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Abstract: 

   This study examines the crucial role of consumer protection associations in 

Algeria in strengthening consumer awareness and trust in the marketplace. Using 

qualitative interviews with representatives from three associations and NVivo-

based analysis, it explores their communication strategies, efficiency, and 

collaboration with public authorities. Findings reveal their efforts in awareness 

campaigns, educational outreach, and consumer assistance regarding product and 

service issues. Case insights illustrate their contribution to consumer 

empowerment and confidence. Despite notable achievements, challenges remain 

in coordination and visibility. The research proposes practical recommendations 

to enhance outreach and impact, emphasizing the importance of organized 

consumer advocacy in fostering a more informed and and trustworthy market 

environment in Algeria. 
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Résumé : 

   Cette étude examine le rôle essentiel des associations de protection des 
consommateurs en Algérie dans le renforcement de la sensibilisation et 

de la confiance des consommateurs sur le marché. À travers des 
entretiens qualitatifs menés auprès de représentants de trois associations 

et une analyse réalisée avec NVivo, elle explore leurs stratégies de 

communication, leur efficacité et leur collaboration avec les autorités 

publiques. Les résultats révèlent leurs efforts en matière de campagnes de 
sensibilisation, d’éducation et d’assistance aux consommateurs 

confrontés à des problèmes de produits ou de services. Les études de cas 

illustrent leur contribution à l’autonomisation et à la confiance des 
consommateurs. Malgré des réalisations notables, des défis persistent en 

termes de coordination et de visibilité. La recherche propose des 

recommandations pratiques pour renforcer la portée et l’impact de ces 
associations, en soulignant l’importance du plaidoyer organisé pour un 

marché algérien plus informé et plus fiable. 

Mots-clés : Protection du consommateur, sensibilisation du 

consommateur, confiance, Algérie, plaidoyer, droits du consommateur. 

JEL Classification Codes: D60, D83, L51, M31, I18, K39. 
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1.Introduction : 

   Consumers are the cornerstone of any economy, and the stability 

and growth of a market depend heavily on the interactions between 

consumers and businesses . To foster fair and ethical trading 

practices, it is crucial that businesses operate responsibly and 

adhere to legal standards, while the government plays a pivotal role 

in regulating and supporting consumer rights . The classical 

economic principle, articulated by Adam Smith, emphasizes 

consumption as the ultimate purpose of production, underlining the 

importance of protecting consumer interests as a key component of 

a healthy market system. 

   In Algeria, consumer protection efforts focus on raising 

awareness, empowering consumers to exercise their rights, and 

encouraging ethical business conduct. These initiatives are part of a 

broader framework designed to involve multiple stakeholders, 

including government bodies, civil society, and consumer 

organizations, working together to safeguard consumer welfare . 

Amid increasing economic globalization and market liberalization, 

the imbalance of power between corporations and consumers 

remains a critical concern, with business actors often holding more 

influence over market dynamics and consumer choices . This 

disparity underscores the vital need for robust consumer protection 

associations in Algeria, tasked with bridging this gap, fostering 

consumer trust, and advocating for consumer rights in complex and 

evolving market conditions. 

   In today’s dynamic marketplace, consumer awareness and trust 

are fundamental drivers of market stability and growth. As 

economic and social challenges intensify, the role of consumer 

protection associations becomes increasingly vital in safeguarding 

rights and enhancing consumer confidence. This article explores 
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the significant impact of these associations in Algeria, highlighting 

how they serve as key stakeholders in educating consumers, 

fostering transparency, and advocating for their rights. Through a 

detailed case study, we examine the strategies, challenges, and 

future prospects of consumer protection initiatives, offering 

valuable insights into their essential contribution to building a more 

informed and empowered consumer base in the Algerian market. 

The question of the study: 

   We formulated our problem that we would like to approach in the 

course of our research: 

How effective are consumer protection associations in Algeria 

in raising consumer awareness, fostering trust, and protecting 

consumer rights? 

   This research problem is divided into several sub-questions: 

1. The study addresses the following research questions: 

2. What strategies and methods do these associations use to 

educate consumers about their rights? 

3. To what extent do these efforts reach different social and 

demographic groups within Algerian society? 

4. How do consumers perceive the support and resources 

provided by these associations? 

5. What are the main challenges faced by these associations in 

achieving their objectives? 

6. What measurable impacts have these associations had on 

consumer trust and confidence in the market? 

7. How can these organizations enhance their strategies to 

better serve consumers and strengthen their role in the 

future? 
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The Objectif of the study: 

   The main objective of this study is to understand how consumer 

protection associations in Algeria help improve consumer 

awareness and trust. It also aims to explore how these associations 

work, how they communicate with consumers and public 

authorities, and what challenges they face. Finally, the study seeks 

to suggest practical ways to strengthen their role and make 

consumer protection more effective in Algeria. 

