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ABSTRACT
In the currently invariable banking industry in Tanzania and globally, traditional commercial banking is inappropriate. Customer expectations have changed drastically and commercial banks as service businesses depend on the people. Simultaneously, apart from commercial banks, other financial and non-financial institutions (communication companies) are looking to invade the space. In consequence, the adoption of the customer integrative model has become inescapable if a commercial bank has to compete favourably and sustainably in the current commercial banking environment.
This paper is based on a study that assessed the extent to which commercial banks in Tanzania are applying the Client Centred Business Model (CCBM) and examined the extent to which this could contribute to the effectiveness in the development and maintenance of a sustainable competitive advantage primarily from a customers’ perceptive. The study used three Tanzanian commercial banks, namely NMB, CRDB and AZANIA, to generate data for subsequent analysis. The study conveniently selected 131 customers from the three sampled commercial banks. At least 40 respondents from each of the three banks were supplied with a self-administered questionnaire. Data were analysed using mean values for each of the three independent variables as they related to an dependent variable—sustainable competitive banking. This was performed with the help of Statistical Package for Social Sciences (SPSS) version 16. The findings reveal that despite the CCBM having strong and positive influence on competitive sustainable commercial banking, the commercial banks in Tanzania adopt the CCBM only at a very minimal level. 
On the basis of these findings, the study recommends for the introduction of a Customer Service Committee (CSC) at individual banks. Towards the effective adoption and integration of the CCBM, the management of respective commercial banks in Tanzania have to embrace the clients’ relationship as the fulcrum of their bank operations by adopting client-centred business model if they are to remain competitive and maintain a competitive edge in today’s commercial banking industry. 
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INTRODUCTION AND PAPER CONTEXT
Under the current invariably complex, cyclical and dynamic economic condition, business organisations need strategies that focus on their clients for sustainable competitiveness in the market (Aduda, 2013; Blundell; Roulet, 2013; Mnjala, 2014). Specifically, factors that shape the banking industry include economic shakes, harmonisation of supply, changes in financial policy regulations and technological advancement which have forced banks to adopt differentiation strategy and creating stronger relationship with customers (Smith, 2011; Ning, 2012; Al-Shamali and Sharif, 2013). These factors make it challenging to manage the banking sector in a highly competitive manner not only because of the intangibility nature of bank products but also because of several trends that have influenced the banking industry since the end of the twentieth century. . In any case, the success of any business depends on its ability to retain clients, and thus serious attention has to be paid to strategies that create a positive relationship with customers (Reichheld et al., 2000). Currently, clients have more options than ever before for financial services. In this regard, financial service providers are required to add value for clients beyond the core products (Moeller, 2008).  It is against this backdrop that the Client Centred Business Model (CCBM) is gaining popularity as a fulcrum for creating for-life customers capable of cushioning  the banks during the economic upheavals, hence sustaining their competitive edge in the market and catalysing business expansion (Bachrach, 2014; Belohlavek and Lowrence, 2014; Johnson, 2014). The current study dwells on assessing the extent to which the Client Centred Business Model is applied in Tanzania’s banking industry and its role in fostering sustainable competitive commercial banking in Tanzania. 
CCBM and the banking sector
The banking sector has undergone a significant transformation and continues to improve following the institution and enforcement of new regulations and guidelines bent on maintaining stability. In consequence, the sector has become more efficient, innovative, competitive and profitable (Wakeham, 2012; Midy et al., 2013; Colgate, 2014). Apart from governing rules and regulations in the banking industry, it is also apparent that the strategies banks employ coupled with various capabilities may influence banks to achieve a position of sustainable competitiveness, which in turn can lead to increased revenues through meeting the clients’ needs and aspirations (Kimburi, 2013). In today’s market challenges, many marketing and financial advisors recommend the adoption of client-driven rather than sales-driven business models due to competitive pressure, technological innovations, regulatory changes, and shift in client expectations. For example, PWC’s Financial Service Initiative (FSI) (2011) propose that, instead of investing in a high volume of advertising targeting the general masses, leading commercial banks tend to emphasise on customer contact to attain competitive sustainable banking. Accordingly, clients require more personalised services, competitive pricing, convenient branch, ATM and online banking as most factors for customer loyalty (ibid.)
