long as they still produce a sharp looking lawn. For example, 94% of lawn care companies reported that they had authority to change practices, and that about 60% of their customers were "somewhat receptive to new ideas" according to a Florida study (Israel et al, 1995). 

Local governments that want to influence lawn care companies must have an active program that supports those companies that employ techniques to limit fertilizer and pesticide use to the minimum necessary to maintain a green lawn. One way to do this is through providing promotional opportunities. One example is the State of Virginia Water Quality Improvement program that includes the chance for lawn care professionals to enter into an agreement to use more environmentally friendly lawn care practices. In exchange, the lawn care company can use their participation in the program as a promotional tool (VA DCR, 1999). Providing certification for representatives from lawn care companies for attending training workshops put on by cooperative extension offices can also be an effective promotional tool. 

Training for employees of lawn and garden centers is another important tool in spreading the message regarding lawn care and pollution control. Study after study indicate that product labels and store attendants are the primary and almost exclusive source of lawn care information for the average consumer who takes care of their own lawn. The Florida Yards and Neighbors program has worked with 19 stores of a large national hardware and garden chain to educate store employees and incorporate messages regarding fertilizer use and pesticide reduction (NRDC, 1999). Often the key strategy to implementing a program like this is to substitute watershed friendly products for those that are not, and to offer training for the store attendants to pass on to consumers at the point of sale on how to use, and perhaps more importantly, how not to abuse or overuse such products” (Pollution Prevention fact sheet, 2005).

Florida Friendly Lawn Care Network & Workshops Partner with Florida Yards and Neighborhoods to help them create new messages that will attract new audiences. Too many times organizations are preaching to the choir; FYN has the materials and the knowledge, they just need new messages - Stop Dollar Weed!  Save money!  Reduce maintenance!

Partner with local home and garden distributors Home Depot, Lowe’s Wal-mart, Tractor Supply and other stores may be receptive to carrying flori-mulch, facilitating workshops concerning Florida-friendly home and garden care for the area and so on. They will need a convincing PRW representative to approach them with proof that this will be a profitable venture for the company to participate. “Big business acting small town, caring about the community in which they thrive.”

Student Club/network- Student PeaceKeepers – “Students for WATER- Watershed Actions That Enhance Resources”  The club could mirror Junior Leadership Charlotte which provides selected students with field trips and resources to learn more about the business and government aspect of their community. This club will focus on the watershed and local government policies relating to PRW. It would also create a watershed expo day and awards ceremony which would honor specific groups for their efforts of the past year. E.g. - Troop #168 created a Video program about conserving water and was honored by the District. Organize Student Youth PeaceKeepers, recruit adult leaders, track student involvement. Provide and assertively advertise grants for youth activities which encourage stewardship, understanding and promotes behavior changes which benefit the PRW. “What can your troop/club do?”

Hold a contest and convention for all participants/ grant recipients and highlight the best products created by the clubs. Assertively seek news coverage so residents realize their children want them to make a difference!

“We all live downstream” Clean up events and workshops Clean-ups will be on simultaneous days at sites throughout the watershed. Get the press to cover the fact that all these people are working together on the same day for the same cause. Highlight the community bonding, family fun and benefits to all. Also provide workshops as described below. Secure respected public figures to offer lectures or Q&A’s. 

Watershed Workshops Each workshop will be designed with specific target audiences in mind. For example, homeowners, especially those belonging to a Deed restricted community, will want to know how to manage their green lawn in a Florida-friendly way. Instead of using the message, “don’t use fertilizers and herbicides!”, a positive, “Want to get rid of Dollar weed?” will be more effective.

When they come, you explain how over-watering can be a cause for dollar weed and reducing watering can reduce the recurrence of the plant. You explain other natural solutions to dollar weed and other unwanted plants. Without ever saying DON’T you can convince an audience to NOT to do the behavior you wish them to avoid.

For residents on lakes/ponds that have recurring algal blooms - target them with “Is your lake/pond pretty or overgrown with weeds?”  The cause could be excess fertilizer runoff. The residents are not going to want anyone to tell them to stop using fertilizer products. Therefore the message must be phrased differently. If you want pretty ponds, make sure there are enough plants for filtration of excess nutrients. Use examples of cultivating or preserving filter strips of plants necessary for maintaining a healthy pond.

Septic Tank Rewards Small acreage land owners and many other not so rural communities are currently residing with septic tanks and no municipal water services. It will be a challenge to reach these people; however, it is possible. Green partners, such as feed stores and tractor supply stores could be an outlet for advertising rewards. SWFWMD will need to make an effort to positively reach these people in order to get the message to them.  The Volunteer Speakers Bureau will be a useful tool here. Get a local, respected speaker to talk to the target audience.

