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Abstract 
With the development of China's economy, the proportion of the catering industry in the 
industrial structure has been rising. The catering industry can be divided into many 
categories according to themes and categories, among which the Chinese time-honored 
brand has always been the focus of scholars in recent years. However, the impact of the 
epidemic on the catering and other service industries, especially the time-honored 
traditional catering industry, cannot be ignored. This article takes the digital 
transformation of a time-honored restaurant and restaurant as an entry point, and 
studies the digital transformation of "China's time-honored brand Geng Fuxing", to 
understand where it should start for low-cost and high-efficiency digital transformation 
based on the current situation. 
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1. Introduction 

In recent years, affected by the epidemic, the impact of digitalization on the catering industry 
can be said to be unprecedented. Many traditional restaurants have been "damaged" by digital 
restaurants in all aspects, and it is not uncommon to see serious customer loss, high customer 
acquisition costs, and large stores being robbed of business by small stores. The advantages of 
traditional big stores are slowly being lost, such as geographical advantages, luxurious 
decoration, and long-established brands. From this point of view, whether it is to maintain the 
original stable market position or acquire new customers, the trend of digital transformation 
of the time-honored catering industry is unstoppable. 
Geng Fuxing was founded in 1888 in Guangxu, Qing Dynasty. After going through the 
vicissitudes of life, it has been enduring for hundreds of years, until today. Geng Fuxing 
headquarters in 2002 settled in Wuhu Phoenix Food Street Center Plaza, operating area of 
about 1 million square meters, now Geng Fuxing Wuhu old main dish, Huaiyang, and Geng 
Fuxing Slices of traditional snacks. Geng Fuxing was recognized as one of the first batch of time-
honored brands in China by the Ministry of Commerce in 2006, and was awarded the Famous 
Brand in Anhui Province in 2010. Geng Fuxing's "three big pieces" of traditional snacks - 
xiaolong soup dumplings, crispy sesame cakes, and shrimp roe noodles have been included in 
the list of intangible cultural heritage of Anhui Province, and shrimp roe noodles have now 
become the cultural symbols of Anhui cuisine. "The old man is not deceived and the goods are 
genuine" is Geng Fuxing's century-old store motto, and "carrying forward traditions and 
advancing with the times" is Geng Fuxing's development philosophy. So, how does Geng Fuxing, 
a well-known time-honored brand, face the impact of the epidemic and carry out digital 
transformation based on the current situation? 
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2. Status Quo of Geng Fuxing’s Digitalization 

Through preliminary research and understanding in the early stage, Geng Fuxing, a time-
honored Chinese brand, has 12 stores of various types in Hefei, Wuhu, Tongling and other 
places . The overall level of digitalization is not high. The entire enterprise has no official 
website, only official accounts and small programs. applet online ordering and billing, settled 
in the US group, hungry yet and other take-away platform, the store paid micro-channel, Alipay 
can, employee digital marketing training rarely failed truly effective realization of long-
established catering business brand and Double upgrading of products, realizing the three-
wheel drive of dine-in, takeaway, new retail, omni-channel sales, and realizing the digital 
transformation and development of time-honored brands, Geng Fuxing still has a lot to improve. 

3. Geng Fuxing's Thoughts on Digital Transformation 

3.1. Digitalization of Precision Marketing 
Geng Fuxing uses the Internet platform to carry out digital precision marketing, realizes the 
transformation from content display to word-of-mouth accumulation, grasps new trends in 
consumer demand through precipitation of big data, and continuously optimizes products, 
channels and services to achieve diversified sales models, channels, and refined services. 
1) Accelerating digital transformation efforts for time-honored brands 
Online channels have developed into the main channel for residents' consumption. We must 
pay attention to the traction role of e-commerce platforms, and use digitalization to drive Geng 
Fuxing's transformation and upgrading, so that Geng Fuxing can be rejuvenated. Based on the 
circle-based and platform-based characteristics of modern consumer groups, Geng Fuxing 
should focus on building a social media communication matrix to make marketing more 
targeted and accurate. At the same time, by entering the B station, with the two-dimensional 
group"Intimate contact", by entering station B, "Selling cute" speeches, etc., and the two-
dimensional group among young people" Intimate Contact". 
 

