
THE MARKET
In 1973 Yale University graduate 
Frederick W. Smith founded Federal 
Express, an airline designed to 
improve the speed and efficiency of 
overnight airfreight delivery. Its 
first night in operation, Federal 
Express delivered 186 packages to 
25 cities using a fleet of 14 small 
aircraft. This marked the creation 
of a new market, providing cus-
tomers access to next-business-day 
delivery services. Now, 40 years 
later, FedEx remains true to its 
original vision and purpose, help-
ing more people and businesses 
around the world connect with the 
global marketplace. 

In 1978 Fred Smith was famously 
quoted as saying, “The information about the 
package is just as important as the package 
itself.” Since then, FedEx has been providing 
customers access to timely and accurate infor-
mation, enabling new supply chain models and 
efficiencies. This unprecedented access to infor-
mation connects customers around the world to 
economic markets and communities. 

Today, FedEx handles 10 million shipments 
daily, connecting more than 220 countries and 
territories in responsible and resourceful ways. 

Smith credits the company’s more than 
300,000 team members around the globe with 
much of its success. According to Smith, “In a 
truly global economy, prosperity depends on 
global connections. Our team members make 
those connections happen reliably, millions of 
times every day.” 

expanded into a global logistics 
powerhouse. 

Based on his unique “hub and 
spoke” concept developed for an 
economics paper written while he 
was a student at Yale, Smith believed 
that shipping items to a single, cen-
tral location for mass distribution 
would be more efficient than ship-
ping each item point-to-point. 
Today, the company is recognized 
as a critical player in the global 
economy, connecting markets that 
make up 90 percent of the world’s 
gross domestic product.

THE PRODUCT
FedEx is a worldwide network of 
companies offering flexible, special-

ized services that represent a broad portfolio of 
supply chain, shipping, ecommerce, business, 

and related information services. The eight 
FedEx operating companies are FedEx Express, 
FedEx Ground, FedEx Freight, FedEx Office, 
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ACHIEVEMENTS
FedEx was the first company dedicated to express 
package delivery and the first to offer a money-
back guarantee. In 1983 FedEx was the first U.S. 
company to reach $1 billion in revenue without 
mergers and acquisitions; in 1990 FedEx became 
the first to win the Malcolm Baldrige National 
Quality Award in the services category.  

The company’s culture has gained wide rec-
ognition and admiration. In 2013 FedEx contin-
ued a long tradition of being named one of the 
most admired and best companies to work for in 
the world, and one of the world’s 25-best multi-
national workplaces as well. 

HISTORY
What began in 1973 as a U.S. overnight shipping 
business in Memphis, Tennessee, has since 

G R E E N  F O C U S

FedEx is deeply committed to finding innovative 
solutions to minimize its carbon footprint and 
positively impact the global communities it 
serves. This commitment, called EarthSmart®, 
is designed to encourage innovation that makes 
the company’s business — the way it works and 
the services it offers — more sustainable 
socially, economically, and environmentally. 
EarthSmart encourages sustainable workplace 
practices and opportunities for team members 
to engage in community outreach efforts, all 
for a more sustainable world. 

FedEx awards the EarthSmart designation 
only to programs, services, and physical assets 

that go beyond standard industry practices to 
demonstrate clear and tangible benefits to the 
environment, customers, team members, and 
local communities. 

EarthSmart is not just one program but a 
host of initiatives that have already made sig-

nificant contributions toward the company’s key 
sustainability benchmarks, such as reducing 
emissions, increasing fuel efficiency, and 
exceeding renewable energy goals. 

EarthSmart innovations meet strict, quan- 
tifiable environmental standards. These  
innovations include vehicles, facilities, and  
customer-facing advances such as FedEx  
carbon-neutral envelope shipping and FedEx 
paperless processing. 

Through EarthSmart @ Work, FedEx 
encourages its 300,000-plus team 
members to look for ways to save 
resources and do business more effi-
ciently. Team members drive ideas to 
maximize recycling, reduce fuel emis-
sions, and conserve energy. 

Beyond business applications, FedEx has 
invested substantial philanthropic dollars and 
volunteer hours in local communities around 
the globe through EarthSmart Outreach. The 
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with the status quo, team members challenge 
convention, push themselves, and redefine 
what’s possible. 

Excelling. FedEx raises the bar daily. The 
company believes that it wins when its custom-
ers win. Its team members are passionate about 
leading the industry and strive to exceed the 
expectations of customers, shareholders, and 
even themselves. 

FedEx Custom Critical, FedEx Trade Networks, 
FedEx SupplyChain, and FedEx Services. 

RECENT DEVELOPMENTS
With annual revenues of $45 billion, FedEx  
fosters a culture of innovation, developing  
new solutions and technologies across its port- 
folio of products. These innovations include  
the following: 

• SenseAware® powered by FedEx, a small 
multisensor device that transmits shipment 
data such as temperature, light exposure, 
humidity, barometric pressure, and loca-
tion in near real time. 