“Come Grill Us About our Watershed!” Watershed-wide PeaceKeeper festival - Local events or festivals are conducted throughout the Peace River watershed on or about the same date to allow all participants to attend a function close to their home.  Events will be “hosted” by various organizations within individual communities to keep the local “down home” flavor of each event.  Offering a BBQ with free food, or minimal cover, entertainment, workshops and activities for all will encourage participation.

Homeowners/Residents Kits and Guide - These kits will be provided to residents through their local utilities customer service office. They will also be available through the PRW Website. Contents will include shower flow restrictor with shut-off valve, pistol grip hose nozzle, rain gauge, soil moisture meter, and other items selected by SWFWMD, along with a simple guide briefly explaining how to optimize  water (and $$$) savings with each item. A pre- and post-test would be requested (pre-test required to receive kit and requested follow-up with post-test within two months - this gives them time to check their savings on utility bill). The kit and guide will provide resources and a jump-start to water conservation through the home.
“Ag in the Classroom” - This title comes from the Florida Farm Bureau (FFB). Their program tries to reach students through school districts to educate them about agriculture and BMPs. It is the WRC recommendation that the SWFWMD continue its partnership with the FFB to encourage more direct influence in the classroom throughout the PRW. This partnership and the others, FDEP, FDACS, District, City of Punta Gorda, CHNEP, PRVCGA, UF/IFAS and USDA–NRCS, created through the Shell Creek and Prairie Creek Watersheds Management Plan (SPWMP, 2004) could provide ample support and knowledge to create “Ag in the Classroom” materials and generate cooperation with the school districts. 

FARMS and CARES are programs that the public should know about. Not only should these topics be discussed with students, but more publicity to inform the general public is needed as well. The residents, visitors, homeowners, renters, students, boaters, small acreage owners, lawn care providers and everyone else in the PRW should understand that the big business farmers are working towards a more sustainable practice. Their efforts are commendable; however, unless SWFWMD can convince individuals of the watershed to change certain damaging behaviors, the farmers’ changes may have an overall small impact on water resource issues.

Section D:  Evaluation

Evaluation is something that all experts deem as necessary to create a successful and dynamic program such as this one.

Table D1:  Evaluation Resources and Indicators

	Product or Activity
	Evaluation Indicators

	Peace River Watershed Website 
	· Number of hits

· Types of hits

· Number of pages viewed 

· Number/Type email queries submitted

· Average length of time by each visitor

	Media Release Database 
	· Number of contacts

· Number of reciprocal printing by lists

	Newspaper Insert
	· Number of visits to website following printing

· Number of requests for more information via the “keyword” in an email

· Number of residents who recall the inserts

	Radio and TV PSAs 
	· Number of people who recall the ads

· Number of emails/hits to website following ads

· Number of participants at events advertised by ads

	Pledge the Peace- Peace Pledge
	· Number of pledges distributed 

· Number of pledges signed

	In-school Education 
	· Pre/post testing of student knowledge

· Pre/post testing of student attitudes

	Recreational Educational Canoe Program- Go with the Flow! 
	· Number of participants both in canoe and on land

· Pre/post surveys

	Materials/literature to illustrate Water message- “Be a PeaceKeeper” and “You’re a Piece of the Peace
	· Number of materials distributed

· Number of requests for more information

	User-Friendly Watershed map 
	· Number of maps created/distributed

· Number of maps erected/posted

· Number of residents who recall the maps

	Watershed Place-mats
	· Number of place-mats created/distributed

· Number of place-mats utilized

· Number of residents who recall the place-mats

· Number of participating vendors

	Interactive CD/Game
	· Number of requests for CD

· Number distributed

· Number of emails with reference to CD for more information

	Water-Friendly Lifestyle book 
	· Number distributed

· Number of requests for more information via the “keyword” in an email

· Number of residents who recall the book

	 Bumper stickers-“Be a PeaceKeeper” (and other materials)
	· Number distributed

· Number of requests for more information via the “keyword” in an email

· Number of residents who recall the sticker (and other materials)

