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1. Executive summary 
The City of Gold Coast (City) conducted a GC Have Your Say survey to seek community feedback to inform an 
overarching Framework and future neighbourhood planning activities.  

The engagement period ran from 1 to 21 June 2021. 

This report provides a summary of the engagement, marketing and communication activities undertaken and the 
feedback received. 

Key findings 

A total of 1826 survey responses were received: 

• 58% of respondents identified as living in the corridor (selected Burleigh, Burleigh BC, Burleigh Heads, 
Burleigh Waters, Mermaid Beach, Mermaid Waters or Miami in the suburb field). 

• Respondents value the quality of parks, recreational facilities, and the foreshore of the Station 
Neighbourhoods. 

• ‘Coastal character and lifestyle attributes’ was ranked the most important local value. 
• The top three improvements respondents wanted to see within the Station Neighbourhoods over the 

next 5-10 years are ‘Prioritisation of the natural environment’, ‘Better parks and open green space’, and 
‘Improvements to walking and cycling connections’. 

• ‘Protection of the City’s valued natural and environmentally significant areas by concentrating growth in 
already established urban areas’ was identified as the top opportunity essential in the planning for 
growth in the Station Neighbourhoods. 

• Thinking about future development, ‘Development that complements local character elements’ should 
be prioritised. 

• The top two locations that have the best opportunity for additional housing choices to support growth 
was ‘Close to shops and services in neighbourhood centres’ and ‘Along high frequency public transport 
routes’. 

• Over three quarters of survey respondents support the four proposed Station Neighbourhoods for more 
detailed concept planning. 

• The top City led project/initiative that should be prioritised for Station Neighbourhoods was ‘Better 
pedestrian and cycle connections through neighbourhoods (upgrades and widening of footpaths, 
improved lighting, more mid-block laneways)’. 

• ‘Tourism, restaurants, entertainment, etc.’ was identified as the best option to improve employment 
opportunities within the Station Neighbourhoods. 

• Over the next 5-10 years the leading role for local industrial areas was to ‘Support emerging small 
businesses, such as local production, co-working and start-up companies’. 

GC have your say project analytics 

• 6056 aware participants – visited at least one page on the site. 

• 3219 informed participants – visited multiple pages, viewed images and contributed. 

• 1829 engaged participants – responded to the survey, placed a pin on the map and asked a question. 
Of these engaged participants 969 were City Panel members. 

• 144 new GC have your say registrations. 

• 10 email submissions were received in the GC have your say mailbox. 

• The Draft Neighbourhood Framework document was downloaded 1451 times by 1304 visitors. 

Report considerations 

The responses to this survey provide an indication of community views among residents and visitors of the 
Broadbeach to Burleigh Heads corridor and greater Gold Coast community. They are not a randomly selected 
representative sample. 
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This survey was incentivised with a $500 EFTPOS gift voucher. The winner was identified (using the random 
number generator tool random.org/), contacted and sent their prize via registered post.  

2. Community engagement design 

Background 

Investment and expansion of the Gold Coast’s public transport network has the potential to offer significant 
urban renewal benefits.  

The City is preparing the Neighbourhood Framework (Framework) Broadbeach to Burleigh Heads Corridor to 
guide future planning activities associated with the Gold Coast Light Rail Stage 3 (GCLRS3) stations. 

The Framework and survey results will guide neighbourhood land use planning activities to inform future 
changes to the Gold Coast City Plan (City Plan) for the corridor and other improvement opportunities. 

https://gchaveyoursay.com.au/68100/widgets/336946/documents/202295  

Engagement objectives 

The community engagement objectives of Phase 1 of this project were: 

• to gain feedback on the community’s values and priorities that will help inform and guide the direction 
of the Neighbourhood Framework and future land use planning activities 

• to improve transparency by enabling the community to have a say early in the planning  

Level of engagement achieved 

The community engagement has been structured with reference to the International Association of Public 
Participation (IAP2). Goals of this project align to the consult level of participation on the IAP2 spectrum. 

 

Timing 

Online engagement for community participation ran from Tuesday 1 to Monday 21 June 2021. 