     The importance of the study: 

   This study is important because it sheds light on the growing role 

of consumer protection   associations in Algeria and their impact on 

building a more transparent and trustworthy market. It helps to 

understand how these associations contribute to educating 

consumers, protecting their rights, and supporting national 

economic stability. The research also provides useful insights for 

policymakers and association leaders to improve communication, 

cooperation, and the overall effectiveness of consumer protection 

efforts in Algeria. 

     Methodology: 

   This study adopts a qualitative research approach to explore the 

role and effectiveness of consumer protection associations in 

Algeria. Data were collected through semi-structured interviews 

conducted with representatives from three active associations. The 

interviews focused on their communication strategies, awareness 

activities, and collaboration with public authorities. The collected 

data were analyzed using the NVivo software to identify recurring 

themes and patterns. This qualitative approach allowed for a deeper 

understanding of the associations’ contributions, challenges, and 

potential areas for improvement in consumer protection practices. 
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2.Review of the Literature: 

   This section provides an overview of existing research and 

theories related to consumer protection, awareness, and trust, with a 

particular focus on the role of consumer protection associations. By 

examining previous studies, conceptual frameworks, and empirical 

findings from different contexts, we aim to identify key insights 

and gaps that underpin our understanding of how these 

organizations influence consumer behavior and market dynamics. 

The review also highlights best practices, challenges faced by 

consumer protection bodies, and the theoretical underpinnings that 

support their role in fostering equitable and transparent market 

environments. 

2.1.Definition of consumer:  

   A clear definition of the consumer concept is crucial for defining 

the scope of protection. In economics, there is consensus among 

experts that consumption represents the final stage of commercial 

transactions after production and distribution. The consumer is the 

individual or entity that directly uses or enjoys the goods and 

services, completing the economic cycle and necessitating 

protection to ensure their rights and interests are safeguarded, while 

the consumer is: ―the person who purchases  the commodity or 

service with the intention of satisfying his  needs or desires or his 

family‖ (Fatima Al Samarae, February 2023, p. 06).  

   According to this definition, a consumer purchases goods and 

services primarily to fulfill personal needs or desires, not for use in 

production, trading, or distribution. This scope focuses on the 

purchasing activity itself, excluding other related legal activities 

like leasing or awarding goods and services, thereby limiting 
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consumer protection to the transaction phase and not extending to 

ancillary legal dealings the consumer may be involved in. 

   A consumer is defined as any person who buys any product or 

hires or avails any services. The product or service must be paid 

either fully or partly, or may have to be paid later on. The services 

covered by the Consumer Protection Act include supply of 

electricity, banking, financing, airlines, repairs, transport, 

communication, constitution and medical treatment, etc (Dr. S. K. 

Singh S. G., 2021, p. 445)  

 

Fig.1.The Consumer as the Basis of the Market 

 

 
Source: S. K. Singh, Sanjay Gupta, Xam Success Business Studies Class - 12 

According to NEP 2020, Xam Success, 2023 , p440. 

According to the Consumer Protection Act,a consumer is 

(Suleman, 2023, p. 20) : 

(i) The one who purchases goods, commodities, or material and 

high services, 

(ii) A user of a product or services with the consent of the buyer, 

(iii) A person who purchases goods for earning his livelihood. 

2.2. Definition of Consumer protection: 

Consumer protection means the protection of consumers from 

being exploited by the unfair trade practices of producers and 

https://www.google.dz/search?sca_esv=434891f06bcd2d5f&hl=fr&sxsrf=AE3TifNpB8iulzVe6pDcRPxBmeg7dNSSJA:1748713659969&q=inauthor:%22Dr.+S.+K.+Singh%22&udm=36
https://www.google.dz/search?sca_esv=434891f06bcd2d5f&hl=fr&sxsrf=AE3TifNpB8iulzVe6pDcRPxBmeg7dNSSJA:1748713659969&q=inauthor:%22Sanjay+Gupta%22&udm=36
https://www.google.dz/search?hl=fr&gbpv=1&dq=protection+consumer+is+the+person+who+purchases++the+commodity+or+service+with&pg=PA455&printsec=frontcover&q=inpublisher:%22Xam+Success%22&tbm=bks&sa=X&ved=2ahUKEwiUgI-Eos6NAxWpVEEAHUatJZIQmxN6BAgMEAI&sxsrf=AE3TifNpB8iulzVe6pDcRPxBmeg7dNSSJA:1748713659969
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service providers. Generally, producersexploit consumers in the 

following ways (S. K. Singh, 2023, pp. 440-441): 

(i) Supply of inferior quality goods. 

(ii) Providing false information about the quality of 

goods. 

(iii) Non-compliance with the terms of the guarantee. 

(iv) Adulteration of food products  

(v) Less weight or short measure. 