Often drawing inspiration of customer tends to depend on the footprint that a bank makes in day-to-day operations, in monitoring and in correcting products and service it provides to clients (Twari and Herstall, 2012; Hebb and Talbot, 2014). Commercial banks can pick a leaf from successful peers, clients and development banks for inspiration as competitive sustainable banking and healthy returns go hand-in-hand. Triodos bank and Rabobank in Europe, for example, managed to generate continuous strong growth over the past two decades as they finance clients that add value to the society regardless of the GFC. The success of DFIs emanates from the long-term relationship with their clients and their mission to integrate financial profitability with positive development impacts through the client-centric business model by integrating ESMS. As a matter of fact, banks that consider clients from opportunity-based perspective can achieve competitive sustainable banking. 
In the post-crisis world, the longer-term global trends call for a more clients centred approach in a bid to strike a balancing for banks so that they can operate profitably and retain clients. Indeed, commercial banks are supposed to improve their products and services as well as put more effort to maintain longer perspective on clients not only to remain solvent but also retain their competitive advantage in a sustainable manner. Doing so would enable commercial banks to better foresee changing attitudes and expectations in the market, improve the quality of their portfolios, lower insurance liabilities, compensation claims and attract customers (Broekhuizen, 2011; WEF report 2011; Tiwari and Herstall, 2012; Talbot, 2014).
A study by Global Alliance for Banking on Values (GABV) from 2007-2010 concluded that Client-centred FIs outperform the non-client centred bankers. International organisations such as SWIFT, ILO, WHO, WB, WEF, NGA and NGO have been forerunners of client centred business model by emphasising on competitive sustainable banking as a means towards solving problems caused by GFC. These organisations also contend that prioritising clients’ desire helps to create a for-life customer base, builds greater client loyalty and decreases marketing costs by increasing referral-based business (Derwall et al., 2011; Skinner and Stephens, 2013).
Studies conducted in Tanzania on financial sector reforms in banking sector regulations, supervision and their impact on service quality, uncovered less than positive relationship between bank reforms and sustainable competitiveness at both the national and international level (Yona and Inanga, 2014). In fact, the majority of commercial banks struggle to gain a competitive advantage and yet when they achieve it fail to sustain it. Bena (2008) and Mitic and Kapoulas (2012) argue that despite the claim of being customer-vested, commercial banks underperform in the actual service delivery.  The content of posters, flyers and advertising posts at times communicate unclear information. They set higher expectations to customers than what is actually on offer. Commercial banks that achieve competitive sustainable banking see comparable financial returns, become proactive, remain consistently innovative and retain their customers (Andrew, 2011; Ning, 2012). Failure to achieve and maintain competitive sustainable banking would normally lead to a bank underperformance. This is largely attributed to over-concentration on influential clients, publishing sustainability report just for marketing and confusing sustainability with legality (Equator Principle II, 2006). 
This article is based on findings derived from a customer perception regarding the applicability of CCBM in commercial banks for competitive sustainable banking in the context of Tanzania. CCBM is basically a tool for achieving and maintaining competitive sustainable banking. In the banking industry, the concept of client-centric banking emerged after the 2007-2008 GFC as a tool for revamping FIs after the impacts caused by the resultant economic shake such as lack of trust, poor reputation, lack of loyalty and loss of value. Despite CCBM being in the vogue, it has not been very much studied especially in the African context, particularly when compared to what has transpired in Europe, Asia, North and South America. This study, therefore,  assesses in particular the extent to which commercial banks in Tanzania communicate and orient their customers on their products, transparency of bank operations in dealings with customers, reliability and accessibility of products as components of the CCBM. 
The next segment presents the competitive sustainable banking in Africa and, specifically, Tanzania. This is followed by the theoretical framework and empirical literature review in relation to the CCBM. This segment is then followed by delineation of the methodology applied to conduct the study before the findings are analysis and discussed. Finally, key recommendations are presented. 
Sustainable Commercial Banking in Africa and Tanzania
Several efforts have been made to achieve competitive sustainable banking through international financial institutions, state agencies, the media and government financial policy regulations. Financial Times (FT) and International Finance Corporation (IFC) as Corporate groups of the WB in 2006 established yearly competitive sustainable banking awards for financial institutions or FIs (FT and IFC, 2012). Before then in 2005, about 35 commercial banks had adopted the Equator Principles aimed at implementing the International Environment and Social Standard whose initial financing over 10 million USD before soaring to 70 million USD in 2011 (Mahmod et al., 2010).