  

https://www.random.org/
https://gchaveyoursay.com.au/68100/widgets/336946/documents/202295
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3. Community engagement plan evaluation 

Engagement methods 

Survey 
A survey was conducted to obtain feedback on the community’s values and priorities to help inform and guide 
the direction of the Draft Neighbourhood Framework. Both closed and open-ended questions were used to 
gather quantitative and qualitative data. Question types used for closed-ended questions included checkboxes 
(with capped number of selections), ranking and radio buttons. Free-text fields were used to capture qualitative 
data in questions ten and fourteen. 

Interactive map 
The community was invited to share what their big idea is and what they love about their neighbourhood by 
placing a pin on the interactive map. An overlay of the corridor was applied to the map to ensure pins placed 
were relevant to the Station Neighbourhoods being explored in the Neighbourhood Framework. 

Q&A 
A Q&A tool was included on the project page to provide the community the opportunity to ask additional 
questions in relation to the Neighbourhood Framework. Answers provided were public to other visitors to the 
page to create transparency and sharing of information. 

Pop-up display 
A pop-up display was used to encourage conversation and survey participation amongst individuals who lived in 
or frequented the Station Neighbourhood corridor area. A marquee was set up and manned with members from 
the project team at BSKT Café (9am to 12pm) and the North Burleigh Surf Club (1pm to 4pm) on Wednesday 
16 June 2021. A suite of collateral was available and provided to community members who visited the pop-up 
display. A free coffee voucher was used to encourage community engagement and 52 community member 
engagements were recorded.  

Target audience 

Primary 

• Local residents – Broadbeach to Burleigh Heads corridor 
• Local business owners - Broadbeach to Burleigh Heads corridor 
• Local property owners - Broadbeach to Burleigh Heads corridor 
• Local workers - Broadbeach to Burleigh Heads corridor 

Secondary 

• Broader Gold Coast community 
• Planning and development industry 
• Other relevant community and stakeholder groups 

Marketing and communication 

A marketing and communication plan was delivered to support and promote the engagement. Communication 
objectives included: 

• increasing awareness of the project 
• educating the community about the project and future benefits to the community  
• encouraging participation and drive survey completions.  
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Marketing activities included: 
 

• City Panel direct email – 20,326 emails were successfully delivered to registered City Panel members 
on Tuesday 1 June. 8378 (37%) of emails were opened and 1813 (8%) clicked on the survey link. 

 
• Planning and Development Alert direct email – 1286 emails were distributed directly to unique 

subscribers on 1 June inviting them to participate in the survey. Of 483 unique opens, 123 (25.47%) 
clicked on the survey URL. 

 
 

• Gold Coast Weekly newsletter – The e-newsletter sent on 4 June achieved a reach of 4969. The 
Neighbourhood Framework link received 117 total clicks and was the most clicked article in that edition 
of the Gold Coast Weekly. 
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• Direct mail – A total of 16,263 letters were sent. 9000 letters were delivered via GPS mass letter box 

drop to corridor addresses, reaching renters, business owners and corridor residents. 7263 letters were 

sent via Australia Post to property owners who owned property within the corridor but did not reside 

there. Letters included information about the Neighbourhood Framework and encourage survey 

participation and were accompanied by a project factsheet. 

Letter copy:  

 



 

 

   

Neighbourhood Framework engagement and marketing report Page 8 of 52 

 

A4 double sided factsheet sent with letters 

  
• On-ground pop-up display – 52 community members were engaged via the pop-up display.  

 
 

• Outdoor advertising – An outdoor advertisement campaign ran throughout the engagement period 

and achieved a reach of 253,000. Advertisement included suburb specific and generic bus shelter 

advertisements throughout the corridor and city, along with a billboard advertisement in Mermaid Beach 

promoting the survey. QR codes were included to provide community members easy access to the 

survey. 
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Bus shelter creative: 

 
 

• Organic and paid social media posts – 110,890 people were reached through organic and paid social 

media activity (250,344 impressions). The paid campaign incorporated geotargeted posts (targeting 

those in the corridor) and city-wide posts. Social media facilitated 33,676 post engagements and 5425 

link clicks through to the survey on GC have your say. To encourage survey participation several posts 

included reference to the $500 EFTPOS card prize.  
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Social slideshow montage promoting neighbourhood planning: 

 
 

• Media coverage highlights – The Gold Coast Bulletin discussed the Neighbourhood Framework and 

survey during the engagement period across two published articles, leading to a total reach of 55,128. 
Sentiment was positive about the project and opportunity for the community to provide feedback.   
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4. Engagement results 

Survey results 

Important to note that the Gold Coast Light Rail is a Queensland Government project that is separate to the 
City’s Neighbourhood Framework. The Framework is not able to influence the construction of Light Rail. 
Therefore, any comment directly relating to the Light Rail project, and not to the Neighbourhood Framework, 
has been deemed as not relevant for this engagement. It should be noted, these comments will be passed on 
directly to the Light Rail project team for their consideration. 

