
 
 

Les Cahiers du MECAS                                                        V°14 /N°2 /Décembre 2018 

 

113 
 

 

 

 

components verbal of isual and vThe effect of 
An empirical packaging on purchase intention: 
modelling study using structural equations 

 .  
 

benach_med@yahoo.fr 
 

 

 
benlakhdar.mohamed@gmail.com 

 
 

  

 
 

 .

 

 

JEL M31, C52 
Abstract: 
The aim of this article is to study the impact of visual and verbal elements of 

packaging on customers purchase intentions. After a brief literature review, an 

empirical study is conducted among 146 customers of brand in Tlemcen city. A 

model of intention has been developed to be tested by structural equations 

modeling. The results of this study showed that marketing the visual and verbal 

elements of packaging have a significant effect on purchase intentions of the 

customers of this brand. 
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