	PEACEPOINTS Fact Sheets
	· Number distributed

· Number of requests for more information via the “keyword” in an email

· Number of residents who recall the sheets

	Target specific mailers 
	· Number distributed

· Number of requests for more information via the “keyword” in an email

· Number of residents who recall the mailers

	Portable Educational Displays
	· Number distributed

· Number of days on display

· Number of residents who recall the displays

· Number of participating vendors

	Volunteer Speaker’s Bureau 
	· Number of volunteers

· Number of speaking events

· Number of topics discussed

· Number of residents who recall the events

	 “Peace Leaders” Watershed Academy for Public Officials
	· Number of participants

· Number of Leaders making changes

· Follow up survey about attitudes

	PRW Leadership- Watershed Fact Pack
	· Number distributed 

· Number of leaders who recall the packet

· Number of pre/post attitude and knowledge tests

	Green Business Partners-
	· Number of Partners

·  Type of partners

· Type of activities

· Number of pledges

· Success of partners’ business due to Green Status

	Keep the Peace… Leader Forums- Peace Summit for Officials Watershed-wide-
	· Number of attendants

· Evaluation of pre/post tests

	Livable neighborhood water steward program
	· Number of neighborhoods participating

· Number of volunteers

· Number of Livable Neighborhood’s created

	Green Laws Reform Campaign
	· Number of participants

· Number of laws reformed

· Number of activities

	Florida Friendly Lawn Care Network & Workshops 
	· Number of members

· Number of workshops

· Success of business due to Florida Friendly Status

· Number of awards or recognized partners

	Partner with local home and garden distributors 
	· Number of partnerships

· Products supplied

	Student Club/network- Student PeaceKeepers – “Students for WATER- Watershed Actions That Enhance Resources” 
	· Number of participation

· Number of clubs

· Efforts/projects created by clubs

· Grants received and used by clubs

	“We all live downstream” Clean up events and workshops
	· Number of events

· Number of participants

· Evaluation of pre/post attitude surveys

	Watershed Workshops 
	· Number of workshops

· Topics of workshops

· Number of participants

· Evaluations of pre/post survey

	Septic Tank Rewards 
	· Number of rewards

· Number of recall participants

	Watershed-wide PeaceKeeper festival
	· Number of participants

· Evaluations of pre/post tests

· Number of participants at speaker sessions/what questions were asked and answered?

	Homeowners/Residents Kits and Guide
	· Number of pre-tests and post-tests received

· Evaluation of such tests

· Follow-up survey again, 6 months later


Conclusion/Summary

As stated in the Summary of Findings there already exist organizations in the PRW that carry-out some parts of the suggested educational programs. These organizations already have the foothold needed to reach specific target audiences. Therefore, it is the WRC’s recommendation that SWFWMD develop active partnerships with these organizations to further implement the goals of this plan.

Also repeated throughout the literature review was the concept of using key members of target audiences to reach their own group. This is the underlying reason for developing and maintaining working partnerships at all levels of the plan.

And finally, the SWFWMD has many materials already in print or in production that can be used in this project. This project does not necessitate the re-inventing of the wheel; however, it does require some modification. Reaching Hispanic speaking groups will be difficult without the proper materials developed with Spanish text. All materials which are already in print must be redesigned to reach each and every target audience. All of the materials also need to be seen everywhere. 

When thinking of a motto or mantra for this project, in order to keep in sight how to reach the masses, the words of the Garden Club Focus Group of Punta Gorda keep coming to mind:  “Keep at it!  Repeat, Repeat, Repeat!  Keep it simple Stupid!”

Appendix 1:  Proposed Peace River Watershed Survey Questions

Q1: Do you have a stream, pond, lake, or other water body on or adjacent to your residence?



Yes ____
No ____

Q2: Which of the following actions may cause harm to your watershed? (Check more than one)

Over-watering your lawn
____

Too much or too frequent 

fertilization


___

Car washing in driveway

___

Littering


___

All of the above

___

Q3: How important do you believe it is to conserve natural areas like wetlands and forests? 

Very important
____

Somewhat important
____

Not very important
____

Not important

____

Q4: As far as you know, do you live in a watershed? 
Yes ____
No ____

Q5: What is the name of the watershed you live in?
________________

Q6: If you had to guess, how would you define watershed?


An aquifer as related to groundwater
____


A shed to hold/keep water

____


Drainage area for a body of water
____


Man-made place to store water
____

Don't know


____

Q7: What do you consider the top three public concerns in your local community? 



_____________________________



_____________________________



_____________________________

Q8: Do you have a lawn?
Yes ____
No ____

Q9: How often do you or your lawn service: (Please answer each line)

Water your lawn?
____

Fertilize your lawn?
____

Apply pesticides?
____

Bag lawn clippings?
____

Q10: How important is it to have a lawn that is at least as attractive as those in your neighborhood?

