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ABSTRACT
Financial service industry is essential to the customer. Because the content of Service is related to Customer Fund; Customer
Satisfactions corresponsively will result from the financial service personnel’ s’ working attitude. The relationship between
Working Attitude and Service Quality will develop Customer Satisfaction model and will advance Working Performance. Further
joining the study on how Personality Speciality will influence Working Attitude. From the correlation literature theory proposed the
pre-variables of Customer Satisfaction consciousness cognition, Working Attitude and Service Quality, and they will directly affect
Customer Satisfaction, and penetrate Customer Satisfaction to have the so-called Performance. The research scope from finance
service personnel are effective samples and utilize the statistical method, Linear Structural Relations (LISREL) to prove the causal
relation of all aspects, and have the moderate examination on models process. The findings discovered that, in direct effect parts: 1.
The causal relation of Personality Speciality for Working Attitude reveals the remarkable influence 2. Working Attitude for Service
Quality and Working Performance reveal remarkable positive direction influence 3. Service Quality for Working Performance
reveals remarkable positive direction influence. 4. Working Attitude for Customer Satisfaction and Working Performance both
reveals remarkable positive direction influence. 5. Only Service Quality for Customer Satisfaction hasn’ t been proved in this
research.
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