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Acknowledgement 
of Country 

Georges River Council acknowledges the Bidjigal 
people of the Eora Nation as the Traditional Custodians 
of all lands, waters and sky in the Georges River area.

Council recognises Aboriginal and Torres Strait  
Islander peoples as an integral part of the Georges 
River community and values their social and  
cultural contributions.

We pay our respect to Elders past and present and extend 
that respect to all Aboriginal and Torres Strait Islander 
peoples who live, work and meet on these lands.

Council acknowledges the importance of self-determination, 
meaning that Aboriginal and Torres Strait Islander 
peoples hold the knowledge and expertise about what is 
best for themselves, their families and their communities, 
and have the right to freely pursue their economic, social 
and cultural development.

Council plays a role in healing and building positive 
relationships between Council and Aboriginal and Torres 
Strait Islander communities, as well as educating the 
broader community about the significance of Aboriginal 
and Torres Strait Islander languages, cultures and history. 
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Welcome from  
Georges River Council 
Georges River Council offers services to 160,000 of our residents, businesses, and 
visitors each year. The combination of population growth, business growth, new 
services and expansion of existing services have all contributed to increases in 
customer demand.

Customer experience is much broader than customer service. It is the result of a 
relationship with a customer during all points of contact, from their first awareness of 
needing to achieve a task to their final thoughts and feelings about how we met their 
needs. It encompasses the customer’s feelings and their perception of the whole journey, 
whether we have met their expectations and the impression we have left on them.

With customer expectations evolving, our customers not only expect quality service 
-  they also want it faster and available through more channels. Customers want to 
be proactively advised of problems and receive tailored communications. We are 
operating in an ever changing environment and need to embrace opportunities and 
adapt to the challenges of today. We need to ensure our organisation is adaptable and 
resilient. In our digital society, we can better understand our customers, be clear about 
our customer commitments and implement technology to enable customers to conduct 
business with us anytime and anywhere.

We are working hard to deliver on these expectations and to achieve our vision of a 
leading, people-focused organisation delivering outstanding results for our community 
and city. This strategy outlines three key customer experience focus areas: Enhanced 
Technology, Ease and Access, and Customer-Centric Culture. By focusing on these 
focus areas, the projects and actions within this strategy will support the delivery of our 
community’s aspirations outlined in Council’s Community Strategic Plan.

We look forward to implementing this strategy across our organisation and the benefits 
it will bring to our community.

Nick Katris  
Mayor    

    
    
David Tuxford  
Acting General Manager
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On 3 July 2017, Georges River Council adopted its 
first customer experience strategy. Since coming 
into effect five years ago, it has been timely 
to re-evaluate Council’s customer experience 
by developing a new strategy that ensures 
customers’ evolving needs are being met. 

The Customer Experience Strategy 2022-27  
(this Strategy) has been developed through a 
combination of activities including stakeholder 
engagement with our customers including residents, 
community organisations and local business. 

In light of the feedback received and analysis 
undertaken, strategic objectives have been designed 
around the following three ‘focus areas’. 

About this
strategy

Focus Area 1 
Improving processes with technology
With even greater computing power and innovation in 
technology now available since the development of 
the previous strategy, there remains an opportunity for 
Council to better leverage technology to improve the 
processes underpinning customer experience.  
As a result, Council will:

• Provide customers with fast, accurate and reliable 
online services

• Review and integrate technology systems
• Enhance ways that customers can provide feedback 

to Council.

Focus Area 2 
Providing access with ease
More sophisticated technology has, in turn, also  
re-shaped expectations that engaging with Council 
should be accessible and easy for all customers.  
As a result, Council will:

• Information and services are accessible to all
• Customer operational areas are welcoming, functional 

and accessible.