Very important
____

Somewhat important
____

Not very important
____

Not important

____

Q11: What do you consider the characteristics of an attractive lawn?



__________________________



__________________________



__________________________

Q12: Do you have a septic system?

Yes ____
No ____

Q13: How often do you have your septic system inspected?

Annually

____

2- 3 years

____

4- 5 years

____

6 years or more
____

Q14: What prevents you from having it inspected more frequently?

Time

____

Money

____

Remember

____

Other

____

Q15. Which of the following do you get most of your information from?

Television


____

Radio


____

Newspaper


____

Internet

____

Family/Friend

____

Other

____

Q16: What type of home do you live in?

Single-family house

____

Apartment


____

Condominium/townhouse
____

Mobile/manufactured home
____

Duplex


____

Other


____

Q17: Do you support public/government ownership of preservation land?



Yes ____   No_____

Q18: What level of importance would you place on having some natural lands in public ownership?

Very important

____

Important


____

Not Important

____

Don’t know

____

Q19: Which of the following would you say are important in having lands in public ownership?

Provide recreational lands for citizens_____

Serve as a buffer between housing 

developments
_____

Provide for areas of rainfall recharge
_____

Provide a place for wildlife

_____

Q20: Do you have Internet access at home?

Yes ____
No ____

Q21: What is the highest level of education you have completed?


Less than high school
____


High school graduate/GED
____


Associate/two-year degree
____


Bachelor’s/four-year degree

____


Post-graduate


____


No answer


____

Q22: What is your age?



18 to 24

____



25 to 34

____



35 to 44

____



45 to 54

____



55 or older
____



No answer
____

Q23: What is your gender?





Male ____

Female ____

Q24: What is your ethnic background?

White/Caucasian

____

Hispanic or Latino

____

Black or African American
____

Asian American

____

Native American

____

Other


____

No answer


____

Q25: What was your total annual household income before taxes in 2003?

Under $24,999
____

$25,000 to $49,999
____

$50,000 to $69,999
____

$70,000 to $99,999
____

$100,000 or more
____

No Answer

____

Appendix 2:  County Demographics

The following information was gathered from the US Census Bureau (US Census Bureau, 2000).  It is part of the findings during the research review. In order to make the information more readily available for reference when reviewing the Education Plan, it has been attached here.

Key provided by U.S. Census Bureau website to facilitate understanding of the tables below.

	(a) Includes persons reporting only one race.

	(b) Hispanics may be of any race, so also are included in applicable race categories.

	FN: Footnote on this item for this area in place of data

	NA: Not available

	D: Suppressed to avoid disclosure of confidential information

	X: Not applicable

	S: Suppressed; does not meet publication standards

	Z: Value greater than zero but less than half unit of measure shown

	F: Fewer than 100 firms

	Source: US Census Bureau State & County QuickFacts


CHARLOTTE COUNTY
	People QuickFacts
	Charlotte County
	Florida

	Population, 2003 estimate 
	153,392
	17,019,068

	Population, percent change, April 1, 2000 to July 1, 2003 
	8.3%
	6.5%

	Population, 2000 
	141,627
	15,982,378

	Population, percent change, 1990 to 2000 
	27.6%
	23.5%

	Persons under 5 years old, percent, 2000 
	3.7%
	5.9%

	Persons under 18 years old, percent, 2000 
	15.7%
	22.8%

	Persons 65 years old and over, percent, 2000 
	34.7%
	17.6%

	Female persons, percent, 2000 
	52.2%
	51.2%

	
	
	

	White persons, percent, 2000 (a)
	92.6%
	78.0%

	Black or African American persons, percent, 2000 (a)
	4.4%
	14.6%

	American Indian and Alaska Native persons, percent, 2000 (a)
	0.2%
	0.3%

	Asian persons, percent, 2000 (a)
	0.9%
	1.7%

	Native Hawaiian and Other Pacific Islander, percent, 2000 (a)
	Z
	0.1%

	Persons reporting some other race, percent, 2000 (a)
	0.8%
	3.0%

	Persons reporting two or more races, percent, 2000 
	1.1%
	2.4%

	White persons, not of Hispanic/Latino origin, percent, 2000 
	90.4%
	65.4%

	Persons of Hispanic or Latino origin, percent, 2000 (b)
	3.3%
	16.8%

	
	
	

