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Abstract :

This research aims to study the effect of brand image of Yacine
Brahimi (Player of national team of Algeria) on the purchase intention of
brands. An empirical study is conducted among a sample of 54
individuals in the two cities of Tlemcen and Sidi Bel Abbes. The results
computed through pls-sem using smartpls program version 3.2.8, show
that attractive appearance have a positive impact on purchase intention of
brands, while athlete performance and lifestyle have no effect on the
purchase intention.
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