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ABSTRACT

In the era of wealth management, various financial institutions establish specialized
department to serve customers, deal with drastically changing environment, and to enhance
customer loyalty, increasing the operation efficiency and strengthening the competitiveness of
banks. Therefore, the quality of services and relations are the critical factors of success.

This paper using SPSS and statistical models to explore the causes and effects of the
quality of services and relations with respect to customer loyalty via demographic variables
and life styles, trying to identify the implications on management and establish suitable sales

strategies.

The result shows that the quality of services is positively related to that of relations.
Secondly, the quality of relations is positively related to customer loyalty. Finally, the quality

of services is also positively related to customer loyalty.

Keywords: Quality of Services, Quality of Relations, Customer Loyalty.
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