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Abstract:  
      This study aims to analyze the impact of packaging on the purchasing behavior of Algerian 
consumers, taking Soummam products as a case study. The research adopts a descriptive-analytical 
approach supported by a field study conducted on a sample of  270 randomly selected consumers. 
The findings reveal that packaging elements such as design, color, clarity of information, and 
environmental compatibility significantly influence purchasing decisions. Furthermore, Algerian 
consumers pay particular attention to attractive packaging that reflects product quality and 
trengthens brand trust. The study recommends investing in packaging development as an effective 
marketing tool to increase market share and enhance brand loyalty. 
Keywords: Packaging, Consumer Behavior, Purchase Decision, Marketing. 
JEL Classification: M31 D01. 
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