The full list of survey questions can be viewed in Appendix A. 

1. What best describes your interest in these Station Neighbourhoods? 

The first question of the Neighbourhood Framework survey recognised what best describes respondents’ 
interest in the Station Neighbourhoods. Multiple selections were allowed. 

58 per cent (1059) of respondents identified as living in the area while 30.18% (606) indicated they owned a 
property in the area. 11.39% (208) of respondents work in the area and 5.70% (104) own a business in the 
area. Close to a third of respondents visit the area. 
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2. What makes these neighbourhoods a special place to you? Select your top three (3). 

Respondents were asked to select the top three things that made the Station Neighbourhoods a special place to 
them in question two. Up to three options could be selected. Seven participants skipped this question. 

‘Quality of parks, recreational facilities, and the foreshore’ was the top response with almost three quarters 
(74.64%) of respondents selecting this in their top three. This was followed by ‘Environmental qualities such as 
national parks, conservation areas, waterways, beaches and landscape features’ at 58.6% (1070) and ‘Easy to 
get around (cycle, walk, public transport, drive, etc.)’ at 49.56% (905). 

‘Education opportunities’ had the lowest number of responses at 0.77% (14), followed by ‘Employment 
opportunities’ and ‘Housing options for people at all life stages’. 
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3. Please rank the local values that are most important to you and should be recognised and celebrated 
as these neighbourhoods continue to grow (1 being the most important and 7 being the least 
important). 

In question three, respondents were asked to rank seven local values in order of importance. 17 participants 
skipped this question. 

Based on the average ranking, the local values in order of importance are: 

1. Coastal character and lifestyle attributes 
2. Iconic landscape features (national parks, heritage elements) 
3. Public outdoor spaces along the coastline 
4. Strong sense of community 
5. Change in built form scale from Broadbeach and Surfers Paradise 
6. Diverse business offerings including a strong local presence 
7. Diverse range of housing options 

 

4. Looking forward 5-10 years, what three (3) improvements would you like to see the most within 
these Station Neighbourhoods? 

Respondents were asked to select what three improvements they would like to see the most within the Station 
Neighbourhoods across the next 5-10 years. Up to three selections could be made. Six participants skipped this 
question. 

The improvement that saw the highest level of response was ‘Prioritisation of the natural environment’ at 
63.96% (1168). ‘Better parks and open green spaces’ came in second at 61.5% (1123) followed by 
‘Improvements to walking and cycling connections’ at 51.2% (935). 

‘Access to services, jobs and education’, ‘Greater variety in housing choice in suitable locations’ and 
‘Opportunities for more creative spaces and events for the community’ were the improvements that saw the 
lowest number of selections. 
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5. Which three (3) opportunities do you feel are essential in planning for growth in these Station 
Neighbourhoods? 

Question five explored which three opportunities respondents felt were essential in planning for growth in the 
Station Neighbourhoods. This question allowed up to three selections. Ten participants skipped this question. 

Selected by over half (56.02%) of respondents, ‘Development is responsive to the neighbourhood character and 
is designed to respond to location and climate’ was the leading opportunity in planning for growth. ‘Protection of 
the City’s valued natural and environmentally significant areas by concentrating growth in already established 
urban areas’ saw the second highest number of responses followed by ‘Limited opportunity for new high-rise 
buildings (a building exceeding 32 metres above ground level)’. 

The three opportunities that saw the lowest number of responses were ‘Improve flood prevention measures 
(such as the design of buildings)’, ‘Greater housing choice and affordability (variety in type and size)’, and ‘More 
opportunities for ‘middle’ sized buildings (16m or less)’. 
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6. Thinking about future development, which three (3) elements should be prioritised? 