Subsequently, African countries generally reformed their national financial policy in the 1990s. Through the Central Bank, Nigeria developed and enforced nine competitive sustainable banking principles (CBN report, 2012). In Kenya, the Sustainable Financial Initiative (SFI) is expected to be attained in 2030 (KBA, 2013). Tanzania has 55 registered and licensed commercial banks but only four of them are in race for competitive sustainable banking at the continental and global level. In fact, there is no Tanzania FI which has been nominated among the best competitive sustainable banking performers thus far. According to the FT and IFC report, CRDB, NMB, NBC and KCB (T) rank in the 100-200 bracket and become further pegged back as time progresses. Although the CRDB Bank has been shortlisted for two consecutive years of 2013 and 2014, it has not been nominated among the best bankers of the year (IFC report, 2012; The Guardian, 2014).
The Tanzania government through the Bank of Tanzania (BoT), the country’s central bank, and the Ministry of Finance has been taking measures to stimulate Tanzania FIs to become competitive in a sustainable manner. In the 1990s, the Ministry of Finance and BoT reformed national financial policy from government owned to private FIs ownership.  In 2011, the BoT as a government financial agency channelled 21.9 billion TZS to the banking subsector, specifically to commercial banks following the increase in non-performing loan impacted by GFC (URT, 2011). Despite taking all these measures to sustain the competitiveness of Tanzania’s commercial banks, tangible improvements have been negligible especially when compared to commercial banks in other countries. Thus it is worth examining the adoption and application of CCBM in Tanzania because empirical evidence from several studies attest to the viability of the model as FIs that have achieved competitive sustainable banking have adopted CCBM. Indeed, this model makes a bank resistant in GFC, creates a for-life customer base, customer loyalty, trust and referrals based business acumen and client-centeredness, hence gaining competitive sustainable banking (Moseley, 1996; Derwall et al., 2011; Skinner and Stephens, 2012; Belohlavek and Lawrence, 2014). 
To establish the efficacy in the adoption and implementation of CCBM in Tanzania, this article assessed the extent to which commercial banks in Tanzania have actually adopted the CCBM as a tool for achieving and maintaining competitive sustainable banking amidst cut-throat competition in the post-1990s liberalised financial sector. Its thrust was a client-centred examination so as to establish the opinions of commercial bank customers on the level of transparency, communication, induction and finally reliability and accessibility of services.  It is, therefore, expected that this article will illuminate on the commercial banks operating in Tanzania to encourage them to opt for and integrate the CCBM in a bid to become competitive in a sustainable manner in the commercial banking subsector.
THEORETICAL CONTEXT
Different scholars have conceptualised differently the term competitive sustainable banking. According to GABV, WB, CBN and SWIFT (2012), Amaeshi and Ogbechie (2013), competitive sustainable banking is a banking approach that embraces the client environment, identifies risks, and opportunities to be exploited through their business. It integrates clients’ surroundings in operations as one among the core organisational goals. Porter and Kramer (2006), Khoza and Brown (2013), and Colgate (2014) conceptualise competitive sustainable banking as banking approach that is client centred through investment, creating empowerment, mentoring, coaching, valuing diversity, recognising and rewarding of their client. This is the definition that guides this article. Thus, competitive sustainable banking is generally end-user vested banking approach aimed at making sure that clients’ goals are incubated in the banking operations. Lawrence (2004) and Cussen (2012) define CCBM  as an approach of doing business that focuses on customers, puts customers at the centre of business philosophy, operations and ideas with the aim of retaining them. This model encourages negotiating and adapting business plans to create a perfect fit with the clients’ needs. Specifically, it is aimed at service individualisation, simplification of the process and catalysing market expansion. The model covers elements such as communication and training, reliable system and accessibility of services and transparency (Howard, 2012; Bacharach and Belohlavek, 2014). This article focuses on these three elements of the model—transparency, reliability and accessibility of services and communication and training. 
Although competitive sustainable banking can be explained by various theoretical underpinnings drawn from the disciplines of economics, anthropology, psychology, strategic management and entrepreneurships, this article is informed by the stakeholders’, resource-based, the game and agency theories to explain CCBM connections to sustainable competitive commercial banking.
