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In The Office
EXECUTIVE INTERVIEW

Leading

StarTrack is transforming the way it serves businesses and consumers 
through a variety of innovative services and offers.

Images courtesy of StarTrack

With the meteoric 
rise of 
e-commerce and 
digital platforms, 
StarTrack is 

thinking beyond the traditional 
logistics universe and exploring 
new ways to deliver an exceptional 
customer experience. 

Prior to taking up his current role 
at Myer, earlier this year former 
Executive General Manager of 
Parcels and Express Services at 
Australia Post and CEO of 
StarTrack, Richard Umbers, spoke 
to The CEO Magazine about how 
the business has been shifting  
with consumer trends and the 
digital revolution. 

The CEO Magazine : What led 
you to become CEO of 
StarTrack?

Richard: I was with Australia Post 
for four years and in that time I was 
responsible for, initially, digital 
services and then later running 

Australia Post Parcels and Express 
Services. The acquisition of the 
business StarTrack, which we were 
already a 50-per-cent owner of with 
Qantas, fell under the parcels 
portfolio as a parcels logistics 
business. Therefore, we were able to 
create a combined group made up 
of StarTrack itself and the traditional 
Australia Post parcels business. Of 
course, that business needed a 
leader and as the head of the 
existing parcels business I was the 
natural owner of that business.  

Since that merger, how have 
operations transformed?

The original strategic logic for 
merging the two businesses was 
that they appeal to very different 
markets. Australia Post has been in 
the logistics business for more 
than 200 years and StarTrack for 
some 40 or so years, but they cater 
for very different markets. 
Australia Post’s key strength has 
been in delivering to people’s 
homes and therefore focused on 

the consumer market, whereas 
StarTrack is a very strong business 
brand and has been picking up 
from businesses and delivering to 
businesses for a very long period 
of time. 

One of the things that is 
happening in the marketplace 
with the digital revolution is  
that the logistics industry is  
being disrupted. As a result of 
that disruption, the traditional 
business-to-consumer, or B2C, 
consumer-to-consumer, or C2C, 
and business-to-business, or  
B2B, worlds are being completely 
disrupted because e-commerce  
is all about a mash-up of  
business and consumer. It’s  
what we call B2B2C. 

You can’t just be a consumer 
business or a business-focused 
business anymore. You need to 
have that combined capability. 
Therefore, the strategic logic of 
putting the businesses together 
was that it now gave us truly 
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B2B2C logistics capability, or what 
I call multichannel logistics, for the 
first time. As a result of that, we’ve 
been able to reposition the 
business to be able to, if you like, 
ride the digital wave and be very 
well positioned to service the new 
digital industry, particularly in 
online shopping and e-commerce. 

What we’ve also been able to do is 
look at the infrastructure that sits 
behind those businesses—the 
networks, support and sales 
infrastructure, and the physical 
assets—and actually look to 
optimise those resources to serve 
the customers better. We have to 
make sure that we’re now 
presenting to the customer not just 
single products but a 
comprehensive and far-reaching 
spectrum of services that we can 
offer across the board of logistics. 

Speaking of e-commerce, how 
have you worked to improve your 
online offering and services?

The way I would describe it is that 
there are probably three different 
components to the integration 
work that we’ve done. The first is 
that it has a physical characteristic 
with the physical network, which is 
all about the trucks, processing 
centres, motorbikes, and so forth 
that service the business. We’re 
investing more than $500 million 
in improving the capacity and 
introducing automation across that 
network. It’s been a very significant 
program for us.

There’s also a requirement from 
our customers that they’re no 
longer simply after the logistics 
piece. What they also want is a 
whole load of technology smarts 
that come with that. The way we 
talk about that internally is we talk 
about going up the value chain. In 
other words, providing services 
that they also need earlier in their 
transaction. For example, helping 
customers go online in the first 
place, being able to offer them 
shopping-cart payment services, 
electronic lodgement systems,  
and access to tracking capability. 
These are typically web-deployed 
services that our customers can 
then tap into and use in support of 

the logistics services that we 
provide, and that’s what we call 
‘value-chain initiatives’. 

There’s a third area, which is 
customer experience. Our 
customers are both the senders of 
the packages and the receivers who 
accept the packages. We’ve done an 
awful lot of work on improving the 
customer experience; for example, 
our parcel lockers, which are very 
important from the receivers’ point 
of view, and Delivery Choice, which 
gives people the ability to choose 
alternative pick-up locations. 

We’ve recently announced that 
we’ll also be offering deliveries on 
Saturdays for our products. These 
are all important things for buyers 
as part of the customer experience. 
On the selling side, a very 
important relationship that we’ve 
built is with eBay, where we put a 
label-printer solution in place. It’s 
a web-deployed technology 
delivered through the eBay 
platform, but we developed it in 
association with eBay. 