   Consumer protection ensures that a consumer should get good 

quality products and services, including after-sale services, at fair 

prices  

   Consumer protection, driven by legal compliance, is vital for 

building trust and maintaining a competitive edge. Laws like the 

FTC Act in the U.S. and the Consumer Protection Act in the U.K. 

ensure businesses engage in honest advertising, provide accurate 

product information, and prioritize safety and efficacy. By strictly 

following these regulations, companies not only avoid legal 

penalties but also foster strong consumer trust and loyalty—key 

factors that influence purchasing decisions and differentiate brands 

in a competitive market (Cybellium, 2024, p. 98).Enhanced 

transparency and robust consumer safeguards are crucial for 

promoting fairness in the marketplace. Recognizing the strategic 

importance of consumer protection underscores its role in 

safeguarding consumer rights, enabling businesses to mitigate legal 

risks, while ensuring consumers have access to effective remedies. 

This balance fosters trust, loyalty, and a sustainable competitive 

advantage (Courses, 2025). 
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2.3. Need or importance of consumer protection: 

   The fundamental need for consumer protection stems from the 

implicit understanding that sellers may exploit consumers, who 

often become innocent victims of such practices. Consequently, 

safeguarding consumers is essential. The significance of consumer 

protection can be understood from two different perspectives: 

 : 

2.3.1.From Consumers' Point of View:  

   From a consumer’s perspective, protection is vital due to 

widespread issues such as ignorance of rights, unorganized buying 

power, and exploitation. Many consumers lack awareness of their 

rights, making them vulnerable to exploitation, which highlights 

the need for education and awareness campaigns. Additionally, 

organized consumer groups, although present in India, must grow 

stronger to effectively advocate for consumer interests. Consumer 

protection is also crucial in shielding consumers from unfair trade 

practices like defective products, adulteration, false advertising, 

and black marketing—ensuring they can shop safely and 

confidently (Dr. S. K. Singh S. G., Business Studies Class XII - 

SBPD Publications, 2021, p. 442). 

 

2.3.2.From the Business Point of View:  

   From a business perspective, protecting consumers is essential for 

sustainable success. Long-term viability depends on their ability to 

satisfy and retain customers, which fosters repeat sales and positive 

word-of-mouth, ultimately maximizing profits. Additionally, 

businesses have a social responsibility to prioritize consumer 

interests, as their operations rely on resources belonging to society. 

Responsible practices help maintain a good reputation and prevent 

government intervention, which can arise from exploitative 
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behaviors and harm the business's image. Ultimately, safeguarding 

consumer interests benefits both the company and society at large 

(S. K. Singh C. N., 2023, p. 221). 

   Importance of consumer protection lies in addressing market 

failures caused by consumers' bounded rationality and other 

factors. It highlights that consumer protection aims to correct 

inefficiencies and transaction costs that prevent consumers from 

making fully rational choices, ensuring fair and effective markets. 

Recognizing these failures underscores the crucial role of 

protective measures to maintain market efficiency and safeguard 

consumer welfare (Herrine, 2023, p. 04). 

 

2.4.The Role of Consumer Protection Associations in Raising 

Awareness : 

   Consumer Protection Associations play a crucial role in boosting 

consumer awareness by enforcing the rights outlined in the 

Consumer Protection Act. While literacy helps consumers easily 

understand their rights, these associations ensure that even illiterate 

consumers can access information about relevant laws and 

protective agencies. The government actively promotes consumer 

education through initiatives like Consumer Day on March 15 and 

new rights endorsed by the United Nations. Ultimately, these 

efforts empower consumers to make informed decisions and 

safeguard their interests effectively (C.A. Nikhil Gupta, 2023, p. 

222). 
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Fig 2.World Consumer Rights Day (15 March) 

 
Source: S. K. Singh, C.A. Nikhil Gupta, NCERT Business Studies Class – 12, 

SBPD Publications, 2023, p220. 

 

   In addition to accessing information, consumers should be 

educated through school curricula and media on how to make wise 

purchasing decisions and manage their money effectively, 

empowering them to become more informed and financially 

responsible (Sanjay Gupta, p. 443).consumer protection  aims to 

raise consumers' self-esteem, empower them to choose and claim 

their rights, and raise awareness of  ethical business practices, 

Opportunity factors for violations to occur include the lack of 

consumer  knowledge and low consumer awareness, business 

actors only focusing on profits and a short-term orientation  in 

addition to gaps in consumer weaknesses that are exploited by 

business actors, and weak regulations, supervision, funding, and 

institutions. Two dimensions need to be improved, namely first to 

improve the behavior of business actors and consumers in 

understanding and implementing  rights and obligations as well as 

increasing consumer awareness to complain if consumers are 

harmed (Kerti, October 2023, pp. 55-58). 