Focus Area 3 
Embedding a customer centric
While customers appear largely satisfied in their 
interactions with Council staff, evidence suggests that a 
“customer-centric culture” may not have yet permeated 
throughout corners of Council as an organisation.  
As a result, Council will:

• Cultivate a culture of exceptional customer 
experience, both internally (i.e. among staff) and 
externally (i.e. for all customers of Council)

• Shape the services provided by Council through data 
and customer feedback

• Build a culture of information sharing
• Empower and train all staff to deliver exceptional 

customer experience
• Build capacity of Council contractors.

The Action Plan details the 
actions Council will take 
to achieve these strategic 
objectives in practice over 
the five-year term of this 
Strategy.
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The Bidjigal people of the Eora Nation are the traditional custodians of all land and water within the Georges River 
Council local government area (LGA). Located in Sydney’s south 13km from the Sydney CBD and 6.6km from 
Sydney Airport, the Georges River Council LGA is a progressive, environmentally and culturally rich community.  
Our LGA is home to¹: 

About our local 
government area

58,430 
homes

45% 
residents who were  

born overseas

75% 
residents who identify with 
a faith or religion (the most 
prevalent being Western 

(Roman) Catholic, Anglican, 
Greek Orthodox, Hinduism 

and Buddhism)

54%
residents speak a language 

other than English

31%
20-39 year olds represent 
the largest age group of 

residents

152,703 

residents (expected to grow  
to 185,346 by 2036);

The Customer Experience Strategy 2022-27 (this Strategy) is focused on ensuring that Council’s customer 
experience effectively meets the evolving needs of the LGA’s diverse community.

¹ Australian Bureau of Statistics (2022), 2021 Census of Population and Housing.

5% 
residents who need daily 
assistance as they have  

a disability

0.7% 
Aboriginal and/or  

Torres Strait Islander
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Our services

Georges River Council provides a diverse array of 
important services for the community. While Council’s 
services vary widely, customers remain at the core of 
our services.  
 
The following infographic provides a snapshot of 
Council’s major services in 2020-21²:  

348,129  
visits to Georges River Libraries

408,357  
visits to the Hurstville Aquatic and 
Leisure Centre

923  
tree applications processed and 
327 trees planted

32,303  
tonnes of waste diverted from 
landfill

422  
development applications 
assessed

36,763  
people attended Council events

168,178  
people attended community 
centres and performance venues.

² Georges River Council (2021), Annual Report 2020/2021. 
Note: the COVID-19 pandemic and associated NSW 
Government Public Health Orders restricted the ability of some 
Council services to be delivered in-person (e.g. libraries) and 
therefore visitation numbers are less than previous financial 
years’.
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Our customers connect and interact with us in various 
ways including:

• visiting one our customer service centres, libraries, 
early learning services or Museum and Gallery;

• phone, email, webchat, in person or through Council’s 
own mobile application; 

• engaging with Council officers working around the LGA 
through service platforms such as the NSW Planning 
Portal;

• participating at Council meetings and forums; and
• participating in face-to face and online consultations 

including completing surveys on Council’s ‘Your Say’ 
engagement platform. 

In 2020-21, our customers engaged with Council across 
various channels:

76,283 
phone calls received

53,210 
items of correspondence actioned 
and completed.

1,967,254 
web page views

19,401 
service requests received

10,521 
after hours phone calls received

13,891 
face-to-face customers served

50,802  
visits to Council web page in a 
language other than English

Customer 
experience  
at Council
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Our customer 
experience 
journey
Our work to date 
On 3 July 2017, Council adopted the inaugural 
Customer Service Strategy (the previous strategy).  
Of the 33 actions identified in the previous strategy,  
28 have been either completed or embedded in ongoing 
service improvement. Key actions completed from the 
previous strategy include:

• adoption of the Customer Feedback and Complaints 
Management Policy (2020);

• introduction of ‘Happy or Not’ direct feedback kiosks 
in customer service centres, libraries and early 
learning services; 

• introduction of mystery shopping and customer 
surveys to evaluate customer satisfaction with the 
quality of service provided;

• investments in new technology including self-serve 
kiosks;

• introduction of Log It/Fix enabling customers to log 
service requests themselves via Council’s website; and

• improvements to customer response timeframes, 
including:

 » 89% of customer requests completed within 
agreed timeframes; 

 » 88% of correspondence responded to within  
14 days; and

 » 91% of complaints completed within agreed 
timeframes.