	Living in same house in 1995 and 2000', pct age 5+, 2000 
	52.5%
	48.9%

	Foreign born persons, percent, 2000 
	8.0%
	16.7%

	Language other than English spoken at home, pct age 5+, 2000 
	8.2%
	23.1%

	High school graduates, percent of persons age 25+, 2000 
	82.1%
	79.9%

	Bachelor's degree or higher, pct of persons age 25+, 2000 
	17.6%
	22.3%

	Persons with a disability, age 5+, 2000 
	33,423
	3,274,566

	Mean travel time to work (minutes), workers age 16+, 2000 
	23.6
	26.2

	
	
	

	Housing units, 2002 
	83,413
	7,624,378

	Homeownership rate, 2000 
	83.7%
	70.1%

	Housing units in multi-unit structures, percent, 2000 
	15.7%
	29.9%

	Median value of owner-occupied housing units, 2000 
	$97,000
	$105,500

	
	
	

	Households, 2000 
	63,864
	6,337,929

	Persons per household, 2000 
	2.18
	2.46

	Median household income, 1999 
	$36,379
	$38,819

	Per capita money income, 1999 
	$21,806
	$21,557

	Persons below poverty, percent, 1999 
	8.2%
	12.5%

	
	
	

	Business QuickFacts
	Charlotte County
	Florida

	Private nonfarm establishments with paid employees, 2001 
	3,149
	434,583

	Private nonfarm employment, 2001 
	29,956
	6,431,696

	Private nonfarm employment, percent change 2000-2001 
	-5.5%
	3.4%

	Nonemployer establishments, 2000 
	9,012
	1,074,020

	Manufacturers shipments, 1997 ($1000) 
	77,742
	77,477,510

	Retail sales, 1997 ($1000) 
	1,063,313
	151,191,241

	Retail sales per capita, 1997 
	$8,035
	$10,297

	Minority-owned firms, percent of total, 1997 
	9.5%
	22.0%

	Women-owned firms, percent of total, 1997 
	27.9%
	25.9%

	Housing units authorized by building permits, 2002 
	1,992
	185,431

	Federal funds and grants, 2002 ($1000) 
	929,652
	104,813,756

	
	
	

	Geography QuickFacts
	Charlotte County
	Florida

	Land area, 2000 (square miles) 
	694
	53,927

	Persons per square mile, 2000 
	204.2
	296.4

	Metropolitan Area 
	Punta Gorda, FL MSA
	 

	FIPS Code 
	15
	12


DESOTO COUNTY

	People QuickFacts
	DeSoto County
	Florida

	Population, 2003 estimate 
	33,879
	17,019,068

	Population, percent change, April 1, 2000 to July 1, 2003 
	5.2%
	6.5%

	Population, 2000 
	32,209
	15,982,378

	Population, percent change, 1990 to 2000 
	35.0%
	23.5%

	Persons under 5 years old, percent, 2000 
	5.8%
	5.9%

	Persons under 18 years old, percent, 2000 
	22.7%
	22.8%

	Persons 65 years old and over, percent, 2000 
	19.0%
	17.6%

	Female persons, percent, 2000 
	43.8%
	51.2%

	
	
	

	White persons, percent, 2000 (a)
	73.3%
	78.0%

	Black or African American persons, percent, 2000 (a)
	12.7%
	14.6%

	American Indian and Alaska Native persons, percent, 2000 (a)
	1.6%
	0.3%

	Asian persons, percent, 2000 (a)
	0.4%
	1.7%

	Native Hawaiian and Other Pacific Islander, percent, 2000 (a)
	Z
	0.1%

	Persons reporting some other race, percent, 2000 (a)
	10.5%
	3.0%

	Persons reporting two or more races, percent, 2000 
	1.4%
	2.4%

	White persons, not of Hispanic/Latino origin, percent, 2000 
	61.2%
	65.4%

	Persons of Hispanic or Latino origin, percent, 2000 (b)
	24.9%
	16.8%

	
	
	

	Living in same house in 1995 and 2000', pct age 5+, 2000 
	48.3%
	48.9%

	Foreign born persons, percent, 2000 
	18.7%
	16.7%

	Language other than English spoken at home, pct age 5+, 2000 
	24.1%
	23.1%

	High school graduates, percent of persons age 25+, 2000 
	63.5%
	79.9%

	Bachelor's degree or higher, pct of persons age 25+, 2000 
	8.4%
	22.3%

	Persons with a disability, age 5+, 2000 
	6,634
	3,274,566

	Mean travel time to work (minutes), workers age 16+, 2000 
	27.9
	26.2

	
	
	

