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Knowedge Management Strategy of Traditional Chinese Regtaurants
WANG Tian- you, ZHANGWe , MA Peng
( Department d Tourism and Hospitality Management , Tianjin University d Finance and Economy , Tianjin 300222, China)

Abgract : Today redaurants are not only the labor - intendve enterprises, but d< the knowledge - intendve ones. They have
become the creative indugdry because they use a lot of knowledge management and creetive thinking in their production revolution ,
product inmovation, market development , increasng cusomer satigaction and their sugainable deveopment. Therefore their mogt
important work in the management of Chinese redaurants with traditiond brands in the 214 century is to creste an environmert for
learning, raigng the level of knowledge and skill which their enployees need and trander their knrowledge and techrology into their
products and services dfectively. The article suggedsthat the Chinese regaurantswith traditiona brandswill have o dternative but to
carry out the knowledge management drategy to lve their difficutiesin operation concept , marketing grategy , organization gructure ,
employees diathess and the inrovation of their techrology and product based on our invedigation and the contrag in operationd
methods between Chinese traditiond regaurants and nodern internationd redaurarts.
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