 
Figure 1. 360 -degree acquisition of user portraits of terminal scanning users 
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2) Pay attention to Weibo marketing and keep pace with the times 
Track hot spots, create topics, attach importance to topic marketing on Weibo, continue to 
operate its official Sina Weibo account, and actively interact with groupies by updating 
spokesperson information, playing advertising videos, and linking to Taobao live broadcasts. 
3) Build an e-commerce platform to fully reach different consumer groups 
change the past "The marketing concept of focusing on offline and less online" accelerates the 
new retail transformation that integrates online and offline. The platform is supported by the 
data middle platform and connected by data, extending to offline channels, logistics systems 
and other industries; at the same time, it uses brand activities as the entrance to accumulate 
user data, cultivate private domain traffic, and create online and offline integration. operating 
platform. The platform also has WeChat mini-programs and APP channels. It not only sells its 
own products, but also attracts well-known domestic and foreign brands to settle in, and 
conduct brand promotion and product sales in the mode of social e-commerce. In addition to 
building its own e-commerce platform, time-honored brands also need to settle in social 
platforms such as Douyin, Kuaishou, Zhihu, Xiaohongshu, etc., and build a social media 
communication matrix, in order to reach different types of consumer groups comprehensively 
and accurately. 
4) Pay attention to mining the cultural connotation of time-honored brands 
After years of inheritance and development, many time-honored brands have formed a unique 
cultural heritage and connotation. For example, Tongrentang's" Genuine", Rongbaozhai's" 
Integrity-based", Hu Qingyutang's" True price is not the same" is not only the creed of business, 
but also the culture of inheritance. Culture is the root and soul of a time-honored brand, and it 
is also the biggest feature that distinguishes it from other brands. Geng Fuxing, who is 
transforming with the help of an e-commerce platform, should realize that the e-commerce 
platform is not only a simple trading platform, but also a gathering place for cultural 
dissemination. 
5) Use the Internet to tell the stories of time-honored brands and Chinese stories 
The time-honored brand has a long history, and the story behind it has lasted for a long time in 
the polishing and precipitation of time. By telling a good brand story, it can not only shape the 
brand image, but also realize the inheritance and development of China's good stories. In 
addition, as a time-honored enterprise, it must not only consider its own operating income, but 
also take the initiative to inherit the excellent Chinese culture, so that Chinese manufacturing 
can go abroad and spread Chinese stories to the world. time-honored" Going overseas" not only 
allows foreign consumers to use high-quality time-honored Chinese products, but also 
promotes China's long-standing culture. 
6) Cross-border mashup of time-honored brands 
Geng Fuxing's golden brand name and historical heritage advantages are a rich brand heritage. 
In fashionable words, it is" Bring Your Own IP ". and these are defined as The most basic 
criterion for the "products of National Trend" is whether they have the genes of traditional 
culture and whether they have a sense of fashion.  Geng Fuxing can promote the rejuvenation 
of the brand image of time-honored brands through innovative product design; "The main 
consumer force of national tide" not only needs to satisfy young people's pursuit of fashion and 
publicity of individuality, but also a natural return and awakening to traditional culture. 
Cultural creation is a brand-new element. Through IP -based and symbolic communication, it 
can ignite consumers' re-cognition of aging brands; the sales of cultural and creative products, 
the authorization of time-honored brands and cultural elements can achieve direct economic 
value. Cultural and creative industries are used to enhance the influence of time-honored 
brands and drive the growth of traditional businesses; in addition, for the current cultural and 
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creative industries, such as the similarities of creativity and lack of cultural connotations, the 
entry of Geng Fuxing also brings certain resources and capital to the industry. Time-honored 
brands represent traditional Chinese culture. The success of the Palace Museum has proved 
that cultural and creative products with traditional cultural elements have a larger market; 
secondly, the IP that comes with time-honored brands is more likely to attract the attention of 
consumers when conducting cross-border marketing; thirdly, time-honored brands represent 
better quality and service assurance. Its own product purchasing power is strong, and it has a 
more mature quality management system, so the possibility of subsequent risks is low; finally, 
most of the time-honored brands are in the industry, and they have rich experience in supply 
chain and sales channels, so they can avoid many detours. 
7) All-round entry into the takeaway platform 
Numerous surveys show that customers prefer the convenience of ordering online. The ability 
to order remotely takes the pain out of waiting. Customers also don't feel rushed when ordering. 
Online ordering not only enables customers to place orders at their own pace, as a result, they 
end up spending more. Compared to internal orders, orders can ultimately be 15 % to 20 % 
more profitable. 
The food delivery system can bring enormous efficiency to Geng Fuxing. With the sheer volume 
of takeout and delivery orders being processed online, restaurants no longer need to free 
employees from other responsibilities to answer calls and take orders. When customers want 
delivery, they pay for both food and convenience. If you don't order online, customers are 
required to call the restaurant. To call a restaurant, customers must know in advance what they 
want to order as well as the restaurant's location and phone number. The process is time-
consuming, and if the restaurant also doesn't have a website, customers will go elsewhere. 
8) Research and develop diversified products 
Geng Fuxing's consumer group structure has not completely kept up with the trend, and new 
consumer groups have become the main force in the market, but they are unfamiliar with these 
groups. For young people, Geng Fuxing can launch Xiaolongbao, milk tea and other products 
suitable for the taste of young people; for female groups, develop beauty and beauty diets; for 
elderly groups, develop functional health diets, etc., to attract more consumer groups. 