We also have some software to 
help people put their businesses 
online. We have payment tools. 
We’ve also launched our own 
online aggregator platform at 

farmhousedirect.com.au, which is a 
very exciting e-commerce site in its 
own right that sells a lot of organic 
and farmhouse products. We do 
the distribution for that business 
so it’s clear that it’s not just about 
the logistics per se or the 
network—it’s actually about the 
customer experience and the 
additional services we provide 
around that that makes us the 
compelling partner to go with in 
multichannel logistics. 

With these extra services and 
processes, how have you 
improved and fostered your 
staff’s approach to customer 
service during your time  
at StarTrack?

There was a time when the nature 
of our parcel service was really 
driven by the consumer. Maybe 
they wanted to send a present to 
somebody from Melbourne to 
Sydney. They’d walk into a post 
office and send their parcel. Our 
infrastructure of street posting 
boxes and post offices was geared 
around that interaction. 

What’s happened with the digital 
revolution now is that hardly 
anybody would send a present as 
an individual from Melbourne to 

“We have to 
make sure  
that we’re  
now presenting 
to the customer 
not just single 
products but a 
comprehensive 
and far-
reaching 
spectrum of 
services that 
we can offer 
across the 
board of 
logistics.” 
- Richard Umbers

“We’ve enjoyed a close relationship with StarTrack for many years, formerly as a major 
shareholder in their business and now as a core air freight partner. We come together to offer a 
premium end-to-end courier and logistics supply chain.” - Alison Webster, Executive Manager, 
Qantas Freight and Qantas Catering Group

qantasfreight.com

Your goods on the aircraft above all other cargo. 
Guaranteed.
When deadlines are critical you’ll have peace of mind knowing  
Qantas Freight’s Q-GO Priority provides guaranteed freight uplift on  
the flight of your choice. 

So you’ll be reassured your goods will arrive exactly when and where 
you expect them to. And last on, first off handling on domestic 
Australian flights ensures you receive your goods even faster. 

Q-GO Priority is part of the exciting new-look Qantas Freight  
product range.

For more details on how to guarantee the uplift of your freight go to 
qantasfreight.com

Q-GO Priority advert_280x215_CEO_FA.indd   1 17/04/14   9:47 AM





theceomagazine.com.au     The CEO Magazine - September 2014    49.

Sydney. What they do is they go 
online, purchase a product, and 
they give the delivery address of 
their friend or relative who lives in 
Sydney. What that means for us is 
that we’re no longer picking up the 
parcel from one of our post offices; 
we’re now accepting bulk 
lodgements from businesses. 
Obviously, a huge number of 
e-commerce sellers use Australia 
Post, but they lodge quite large 
volumes with us from local points 
where they have their factories. 

Today, Australian e-commerce is no 
longer geographically limited in 
terms of where they set their 
business up because being an  
online business it doesn’t really 
recognise those traditional 
boundaries. There are a lot of online 
sellers who are based around the 
nation, not just in the busy east-coast 

cities. They set themselves up and 
run very strong online businesses 
from some out-of-the-way locations, 
bringing employment into rural and 
regional Australia. We have to have 
the services to support them. 

What that means for us is that  
our sales force, and the business 
advisory capacity that our sales 
force has, has to be widespread. 
We’ve set up a whole network 
across the country of business 
hubs, which are lodgement points 
for products. They also have sales 
force and business representatives 
there who can interact directly 
with our customer base. From  
our customers’ point of view,  
this means that irrespective of 
where they are, they now have 
somebody local who they can talk 
to about the sort of services that 
StarTrack provides and they can 
gain access to our business in a 
very local way. 

Historically, when we were based 
around the cities where our major 
customers were, we actually had a 

much more centralised 
organisation. We’ve been able to 
put in place a distributed sales 
force model in order to make sure 
that we’re much more in touch 
with customers because they’re 
now operating their businesses 
from new locations, typically 
outside the major centres. 

How do you communicate  
and collaborate with  
your employees?

We have all sorts of technology to 
help support us with that. It is a 
people business at the end of the 
day. We have traditional 
management structures, in that 
there are people who carry out the 
functions across the general 
management team and they have 
direct reports in the traditional 
sense covering all areas of business 
as you’d expect, but in addition to 
that we’re increasingly finding that, 
with the distributed nature of our 
new model, mobility is becoming 
an increasingly important driver of 
the business.

In the case of our own employees 
and unions, we very much believe 
in being out at the front end of  
the business and being in touch 
with the people that are actually 
doing the job. We regularly conduct 
management roadshows and events 
and take great care in putting 
together communications and 
making sure that everybody knows 
what’s going on. 

When we are going through such a 
period of rapid change driven by 
the internet, if you don’t do that, 
people feel left out of the journey 
and it’s very important that 
everybody stays motivated and 
engaged with everything that you’re 
doing. One of the ways that you do 
that is by communicating. You can 
never over-communicate. 

