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Abstract

Nowadays, the competition between bank financial products and funds, stocks, bonds and other
financial products is becoming more and more fierce. The investigation and research on residents’
purchase of bank financial products will help to sell bank financial products and enhance their
competitiveness. According to the statistical analysis, there are mainly the following problems in
residents’ purchase of bank financial products: 1. The number of people who do not know about
bank financial products is too large, and the way of understanding is single; 2. Women’s under-
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standing of bank financial products is significantly lower than men’s; 3. The amount of purchase is
less; 4. The risk tolerance is weak, and they cannot accept the loss of principal. From the perspec-
tive of banks, this paper puts forward the following marketing suggestions to optimize the sale of
bank financial products: 1. Increase publicity; 2. Pay attention to women’s financial needs; 3. Op-
timize products to improve the enthusiasm of residents; 4. Provide more diversified breakeven
products; 5. Improve residents’ financial awareness.
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Table 1. Frequency distribution table of background information
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Table 2. Descriptive statistics of monthly average income
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Figure 1. Histogram of monthly average income
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Table 3. Frequency distribution table of understanding degree
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Figure 2. Bar chart of understanding approach
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Table 4. Descriptive statistics of purchase amount
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Figure 4. Scatter plot of monthly average income and purchase amount
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Table 5. Frequency distribution table of purchase intention
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Figure 5. Bar chart of considerations
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Table 6. Frequency distribution table of benefit and risk
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Figure 6. Bar chart of risk categories
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Figure 7. Bar chart of expectations
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