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Abstract

Competition in the banking industry refers to the
management and marketing activities of banks to gain
market share and increase the number of customers.
Competition in the market is not a new issue in the field of
banking and financial and credit institutions. Banks should
prepare themselves to operate in a turbulent field through
competitive intelligence. Therefore, considering the
importance of this field, in this research, it has been
presented a model for improving the competitiveness of
foreign exchange services for customers in the banking
industry. Delphi test and Lisrel software are used to
identify the components in this research. The statistical
community in the qualitative section consists of experts in
the field of banking marketing and foreign exchange
services. In this research, the results show that the model of
improving the competitiveness of foreign exchange
services for customers in the banking industry has been
presented in the form of factors of banking activity, credit
portfolio, monetary and financial, market share and external
organization. Key words:Improving competitiveness -
foreign exchange services - banking industry
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