
Australia Post has been around for 
209 years, but the last seven have 
seen some of the biggest changes in 
its history, with the number of parcels 
they deliver overtaking letters for the 
first time. There is no doubt this has 
been driven by Australia’s growing 
appetite for online shopping – up a 
whopping 19.2%7 last year alone.  
For the company, this new 
e-commerce world is presenting 
both enormous opportunities – and 
challenges – as they move from their 
traditional business model towards  
an omnichannel, on-demand future. 

As both a retailer through its nationwide 
network of Post Offices and a delivery 
organisation, the company is now 
looking very closely at its supply chain 
and how it can better leverage data  
to improve the customer experience.  
It’s all about understanding what  
the customer wants and aligning  
their service offering to that.  
And the organisation understands 
that customers want choice, they 
want convenience, and they want 
everything now.

Like many big corporates, their legacy 
systems and infrastructure have 
required major transformation. Beyond 
that, however, they are now focusing 
on a number of key questions. What 
do customers want in-store? How do 
retail systems connect to real-time 
inventory? How does the customer 
want their parcel delivered: click and 
collect, online or physical? How can the 
customer get visibility of their order? 
And how can the delivery network 
be optimised to get a parcel to the 
customer as quickly and efficiently 
as possible?

Data is the thread that runs through 
all this, and the customer’s mobile 
number is one simple data set that is 
proving very powerful, connecting into 
all the organisation’s internal data sets 
and systems. By having access to that 
data and knowing where an item is in 
the supply chain, the company allows 
their customers to say, ‘I want this item 
delivered here now, but in ten minutes 
time I want to change my preference,’ 
and the supply chain has the flexibility 
and fluidity to keep up. 

Australia Post’s biggest challenge now 
is how best to use data to drive change 
and improve collaboration. The recent 
launch of the Shipster platform is a 
prime example. 

With Shipster, Australia Post is 
essentially creating an ecosystem  
of merchants and retailers involved in 
online shopping. The aim is both to help 
them grow their online businesses and 
remove one of the biggest barriers to 
that goal – shipping and shipping costs 
– by combining data from merchants, 
consumers and logistics providers to 
get items where and when people want 
them. Over a hundred retailers and 
merchants are already onboard and 
another thousand are on the horizon. 

So what next for Australia Post? Will 
drones one day be delivering our mail? 
Nothing is being ruled out of the mix, 
it seems. Whether it’s an autonomous 
electric vehicle or a drone, the company 
aims to continue leveraging data, and 
evolving its business model to make 
sure they can keep giving customers 
what they want, when and where they 
want it.

Find out how another Australian 
company, Linfox, is taking a new 
approach to data on page 34.
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