	論文中文摘要：
	在這個資訊爆炸的時代，消費者可以很輕易的依據自身需求來比較各家銀行的理財方式以及選擇出最適合他們的服務
這篇論文的目的是在探討在銀行財富管理服務門檻低以及多元化的狀態下，是否具有更高的競爭性，換句話說就是在不同消費者背景的狀態下，各銀行之間的財富管理服務是否能夠維持高度的移轉性成本以及維持消費者的忠誠度。
本篇論文的模型分成三個部份，分別是金融行銷先行因子(消費者背景)、感知移轉性價值以及忠誠度的結果。我們利用發行問卷來檢驗假設結果，並且使用SPSS 和Amos來檢驗問卷的結果。我們發現涉入、知識、和連結性是消費者採取銀行服務的重要因素，而感知移轉性價值分別對忠誠度以及行動(慣性)呈現負向關係、行動(慣性)與忠誠度是正向影響的。

	論文外文摘要：
	In the era of information explosion, consumers can search the information of products or services and compare the advantage between every banking service easily. Therefore, in order to maximize the profit of the assets. Customers will transfer their assets from the usual bank to the new service provider, which can provide better service with lower cost. So, the purpose of this paper is to figure out whether the lowest threshold and customized levels in banking system represent more competitive among competitors. On the other hand, does the service provided by CTBC (China Trust) remain higher switching costs and maintain their brand loyalty?
The model in this study is composed by three parts, the first part is Antecedent (Customer Background), second part is perceived switching value, the third part is outcome of Loyalty. We use SPSS and Amos to test for the hypothesis, and we find out Involvement, knowledge and bonding is the key element for customer to stay in the banking service. Perceived switching value has negatively effect on loyalty and Action, but Action has positively effect on loyalty.


