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Abstract:  Article info 

This study aimed to measure the effect of price sensitivity as a mediating variable 
in the relationship between brand loyalty and purchase intent. We used the 
descriptive approach on a sample of 5435 mobile phone users in the city of Djelfa. 
The most important findings are: -The relationship between brand loyalty and 
purchase intention among mobile phone users differs, with the sensitivity to price 
as a mediating variable. Finally, we recommended that the managers need to pay 
attention to consumer behavior research, especially product pricing and purchase 
intention incentives, because of their importance in determining brand loyalty 
behavior. 
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