https://www.google.dz/search?sca_esv=b631beea55e1bb1c&hl=fr&sxsrf=AE3TifOgzFp0DKJF09iXUZl6eSaP64OfDg:1748712185260&q=inauthor:%22Dr.+S.+K.+Singh%22&udm=36
https://www.google.dz/search?sca_esv=b631beea55e1bb1c&hl=fr&sxsrf=AE3TifOgzFp0DKJF09iXUZl6eSaP64OfDg:1748712185260&q=inauthor:%22C.A.+Nikhil+Gupta%22&udm=36
https://www.google.dz/search?hl=fr&gbpv=1&dq=meaning+of+consumer+protection&pg=PA220&printsec=frontcover&q=inpublisher:%22SBPD+Publications%22&tbm=bks&sa=X&ved=2ahUKEwjG7fXEnM6NAxWPTkEAHVWvFxQQmxN6BAgUEAI&sxsrf=AE3TifOgzFp0DKJF09iXUZl6eSaP64OfDg:1748712185260


Revue Le Manager Vol. 12, N°02 : 2025 
ISSN  2392-5345/E-ISSN 2661-7129 

P.P : 338-368 

 

349 

 

2.5.The Role of Consumer Protection Associations in Building 

Consumer Trust : 

   Trust is a fundamental factor influencing consumers' purchasing 

decisions. It serves as the foundation upon which consumers select 

products or services, and for businesses, cultivating trust offers a 

competitive advantage—key to long-term survival and success. 

This is especially true in the digital marketplace, where trust is 

often more crucial than in traditional retail environments.Trust 

rooted in confidence and belief involves consumers’ ability to rely 

on the actions of trusted third parties or service providers. 

Extensive research highlights the powerful impact trust has on 

individual behavior, shaping their engagement and loyalty. 

Therefore, establishing and maintaining consumer trust in products 

and services should be a core component of any e-payment system, 

ensuring secure, reliable transactions that foster confidence and 

drive customer retention (Rina Arum Prastyanti, July 2024, p. 355). 

   To foster genuine trust and loyalty, governments must establish 

strong financial oversight bodies and robust consumer protection 

legislation. These initiatives should be complemented by initiatives 

that enhance transparency through regular disclosure and targeted 

financial literacy education. Promoting the consistent use of written 

policies can also serve as a strategic tool to identify and mitigate 

potential conflicts of interest between service providers and 

consumers.In the aftermath of recent financial crises, the focus on 

fair treatment and ethical business practices has gained renewed 

importance. Collectively, these elements are central to regional 

reforms rooted in the principle of financial inclusion, aimed at 

creating a more equitable and transparent marketplace. 

Furthermore, establishing consumer protection councils in every 

province is crucial for effectively safeguarding consumer rights, 
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ensuring fair and honest trade practices among producers, 

suppliers, and manufacturers, and facilitating the successful 

implementation of policies that reinforce consumer trust and 

market integrity (Humaira Noor, Spring 2024, p. 46). 

 

3.Methodology: 

   This study employed a qualitative research methodology to 

investigate the methods, functions, effects, and future direction of 

consumer protection associations in Algeria.  The objective was to 

obtain comprehensive insights into the activities and perspectives 

of these associations concerning consumer awareness and 

protection. 

    Data were gathered via semi-structured interviews with 

representatives from three distinct consumer protection associations 

working in diverse regions of Algeria.  Each interview adhered to a 

framework organised around four principal thematic axes:  

 The first axis: Awareness and Communication; 

 The second axis: Role and Function; 

 The third axis: Support and Resources;  

 The fourth axis: Impact and Future Orientation.   

   Each axis comprised 3 to 4 open-ended questions aimed at 

eliciting comprehensive and contemplative responses.  (Refer to the 

interview guide in Appendix 1). 

   The transcribed interviews were examined through thematic 

analysis, utilising NVivo software to code and categorise replies 

based on predetermined and developing topics.  The analysis 

concentrated on discerning trends, prevalent tactics, particular 

obstacles, and context-specific practices across the four thematic 
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axes.  Representative verbatim excerpts were extracted to 

exemplify participants' opinions and validate the findings. 

 

4.Results and discussion: 

4.1.Lexical approach: 

   The word cloud provides a visual synthesis of the prevailing 

priorities and perceptions surrounding consumer protection, 

highlighting the essential role of awareness campaigns and 

consumer associations in strengthening rights and fostering trust in 

the market environment. 

 

Fig.3.Word cloud 

 

 
Source: NVivo software outputs. 

   The examination of the word cloud underscores the primary 

topics associated with consumer protection and advocacy.  The key 

terms ―consumer,‖ ―consumers,‖ and ―awareness‖ highlight the 

central emphasis on enhancing public consciousness and protecting 

consumer rights. 

