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Abstract: This study is aimed to clarify the relationship between “adoption of marketing 
knowledge and the good competitive positioning through  the advantages acquired. The study 
focused on a sample of servitor managers and responsible in “ production and installation of 
electronic devices ” in Algeria, the sample has chosen of nine (09) companies activate in the 
field of “production and installation of electronic devices”, (35) questionnaires have distributed, 
and after retrieving the valid answers (32) an entered to SPSS program, it has confirmed the first 
null hypothesis established in the beginning of the study, and confirmation of the second null 
hypothesis too, so confirming the two partial hypotheses.  
Keywords: modern marketing knowledge, Competitive Advantage, empowerment customer to 
create a knowledge for company. 
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Source :  Curbatov O. et Louyot M-G, Le ‘3D -Knowledge Marketing’ et la co-création dans 
le domaine des services, Intervention au colloque international organisé par CESEM, centre de 
recherche  de  HEM,  et  l’  IAE  LYON  :  LE  MARKETING  COMME  POINT  DE  REPERE  ,  
Marrakech le  8 et 9 décembre 2011. 
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