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1 Executive summary 

The Draft Water Strategy 2018 outlines the City’s commitment to the Gold Coast community to sustainably 
manage the city’s water environments now and for the future. It is the intention of this Strategy to guide the 
transition of the Gold Coast to a city sustained and inspired by water (i.e. a “Water Sensitive City”). 

The Draft Water Strategy was subject to multimedia public consultation to ensure the Final Strategy considered 
and reflected the opinions of the community. 

The draft water strategy was available for download and review and an online survey was open to all members 
of the community. A Telemarketing survey was also conducted to validate the results of consultation campaign 
by capturing as wide a range of views as possible.  

During the engagement, a marketing and communication plan was implemented to inform the public and 
encourage participation. The engagement period ran from 1 to 22 November 2018. 

This report provides a summary of the engagement, marketing and communication activities undertaken and 
feedback received.  The next step in the process is to translate the Water Strategy into a practical plan of action 
for the Council to transition to a “Water Sensitive City”. It is important to acknowledge that some findings relate 
to other government departments and agencies. These findings will be forwarded to the relevant partners for 
consideration. 

1.1 Key findings 

Key outcomes from the consultation process have included 

 The Draft Water Strategy was downloaded a total of 111 times by visitors to the consultation page and the 

Summary of the Draft Water Strategy was downloaded 205 times. 

 A total of 1791 online survey responses were received. This number of engaged participants is higher 
than the average response rate of 1109 (from the past 17 ‘GC have your say’ engagement surveys).   

 A total of 456 Gold Coast residents also participated in the telephone survey  

 There were four additional contributions to the consultation via email  

 Respondents indicated the top two water lifestyle priorities as: 

1. Clean waterways for recreational activities. 

2. Appropriate infrastructure for popular locations to support recreation and protect the local environment. 

 Respondents indicated the top two healthy water priorities as: 

1. Healthy waterways to support a variety of plant and animal life.  

2. Native vegetation alongside waterways to be protected and increased to reduce erosion and improve 

water quality.  

 Respondents indicated the top two water inspired design priorities as: 

1. A city with more trees and water features to support a more comfortable living environment.  

2. Planning for City’s growth prioritises our healthy & vibrant waterways 

 Respondents indicated the top two innovative water solution priorities as: 

1. Protection of high quality drinking water through good management and use of innovative technology.  

2. Recycled water to be maximised for suitable uses.  

 Respondents indicated the top two partnerships for water priorities as: 

1. The value of having healthy, safe and accessible water environments and resources is supported 

through community engagement and partnerships.  

2. Our community understand, appreciate and protect their surrounding water environments.  

 Ideas or suggestions for actions on how we can continue to be a city sustained and inspired by water was 
identified across the five draft Water Strategy themes and aligned with the Corporate Plan – Gold Coast 
2020. 

 The Draft Water Strategy engagement increased City Panel membership by 235 participants (CoGC 
average increase to the City Panel is 83 per engagement). 
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1.2 ‘GC have your say’ analytics 

‘GC have your say’ analytics summary below shows: 

 There were 2192 informed participants – visited multiple pages, viewed images and contributed 
(CoGC average per engagement is 1199). 

 1791 engaged participants – participated in the online survey (CoGC average is 1109 per 
engagement). 

1.3 Report considerations 

The responses to this survey provide an indication of Gold Coast community views. They are not a randomly 

selected representative sample. 

1.4 Survey format 

There were two questions where respondents had the opportunity to specify responses in open-ended question 

fields. The qualitative data from the open-ended questions was analysed using coding and data tagging to 

identify common themes and produce the graphs contained in this report. 

1.5 Survey incentive 

The survey was incentivised with a Gold Coast inspired 10ft stand up paddle board by Chris Garrett valued at 

$2,010. The winners were identified (using the random number generator tool random.org/), contacted and 

collected their prize. 

1.6 What are the outcomes and how are these progressing? 

The outcomes from this survey are being used to inform the next stage of development of the Water Strategy. 