    The recurrent use of ―rights,‖ ―protection,‖ and ―campaigns‖ 

underscores the focus on educational activities and awareness 

efforts aimed at informing citizens and fostering equitable market 
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practices.  Moreover, terms like ―association,‖ ―services,‖ and 

―complaints‖ exemplify the crucial function of consumer groups in 

offering assistance, addressing grievances, and participating in 

regulatory measures to guarantee effective consumer protection. 

   Supplementary phrases such as ―guidance,‖ ―initiatives,‖ and 

―educational‖ indicate a proactive strategy that merges lobbying 

with capacity building to empower consumers.  The variety of 

keywords indicates a multifaceted framework that includes 

awareness-raising, legal protection, mediation between consumers 

and companies, and the encouragement of ethical and responsible 

consumption. 

 

4.2.Linguistic approach: 

   The table presents the Pearson correlation coefficients calculated 

between the responses of different interviewers regarding the 

analysed ―Internal Elements. 

 

Table 1. Pearson coeeficient of correlation between interviews 

 

Source A Source B 
Pearson coefficient 

of correlation 

Interview 02 Interview 01 0,788071 

Interview 03 Interview 01 0,743842 

Interview 03 Interview 02 0,714711 

 

Source: by author based on NVivo software outputs. 

 

   The Pearson correlation coefficients calculated between 

responses from different association representatives ranged 

between 0.71 and 0.79, indicating a moderate to strong positive 
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correlation. This suggests a high level of coherence in how 

different associations perceive their roles, challenges, and impact 

on consumers. The consistency strengthens the reliability of the 

thematic findings and confirms the existence of a shared vision 

across associations. 

 

4.3.Thematic approach: 

 Axis One: Awareness and Communication 

   The initial thematic axis, Awareness and Communication, 

indicates that consumer protection associations in Algeria employ a 

diverse and community-centric strategy to enhance consumer 

awareness. All three associations indicated a significant 

dependence on digital platforms, especially Facebook, for 

disseminating educational material and directly engaging 

customers. A spokesman stated, ―Our Facebook page, with roughly 

1.7 million followers, functions as a principal platform for public 

engagement.‖ Social media was augmented with traditional media, 

including radio broadcasts and field-based efforts in marketplaces, 

schools, and institutions. These initiatives demonstrate a collective 

dedication to engage many demographic groups, including youth, 

families, and individuals with poor reading levels. Public 

advertisements are frequently structured around significant events 

and seasons, such World Consumer Rights Day, Ramadan, and 

national holidays, enabling organisations to customise messaging to 

pertinent cultural contexts and seasonal hazards. 

   The associations exhibited contextually adaptive inventiveness in 

the formulation of their campaigns. For instance, one organisation 

initiated a nationwide campaign addressing school food in all 58 

wilayas, while another promoted road safety in partnership with 
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law enforcement agencies. Campaign themes encompassed carbon 

monoxide hazards, food safety, price manipulation, and product 

expiration, giving a comprehensive perspective on consumer 

susceptibility. An respondent stated, ―We conduct academic 

workshops in partnership with our collaborators, particularly during 

the summer when the risk of food poisoning escalates.‖ 

In evaluating the efficacy of these awareness strategies, 

associations indicated the utilisation of metrics such as social 

media engagement, event attendance, received feedback, and, in 

certain instances, a reduction in customer complaints. One 

respondent noted a considerable rise in community engagement, 

while another mentioned a substantial increase in online interaction 

and favourable feedback. Consumer trust and community visibility 

were regarded as significant indicators of success. 

   Notwithstanding these accomplishments, all three associations 

encounter ongoing difficulties in their outreach initiatives (see 

figure 04). Prevalent restraints encompass insufficient time and 

availability among members, especially as the majority of 

volunteers are employed professionals, alongside restricted 

participation in field events. ―Participation rates fluctuate between 

20% and 80%, contingent upon individuals’ willingness,‖ stated 

one interviewee. Cultural opposition to behavioural change was 

also noted, particularly concerning addictions like smoking or 

excessive consumption. To address these problems, associations 

are progressively implementing digital engagement technologies 

and striving to develop more adaptable and inspiring volunteer 

experiences, encompassing online training and skill enhancement 

opportunities. 
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Fig.4.Obstacles to the association's outreach initiatives 

 
Source: by the author from the interviewee's answers. 

 Axis Two: Role and Function 

   All associations emphasise consumer education and awareness as 

a fundamental objective. This includes coordinating field 

campaigns, distributing instructional resources, and actively 

engaging with consumers as well as service providers. An 

association representative stated, ―We prioritise awareness-raising 

and education by organising field campaigns and engaging in direct 

dialogues with consumers.‖ Another articulated their preventive 

initiatives, particularly in marginalised regions, as an endeavour to 

enhance awareness regarding expired or dangerous products, 

asserting, ―We inform citizens about the risks associated with 

canned goods and oversee the presence of carcinogenic substances 

in products.‖ Media engagement and social media utilisation are 

prevalent instruments, facilitating extensive access to credible 

information regarding consumer rights and safety. 

