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ABSTRACT 
This study aimed at identifying the Jordanian Consumer Trends on 

Packaging Goods that are consumed, and how this important element 
contributes to marketing activity. Various marketing organizations increased 
their attention to this element through affecting consumer behavior and 
conviction, whether by raising the motivation on the purchase, color, design, 
packaging …. etc. 

The researcher distributed 90 questionnaires to some Jordanian 
families in Irbid. A city in northern Jordan, as a random sample, 90 of this 
questionnaire were recovered of which were applied several statistical 
methods. 

The study concluded a number of conclusions, one of these is: there 
is great importance to packaging, whether in terms of the producer or 
consumer. Consumer focuses on moral and informative more than the 
practical aspect. The researcher recommended that Jordanian companies 
need to focus on aspects of vision and clarity, moral, and the dimensions of 
social marketing because it has become a subject  that seizes the motives of 
the interest of consumers. 
Key Words: Packaging, Trends, Communication Marketing, Motives, 

Vision and Clarity. 
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