Respondents were asked to select which three elements should be prioritised for future development in 
question six. Up to three selections were allowed. Nine did not answer. 

‘Development that complements local character elements’ was the top element to be prioritised for future 
development with 47.86% (874) of respondents selecting this option. ‘Innovative car parking solutions’ came in 
second at 39.92% (729) followed by ‘Separation between neighbouring buildings’ at 38.50% (703). 

‘Private open space’ and ‘Housing options for different life stages’ were the elements that saw the lowest 
number of responses. 

 

6.1 Other 

Comments received in ‘Other’ were grouped into common themes. Multiple themes were allowed providing 
respondents did not exceed three selections in total. 

‘Building heights’ was the most reoccurring theme. This was followed by Light Rail (which was out of scope for 
the Neighbourhood Framework) and over-development. Other themes included density, footpaths/crossings, 
development applications, traffic management, cycle routes/infrastructure, public amenities, environmental 
protection, green space, public transport, community engagement, housing affordability, infrastructure capacity, 
safety and crime and housing choice. Four comments were not relevant and an additional was unclear. 
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7. Which two (2) locations do you think have the best opportunity for additional housing choices to 
support future growth that fits the existing neighbourhoods? 

Locations that provide the best opportunity for additional housing choices to support future growth that fit the 
existing neighbourhoods was explored in question seven. Respondents were asked to select two, however a 
single selection could be made. 51 chose not to answer this question. 

The top two locations included ‘Along high frequency public transport routes’ which accounted for 43.04% (786) 
of respondents and ‘Close to shops and services in neighbourhood centres’ at 41.73% (762). ‘Near parks and 
open space areas’ was the least preferred location. 
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8. Do you agree with the proposed first set of Station Neighbourhoods for more detailed concept 
planning? 
Nobby Beach Station, Miami North Station, Christine Avenue Station and Second Avenue Burleigh 
Station 

Question eight identified if respondents agreed with the proposed first set of Station Neighbourhoods for more 
detailed planning. 15 participants chose not to respond. 

Over three quarters of respondents agreed with the first four Station Neighbourhoods which included Nobby 
Beach Station, Miami North Station, Christine Avenue Station and Second Avenue Burleigh Station. 22.62% 
(413) responded no, they did not agree. 
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9. If not, what do you consider to be the most appropriate order to sequence growth responsibly in 
the corridor (select in order of preference, 1 being first, 8 being last)? 

Question nine was shown only to those who answered ‘no’ to question eight and asked respondents to rank in 
order of preference the most appropriate order of stations. It should be noted not all stations had to be 
sequenced. 117 did not select any station to sequence.  

Based on the average ranking, the order of stations is: 

1. Mermaid Beach Station 
2. Mermaid Beach South Station 
3. Nobby Beach Station 
4. Christine Avenue Station 
5. Miami North Station 
6. Miami Station 
7. Burleigh Heads Station 
8. Second Avenue Burleigh Station 

 

10. Why did you choose this order? 

Question ten was also shown to those that selected ‘no’ in question eight. It explored respondents’ reasoning for 
the sequence they provided in question nine. 

337 comments were received, 121 of which were relevant to the question asked. Comments were grouped into 
common themes, with multiple themes allowed. ‘Most development already here/preserve other areas’ and 
‘Retain existing form/no more development at these stations’ were the top two themes. 

Comments that were considered not relevant included topics around anti Light Rail, station location/numbers, 
alternative options to Light Rail, route alignment, Stage 4 Light Rail, Light Rail cost, protect businesses from 
impact, associated infrastructure and on-street car parking. The high number of responses considered not 
relevant may indicate a misunderstanding of the question by respondents. The question was focused on town 
planning of the corridor and not the planning of the Light Rail infrastructure/route/stops.  
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11. What kind of City led projects and initiatives should be prioritised in these neighbourhoods? 
Please select two (2). 

Question eleven investigated what City led projects and initiatives should be prioritised in the Station 
Neighbourhoods. Up to two selections were allowed. 12 chose not to respond. 

‘Better pedestrian and cycle connections through neighbourhoods (upgrades and widening of footpaths, 
improved lighting, more mid-block laneways)’ was the most popular response, selected by over 60 per cent of 
respondents. This was followed by ‘Improved parks and recreational areas’ at 39.38% (719). ‘Upgrades to 
public facilities (libraries, community centres)’ was the least favoured City led project/initiative, accounting for 
12.87% (235) of respondents. 