The Final Strategy will include a practical and pragmatic program of actions intended to transform the City of 

Gold Coast into a “Water Sensitive City” over a period of time. Importantly, this strategy will consider tensions 

that arise between potentially competing objectives and attempt to map a path that balances the Cities ambition, 

obligations, and capabilities.   

  

https://www.random.org/
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1.7 Infographic 
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2 Project background 

The Draft Water Strategy 2018 outlines the City’s commitment to the Gold Coast community to sustainably 

manage the city’s water environments now and for the future. It is the intention of this Strategy to guide the 

transition of the Gold Coast to a city sustained and inspired by water.  

The Strategy recognises that water is central to shaping our city and covers all aspects of water including safe 

and reliable drinking water, sanitation and recycled water services, resilience of the city during floods and 

droughts, resource recovery, healthy waterways and other water environments and liveability aspects of water. 

It also explores opportunities for the City to partner with its strategic stakeholders where some aspects of water 

(e.g. bulk water supply, groundwater and waterway management) are not the direct responsibility of the City. 

This includes local authorities, state government agencies, community groups, universities, schools and key 

commercial customers. The findings from the engagement which relate to other government departments and 

agencies will be forwarded to the relevant partners for consideration.  

The Strategy highlights key risks associated with the future trends such as population growth and a changing 

environment. These challenges will see greater demand for water, sewerage and stormwater, as well as 

increased use of open space and water environments for recreation. 

The Draft Water Strategy 2018 outlines the first five years of a 20 year transition for the Gold Coast to become 

sustained and inspired by water. This will be realised by achieving five strategic outcomes: 

1. Our Water Lifestyles: Our community embraces and celebrates water as an integral part of the Gold 

Coast identity. 

2. Our Healthy Waters: Healthy and connected water environments underpin our economy and lifestyle. 

3. Water Inspired Design: The Gold Coast is a well-designed and resilient city inspired by water. 

4. Innovative Water Solutions: Our resources are valued with future opportunities driven through 

innovation. 

5. Partnerships for Water: We all work together to manage and protect our water environments and 

resources. 

3 Community engagement objectives 

The community engagement objectives of this project were to: 

 Create a high-level of public awareness of the strategy; 

 Create better awareness and understanding in the community on all aspects of water in our city; 

 Obtain feedback on community sentiment regarding water; and 

 Understand what priority the community places on different aspects of the water cycle in our city. 

4 Scope and timing 

The Corporate Communication team’s scope was to: 

 Manage and deliver community engagement requirements; 

 Develop and manage a project page on ‘GC have your say’ with the associated survey; 

 Manage and deliver marketing and communication requirements; and 

 Provide consultation results and report to the Water & Waste directorate. 

The community engagement ran from 1 to 22 November 2018. 
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5 Key messages 

The key messages featured in this community engagement focused on the question ‘Why should I care’, and 

consisted of: 

 Water is the life blood of our Gold Coast community, economy and lifestyle; 

 As the city grows and diversifies, the way we manage our water environments, water service 
systems and how we design our city must evolve; 

 If we don’t evolve, our lifestyle and city prosperity will be irreversibly affected, along with our natural 
environment; degrading waterways, loss of aquatic life, bank erosion; and 

 A business as usual approach is not going to work. 

 Five key themes at the heart of the strategy: 

o Our Water Lifestyles. Our community embraces and celebrates water as an integral part of 

the Gold Coast identity. 

o Our Healthy Waters. Healthy and connected water environments underpin our economy and 

lifestyle. 

o Water Inspired Design. The Gold Coast is a well-designed and resilient city inspired by 

water. 

o Innovative Water Solutions. Our resources are valued with future opportunities driven 

through innovation. 

o Partnerships for Water. We all work together to manage and protect our water environments 

and resources. 

 By partnering with our key stakeholders and working together we can manage and protect our water 
resources and environments both now and for future generations. 

