
MARkET 
From humble beginnings to global market 
leader, founded in San Francisco more than 40 
years ago by three budding entrepreneurs - 
Adrian Dalsey, Larry Hillblom and Robert Lynn - 
DHL has continued to expand at a phenomenal 
rate. Today, it stands tall as the global market 
leader of the international express and logistics 
industry.

Back in 1969, DHL took its first small 
steps in building for the future by personally 
shipping papers by airplane from San Francisco 
to Honolulu. The years passed and the DHL 
network grew ever larger, gradually reaching out 
to new customers in every corner of the world. 
At the same time, the marketplace developed 
and became more complex, so DHL adapted 
to meet the changing needs of its customers - 
both at global and local level.

Today, DHL’s international network links more 
than 220 countries and territories worldwide. 
DHL also offers unparalleled expertise in 
express, air and ocean freight, overland 
transport, contract logistics solutions as well as 
international mail services.

From 1969 until today, the approach 
and dedication has remained the same. 
Their success has always been based around 
delivering excellent service for their customers. 
Never complacent, DHL has become a brand 
acknowledged for personal commitment, 
proactive solutions and local strength. At the 
heart of its success are its employees who 
focus on the customer’s needs and provide 
individually customised solutions.

DHL Express’ product portfolio is designed 

to cater to their customers’ needs.. They offer :-
Export services: 
Versatile and reliable express services to 
another country ranging from emergency same 
day, to guaranteed time-critical next day and 
less urgent day definite options.
Domestic services: 
Local express delivery with emergency same 
day, guaranteed time-critical next day and less 
urgent day definite delivery options.
Import services: 
International pickup for local delivery to your 
door. You have complete control over the costs 
and the process.
Industry solutions: 
Simplifying supply chains by leveraging the 
capabilities of their network to support 
demands for innovative and competitive supply 
chain networks.
Express Easy: 
A fill-the-box, simplified service at a competitive 
price to meet the evolving needs of their retail 
customers, including private individuals and small 
businesses.
MyDHL: 
Access to DHL’s easy-to-use, free online 
shipping and tracking services - all customised 
to your preferences. Ideal for occasional 
shippers, SMEs with regular shipping needs or 
larger business shippers.
Optional Services: 
From Saturday deliveries, to shipment insurance 
and even carbon neutral transportation. 

Customers can track the real-time movement 
of their shipments with their online tracking 
system on www.dhl.com.

AChIEvEMEnTS 
What better triumph can an Express business 
claim than having been the very company that 
spawned the industry? Since inventing the air 
express industry in 1969, in San Francisco, 
DHL never looked back or gave up its first 
mover advantage. As a testimony to its 
superior customer service and market-leading 
performance, DHL has been the recipient of 
various awards across Sub Saharan Africa.

DHL Express has an overall strategy, 
‘FOCUS’ which is built around four interlinking, 
complementary pillars: motivated employees, 
great service quality, loyal customers and 
profitable network.

For Motivated Employees, their Certified 
International Specialists (CIS) programme is a 
game changer. Everyone from the Global CEO 
to a Courier in any country has gone through 
this training programme reinforcing their core 
competencies as an organisation. CIS training 
has been central to their staff retention and 
development globally. CIS revolves around 
four attributes: Speed, Can-Do Attitude, 
Right First Time and Passion. The overarching 
success of CIS has been the consistency and 
quality of each course in how it is produced, 
communicated and delivered to all employees. 

hISToRy 
Just months after man’s first landing on 
the Moon, DHL began operating the first 
international door-to-door express delivery 
service in the world. When Adrian Dalsey, 
Larry Hillblom and Robert Lynn established 
DHL, in 1969, they simultaneously invented the 
international air express industry.

In the beginning, the three partners delivered 
shipping documents by air, so that they arrived 
at customs offices before the freight, and 
enabled goods to pass through customs with 
less delay. Hillblom put up a portion of his 
student loans to star t the company, bringing in 
his two friends Adrian Dalsey and Robert Lynn 
as partners, with their combined initials of their 
last names as the company name (DHL). All 
three shared a Plymouth Duster that they drove 
around San Francisco to pick up the documents 
in suitcases, then rushed to the airport to book 
flights using another relatively new invention, 
the corporate credit card. As the business took 
off, they star ted hiring new couriers to join the 
company. 

