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ABSTRACT
Due to the growing trend of biking, this research focuses on the interaction among customer relationship, brand loyalty, and
corporate performance. The objects of this study lies on the two biggest domestic bicycle manufacturers. By means of question-naire:
sending 500 copies of questionnaires to the consumers who have purchased the products from the above two brands, 458 valid
copies of the 500 are retrieved in the end. The statistics of those valid copies will be interpreted by techniques of variables ana-lyzing:
descriptive statistics, t-test, one-way ANOVA, Pearson Product Moment Corre-lation Analysis and Regression Analysis. The
conclusions of this study are as followed: 1.There is an obvious relationship between brand loyalty and each of the four
variables-ldentify, Differentiate, Interact, and Customize in customer relationship. Besides, both Interact and Customize will af-fect
brand loyalty each other simultaneously. 2. There is an obvious relationship between cooperate performance and the three variables:
Intent to Repurchase, Primary Behavior, and Secondary Behavior in brand loyalty. Besides, those three variables above
simulta-neously have an significant influence to cooperate performance one another. 3. There is an obvious relationship between
cooperate performance and the four variables-1dentify, Differentiate, Interact, and Customize in customer relationship. Besides, both
Interact and Customize will affect cooperate performance each other simultaneously.
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