In 2020, Council partnered with Customer Service 
Benchmarking Australia (CSBA) to develop key 
performance indicators (KPIs) for Council’s customer 
experience. These KPIs were subsequently 
benchmarked against other local governments.

CSBA conducted 1304 quality assurance assessments 
across 17 Council departments to measure Council’s 
customer experience across the following KPIs (using a 
percentage score between 1%-100%):

• Success – The degree to which customers are able to 
accomplish their goals;

• Sentiment – How the experience and interaction 
makes the customer feel; and

• Ease – The effort customers have to expend to 
accomplish their goals.

Across 2019-20, Georges River Council scored: 80% 
for success; 71% for sentiment; and 47% for ease. This 
resulted in an average score of 64%; an increase from 
Council’s previous score of 53% in 2018-19.

This result positioned Georges River Council in the 
top five of the 44 local governments which had been 
benchmarked, meaning that within 12 months, Council 
had increased from being just below the median level, to 
being within the top five highest performers in customer 
experience.

However, this result also highlights the opportunity to 
improve customer experience even further, particularly 
in making the customer’s interface with Council easier. 

Purpose and strategic context  
Georges River Council is committed to providing our customers with easy, convenient, responsive and seamless 
service delivery that meets our customers’ needs. By engaging and listening to our customers, we are aiming to 
attain excellence in customer experience by: identifying evolving customer needs; embracing emerging trends using 
data; and innovatively refining our processes.

Under the Georges River Council’s Community Strategic Plan 2022-2032 (the CSP), Pillar 5 (Our place in Sydney) 
prescribes Goal 5.1 – “Leadership focuses on innovation and improving the customer experience” and Strategy 5.1.2 
“Provide positive experiences across all customer interactions for our community and visitors.” 

The Customer Experience Strategy 2022-27 (this Strategy) seeks to achieve and deliver these goals and actions 
from the CSP, while expanding on the commitments and actions established in our previous strategy. This Strategy 
also resonates with the new Council brand ‘Georges River Sydney‘s Connected Community’, in sharing key 
elements of our brand personality – welcoming, inclusive and diverse
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The Customer Experience Strategy 2022-27 (this 
Strategy) has been informed by a combination of 
activities including: 

• stakeholder engagement with our customers 
including residents, community organisations and 
local business;

• analysing trends within data metrics collected by 
Council related to customer experience; and

• a review of best practice and current trends in 
customer experience amongst other local 
governments and the private sector. 
 

Stakeholder engagement
The development of this Strategy has been driven by 
direct feedback and insight from our customers 
including residents, community organisations and local 
business. 

Stakeholder engagement focused on obtaining 
feedback about: Council’s customer experience to 
date; and areas for further improvement. Stakeholders 
were primarily engaged through both:

• an online survey with residents and staff; and

• workshops with community-based organisations and 
local businesses. 
 

Additional analysis
Other key inputs which informed the development of 
this Strategy included:

• workshops with other local governments;

• analysis of customer experience data including 
face-to-face interactions, phone calls, service 
requests, emails, complaints and customer surveys;

• benchmarking of Council’s performance in customer 
experience and examining best practice in customer 
experience across the local government and private 
sectors; and

• examining industry trends in customer experience, 
including opportunities associated with emerging 
technology and new customer service models.