 Encouraging the community to “Have your say” on the Draft Water Strategy at 
gchaveyoursay.com.au/waterstrategy 

 A chance to win a hand crafted Gold Coast design stand-up paddleboard. 

6 Marketing and communication of the engagement 

6.1 Objectives 

The objectives of this element of the research were to: 

 

 Understand how Gold Coast residents think about water; what images or words they associate with it 

and what aspects are top-of-mind 

 Understand resident priorities in regard to water-based resources and features within their community, 

including:  

o clean oceans for swimming and surfing 

o reliable and safe drinking water 

o safe and environmentally responsible sewage treatment 

o community safety and security during floods 

o sufficient water to sustain during periods of drought 

o clean and healthy waterways and lakes for recreation 

o the use of smart devices to track water consumption and interact with provider 

o green space design and spaces that feature water 

o healthy catchments and waterways to support fish habitats and other native species 

o working with community and other organisations to jointly manage water.  

6.2 Summary 

An integrated multi-channel marketing and communication plan was delivered with a high reach and frequency 

objective to drive an interested audience to the Draft Water Strategy Have Your Say web page.  
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Channels included: 

 City-owned channels 

 Social media 

 Direct community engagement – attended a number of events, including the AWA Conference, Junior 

Council, Movies Under the Stars, Biggest Tree Planting, Tilapia Busters, HOTA Farmers Markets and 

others. 

 Ambassadors (Luke Bradham and Harriet Brown) 

 Radio (GoldFM and SeaFM) 

Example social media posts and ambassador videos: 

 

 

 

 

 

 

 

 

 

7 Survey results 

Quantitative and qualitative data was collected from the ‘GC have your say’ engagement. The results from the 

survey questions are presented below. The responses to the quantitative questions have been analysed across 

different stakeholder groups, namely age and gender. The qualitative responses have been analysed across 

key themes. Refer to Appendix A for demographic results. 
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7.1 When thinking about our water lifestyles, which of the following is a priority for you?  

 

The results highlight recreation activities as a key priority for our water lifestyles. ‘Clean waterways for recreational activities’ were identified as the highest priority for 

most stakeholder groups, except for the 18-25 years age group. The 18-25 years age group identified ‘Popular water locations have appropriate infrastructure to 

support recreation and protect the local environment’ as the highest priority.  
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7.2 When thinking about our healthy waters, which of the following is a priority for you?  

 

The results demonstrated biodiversity as a key priority for healthy waterways. ‘Waterways are healthy and support a variety of plant and animal life’ was identified as 

the highest priority for most stakeholder groups, except for the over 65 years age group. The over 65 years age group identified ‘Native vegetation alongside 

waterways is protected and increased to reduce erosion and improve water quality’ as the highest priority. 
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7.3 When thinking about water inspired design, which of the following is a priority for you? 

 

All stakeholder groups identified ‘A city with more trees and water features supports a more comfortable living environment’ as the highest priority for water inspired 

design. This finding supports the social trend of ‘greening’ and should be a key consideration in all urban design and development. ‘Our city has an abundance of 

natural spaces in urban areas that bring people together’ was also a notable priority for the 36-45 years age group. 
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7.4 When thinking about innovative water solutions, which of the following is a priority for you?  

 

All stakeholder groups identified ‘High quality drinking water continues to be protected through good management and use of innovative technology’ as the highest 

priority for innovative water solutions. Other priorities, such as ‘Use of recycled water is maximised for suitable uses’, were consistent with other stakeholder groups. 

However, ‘Water supply and sewerage systems are supported by renewable energy produced on-site’ was a priority for the 18-25, 26-35 and 36-45 years age 

groups, as well as females. This suggests that renewable energy production is a higher priority for these stakeholder groups.  
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7.5 When thinking about partnerships for water, which of the following is a priority for you?  

