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ABSTRACT
The study investigates the effects of gift satisfaction and customer loyalty to mobile phone service providers’ corporate
performance. According to indirect references and logical reasoning, it is found that the relationships between gift satisfaction,
customer loyalty and corporate performance need further clarifying. The study processes by a questionnaire survey, and the objects
are the biggest three domestic mobile phone service providers. A Total of 500 questionnaires are distributed. After excluding invalid
and incomplete ones, there are 478 valid questionnaires colected(95.6% response rate). Through T-test, one-way ANOVA, Scheffe
Post Hoc, Pearson’ s Product Moment Correlation Coefficient, Simple Regression and Multiple Regression, the following re-sults
are as below: 1.The gift satisfaction has significant effects on customer loyalty. 2. The gift satisfaction has significant effects on
corporate performance. 3. The customer loyalty has significant effects on corporate performance.
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