•  FedEx Priority Alert®, a personalized ser-
vice for qualified businesses in the health-
care, financial, industrial, and electronics 
industries. With this service, a dedicated 
specialist provides 24-hour monitoring of 
high-value, time-critical, or temperature-
sensitive shipments to ensure that they 
reach their destinations on time and intact. 

Whether through web services, alternative 
energy practices, or developing new technology, 
FedEx sees innovation as a strategic business 
practice that is continuously enhanced, devel-
oped, and encouraged. 

PROMOTION
FedEx is known for its award-winning advertis-
ing and prestigious sports sponsorships. 

When it comes to advertising, the most recent 
FedEx brand campaign touts business solutions. 

From basic shipping and print-
ing to full-service, strategic 
supply-side management, 
FedEx has the resources and 
the scale to help businesses 
meet their goals.

Because FedEx has a lot in 
common with championship-
caliber sports — speed, team-
work, and precision — that 
connection is reflected in its 
sports sponsorships, from 
FedExCup® to FedEx Racing®.

BRAND VALUES
FedEx believes that its impact 

is greater than the services it provides. FedEx is 
committed to being a great place to work, a 
thoughtful steward of the environment, and a 
caring citizen in the communities it serves. The 
company is recognized as a leader in sustain- 
ability, a critical player in the global economy, 
and a catalyst for connecting people and places. 
The brand is built on firmly held beliefs. 

Connected. FedEx competes collectively, 
connecting its brand, cultures, and successes 
through a global network of people, systems, 
and technologies. The company is constantly 
interacting with customers, team members, and 
communities to identify and connect new  
markets, new geographies, and new ways of 
doing business. 

Dynamic. Team members’ diverse back-
grounds, talents, and perspectives drive FedEx. 
The company never rests — delivering daily 
what matters most to its customers, commu- 
nities, and team. The world is always evolving, 
so the company never stands still or rests on  
its laurels. 

Committed. FedEx believes it should be 
judged by the promises it keeps. The company is 
committed to making every FedEx experience 
outstanding, doing whatever it takes to get  
the job done, and finding solutions for a more 
sustainable world. 

Innovative. FedEx champions new ways of 
doing business to ensure success. Never content 
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company’s outreach efforts are focused on 
fostering sustainable transportation, cities, 
and ecosystems. EarthSmart Outreach pro-
grams make measurable progress toward 
FedEx environmental commitments by mobi-
lizing communities and team members to 
drive carbon reductions and other targeted 
sustainable improvements. 

Whether through large-scale innovations, 
team member-driven initiatives, or global 
community service efforts, FedEx environ-
mental contributions underscore the compa-
ny’s commitment to pioneering new methods 
to connect the world in responsible and 
resourceful ways. Learn more about FedEx 
solutions for a more sustainable world at 
earthsmart.fedex.com. 

m  The company website, fedex.com, aver-
ages more than 32 million unique visitors 
monthly and more than 6.5 million pack-
age tracking requests daily. 

m  The FedEx family of companies has more 
than 90,000 motorized vehicles for 
express, ground, freight, and expedited 
delivery service.

m  All FedEx planes are named for a child of 
a team member. 

m  The Memphis World Hub has 42 miles of 
conveyor belts and a sorting capacity of 
160,000 packages per hour and 265,000 
documents per hour.

m  FedEx helped engineer the first hybrid 
trucks. 

m  The majority of FedEx packaging is  
both recyclable and contains recycled 
material.

m  FedEx team members have planted more 
than 86,000 trees and shrubs, which help 
to remove up to 1,100 tons of CO2 from 
the atmosphere each year.

m  Since 2005 the company has held FedEx 
Cares Week, a global week of service. In 
2012 alone, more than 6,000 team mem-
bers provided 34,000 hours of volunteer 
service across 128 cities internationally. 

m  In the 2012 fiscal year, FedEx donated 
space for 3.1 million pounds of charitable 
shipping globally. 

m  As part of the Trees for Troops program, 
FedEx has donated the delivery of  
more than 100,000 Christmas trees to 
military families. 

m  In 2012 alone, FedEx provided pedestrian 
safety education to over 2 million stu-
dents around the world.

m  FedEx has long-term relationships with 
the American Red Cross, the Salvation 
Army, Heart to Heart International, Direct 
Relief International, and other organiza-
tions, bringing much-needed medicine, 
cots, comfort kits, water, and food sup-
plies to affected areas immediately fol-
lowing natural disasters.

m  FedEx is working toward a goal of using 
30 percent alternative fuel in its aircraft 
by 2030.

THINGS YOU DIDN’T KNOW ABOUT
FEDEX
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