3.2. Digitalization of Operation and Management 
Geng Fuxing uses digital software and hardware facilities to improve the operation and 
management of Geng Fuxing stores, providing digital tools such as acquiring, cashier, ordering, 
queuing, electronic invoices, and store operation management systems to improve data 
analysis and financial services, and improve Geng Fuxing’s operating efficiency and digital 
management level. 
In order to understand consumer satisfaction, store service quality, and dish quality, it is very 
common for catering companies to conduct consumer research. For example, restore the "full 
picture" of catering services through mysterious visitors, stop visits offline, collect dining 
experience with the help of paper opinion books or scan codes to answer questions, etc. 
Although the mysterious visitor survey provides a basis for the internal supervision, 
assessment and punishment of catering brands to a certain extent, it does not solve the problem 
of lag in service management and quality control of catering enterprises from the root cause. 
Real-time and continuous dynamic monitoring and feedback Become the key - digital catering 
experience management, came into being. Compared with traditional offline research, online 
research methods provide the possibility for catering companies to reach their target audience 
more comprehensively, thus providing technical backing support for more catering companies 
to quickly land. And digital management takes advantage of full access to Internet platforms 
such as Koubei and Ele.me, and uses the big data technology of local life platforms to accelerate 
digital upgrades. 
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For example, listening to the voices of consumers: taking payment (Alipay and WeChat) as a 
touch point, triggering online questionnaires to collect consumer voices; watching consumer 
feelings: dynamically pushing questionnaires according to customer orders to obtain more 
accurate after-dinner evaluations and feelings; promoting action improvement: After 
participating in online research, the system automatically triggers consumption coupons and 
stimulates secondary consumption. It has become a common activation method; in addition, 
according to low-scoring questionnaires or customized keywords (such as" bad taste"," Poor 
service"," Sanitation", etc.) to generate an early warning work order to discover the experience 
for the store in time" Noise", find the service "The blind spot" provides convenience, and the 
hysteresis problem is avoided. 
For example, through the digitization of operation and management, if the Geng Fuxing store 
fails to process the warning work order in time within 2 hours, the system will automatically 
report it level by level. Based on a process-based feedback mechanism, the catering brand 
realizes a standardized process of driving improvement actions based on experience data and 
forming a 2 -hour feedback, preventing customer complaints in the bud.  
 