 

11.1 Other 

154 ‘Other’ comments were received and were categorised into common themes.  

‘Parking’ was the most reoccurring theme, accounting for over a quarter (27.92%) of other responses. 
Comments relating to parking predominately included the request for more parking, and free or low-cost parking 
options. This was followed by ‘Traffic management/congestion’ at 15.58% (24), ‘Light Rail project related’ at 
10.39% (16) and supplementary comments at 8.44% (13). 

Other themes referenced throughout comments included building heights, character, environmental protection 
and initiatives, over-development, safety and crime, additional public facilities, community engagement, 
affordable housing, density and Local Law review. Two comments were not relevant, one was for all the options 
provided and one comment received was unclear. 
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12. What three (3) things do you think would improve employment opportunities within these 
Station Neighbourhoods over the next 5-10 years? 

Respondents were asked to select what three things would improve employment opportunities within the Station 
Neighbourhoods over the next 5-10 years in question twelve. Up to three selections were allowed. 52 skipped 
this question. 

‘Tourism, restaurants, entertainment etc.’ was the leading opportunity with 41.95% (766) of all survey 
respondents selecting this option. ‘Variety of commercial business types in centres and neighbourhood centres’ 
was the second most popular at 37.73% (689) and ‘Mixed-use developments (residential and employment mix) 
in suitable locations’ third at 36.2% (661). 

Opportunities that saw the lowest level of support were ‘Production based businesses’, ‘Business incubators 
(such as co-working spaces)’, and ‘Better connections for businesses via light rail’. 

 

12.1 Other 

Comments received in ‘Other’ were grouped into common themes. Multiple themes were allowed providing 
respondents did not exceed three selections in total. 

Close to 70 per cent of comments received were not relevant to the question asked. Alongside Light Rail, ‘Not 
relevant’ comments comprised of parking, CCTV, police presence, green spaces, pedestrian crossings and 
traffic management. 

Other themes referenced included ‘Business/employment support, or opportunities in specific sectors’, ‘Do not 
need more employment opportunities’, ‘Opportunities in keeping with character of areas’, ‘Work from home 
facilities’, ‘Retain as residential/accommodation area’, ‘None of the above’, ‘Seek government service 
provision/jobs’, ‘Support/expand local business’, ‘Digital infrastructure’ and ‘Flexibility in use/space provision’. 
Three comments received were unclear and two were supplementary to a selection already made. 
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13. What do you see as the role for local industrial areas over the next 5-10 years? Please select 
two (2). 

The role for local industrial areas over the next 5-10 years was explored in question thirteen. Respondents could 
select up to two answers. 36 participants skipped this question. 

‘Support emerging small businesses, such as local production, co-working and start-up companies’ was the 
leading role and was selected by over 60 per cent of survey respondents. This was closely followed by 
‘Continue to service the local community by retaining the mix of traditional low impact industry and service uses’ 
at 58.43% (1067). The role that saw the lowest selection was ‘Allow uses that support innovation and 
knowledge industries with opportunities for office uses’. 

 

13.1 Other 

Comments received in the ‘Other’ field were categorised into common themes.  

Of the 59 comments received, ‘Transition from industrial to other, or cleaner industries’ was the most 
reoccurring theme. It should be noted that many respondents used this field to provide comments that were not 
relevant to the question asked and included Light Rail, pedestrian and road connections, working from home, 
parking and building heights. Six comments received were supplementary to an answer they had selected, one 
was unclear. 
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14. Do you have any other comments on planning for the Broadbeach to Burleigh Heads Station 
Neighbourhoods that you would like to add? 

Question fourteen invited respondents to share any other comments they had on planning for the Broadbeach to 
Burleigh Heads Station Neighbourhoods. Comments were categorised into common themes with multiple 
themes allowed. 

Across the 940 comments received, the most prominent theme was ‘Built form and design issues’, accounting 
for around 20 per cent of respondents. ‘Light Rail project related’ was the second most referenced theme, 
however, was not relevant to the survey.  