Developing 
this Strategy 
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Evaluating  
our customer  
experience
What community members 
told us
An online survey was published on Council’s ‘Your Say’ 
webpage seeking feedback from community members 
about Council’s customer experience. The feedback 
from survey respondents indicated the following about 
Council’s customer experience:

• Email is preferred by most residents when 
receiving information: Majority of survey 
respondents expressed that they prefer to receive 
information by email (68%) compared to mail (4%) – 
see Figure 1; 

• Residents appreciate having options in how to 
communicate with Council: The preferred mode 
of communication was distributed relatively equally 
amongst respondents about how customers prefer to 
interact with Council, with 37% of survey respondents 
preferring email; 36% preferring phone; and 13% 
preferring face-to-face interaction – see Figure 2;

• Interactions with Council’s staff are largely 
positive: Survey responses indicate that Council’s 
staff are a strength – with 96% of survey respondents 
stating that staff are respectful, approachable and 
helpful either “sometimes” or “always”; and

• Information from Council is not always easy to 
understand: Only 28% of survey respondents stated 
that Council’s information is always understood.
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Evaluating  
our customer  
experience

Figure 1: Survey respondents by preferred mode of 
communication when interacting with Council

Figure 2: Survey respondents by preferred mode 
of communication when receiving information from 
Council

15%
Phone

3% 
Face to face

2% 
Webchat

68% 
Email 

8% 
Social media

4% 
Mail

36%
Phone

13% 
Face to face

8% 
Webchat

37% 
Email 

4% 
Social media

1% 
Mail

1% Other

Direct communication with subject-matter 
experts  

“ 
It is good when you can 

communicate directly with the 
person you need to speak to and 
not just the front desk.”

Website limitations 

“ 
The website is very difficult to 

navigate and there needs to be more 
information. Needs a lot of work.”

Active-listening of staff  

“ 
Listening with the 

intent of solving or 
finding solutions that 
can meet concerns.”

Incomplete communication  

“ 
When a call is requested, an email 

stating the problem has been resolved 
with no explanation is unsatisfactory.”

Greater transparency  

“ 
All building and development applications, CDC, CC, Building Certificates should 

be on Council Website Application Tracking including all documents relating to the 
application.”

Unreasonable wait-time for a response 
 “ 

I think one of the key things since coming under 
this Council is response. Two interactions I have 
had on separate issues and emails went weeks if 
not months without a response, a promise to call 
back never happens.”

The following responses are representative of 
other feedback received by residents:

13Customer Experience Strategy  2022-2027



What community organisations told us
Community organisations and local businesses also provided valuable feedback which has shaped this Strategy. In 
addition to the feedback received from community members, the following sentiments were commonly expressed 
throughout workshops with community organisations:

 

Analysing current drivers of customer experience
The following contemporary trends impacting Council’s customer experience have also informed the strategic 
objectives and deliverable projects created under the Customer Experience Strategy 2022-27:

• Population growth: With an estimated population growth to 185,346 by 2036, Council must ensure that greater 
demand from customers can be efficiently managed without compromising the quality of a customer’s experience.

• Evolving technology re-shaping customer expectations: Technology continues to enable our customers to 
receive and access services with increased ease and less effort. Customers expect that Council services will keep 
pace with digital transformation and leverage self service technology to ensure services are accessible 24/7. 

• Accessibility and ease: Customers want to be able to transact in ways that are easy for them. They want less 
complexity and more streamlined systems and service offerings with quicker response times. 

• Customer Centric Culture: Many customers believe local governments do not consider customer experience a 
priority. Council is committed to changing this perception by developing a staff culture that demonstrates a strong 
commitment to exceptional customer experience.

Up-to-date information 

“ 
External communications 

are not always up-to-date or 
accurate and it is difficult to 
find information on the 
website.”

Accurate information

“ 
GRC’s biggest customer 

service weakness is 
access to up-to-date and 
accurate information.”

Incomplete information on website

“ 
There is a lack of information 

on the website.”

Customer experience advocate staff are essential 

“ Having the advocates is an excellent strategy and should be promoted to the 
business community so as clients know there is someone dedicated to assisting 
them with their problem.”