 
Figure 2. Processed feedback mechanism 

3.3. Supply Chain Digitization 
Geng Fuxing improves the level of digitalization of the supply chain, and uses modern 
distribution and intelligent supply chain to help enterprises reduce logistics costs and 
procurement costs, thereby improving the quality of raw materials, expanding the service 
radius, and helping Geng Fuxing series products to be safe and traceable. 
Since Geng Fuxing has 12 stores, it is difficult to standardize catering, and it is still in the initial 
stage of market fragmentation and low chain rate. On the basis that basic elements such as food 
research and development and service quality are guaranteed, it must also have the support of 
the underlying system. Only by completing the infrastructure construction of supply chain 
digitization can standardization be achieved. For catering companies such as Geng Fuxing, it is 
necessary to realize digitization in the supply chain, so that there is a standardized supply of 
ingredients and standardized meal preparation processes. In addition, cold chain preservation, 
Internet, Big data also provides supply chain service providers with new means to upgrade 
traditional industries, and supply chain digitization has become the core competitiveness of 
catering companies in the second half. 
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3.4. Digitalization of Consumption Integration 
Geng Fuxing realizes digital integration with Wuhu urban consumption. Give full play to the 
"one-stop consumption" and multi-scenario integration characteristics of the Internet platform, 
carry forward Geng Fuxing's regional and cultural attributes, help Geng Fuxing to base itself on 
its own products and services, expand cooperation with tourism, cultural creativity, leisure and 
entertainment and other fields, and reach more consumers. Enhance Geng Fuxing's influence 
among young people and high-quality consumer groups, and use consumer hotspot IP to create 
new consumer trends. 
At a time when the epidemic is still full of uncertainties, "time-honored catering" enterprises 
are the first to join the ranks of "contactless restaurants" and "safe restaurants", and actively 
participate in various consumption promotion activities organized by local governments and 
platforms, becoming the catalyst for the recovery of industry consumption. It is an important 
force to promote the innovation and development of time-honored brands and accelerate the 
digital transformation of time-honored brands. For Geng Fuxing, it is necessary to actively 
integrate into the development of new models such as "catering + culture", "catering + 
technology", "catering + experience", especially integrating elements such as Wuhu's urban IP 
and Kujie IP , and carry out digitalization of consumption integration. 
 

 
Figure 3. Supply Chain Digitization 

4. Summary 

In short, for the digital transformation of the time-honored brand Geng Fuxing, we mainly start 
from four aspects: 
One is the digitization of the diners-centric front office. The front hall (restaurant) is the final 
and most direct contact surface between catering enterprises and customers, and it is the 
terminal that gives the highest value to catering products. The most important and ultimate 
goal of front office operation management is to improve customer experience in multiple ways: 
including improving efficiency, convenience, and comfort. Therefore, catering enterprises 
digitally transform in-store business links such as customer acquisition and drainage, 
reservation of seats, queuing, ordering, delivery, cashier, and takeaway in the front office 
process to achieve the purpose of reducing costs and increasing efficiency. 
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The second is the digitalization of kitchen-centered production methods. The intelligent kitchen 
display system (back kitchen KDS ) is an intelligent catering tool to ensure orderly and efficient 
meal delivery. The electronic flow of the process from the front hall to the back kitchen to the 
meal delivery ensures the real-time transmission of information flow and controls the overall 
process; EDI transmission, realizes paperless, intelligent display through the visual screen, 
clearly visible, and optimizes the workflow of waiters and chefs; intelligent Urge the order to 
ensure the speed and smoothness of the serving. In addition, the precipitation of kitchen data 
can help managers to refine the kitchen, find the betting points in the business process, and 
facilitate optimized management. 
The third is the digitalization of the food and beverage supply chain centered on ingredients. 
The realization of digitization in the supply chain enables standardized food supply and 
standardized meal preparation processes. In addition, cold chain preservation, the Internet, 
and big data have also provided supply chain service providers with new means to upgrade 
traditional industries. Supply chain digitization has become the second half of catering 
companies. core competitiveness. 
The fourth is to optimize the digitalization of data-centric catering operation and management. 
With the upgrading of the traditional catering industry to intelligence, the whole process of the 
catering industry can also be abstracted into the front-end service receiving data, and the back-
end collecting and analyzing data and feeding it back to the front-end to assist in the process of 
business optimization. Therefore, data becomes the basis of catering digitalization. The catering 
industry will gradually enter the era of digital management, optimizing management efficiency 
through information technology, retaining data, opening up multi-dimensional data, and 
guiding business decisions based on data. In addition, the scene connection formed by the front 
office, back kitchen, supply chain and other processes of the catering industry is not only a boost 
to the upgrading of the process efficiency of the catering industry by technologies such as cloud 
computing, big data, and artificial intelligence. The omni-channel and full-process consumption 
behavior from receiving orders to serving dishes, from production to procurement to 
transportation has also become the connection port between consumer-side data and the front 
office and back-kitchen supply chain. After desensitization and precipitation of transaction data, 
user data, etc., Rich data analysis dimensions can feed back the needs of intelligent marketing, 
intelligent location selection, and dish research and development in the catering aftermarket. 
Through the introduction of the whole process of digitalization, supplemented by the digital 
marketing training of employees, the process from informatization - dataization - digital 
intelligence is gradually implemented, thereby promoting Geng Fuxing's digital transformation. 
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