   A secondary principal function is the reception and mediation of 

consumer grievances.  All three associations have implemented 

systems to gather complaints through email, telephone, or face-to-
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face interactions.  The grievances encompass multiple areas, 

including public utilities, food safety, transportation, and retail.  

The associations frequently serve as mediators, relaying complaints 

to the relevant authorities or actively engaging with service 

providers.  One respondent remarked, ―Approximately 70% of 

complaints are resolved due to the esteemed reputation and respect 

our association holds within the community,‖ highlighting the 

informal yet successful function these organisations fulfil in dispute 

settlement.  Our group employs a more institutionalised approach, 

connecting complaints to field inspections, legal actions, and 

collaboration with regulatory bodies. 

   Collaboration with public institutions and other organisations is a 

crucial facilitator of the associations' efficacy.  All responses 

indicated active collaborations with organisations including the 

Directorate of Trade, Sonelgaz, SEAAL, the Directorate of 

Transport, and local governors (walis). These cooperation manifest 

in several forms, including cooperative awareness campaigns and 

coordinated initiatives addressing consumer complaints.  One 

interviewee stated, ―We uphold ongoing and consistent 

communication with the Directorate of Trade and public service 

entities such as Sonelgaz,‖ while another remarked that they ―act as 

an intermediary between citizens and taxi drivers‖ to retrieve lost 

items.  The associations serve as both monitors and enablers, 

connecting consumers with service providers and promoting a more 

responsive institutional framework. 

   The influence of these functions is exemplified by numerous 

notable case studies presented by the associations.  An organisation 

reported a successful intervention that resulted in the retrieval of a 

coffee machine misplaced by a delivery service.  Subsequent to 

being dismissed by the company's personnel, the consumer 
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approached the association, which exerted pressure on the 

corporation to take action.  The respondent stated, ―They promptly 

complied, found the coffee machine in Algiers, and returned it to 

the consumer, who was elated.‖  An other incident was to a 

postponed gas installation by Sonelgaz, which was rectified within 

five days after the association's participation, benefiting the entire 

neighbourhood.  An additional organisation conducted educational 

sessions aimed at illiterate individuals in isolated regions, with the 

objective of enhancing their capacity to recognise expired or 

hazardous products.  The representative expressed pride, stating, 

―This initiative has significantly influenced consumer behaviour in 

these regions.‖  These instances illustrate how organisations extend 

beyond campaigning to provide tangible, localised solutions that 

reinstate consumer rights and confidence. 

   The associations employ varied yet consistent methods for 

establishing priorities.  Two respondents stated that public health 

and safety are the key criterion.  ―Our primary concern is 

safeguarding consumer health and safety,‖ one stated, referencing 

cleanliness infractions in restaurants as critical concerns of 

attention.  The final interviewee emphasised grievances impacting 

broader societal segments, including speculation and price 

manipulation of critical commodities.  The leader of an association 

underscored the seasonal significance of challenges such as supply 

shortages and inflation, particularly during Ramadan.  

Consequently, organisations evaluate urgency according to the 

severity of harm, extent of impact, and socio-economic sensitivity, 

while collaborating closely with pertinent authorities to guarantee 

prompt replies. 
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 Axis Three: Support and Resources 

   Upon inquiry of the assistance kinds available to consumers 

encountering product or service issues, all groups delineated a 

multi-tiered support system, incorporating direct interventions, 

legal and practical counsel, and liaison with pertinent authorities.  

One interviewee characterised their organisation as ―a conduit 

between consumers and suppliers, delivering both legal and 

practical consultations,‖ while another articulated that they ―offer 

transportation and logistical support to facilitate consumers' access 

to the pertinent authorities.‖  These associations also facilitate the 

resolution of problems with corporations, especially in industries 

such as electronics, utilities, and retail.  A spokesman stated, ―We 

communicate with the accountable company to guarantee the 

replacement or repair of the product,‖ indicating proactive 

involvement with manufacturers and distributors.  Besides 

problem-solving, associations facilitate consumer empowerment by 

directing consumers through appropriate complaint processes, 

linking them with regulatory bodies, and guaranteeing prompt 

resolution of issues. 

   The matter of accessibility was tackled with significant focus on 

geographic and digital inclusiveness.  All responders recognised 

the difficulties consumers have in rural or underserved regions and 

each proposed methods to address them.  In isolated areas, 

organisations have utilised social media and enhanced mobile 

connectivity to close the service disparity.  A participant 

highlighted, ―The expansion of the Mobilis 4G network enables 

direct communication with consumers in the southernmost region 

of the country.‖  Furthermore, organisations manage Facebook 

pages (some boasting over a million followers) and provide 
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hotlines (e.g., a concise number ―331‖) to provide prompt access to 

assistance.  In addition to digital solutions, associations conduct 

field campaigns and awareness activities in schools, markets, and 

public locations to reach individuals with restricted internet access.  