Keep stakeholders informed of changes at Council

“ There have been substantial changes in staff 
at Council. Need to send organisations updated 
contact details and organisation charts so they 
know who to deal with on a range of issues.”

Efficient and responsive systems are needed

 “ 
GRC parks booking system is not 

efficient. In comparison, Bayside Council 
calls out for park / field bookings much 
earlier than GRC – therefore there are less 
issues closer to when winter sports begin.”

Greater pro-activeness needed

“ Council staff do not take responsibility 
for responding to calls and complaints and 
take too long to respond.”
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Translating 

our learnings 
into action 

In response to the learnings gained from evaluating our 
customer experience, strategic objectives of the Customer 
Experience Strategy 2022-27 (this Strategy) have been 
designed around three ‘focus areas’. The Action Plan details 
how each strategic objective will be achieved in practice over 
the five-year term of this Strategy.  

Focus area 1  
Improving processes 
with technology

Rationale
With even greater computing power 
and innovation in technology now 
available since the development of 
the previous strategy, there remains 
an opportunity for Council to better 
leverage technology to improve the 
processes underpinning customer 
experience. This has also become 
clear to our customers who have 
identified areas for improvement in 
our processes that could be achieved 
through technology, such as our 
booking system for Council venues 
and parks, along with our website.

Strategic objectives
• 1.1 Provide customers with fast, 

accurate and reliable online 
services.

• 1.2 Review and integrate 
technology systems.

• 1.3 Enhance ways that customers 
can provide feedback to Council.

Focus area 2  
Providing access with 
ease

Rationale
More sophisticated technology has, 
in turn, also re-shaped expectations 
that engaging with Council should 
be accessible and easy for all 
customers. There is evidence 
however, through the stakeholder 
engagement conducted, which 
suggests that engaging with Council 
is not always accessible and easy 
for customers, namely that:

• Council scored 47% in the KPI 
of “ease” (which is the effort 
customers have to expend to 
accomplish their goals) compared 
to 80% and 71% in the other KPIs 
of “success” and “sentiment”; 

• only 28% of residents surveyed 
stated that they always 
understand the information 
provided by Council; 

• the preferred mode of 
communication with Council 
was distributed relatively equally 
amongst residents surveyed, 
indicating that residents largely 
appreciate having different options 
in communicating with Council; and

• 87% of our customers stated that 
receiving information in “jargon-
free” language is important or very 
important to them.

Strategic objectives
• 2.1 Information and services are 

accessible to all.

• 2.2 Customer operational areas 
are welcoming, functional and 
accessible.

Focus area 3  
Embedding a customer-
centric culture

Rationale
While customers appear largely 
satisfied in their interactions with 
Council staff, evidence suggests 
that a “customer-centric culture” 
may not have yet permeated 
throughout corners of Council as an 
organisation. This includes: 

• subject-matter experts often not 
being available to communicate 
with customers, and on some 
occasions, Council staff not being 
pro-active in keeping customers 
informed of changes relevant to 
their enquiry;

• Council staff and customers wanting 
less reliance on the after-hours and 
call overflow facility as the service 
standard does not compare to what 
can be delivered by an experienced 
Council officer; and

• improved responsiveness across 
the organisation.

Strategic objectives
• 3.1 Cultivate a culture of 

exceptional customer experience, 
both internally (i.e. among 
staff) and externally (i.e. for all 
customers of Council).

• 3.2 Shape the services provided 
by Council through data and 
customer feedback. 

• 3.3 Build a culture of information 
sharing.

• 3.4 Empower and train all staff 
to deliver exceptional customer 
experience.

• 3.5 Build capacity of Council 
contractors.

Customer Experience 
Charter
In addition to the strategic objectives, 
a Customer Experience Charter (the 
Charter) has been developed as part 
of embedding a customer-centric 
culture within Council. 

