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Innovative Strategies of the Express Terminal Service System in the New
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ABSTRACT: It discusses the express terminal service system in the new background. It analyzes the current situation of
the domestic express terminal services and opportunities and challenges in the background of new information technology
and service experience.It also discusses the ideas, thoughts and the revelation to service system innovation. Under the
guidance of system integrated innovation, it proposes such four strategies as the service facilities design on the terminal
platform, and innovative service model based on the internet thinking, and enhancing the interactive experience around

demand pain points as well as innovating upon the express brand communication through multiple ways.All it will make the

domestic express terminal service innovative develop and gain promotion of multiple values.
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Fig.1 FedEx service system design by ZIBA
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