Other themes included parking, transport and traffic, land use issues, future development, pedestrian walkways, 
community engagement, open spaces, safety and crime, strategic planning issues, cycle routes/infrastructure, 
development applications/approvals, community facilities and amenities, economic development, signage, 
electricity/services grounding and digital infrastructure. 16 comments were supportive of the Neighbourhood 
Framework, 38 received were unclear and 36 chose not to provide additional comments. 
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15. What gender do you identify as? 

Question fifteen explored what gender respondents identified as. 39 chose not to respond. 

Of the 1826 respondents, 50.33% were male and 46.99% female. Ten identified as other. 

 

16. Please indicate your age bracket. 

Respondents were asked to select what age bracket they belonged to in question sixteen. 25 did not provide a 
response. 

The 55-64 age group saw the highest representation, accounting for a quarter (24.97%) of respondents. This 
was followed by the 45-54 and 65+ age groups which both saw 427. It should be noted that the 65+ age group 
covered a greater range of ages compared to all other groupings.  
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17. What suburb do you live in? 

Question seventeen asked respondents what suburb they lived in. This question was mandatory. 

The top ten suburbs by number of respondents are Burleigh Heads, Mermaid Beach, Miami, Burleigh Waters, 
Palm Beach, Mermaid Waters, Nobby Beach, Surfers Paradise, Broadbeach and Broadbeach Waters. 

Half (50.66%) of respondents identified as living in the Station Neighbourhood corridor, selecting Burleigh, 
Burleigh BC, Burleigh Heads, Burleigh Waters, Mermaid Beach, Mermaid Waters or Miami from the suburb 
field. 
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18. How did you hear about this survey? 

Respondents were asked how they heard about the survey in question eighteen.  

Almost half of respondents heard about the survey via email. Direct mail was the second biggest contributor to 
survey responses at 31.38% (573) followed by social media at 14.90% (272). 

 

18.1 Other 

32 respondents identified they heard about the survey from source that wasn’t listed in the selection. Sources 
included newspaper, word of mouth, community group, pop-up and radio. A number of responses included 
sources that were already provided as an option. Four comments received were not relevant. 
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19. Would you like to be kept informed of outcomes and be notified of future community 
engagement opportunities relating to this project? 

Respondents were asked if they would like to be kept informed of outcomes and be notified of future community 
engagement opportunities in relation to the Neighbourhood Framework project. 32 participants chose not to 
respond. 

Over four fifths (84.67%) indicated yes they would like to be kept informed where as 13.58% (248) said no. 

 

20. Would you be interested in being a part of a Community Reference Group? 

Question twenty was only shown to those who selected yes in question nineteen and explored whether 
respondents would be interested in being part of a Community Reference Group.  

Of the 1523 that responded to the question, just over half expressed an interest in being part of a Community 
Reference Group.  
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Q&A results 

The community had the opportunity to ask a question about the Neighbourhood Framework through the Q&A 
tool. 62 people visited the tool during the engagement period, with seven contributing with a question. Of the 
questions asked, only two were in direct relation to the Neighbourhood Framework while four questions centred 
on the Light Rail and one on City planning. 

Questions submitted and answers provided by the project team can be viewed in Appendix B. 

Interactive map results 

The interactive map included on the Neighbourhood Framework project page invited members of the community 
to share their big idea or what they love about the Station Neighbourhoods. An overlay of the Station 
Neighbourhood corridor was applied to ensure pins placed fell inside the corridor in which the project is focused 
on.  

74 contributions were received, 23 ‘I love…’ and 51 ‘My big idea is…’.  Contributions were categorised into 
common themes, with multiple themes allowed, and linked to a location. 

I love – map contributions 
The top three themes for ‘I love…’ pins were community atmosphere/character, trees and vegetation and views. 
Other themes included beaches, open space, shopping and dining, station location, community facilities, 
Indigenous cultural heritage, and opportunities for renewal. 
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My big idea is – map contributions 
The top three themes for ‘My big ideas is…’ pins were footpaths/oceanway, building heights, and environmental 
protection and vegetation. Other themes included Light Rail project related, open spaces, roads, cycle 
infrastructure, maintain as is, community facilities, crime and safety, density, parking, pedestrianisation, 
community engagement, heritage buildings, housing availability/choice, and opportunities for 
renewal/development. 
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Appendix A – Neighbourhood Framework survey 
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