 

The results identified two key priorities for partnerships for water. Males, as well as the under 18, 46-55, 55-65 and over 65 years age groups considered the top 

priority to be ‘The value of having healthy, safe, and accessible water environments and resources and resources is supported through community partnerships and 

engagement’. Females, as well as the 18-25, 26-35 and 36-45 years age groups highlighted the top priority as ‘Our community understand, appreciate and protect 

their surrounding water environments’. Thus, participation and communication are equally important engagement activities for community members. 
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7.6 Community ideas or suggestions for actions on how CoGC can continue to be a city sustained 

and inspired by water 

Respondents were able to detail ideas and suggestions for actions on how we can continue to be a city 

sustained and inspired by water. Responses to this question were evident in the results for both question 6 and 

question 7. Once the data was cleaned, any relevant comments from question 7 were added to the results of 

question 6. A total of 1058 comments were made in response to this question, across an array of topics. Please 

note that many comments were categorised under multiple themes.  

All comments were categorised into the Water Strategy proposed 5 themes. Below is a summary of the key 

themes and subthemes. It is important to acknowledge that some comments relate to other government 

departments and agencies. These findings will be forwarded to the relevant partners for consideration. 

 Theme 1 – Our Water Lifestyle 

 Our water lifestyle 

 Access 

 Recreation 

 Theme 2 – Our Healthy Waters 

 Environmental protection & biodiversity 

 Health water environments 

 Erosion &Waterway buffers 

 Groundwater & water mining 

 Enforcement & speed control 

 Solid waste & littering 

 Lakes & canals 

 Theme 3 – Water inspired design 

 Water inspired design 

 Developments 

 Flooding 

 Stormwater management 

 Theme 4 – Innovative water solutions 

 Cost & financing 

 Resilience & adaptation 

 Drinking water 

 Water reuse & water efficiency 

 Wastewater 

 Innovation & ideas 

 Resource recovery & renewable energy 

 Smart meters & technology 

 Infrastructure planning 

 

 

 

Theme 5 – Partnerships for water 

Community involvement, education & partnerships 

 Other 

 Transport 

 Dangers of water & pest control 

 Our history 

 Amenities & facilities 

 Governance 

 General document 
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7.7 How would you like to participate and partner with the City to conserve our water resources and improve our water environments? 

 

The results demonstrated that community involvement initiatives were the preferred way to partner with the City to conserve water resources. Practice water 

saving initiatives was the top preference for most stakeholder groups. However, the 18-25 years age group considered ‘Participate in litter clean-up activities in 

and around waterways’ and ‘Cultural activities, festivals and events’ to be equally, if not more, preferred ways to partner with the City. This finding aligns with the 

social trends for this demographic, and should be a consideration when engaging with this stakeholder group in future. 
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8 Telemarketing results 

8.1 What comes to mind when you think about water? 

When Gold Coast residents are asked what words or images come to mind when thinking about water, they 

most commonly make mention of the beach followed closely by drinking, swimming, ocean and expense as 

indicated in the below figure. 

 

Sub-group differences 

Age and gender differences are observed in relation to respondents’ associations with water as follows:  

 Younger respondents (18-35 years) are more likely than average to mention the beach (32 per cent, 

average 18 per cent), drinking (20 per cent, average 14 per cent) or the ocean (16 per cent, average 

10 per cent). 

 Older respondents (over 55 years) (19 per cent) or females (17 per cent) are more likely than average 

(14 per cent) to mention the need to preserve water (or that water is scarce). 

 Males (12 per cent) are more likely than females (3 per cent) to mention water sports or water 

activities (such as boating, jet skiing, surfing or fishing). 

One significant regional difference emerges in regards to this question: 

 Residents of the Central region of the Gold Coast, are less likely (8 per cent) than average (13 per 

cent) to comment about water being a necessity (e.g. keeps you alive/healthy). 

