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Empirical Study of the Factors Affecting the Loyalty of
Customers in Banking’s Individual Financial Services
Lei Ming' Tang Ruilong' Ye Wuyi’
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Abstract: With the development of the society the income of domestic residents has risen a lot. The banks develop the
individual financial services actively. There is no conlusion about the effect and methods of financial service in theoretical cir—
cle. This paper investigates the factors that affect the loyalty of individuals to the financial services of banks. With the method
of structural equation model we draw some conclusions. Finally we give some advises about individual financial services in
the business bank.

Key words: individual financial services; loyalty of customers; structural equation model; influence factors



