
 

 

 

 

 

 

 

 

A NSW Premier Priority is to create world-

class services by improving the customer 

experience and make it easier to transact 

with government.  

Between 2014 to 2017 the NSW Government funded a 
$1BN project to replace RMS and Fair Trading over the 
counter agencies, with brand new Service NSW one-stop-
shop service centres. Today, customers benefit from 
completing hundreds of government transactions in store, 
or thousands more online. 

The program was successfully delivered on time and 

budget, with no risk to brand, reputation or stakeholders. 

 

Project scope   
 
 

 

• Developed strategy and plan to prepare and deliver a 

multi- stakeholder, staff and customer campaign for each 

Local Government Area (LGA), to ensure business 

continuity for the rollout of more than 100 points of 

presence. Reduce risk and issues associated with any 

loss of service and build the new Service NSW brand. 

• Impacted stakeholders: State-wide LGA councils, 

customers, businesses, driving schools, universities, 

community organisations and forums, emergency 

services, local and federal MPs, Ministers, Premier, 

impacted agency staff.

 

 

 

 

 

 

 

 
 
Benefits 

 
 
 

The bespoke and proactive phased approach to local community 
engagement was pivotal. The team achieved open and 
transparent campaign delivery with ‘informed’ key stakeholders, 
by working with councils, local community groups and customers. 
Building relationships set the stage in helping minimise and 
mitigate identified risks. 

Innovation 
 

 

An important success factor and innovation to the campaign, was 
the introduction of wayfinding officers, who were stationed at 
closed agencies. They either redirected customers in person to 
the new service centre location, or they completed a digital 
transaction on the spot. Human interaction was key, as ‘first time 
Service NSW customers’ were provided with friendly and 
supportive customer services. 

Key metrics 

 

The team worked across 150 locations. 
Service Centres 57 

Driving Hubs (Silverwater & Hurstville) 2 

Digital Stores (Open and extraction) 15 

Mergers (26 Registries, 4 Fair Trading, 4 Maritime) 35 

Store-in-Store (Council Agency Counters) 31 

Temporary sites 10 

700 feedback items (phone, social media, correspondence).  

 Spend Communications 

2014-2015 $368,881.05 3,070,800 

2015-2016 $858,483.88 6,041,183 

2016-2017 $383,828.73 2,247,692 

Total $1,611,193.70 11,359,675 
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Stakeholder engagement 
 

The team achieved open and transparent campaign 

delivery with ‘informed and involved’ key stakeholders, by 

working with councils, local community groups, 

businesses, driving schools, and customers.  

Face-to-face engagement with key stakeholders reinforced 

the campaign sentiment, ‘Customer at the Heart’.  

Working with more than 120 councils throughout NSW, the 

team established genuine relationships, which provided 

open channel communications. This meant Service NSW 

communications were distributed in partnership with 

existing communications, e.g. council notices, water rates, 

local events, school newsletters, etc. 

Channels 
 

Over 20 existing and new communication channels were 

established, including: 

• EDM (customer 
email)  

• Websites (Gov 
Agency) 

• Targeted social 
media 

• Radio advertising 

• Media releases 

• Events – VIP opening 

• Events – community 

• Events – business  

• Advertising (local 
news) 

• Letterbox drops/flyers 

• Wayfinding teams 

• Posters and signage  

• Digital Video 
(YouTube) 

• Customer letters 
(RMS) 

• Customer letter 
(Council) 

• Customer newsletters 

• Outdoor adverting  

• Social media (paid) 

• Government seminars 

• Business chamber 

 

 

 

 

 

 

 

 

Methodology  
 

The campaign was delivered with up to ten resources and 

a graphic design studio, and the team worked in unison, 

managing multiple campaigns and stakeholders in 

parallel, across NSW.  

Using a Lift, Build and Engage approach, each service 

centre location had its own plan on a page, which identified 

demographics (Lift) and supported the development of 

tailored and multi-lingual campaign collateral (Build). The 

outcome was authenticity with audiences and 

communities (Engage), which supported the delivery of 

timely and relevant messages. 

Pre-approved campaign messages and templates 

supported the rapid deployment of communications, for 

over 100 points of Service NSW presence.  

11 million contacts achieved, using three staged 

communication waves: Agency Closing, Service NSW 

Coming and Service NSW Now Open. 
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