Conclusions:  

Top of mind for people when it comes to water are associations with the beach; this is especially the case 

for younger people (18-36 years). Images of the beach are closely followed by water’s life-sustaining 

properties, with respondents commonly mentioning water as a drink, a necessity and a requirement for life 

and good health. Also top of mind is cost, with references to expenses or bills associated with water. 
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8.2 Rating the importance of water related services and features 

When the residents were asked to rate the importance of water-related resources and lifestyle features on a five 

point scale (1-not important, 5-extremely important), the following results were obtained. 

 

Findings 

Respondents prioritise issues related to safety and sustainability when it comes to water, with top importance 

rating going to community wellbeing and environmental considerations. By comparison, water related resources 

or lifestyle features are less likely to receive a high importance. 

Safe and reliable drinking water is of high importance to Gold Coast residents (98 per cent rating it as very or 

extremely important). While there are no differences across age or gender on this factor, residents of the 

Western region of the Gold Coast are more likely than average to rate this issue as important. 

Having enough water to sustain them during drought is also perceived to be important among residents (98 

per cent rating it as very or extremely important). This issue appears to be more important to those living in the 

Northern region of the Gold Coast and less important to residents of the Central region. 

Safe and environmentally responsible sewage treatment is also rated as important (97 per cent rating this very 

or extremely important) with high ratings for this factor across all demographics. 

There is widespread belief among Gold Coast residents that the issue of having clean and healthy waterways 

and lakes for recreation is important (95 per cent rating it as very or extremely important). This is found to be 

particularly so among female residents or those who are aged 36 –55 years.  

Having healthy catchments and waterways that support fish habitat and other native species is an issue of 

importance for the majority of Gold Coast residents (94 per cent rating it as very or extremely important). People 

living in the Southern region are most likely to regard this issue as important, while residents over 55 years of 

age are less likely than the younger age groups to regard this issue as important. 
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Conclusion: 

Heightened awareness of and concern for environmental issues among younger generations in general may be 

a contributor to age-based differences on this issue. 

Being safe and secure during floods is also regarded by the vast majority as important (93 per cent rating it as 

very or extremely important). However, this issue is of particular concern among 18-35 year olds. Residents 

living in the Northern, Southern and Western regions regard the issue as important, whereas those living in the 

Central region are less likely to share this view. 

The local beach or waterway was considered very or extremely important by 91 per cent of responses. Similar 

views on this issue were shared across all demographic groups. 

On the issue of collaborating as a community towards the cause of sound water management practice, 73 per 

cent regard this issue to be very or extremely important. Females are more likely than males to regard this as 

important, while residents living in the Central region of the Gold Coast are less likely to perceive this as an 

important issue.
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Appendix A – Demographic results 

 

 Of 1791 ‘GC have your say’ survey responses, 829 were from females followed by 930 from males 

with four identifying as other. 

 28 respondents did not indicate their gender. 

 

 Of the 1791 responses, 1602 (89.44 per cent) responses were from the Gold Coast.  

 The most were received from those were from central Gold Coast suburbs with 666 (37.19 per cent), 

followed by the north with 438 (24.46 per cent) responses, then the south with 348 (19.43 per cent) 

and west with 150 (8.38 per cent). 

 There were 58 responses (3.24 per cent) from other QLD suburbs and 11 (0.61 per cent) from 

Northern NSW suburbs.  
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 There were 11 (0.61 per cent) responses from other interstate locations (including other parts of NSW 

and Victoria), as well as internationally (including New Zealand). 

 109 respondents (6.09 per cent) opted not to indicate their suburb. 

 The South had the highest response rate to this survey as a per cent of the local area population with 

0.39 per cent. 