	Housing units, 2002 
	13,819
	7,624,378

	Homeownership rate, 2000 
	74.7%
	70.1%

	Housing units in multi-unit structures, percent, 2000 
	9.6%
	29.9%

	Median value of owner-occupied housing units, 2000 
	$69,900
	$105,500

	
	
	

	Households, 2000 
	10,746
	6,337,929

	Persons per household, 2000 
	2.7
	2.46

	Median household income, 1999 
	$30,714
	$38,819

	Per capita money income, 1999 
	$14,000
	$21,557

	Persons below poverty, percent, 1999 
	23.6%
	12.5%

	
	
	

	Business QuickFacts
	DeSoto County
	Florida

	Private nonfarm establishments with paid employees, 2001 
	419
	434,583

	Private nonfarm employment, 2001 
	5,383
	6,431,696

	Private nonfarm employment, percent change 2000-2001 
	4.0%
	3.4%

	Nonemployer establishments, 2000 
	1,206
	1,074,020

	Manufacturers shipments, 1997 ($1000) 
	NA
	77,477,510

	Retail sales, 1997 ($1000) 
	196,983
	151,191,241

	Retail sales per capita, 1997 
	$7,961
	$10,297

	Minority-owned firms, percent of total, 1997 
	F
	22.0%

	Women-owned firms, percent of total, 1997 
	22.2%
	25.9%

	Housing units authorized by building permits, 2002 
	141
	185,431

	Federal funds and grants, 2002 ($1000) 
	151,882
	104,813,756

	
	
	

	Geography QuickFacts
	DeSoto County
	Florida

	Land area, 2000 (square miles) 
	637
	53,927

	Persons per square mile, 2000 
	50.5
	296.4

	Metropolitan Area 
	None
	 

	FIPS Code 
	27
	12


HARDEE COUNTY

	People QuickFacts
	Hardee County
	Florida

	Population, 2003 estimate 
	27,659
	17,019,068

	Population, percent change, April 1, 2000 to July 1, 2003 
	2.7%
	6.5%

	Population, 2000 
	26,938
	15,982,378

	Population, percent change, 1990 to 2000 
	38.2%
	23.5%

	Persons under 5 years old, percent, 2000 
	7.7%
	5.9%

	Persons under 18 years old, percent, 2000 
	27.6%
	22.8%

	Persons 65 years old and over, percent, 2000 
	13.9%
	17.6%

	Female persons, percent, 2000 
	45.6%
	51.2%

	
	
	

	White persons, percent, 2000 (a)
	70.7%
	78.0%

	Black or African American persons, percent, 2000 (a)
	8.3%
	14.6%

	American Indian and Alaska Native persons, percent, 2000 (a)
	0.7%
	0.3%

	Asian persons, percent, 2000 (a)
	0.3%
	1.7%

	Native Hawaiian and Other Pacific Islander, percent, 2000 (a)
	0.1%
	0.1%

	Persons reporting some other race, percent, 2000 (a)
	18.0%
	3.0%

	Persons reporting two or more races, percent, 2000 
	2.0%
	2.4%

	White persons, not of Hispanic/Latino origin, percent, 2000 
	54.6%
	65.4%

	Persons of Hispanic or Latino origin, percent, 2000 (b)
	35.7%
	16.8%

	
	
	

	Living in same house in 1995 and 2000', pct age 5+, 2000 
	55.3%
	48.9%

	Foreign born persons, percent, 2000 
	17.5%
	16.7%

	Language other than English spoken at home, pct age 5+, 2000 
	32.1%
	23.1%

	High school graduates, percent of persons age 25+, 2000 
	58.0%
	79.9%

	Bachelor's degree or higher, pct of persons age 25+, 2000 
	8.4%
	22.3%

	Persons with a disability, age 5+, 2000 
	5,655
	3,274,566

	Mean travel time to work (minutes), workers age 16+, 2000 
	26.7
	26.2

	
	
	

	Housing units, 2002 
	9,892
	7,624,378

	Homeownership rate, 2000 
	73.4%
	70.1%

	Housing units in multi-unit structures, percent, 2000 
	5.8%
	29.9%

	Median value of owner-occupied housing units, 2000 
	$59,600
	$105,500

	
	
	

	Households, 2000 
	8,166
	6,337,929

	Persons per household, 2000 
	3.06
	2.46

	Median household income, 1999 
	$30,183
	$38,819

	Per capita money income, 1999 
	$12,445
	$21,557

	Persons below poverty, percent, 1999 
	24.6%
	12.5%

	
	
	

