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Summary: 
The aim of this research is to identify the positioning  of  Algerian soft drink product compared with foreign 
competitor products, And  by applying a survey to determine the image and prestige of the  Algerian  product in the 
consumer's perspective  compared to foreign products, The study has touched a random sample consisting of 601 
consumer  from all of Algeria. 
We result from the research that soft drinks local institutions recorded vulnerable and a deterioration in Its 
competitive positioning compared to positioning perceived of soft drinks to foreign institutions, as they do not 
bother to focus more on the dimensions of which are of paramount importance to customers, as opposed to foreign 
products which differentiate it in line with the wishes and expectations of the Algerian customer. 
Keywords:  positioningstrategy,Positioningperceived, competitivemarket, local product, foreign product. 
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