The Charter outlines: 
• what customers can expect from 

Council with regard to customer 
experience; and

• how customers can access 
information, provide feedback, 
request a service or make 
suggestions.
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Action plan

Using the focus areas identified as a result of Council’s 
stakeholder engagement, the following actions have 
been developed to strengthen our customer experience 
when interacting with Council. In setting the timeline 
target, this strategy uses the following timeframes:

Short Term: 1-2 years
Medium Term: 2-4 years
Long Term: 4+ years 

Related Action Plans
• Actions identified and planned in both the Digital 

Experience Communication Strategy (D20/150353) 
and the Digital Resource Management Plan (DRMP) 
(D21/164932);

• Actions arising from the Digital Experience Steering 
Committee;

• Actions outlined in the  Digital Experiences and 
Communications Roadmap as at 11-5-22.xlsx;

• Georges River Sydney’s Connected Community 
brand strategy; and

• Georges River Council Create Strategy.
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Action plan

Focus area 1 - Improving processes with technology
The rapid rise of technological change continues to transform the way we live, work, communicate and innovate. We 
will take a cross-organisational, customer-focused view of our technology needs, ensuring we maximise the value of 
current technology, and make the right investments in new technologies. 

We will increase digital and self-service offerings and will look at our services from the perspective of the customer 
to ensure they meet our customer's needs and preferences. Our service design and delivery will be intelligent and 
customised to build meaningful and personal connections.

 

Strategic Objective Key Projects Timeframe

1.1 Provide customers 
with fast, accurate and 
reliable online services.

i. Through the Digital Experience Steering Committee prioritise and 
deliver enhancements to Council’s website – including:
a. Reviewing keyword search function on Council's digital 

platforms; and
b. Ensuring Council’s digital platforms are mobile-enabled;
c. Introducing online booking systems for hireable Council venues 

and parks;
ii. Use data to better understand our customers and personalise and 

tailor online access for customers through ‘My Council’ website 
(will become the My Council app);

iii. Expand availability and range of self-service options for 
customers, including introducing self-service capability for a 
community member to physically access hireable Council venues.

iv. Review current payment framework and implement modernised 
payment options. 

Medium 

Long

Medium

Short

1.2 Review and 
integrate technology 
systems.

i. Review current software applications and systems to ensure they 
are fit-for-purpose;

ii. Review the suitability of communication channels, including 
notifications and alerts, across different Council services.

iii. Introduce the ability for customers to opt-in to receive 
communications from Council via instant messaging, such as SMS 
messages.

iv. Investigate processes to reduce volume of incoming customer 
enquiries being categorised as “general enquiries”;

v. Implement a fully integrated Customer Relationship Management 
(CRM) system;

vi. Investigate telephony systems that will provide call back options 
and omni-channel functionality. 

Short

Medium

Medium

Short 

Long

Short

1.3 Enhance ways that 
customers can provide 
feedback to Council.

i. Introduce additional avenues for customers to provide feedback to 
Council; 

ii. Review the operation of current ‘Happy or Not’ kiosks across 
Council facilities.

Short

Short
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Focus area 2 - Providing access with ease
Customers want quick and easy experiences that meets their needs. We will deliver tailored and responsive services 
that are inclusive, consistent, effective and meet the changing needs of our customers.

We will provide easy and accessible services to our customers so they can reach us when and how they prefer. We 
will ensure information and communication is simple, concise, and easy to understand.  Our customers will have 
choice in the way they engage with us, including the option to self-serve.

 
Strategic Objective Key Projects Timeframe

2.1 Information and 
services are accessible 
to all.

i. Provide community capacity building sessions for Council 
customers to assist with applications, permits, approvals and 
other frequently accessed Council services.

ii. Undertake “customer journey mapping” of high use Council 
services.

iii. Introduce a streamlined process for in-house interpretation 
services for customers, such as a pool of accredited Council 
staff that speak community languages and language 
translation applications.

iv. Improve accessibility of communications by providing 
information, such as Council’s documents and forms 
published online, into community languages and easy-read 
English.

v. Develop and implement key performance indicators relating to 
first contact resolution.

