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Abstract:

This research aims to study the role of marketing
knowledge in managing sustainable operations
within Sulaimaniya Dairy and Food Products
Company. It reflects the role of knowledge in
improving production and operational processes
through data analysis and understanding
consumer preferences and market trends. Th
research problem arises in answering the
question to what extent marketing knowledge
contributes to improving sustainable operations
management within Sulaimaniya Dairy and Food
Products Company. Sulaimaniya Dairy and Food
Products Company was chosen as a site for
applying the research and a purposive sample
consisting of (84) employees at different
administrative levels working in the marketing
and production departments was chosen. The
current research relied on the descriptive
analytical approach in preparing the research and
used the SPSS V.26 program in analyzing the
data. The research results show that marketing
knowledge constitutes a vital strategic tool in
supporting the sustainability of operations, by
providing institutions with the necessary
information to make strategic decisions aimed at
reducing the environmental impact and achieving
high operational efficiency. Many challenges
facing institutions in applying marketing
knowledge in sustainability strategies were also
identified, such as lack of accurate data and poor
coordination between different departments. This
research recommends investing in advanced
analytics tools and techniques (such as artificial
intelligence and big data analytics) to understand
consumer needs to better generate marketing
knowledge and guide sustainability strategies
based on this information. This helps improve
decision-making related to sustainable products,
services and operations.
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¢(0.937) &b 4y suill 4 el yuiiad CR. e (1) Jsanll edas o Jlas) o yall i) Dlad
STl 585 ¢(0.959) Asltinsall ililaal) 5 la) il Wll Jalaa @i LS <070 (1o ST 58

L 5 Baally aiaty ) el of A 50ds Les 0.70 (s

Gl &l paaial (Fla g S L) cldll g aall jlas) (1) Jsas

Result CR. Cronbach’s Alpha Code Variable
Reliable 0.937 0.879 MRK A8, gectl) 48 jaal)
Reliable 0.881 0.777 CK O A3 pa
Reliable 0.854 0.730 MK clailally 48 s
Reliable 0.874 0.764 AK Cpdlial) 48 a0
Reliable 0.959 0.921 SPM Aol diall cllaad) 51

SPSS V.26 &ila yaa e aldie YL Q;;L.d\ el (e ydaall

Gl Ql pidal Al Judadll 2

Jieal priall Geaah dua cdaaall Gl pzial ‘;A.\.a_,l\ Julasl) (2) Jsaall a5
I3 (20) "aelxisall clilaad) 313" i) el ey Lty s (13) @8) 50 Gansdlial)
Lugll ga oSl Aad as ¢(3.698) il A pudl)l A jaal) el luad) Tangll o) sy
Gl oai¥) o LS ) oladVl aae Al o) cilila) G35 ) el Lae ¢(3) (il
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