	Business QuickFacts
	Hardee County
	Florida

	Private nonfarm establishments with paid employees, 2001 
	365
	434,583

	Private nonfarm employment, 2001 
	3,644
	6,431,696

	Private nonfarm employment, percent change 2000-2001 
	5.2%
	3.4%

	Nonemployer establishments, 2000 
	1,011
	1,074,020

	Manufacturers shipments, 1997 ($1000) 
	NA
	77,477,510

	Retail sales, 1997 ($1000) 
	116,762
	151,191,241

	Retail sales per capita, 1997 
	$5,544
	$10,297

	Minority-owned firms, percent of total, 1997 
	27.9%
	22.0%

	Women-owned firms, percent of total, 1997 
	21.0%
	25.9%

	Housing units authorized by building permits, 2002 
	54
	185,431

	Federal funds and grants, 2002 ($1000) 
	105,486
	104,813,756

	
	
	

	Geography QuickFacts
	Hardee County
	Florida

	Land area, 2000 (square miles) 
	637
	53,927

	Persons per square mile, 2000 
	42.3
	296.4

	Metropolitan Area 
	None
	 

	FIPS Code 
	49
	12


POLK COUNTY

	People QuickFacts
	Polk County
	Florida

	Population, 2003 estimate 
	510,458
	17,019,068

	Population, percent change, April 1, 2000 to July 1, 2003 
	5.5%
	6.5%

	Population, 2000 
	483,924
	15,982,378

	Population, percent change, 1990 to 2000 
	19.4%
	23.5%

	Persons under 5 years old, percent, 2000 
	6.4%
	5.9%

	Persons under 18 years old, percent, 2000 
	24.4%
	22.8%

	Persons 65 years old and over, percent, 2000 
	18.3%
	17.6%

	Female persons, percent, 2000 
	50.9%
	51.2%

	
	
	

	White persons, percent, 2000 (a)
	79.6%
	78.0%

	Black or African American persons, percent, 2000 (a)
	13.5%
	14.6%

	American Indian and Alaska Native persons, percent, 2000 (a)
	0.4%
	0.3%

	Asian persons, percent, 2000 (a)
	0.9%
	1.7%

	Native Hawaiian and Other Pacific Islander, percent, 2000 (a)
	Z
	0.1%

	Persons reporting some other race, percent, 2000 (a)
	3.8%
	3.0%

	Persons reporting two or more races, percent, 2000 
	1.7%
	2.4%

	White persons, not of Hispanic/Latino origin, percent, 2000 
	74.7%
	65.4%

	Persons of Hispanic or Latino origin, percent, 2000 (b)
	9.5%
	16.8%

	
	
	

	Living in same house in 1995 and 2000', pct age 5+, 2000 
	51.1%
	48.9%

	Foreign born persons, percent, 2000 
	6.9%
	16.7%

	Language other than English spoken at home, pct age 5+, 2000 
	12.1%
	23.1%

	High school graduates, percent of persons age 25+, 2000 
	74.8%
	79.9%

	Bachelor's degree or higher, pct of persons age 25+, 2000 
	14.9%
	22.3%

	Persons with a disability, age 5+, 2000 
	109,479
	3,274,566

	Mean travel time to work (minutes), workers age 16+, 2000 
	25.4
	26.2

	
	
	

	Housing units, 2002 
	235,776
	7,624,378

	Homeownership rate, 2000 
	73.4%
	70.1%

	Housing units in multi-unit structures, percent, 2000 
	13.9%
	29.9%

	Median value of owner-occupied housing units, 2000 
	$83,300
	$105,500

	
	
	

	Households, 2000 
	187,233
	6,337,929

	Persons per household, 2000 
	2.52
	2.46

	Median household income, 1999 
	$36,036
	$38,819

	Per capita money income, 1999 
	$18,302
	$21,557

	Persons below poverty, percent, 1999 
	12.9%
	12.5%

	
	
	

	Business QuickFacts
	Polk County
	Florida

	Private nonfarm establishments with paid employees, 2001 
	9,606
	434,583

	Private nonfarm employment, 2001 
	155,412
	6,431,696

	Private nonfarm employment, percent change 2000-2001 
	-3.7%
	3.4%

	Nonemployer establishments, 2000 
	23,043
	1,074,020

	Manufacturers shipments, 1997 ($1000) 
	5,999,926
	77,477,510

	Retail sales, 1997 ($1000) 
	3,844,279
	151,191,241

	Retail sales per capita, 1997 
	$8,606
	$10,297

	Minority-owned firms, percent of total, 1997 
	11.6%
	22.0%

	Women-owned firms, percent of total, 1997 
	22.2%
	25.9%

	Housing units authorized by building permits, 2002 
	4,972
	185,431

	Federal funds and grants, 2002 ($1000) 
	2,323,840
	104,813,756

	
	
