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 JEL: M31 P36   
Abstract:  
Our research paper came to know the role of marketing knowledge management in product 
innovation and to analyze the relationship between the two variables. In this case, we tried to drop 
the  theoretical  concepts  in  a  case  study  of  ouancharis  Mills  in  Jalfa.  The  study  used  the  
questionnaire as a tool for collecting information.A comprehensive survey of the 36-member study 
community was conducted Their administrative levels. 
  The study recommended the need to take care of the use of marketing knowledge management, 
especially marketing research in the creation of new products or improving the current ones, and the 
need to develop the latter to stay in the competition 
Keywords: Marketing knowledge management, product innovation, Wenchrys Mills Djelfa. 
JEL Classification:  M31 P36 
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