Short 

Long

Medium

Medium

Medium

2.2 Customer operational 
areas are welcoming, 
functional and accessible.

i. Review hours of operations and location/s for the Customer 
Service Centres; 

ii. Review effectiveness of Council’s after-hours and call 
overflow telephony service. 

iii. Review the design of Council buildings frequented by 
customers to ensure they are welcoming, functional and 
accessible.

iv. Ensure consistency and professionalism are maintained 
across Council’s customer experience environments. 

Short

Short 

Long

Short 

20 Customer Experience Strategy  2022-2027



Focus area 3 - Embedding a customer-centric culture
Every time a customer uses one of our services or interacts with us it shapes their experience. We are committed to 
permeating a customer-centric culture across all of Council that continues beyond customer-facing staff, where the 
varying needs of customers are always considered in informing how our services will be delivered. 

 
Strategic Objective Key Projects Timeframe

3.1 Cultivate a culture 
of exceptional customer 
experience, both internally 
(i.e. amongst staff) and 
externally (i.e. for all 
customers of Council).

i. Introduce a Council-wide recognition scheme for staff who 
have demonstrated exceptional customer service either 
internally or externally.

ii. Implement a practice of quarterly reporting to Council’s 
Executive Team about customer experience trends.

iii. Consistent and regular promotion of customer-focused 
metrics, such as customer experience standards, by Council 
leaders to all staff.

Medium 

Short

Medium

3.2 Shape the services 
provided by Council 
through data and customer 
feedback.

i. Develop customer-centric KPIs which aim to improve the 
customer experience.

ii. Undertake biennial independent assessments of customer 
service performance and implement improvements.

iii. Develop a process which captures and manages all feedback, 
such as complaints and accolades, received by Council in a 
centralised way.

Long

Medium

Medium

3.3 Build a culture of 
information sharing.

i. Activate an organisation wide knowledge sharing program to 
encourage the flow of information and collaboration between 
departments.

ii. Review service request responses to customers ensuring 
updates and completion notifications are clear and reflect 
accurate information. 

iii. Adopt additional methods, such as on-site LED screens, for 
sharing key information to all Council staff, including frontline 
staff.

Medium 

 

Medium 

Long

3.4 Empower and train all 
staff to deliver exceptional 
customer experience.

i. Include customer experience criteria and standards in staff 
position descriptions, during recruitment process. 

ii. Customer experience measures are evaluated within Council’s 
performance review process for all staff. 

iii. Develop and deliver compulsory customer experience 
excellence training and mentoring that is tailored to staff roles 
across Council.

Short

Short 

Short 

3.5 Build capacity of 
Council contractors.

i. Include customer experience standards within service level 
agreements in the procurement of all Council contracts and 
tenders.

Medium
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Monitoring 
and Reporting

Progress on actions outlined in the Strategy will be 
shared with the community though Council’s Annual 
Reports.
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Georges River Civic Centre 
Corner MacMahon and Dora 
Streets, Hurstville

Phone 
9330 6400
Email 
mail@georgesriver.nsw.gov.au
Postal address 
PO Box 205, Hurstville  
NSW 1481

georgesriver.nsw.gov.au

Georges River Council 
acknowledges the Bidjigal 
people of the Eora Nation, who 
are the Traditional Custodians 
of all lands, waters and sky in 
the Georges River area. We 
pay our respect to their Elders 
past and present and extend 
that respect to all Aboriginal 
and Torres Strait Islander 
peoples who live work and 
meet on these lands.

For more information on  
this document, please visit  
georgesriver.nsw.gov.au

Language 
Assistance

131 450

Language 
Assistance

131 450
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