Technology is another great driver 
of that as well. It’s permitting 
people to work in remote locations. 
The posties who are delivering 
large numbers of our parcels are 
now equipped with scanners so 
that they can scan products that 
they’re delivering. For the  
people that are interfacing with 
customers directly, we use a lot  
of mobility technology in order  
to help them do their job in the 
most efficient way and be able to 
have information and data at their 
fingertips when they’re talking to 
prospective and current customers. 

How did you work with suppliers 
and strategic partners to  
ensure success?

There are many different 
stakeholders we regularly engage 

The Way Forward
Richard Umbers has since left StarTrack. Ahmed 
Fahour, MD and CEO of Australia Post, has moved 
into the role of Acting CEO of StarTrack. On the 
relationship between StarTrack and Australia Post, 
Ahmed says, “StarTrack is a perfect strategic fit for 
us. It boasts the nation’s leading express and freight 
networks and it has a well-earned reputation for 
providing outstanding customer service to 
Australian business.” Looking towards the future, Ahmed says, “The rise of e-commerce means logistics 
providers, like us, have to meet new benchmarks of speed, service, and performance. By integrating 
Australia Post and StarTrack, we can now service both business and consumer markets with an unrivalled 
suite of delivery services.”

“StarTrack’s 
formula is  
to really 
understand the 
nature of the 
customer and 
design services 
to suit them. I 
view it as a 
benchmark for 
the industry.” 
- Richard Umbers

What now has transpired is that 
online shopping and e-commerce 
is the main engine room of  
growth in the small-consignment 
logistics business. We’ve been very 
careful to position Australia Post 
as the beneficiary of the move 
online that many businesses are 
driving hard.

I think the first thing is that 
StarTrack will go on strengthening 
its direction of helping people to 
go online and grow online.  
Having helped people go there  
and understand how it can benefit 
their business, we obviously want 
our customers to choose StarTrack, 
and the way we do that is by 
offering a really customer-focused 
offer where we truly understand 
the needs of the customers that 
we’re servicing and build the kind 
of tools and services that they need 
in order to be able to help drive 
their business. The success of  
our customers is ultimately 
StarTrack’s success.

It’s a very competitive market  
and there are a lot of players out 
there. In a growth industry, it 
attracts all types. StarTrack’s 
formula is to really understand  
the nature of the customer and 
design services to suit them. I 
view it as a benchmark for the 
industry. StarTrack is one of the 
larger players but that doesn’t 
mean that it doesn’t have to 
constantly evolve, look into the 
future, and make sure that it  
has a very nimble and strong 
agenda of change that responds  
to market needs.  

with as part of our business and we 
see all of them as important parts of 
the journey that we’re on. To 
maintain strong relationships, we 
actively engage with all of them. 
Obviously, our suppliers are a key 
stakeholder group who are critical 
to our success. Others include 
customers, government, industry 
partners, our employees directly, 
and the unions who are supporting 
us as well on the journey to 
modernise and develop the business 
in a multichannel logistics sense. 

Communicating that vision is 
vital. While you’ve moved onto 
another role, where do you 
believe StarTrack will be in five 
or 10 years from now?

If you think about the logistics 
industry, which has been so 
massively disrupted, it used to be 
driven primarily by manufacturing, 
producing product that then 
needed distribution, or perhaps 
simply the retail trade. 

“We've found StarTrack to be an extremely professional organisation to work 
with whose willingness to explore creative solutions with Hino have helped 
develop significant contributions to efficiency and competitiveness in their 
business.” – Mike Smith, Corporate Business Manager, Hino

hino.com.au

Toyota Group Company

Whether you have a fleet of over  

3,000 vehicles (like StarTrack) or 

you’re an owner operator, the quality, 

durability and reliability of your  

trucks is non-negotiable. That’s why 

Hino is a better class of truck. 

And with the backing of a national 

dealer network and comprehensive 

range of aftersales support, Hino 

makes good business sense too.

So when you make the decision to put 

Hino at the top of your list, you’re not 

just getting a truck, you’re becoming 

part of a way of doing business  

that delivers to your bottom line.

Visit hino.com.au to find our more.
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Australians love making stuff. If we’re 
not making up or making out, we’re out 
there in the garage, the living room, the 

study thinking and tinkering, clicking 
and connecting, tuning in 

and turning up.

Whether it works or not, thereWhether it works or not, there’s still that 
sense of pride and accomplishment.

Because when you make, 
you’ve made it.

You could say we’re more Smiths than 
makers, in the honoured tradition of 

yesterdayyesterday’s blacksmiths or goldsmiths. 
Except today we’re Leisure-Smiths, 

Word-Smiths, Beat-Smiths, Data-Smiths, 
Fit-Smiths, you-name-it-Smiths - 

using tech to make our stuff.

There’s a Smith in us all, 
bursting to make something. 
So Unleash So Unleash Your Smith today.