Another person stated, ―We contend that awareness should occur in 

locations where citizens naturally congregate.‖ 

   All associations have invested in several technologies and 

formats to enhance consumer knowledge and confidence regarding 

educational resources. These encompass written booklets, visual 

posters, instructive videos, and live workshops.  One organisation 

stated, ―We create and distribute digital content, including 

educational and awareness-raising articles and videos, through 

social media platforms,‖ emphasising the transition to digital 

education.  Another organisation prioritises community 

participation, stating, ―We conduct educational days and awareness 

workshops in markets, shopping centres, public streets, and 

schools.‖  The subjects covered include rights and grievance 

procedures, health, food safety, and environmental protection, with 

particular instructions on hazardous plants and safe gas utilisation.  

The objective is to educate while simultaneously inspiring action 

and self-protection, particularly among at-risk populations such as 

the elderly, youth, and rural residents. 

   Consumer feedback was frequently characterised as 

overwhelmingly favourable, reinforcing the associations' 

legitimacy and social significance.  Participants indicated that 

consumers frequently convey appreciation for the promptness and 

calibre of support received.  One remarked, ―Consumers praise our 

initiatives in promoting community awareness and improving their 

comprehension of their rights.‖  Another representative indicated 

that the organisation receives "messages of gratitude and positive 
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testimonials... in which consumers recount their successful 

interactions with us."  The efficacy of public-space seminars and 

their outreach to rural areas were particularly commended, 

especially by demographics that have traditionally been deprived of 

consumer protection services. A respondent highlighted, 

―Consumers in remote areas commend our direct engagement... via 

field activities in rural and underserved regions.‖ 

 

 Axis Four: Impact and Future Orientation 

   Within the framework of Impact and Future Orientation, the 

respondents collectively recognised that consumer protection 

associations have been crucial in reinstating consumer confidence 

and fostering a more accountable market environment in Algeria.  

Each of the three organisations have observed a significant change 

in consumer behaviour, with individuals increasingly inclined to 

exercise their rights, report infractions, and pursue institutional 

assistance.  A respondent remarked, ―Consumers have grown 

increasingly cognisant of their rights and are now more willing to 

assert them,‖ indicating a shift from passive acceptance to 

proactive involvement.  Another emphasised that ―if there were not 

authentic trust in the operations of these associations, consumers 

would not contact them to report illicit practices,‖ highlighting the 

credibility established via persistent lobbying and responsiveness. 

The beneficial societal impact transcends individual instances; one 

respondent associated it with wider results, such as "promoting 

enhancements in the quality of products and services in the 

marketplace," and cultivating a culture of mindful and responsible 

consumption. 
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   The associations utilise a combination of qualitative and 

quantitative criteria to assess their institutional influence.  Typical 

indications encompass the quantity of complaints lodged and 

addressed, consumer involvement in awareness initiatives, and 

public interaction on social media platforms.  A spokesman 

referenced "photos and videos as evidence of engagement and 

success," in addition to monitoring the "association's public 

reputation within the community."  Others cited consumer 

testimonies, which they consider a direct and dependable measure 

of effectiveness: ―Direct testimonials from citizens are among the 

most authentic indicators of our success.‖  In highly organised 

environments, metrics encompass survey-based evaluations of 

customer happiness and awareness, membership expansion, and 

official reports presented to national or international organisations.  

A spokesman emphasised the incorporation of data collecting 

within its engagement in global networks like the African Union 

and the International Consumer Protection and Enforcement 

Network, thereby enhancing its performance via a transnational 

lens. 

   All three interviewees voiced a collective optimism over the 

increasing significance of consumer protection associations, while 

also recognising the necessity for enhanced professionalism, 

autonomy, and legal assistance. A participant predicted that, ―with 

the expected legal reforms, we anticipate associations will achieve 

enhanced independence and empowerment,‖ facilitating more 

assertive action in the protection of consumer rights. Others saw a 

future influenced by technology and digitisation, wherein consumer 

grievances could be addressed via specialised applications, 

instantaneous communication channels, and online platforms. 