In 1978, DHL began operations in Africa 
and, since then, has prided itself on driving 
innovation through distinguished products and 
services, technology and shipments information 
to customs clearance and people development. 
In an area comprising 51 countries and 
territories with diverse infrastructure, DHL 
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has the only dedicated 
express air network on the 
African continent with fifteen 
dedicated aircraft. In addition, 
DHL makes use of over 400 
commercial flights to link 
all major cities and business 
centres across SSA On the 
ground, DHL customers 
benefit from the earliest 
deliveries and the latest 
pick-ups. DHL SSA operates 
with over 3,500 certified 
international specialists 
and over 1,250 vehicles to 
provide an unsurpassed 
service to more than 40,000 
customers across Africa.

Their vision emphasises 
that they want to be 
The Logistics Company for the World. This 
goes beyond the simple fact that, as a global 
company, they are present in over 220 countries 
and territories, or that they are often the very 
first logistics company to enter new markets. 

Their vision stresses that they want to be the 
logistics provider people turn to – their first 
choice not only for all their shipping needs, but 
also as an employee or investor.

RECEnT dEvEloPMEnTS 
DHL has made considerable investments in a 
state-of-the-art Quality Control Centre (QCC) 
in South Africa, providing real-time tracking data 
from shipment pickup to final delivery across 

Sub Saharan Africa. DHL Express continues to 
invest in its network capabilities and this still 
remains a core focus for DHL in Africa, with a 
number of fleet and facility upgrades scheduled 
for 2015, including upgrades to the Nairobi and 
Kampala facility. 

In 2015, DHL Express SSA launched pocket-
sized, all-touch computers that capitalise on 
the latest technological advancements, and 
ensure customers on the continent benefit from 
increased visibility and an enhanced experience. 
The TC55 scanners operate on an Android 
platform and in addition to ease of use; they 
also have built-in location services and GPS 
navigation capabilities.

In 2011, DHL embarked on an aggressive 
retail expansion strategy and have made great 
progress in making the global market, and the 
world at large, more accessible and connected 
by increasing the number of points where 
customers can access DHL and their global 
network. They now have over 4,500 retail 
outlets across Sub-Saharan Africa offering DHL 
services. This allows anyone - from a student to 
a small business - access over 220 countries and 
destinations that they serve.

PRoMoTIon 
As they are present in every country in 
Africa, they have worked hard to understand 
each individual market and develop individual 
strategies to suit them. They have seen some 
of their greatest success from street activations 
where they engage in fun activities with 
the general public. This has been especially 
effective in cities where the traditional 
advertising landscape is already cluttered. 
Their service promise is ‘Excellence. Simply 
Delivered’ and therefore they aim to centre 

their communication 
messages and actions around 
shipping and delivering 
with excellence. That way it 
gives the consumer a clear 
idea of what they do - this 
enables them to combine 
brand awareness with 
brand association, so when 
consumers need to send a 
package, they think of DHL.

BRAnd vAluES 
Simplifying customers’ lives 
DHL use their logistics 
expertise and deep sector 
knowledge to develop 
easy-to-use solutions that 
simplify their customer’s 
logistics requirements. They 

continuously improve their process and strive to 
deliver innovative solutions that save them time, 
effort and money.
Sustainability
DHL are here to serve their customer, now 
and in future. Their solutions reflect their 
commitment to social responsibility and the 
ecologically sound use of resources. To keep 
this promise, they invest in people, services 
and technologies to build strong, long-lasting 
customer relations.
Globally Local
At home everywhere in the world, DHL know 
the local markets and their characteristics 
inside out. They combine their global network 
and local strength to provide customers with 
consistent, high-quality services worldwide - 
supporting them in every market around the 
globe.
Committed
DHL anticipate their customer’s requirements. 
They support them with their logistics 
expertise, industry know how and customer 
centric culture. As a result their customers 
can rely on their flexibility, can-do attitude and 
commitment anytime, anywhere. DHL improve 
their customer’s lives.

www.dhl.com

Things you didn’t know about
dhl

Just months after man’s first landing on the Moon, 
DHL began operating the first international door-
to-door express delivery service in the world. 

In 1978, DHL began operations in Africa.

DHL SSA operates with 3,500 passionate staff and 
over 800 vehicles to provide a service to more 
than 40,000 customers.

DHL is the only express company to operate 
its own air network in Africa, with fifteen  
dedicated aircraft.
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