	

	Geography QuickFacts
	Polk County
	Florida

	Land area, 2000 (square miles) 
	1,874
	53,927

	Persons per square mile, 2000 
	258.2
	296.4

	Metropolitan Area 
	Lakeland-Winter Haven, FL MSA
	 

	FIPS Code 
	105
	12


HIGHLANDS COUNTY

	People QuickFacts
	Highlands County
	Florida

	Population, 2003 estimate 
	91,051
	17,019,068

	Population, percent change, April 1, 2000 to July 1, 2003 
	4.2%
	6.5%

	Population, 2000 
	87,366
	15,982,378

	Population, percent change, 1990 to 2000 
	27.7%
	23.5%

	Persons under 5 years old, percent, 2000 
	4.8%
	5.9%

	Persons under 18 years old, percent, 2000 
	19.2%
	22.8%

	Persons 65 years old and over, percent, 2000 
	33.0%
	17.6%

	Female persons, percent, 2000 
	51.2%
	51.2%

	
	
	

	White persons, percent, 2000 (a)
	83.5%
	78.0%

	Black or African American persons, percent, 2000 (a)
	9.3%
	14.6%

	American Indian and Alaska Native persons, percent, 2000 (a)
	0.4%
	0.3%

	Asian persons, percent, 2000 (a)
	1.0%
	1.7%

	Native Hawaiian and Other Pacific Islander, percent, 2000 (a)
	Z
	0.1%

	Persons reporting some other race, percent, 2000 (a)
	4.1%
	3.0%

	Persons reporting two or more races, percent, 2000 
	1.5%
	2.4%

	White persons, not of Hispanic/Latino origin, percent, 2000 
	76.5%
	65.4%

	Persons of Hispanic or Latino origin, percent, 2000 (b)
	12.1%
	16.8%

	
	
	

	Living in same house in 1995 and 2000', pct age 5+, 2000 
	52.9%
	48.9%

	Foreign born persons, percent, 2000 
	9.1%
	16.7%

	Language other than English spoken at home, pct age 5+, 2000 
	13.9%
	23.1%

	High school graduates, percent of persons age 25+, 2000 
	74.5%
	79.9%

	Bachelor's degree or higher, pct of persons age 25+, 2000 
	13.6%
	22.3%

	Persons with a disability, age 5+, 2000 
	22,763
	3,274,566

	Mean travel time to work (minutes), workers age 16+, 2000 
	23
	26.2

	
	
	

	Housing units, 2002 
	49,691
	7,624,378

	Homeownership rate, 2000 
	79.7%
	70.1%

	Housing units in multi-unit structures, percent, 2000 
	11.2%
	29.9%

	Median value of owner-occupied housing units, 2000 
	$72,800
	$105,500

	
	
	

	Households, 2000 
	37,471
	6,337,929

	Persons per household, 2000 
	2.3
	2.46

	Median household income, 1999 
	$30,160
	$38,819

	Per capita money income, 1999 
	$17,222
	$21,557

	Persons below poverty, percent, 1999 
	15.2%
	12.5%

	
	
	

	Business QuickFacts
	Highlands County
	Florida

	Private nonfarm establishments with paid employees, 2001 
	1,735
	434,583

	Private nonfarm employment, 2001 
	16,694
	6,431,696

	Private nonfarm employment, percent change 2000-2001 
	-60.3%
	3.4%

	Nonemployer establishments, 2000 
	4,177
	1,074,020

	Manufacturers shipments, 1997 ($1000) 
	191,620
	77,477,510

	Retail sales, 1997 ($1000) 
	618,176
	151,191,241

	Retail sales per capita, 1997 
	$8,239
	$10,297

	Minority-owned firms, percent of total, 1997 
	13.7%
	22.0%

	Women-owned firms, percent of total, 1997 
	23.9%
	25.9%

	Housing units authorized by building permits, 2002 
	533
	185,431

	Federal funds and grants, 2002 ($1000) 
	595,655
	104,813,756

	
	
	

	Geography QuickFacts
	Highlands County
	Florida

	Land area, 2000 (square miles) 
	1,028
	53,927

	Persons per square mile, 2000 
	85
	296.4

	Metropolitan Area 
	None
	 

	FIPS Code 
	55
	12
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