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Summary :

This study aims to identify the nature of the Mental image of local products of Venus
among the Algerian consumer and the factors affecting their formation and to know whether
they affect the purchasing behavior of the Algerian consumer and to identify the mechanisms
of enhancing their positives and address their negatives, by doing a field study on a sample of
consumers of local Venus products The size of this sample amounted to 100 individuals which
were selected by chance sampling method by relying on the survey method as the most
appropriate method for the study. An electronic questionnaire form was used as a main tool for
data collection, and the cognitive theory of knowledge was employed to obtain the most

accurate theoretical and field information that serves the purposes of the studied subject.

This study concluded that the nature of the mental image of the local products of Venus
among the Algerian consumer is positive and that its dimensions are cognitive (Venus
Foundation providing information about it and its products), emotional (confidence in Venus
products) and behavioral (acquisition of Venus products). The factors affecting its formation are
price, quality and information circulated about these products. It was also concluded that the
effect of the Mental image on the purchasing behavior of the Algerian consumer is a positive
one. The study also found that the mechanisms of enhancing the positives of this image and
addressing its negatives are represented in improving the marketing mix strategies (product,

Pricing, distribution, promotion).

Keywords: mental image, local product, Algerian consumer, consumer behavior.
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