Area Population 
% of total GC 
population 

Online survey 
responses* 

Online survey responses as 
% of area population 

North 183,237 30.9% 438 0.24% 

Central 260,867 44.0% 666 0.26% 

South 88,184 14.9% 348 0.39% 

West 60,042 10.1% 150 0.25% 

Total GC Population 592,330 100.0% 1602  

*Unknown, NSW, QLD and other not counted 

 

 

 The suburb with the most responses was Southport with 93 representing 5.19 per cent. This was 
followed by Robina and Palm Beach both with 78 representing 4.36 per cent. 
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All suburb responses 

Suburb 
Survey 

Responses 
Council 

Division/s 
 

Category 

Alberton 1 1 North 

Arundel 19 2,4 North 

Arundel Hills 1 2,4 North 

Ashmore 35 6,7,8 Central 

Benowa 18 7,8,10 Central 

Benowa Waters 6 7,8,10 Central 

Biggera Waters 28 3,4 North 

Bilinga 10 14 South 

Bonogin 15 9 West 

Broadbeach 17 10 Central 

Broadbeach Waters 19 10 Central 

Bundall 17 7,10 Central 

Burleigh Heads 64 12,13 South 

Burleigh Waters 43 11,12 Central 

Carrara 24 8 Central 

Cedar Creek 1 1 North 

Chevron Island 10 7 Central 

Chirn Park 5 6 Central 

Clagiraba 3 5 West 

Clear Island Waters 10 8 Central 

Coolangatta 18 14 South 

Coombabah 26 3,4 North 

Coomera 30 2,3 North 

Coomera Waters 4 2,3 North 

Currumbin 28 14 South 

Currumbin Valley 7 14 South 

Elanora 37 13,14 South 

Gaven 4 5 West 

Gilston 11 5,6 West 

Guanaba 2 5 West 

Helensvale 39 2 North 

Highland Park 16 5,9 West 

Hollywell 20 3 North 

Hope Island 16 3 North 

Isle of Capri 3 7 Central 

Jacobs Well 4 1 North 

Kingsholme 1 1 North 

Kirra 5 14 South 

Labrador 67 4,6 North 

Lower Beechmont 5 9 West 

Main Beach 26 7 Central 

Maudsland 13 5 West 

Mermaid Beach 21 10,12 Central 

Mermaid Waters 45 10,12 Central 
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Suburb 
Survey 

Responses 
Council 

Division/s 
Category 

Merrimac 10 8 Central 

Miami 23 12 South 

Molendinar 12 6 Central 

Monterey Keys 3 2 North 

Mount Nathan 2 5 West 

Mudgeeraba 32 9 West 

Nerang 43 5,8 Central 

Nobby Beach 1 12 South 

Ormeau 21 1 North 

Ormeau Hills 8 1 North 

Oxenford 28 2 North 

Pacific Pines 20 5 West 

Palm Beach 78 13 South 

Paradise Point 15 3 North 

Paradise Waters 3 7 Central 

Parkwood 21 6 Central 

Pimpama 17 1,3 North 

Reedy Creek 11 13 South 

Robina 78 11 Central 

Runaway Bay 38 3,4 North 

Sanctuary Cove 1 3 North 

Sorrento 5 10 Central 

Southport 93 4,6,7 Central 

Southport Park 1 4,6,7 Central 

Springbrook 4 9 West 

Surfers Paradise 60 7,10 Central 

Tallai 9 9 West 

Tallebudgera 9 14 South 

Tallebudgera Valley 8 13,14 South 

Tugun 26 14 South 

Upper Coomera 41 1,2 North 

Varsity Lakes 41 11 Central 

Willow Vale 5 1 North 

Wongawallan 2 1,5 West 

Woongoolba 1 1 North 

Worongary 12 9 West 

Yatala 3 1 North 
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Appendix B – Supporting data 

Additional information was collected from a separate engagement focusing on the youth perceptions. Findings 

from this engagement may be used to complement and inform outcomes resulting from the Draft Water Strategy 

engagement.  

A total of 74 Junior Council members responded to the question: ‘When you think about water and your life 

experiences with water, what words, images or memories come to mind?’. Below is a summary of the results. 

 

 

  



 

 

DRAFT BIOSECURITY PLAN ENGAGEMENT AND MARKETING REPORT Page 24 of 24 

  