―Technology will serve as a pivotal element… enabling consumers 
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to submit complaints and reports with greater ease and efficiency,‖ 

one interviewee forecasted. Another underscored the significance 

of implementing ―effective, research-based strategies‖ and 

enhancing capacity through collaborations and information transfer 

with international institutions. There was a consensus that the 

associations are transitioning from local entities to professional 

institutions, capable of influencing national policy and grassroots 

awareness through evidence-based methodologies and strategic 

partnerships. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Revue Le Manager Vol. 12, N°02 : 2025 
ISSN  2392-5345/E-ISSN 2661-7129 

P.P : 338-368 

 

363 

 

5.Conclusion: 

   This study offers a comprehensive analysis of the strategies, 

functions, and effects of consumer protection associations in 

Algeria, emphasising their changing position within a progressively 

intricate and dynamic socio-economic landscape.  The findings 

indicate that these associations are actively supporting consumer 

rights through various awareness campaigns, educational outreach, 

and community-based initiatives, utilising both traditional and 

digital communication methods.  Notwithstanding structural 

constraints and cultural obstacles, the associations have effectively 

augmented consumer awareness and confidence, especially through 

their responsiveness to grievances and aggressive public 

participation. 

    The research indicates that the groups serve a multifaceted 

purpose, encompassing advocacy, complaint resolution, public 

health education, and regulatory collaboration.  This study's case 

studies demonstrate their significant impact on settling consumer 

disputes, enhancing service delivery, and protecting vulnerable 

populations, particularly in disadvantaged and rural areas.            

Their increasing visibility and credibility within local communities 

signify a wider shift towards institutional trust and civic 

engagement in the Algerian marketplace. 

    The associations utilise both official and informal evaluation 

methods to analyse their impact, incorporating customer feedback, 

complaint resolution rates, engagement metrics, and membership 

growth.  These indications validate their role in cultivating a more 

knowledgeable and empowered consumer demographic.  The 

associations concurrently encounter problems pertaining to 

volunteer capacity, resource limitations, and consumer behavioural 

reluctance. 
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   The associations are prepared to assume a more strategic role in 

advancing digital transformation, policy reform, and cross-sector 

collaboration.  Their objectives encompass the expansion of online 

platforms, the development of structured training programs, and the 

enhancement of collaboration with federal and international 

entities.  Recognising this potential necessitates a conducive 

legislative environment and enhanced investment in institutional 

capacity development. 

    This study's findings provide many actionable recommendations 

to fortify the function of consumer protection associations in 

Algeria and augment their influence on consumer awareness, trust, 

and rights protection.  

 Enhance the legal standing and independence of consumer 

protection organisations; 

 Implement nationwide and focused awareness initiatives; 

 Enhance digital instruments for engagement and grievance 

management; 

 Facilitate organised training and capacity enhancement for 

association members; 

 Augment cooperation with governmental entities, 

educational institutions, and civil society organisations; 

 Enhance accessibility to services in rural and marginalised 

regions; 

 Implement monitoring and assessment systems; 

 Incorporate consumer rights education into educational 

curricula at both the primary and tertiary levels. 

 Facilitate innovation via financial support and public-

private collaborations. 
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7.Appendices: 

Appendix1.Interview guide 

The Role of Consumer Protection Associations in Enhancing 

Consumer Awareness and Trust: Case Study: Algeria 

   This interview is part of a scientific research project aimed at 

preparing an article. We kindly ask you to respond thoughtfully and 

openly, while ensuring that the information you share remains 

confidential. Rest assured, all data collected will be kept secure and 

only accessible to the principal investigator and the research team. 

Contact Information: If you have any questions about the study, 

you may contact us at: n.bokreta-ens@ensmanagement.edu.dz   

Questions: 

 Axis One: Awareness and Communication 

    1.What strategies do you adopt to raise consumer awareness of 

their rights? 

   2.Can you describe any recent campaigns or initiatives aimed at 

raising consumer awareness in Algeria? 

   3.How do you assess the effectiveness of your awareness efforts 

in reaching consumers? 

   4.What challenges do you face in raising awareness among 

different segments of society? 

 Axis Two: Role and Function 

1.What are the main tasks of your association with regard to 

consumer protection? 

2.How do you collaborate with other organizations or 

governmental bodies to promote consumer rights? 

3.Can you share any significant case studies where your association 

positively impacted consumers’ situations? 

mailto:n.bokreta-ens@ensmanagement.edu.dz
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4.How do you determine the priorities of the issues brought to your 

attention by consumers? 

 Axis Three: Support and Resources  

1.What types of support do you provide to consumers facing 

problems with products or services? 

2.How easy is it for consumers to access your services, especially 

in rural areas or regions with limited services? 

3.Could you elaborate on the resources or educational materials 

you provide to assist consumers in understanding their rights? 

4.What feedback do you receive from consumers regarding the 

assistance provided by your organization? 

 Axis Four: Impact and Future Orientation 

1. In Your Opinion, How Has the Presence of Consumer Protection 

Associations Affected Consumer Confidence in Algeria? 

2.What Metrics Do You Use to Measure the Impact of Your 

Organization on Consumer Protection and Awareness? 

3.How Do You Envision the Development of the Role of 

Consumer Protection Associations Over the Next Five to Ten 

Years? 

  

 

 