The origin of the Stakeholder theory employed in this study can be traced back to Adam Smith’s theory of moral sentiments (Freeman, 1984). Initially it featured in strategic management, before appearing in corporate social responsibilities and eventually in sustainable development as a method of conducting business and catering for social concerns of a firm in a given community (Laplume and Regnald, 2008). Stakeholders constitute a group of people that the organisation’s management should be aware of and make informed strategic decisions. Organisations are required to treat stakeholders sympathetically and direct more of their efforts towards neglected stakeholders to remain competitive in the market. These stakeholders include clients, employees, suppliers, regulators and competitors (Al-Shamali et al., 2013). Stakeholders focus on long-term development of any banking business through equipping the management of commercial banks with skills to create long-lasting relationship with the clients. The stakeholder theory proposes that communication, service or product delivery reliability and transparency should be guided by the principles of reciprocity, dialogue and mutual understanding between the clients and organisation’s management.
The Game theory, on the other hand, is a recent development whose genesis is in 1980s when it was hatched by several scholars for application in diverse fields (Myerson, 1991). This theory helps to understand collections of economic behaviours of firms, markets and the consumers. The theory contends that any quantifiable gains of a player in a game are equal to losses of other players. The theory helps managers to analyse the impact of conflicting and contradictory market forces, eliminate the blind spots that prevent managers from seeing all consequences of their decisions and help them to change directions as the business environment change (Smith, 2011). This theory emphasises on clear information, how assumptions and actions might change and observe that the business world is dynamic. Generally, the banking industry is highly sensitive to economic, regulatory changes and competitiveness as it is driven by intangibles. Corporate reputation is the most important intangible, which includes credibility, confidence and expectations (Egels-zanden and Sandberg, 2010). The game theory in this study helped to understand how bankers realise the prevailing and shifting paradigm from sales-oriented to client-centred banking practices to achieve sustainable competitive banking.
Finally, the principal-Agency theory is considered to be the oldest economics theory propounded by Stephen Ross and Barry Mitnick independently and roughly concurrently (Ross, 1973; Mitnick, 2013). This theory has emerged as a dominant model in financial economies. The contractual relationship between clients/customers and clientele/banker contains elements of agency. The banker needs to create profit while striving to retain and attract more customers; conversely, the customer requires satisfaction of needs and aspirations by the banker (Kiruri, 2013). The agency theory helps to illuminate on the commercial bankers’ need to treat clients as their principal if they are to sustain competitiveness in the current versatile and highly strung commercial banking sub-sector.  As such, every decision to be made by a commercial bank should reflect the harmonisation of conflicting interests between the clients and the respective commercial bank.
EMPIRICAL LITERATURE
The few studies found worldwide, Africa and particularly in Tanzania on these concepts have a bearing on the current study and provide great helpful information for this study. A study by Click (2011) on the banking relationship management for better customer servicing in China and the US reviewed 50 banks’ relationship with their clients. It was found that for a financial institution to maintain competitive, sustainable bankers it requires strategies  such as cultivating close relationships with clients. Similarly, a study on the banking industry by International Business Machines (2012) in the US recommended that financial institutions such as commercial banks must return to the basics that align their operating models with clients’ desires to achieve customer intimacy. 
A study in Europe by Arbak and Pieter (2009) on the contradicting ideas of banking business model for the pre and post crisis time involved 26 major European banks using on state-of-the-art methodology and detailed statistical analysis from 2006-2009. The three banking models used were retail, investment banking and wholesale banking models. The retail banking model (equated to CCBM) revealed high performance when compared to other banking models (Ayadi et al, 2012). A related study was carried out by the Boston Consulting Group (BCG) on appropriate winning strategy and business model for a bank to emerge from crisis faster than their peers. The study was conducted from 2001 to 2009. It involved 140 global banks in America, Europe, the Middle East, Asia and Australia. The study found that retail banking is irreplaceable as retail banks (specialist) recovered faster from crisis than non-retail banks (BCG report, 2010). The main source of competitive advantage was the banks’ being more oriented towards customer focus. 
A study conducted by Broekhuizen (2011) used random sample of 200 commercial banks.  Respondents were drawn from ten Jordanian banks. The study established the most important aspects for commercial banks to realise competitive sustainable banking to be innovativeness in marketing mix and management perception and customer perception and involvement in the process. On the basis of these findings, the study recommended that banks should integrate client views and consider better client service in their core business and financial processes. Another study on development of customer-centric model in the commercial banking was conducted in Europe by Erins and Erina (2013). Using a sample of 14 commercial banks, the study found that commercial banks that adhered to this strategy acquired sustainable competitive advantage and increased market share as well as sustained cash flow from customers.
Martin (1998) conducted a study on the causes of financial distress in the local banks in Africa and implications for prudential policy in Uganda, Zambia, Nigeria and Kenya. The study found out that, competition in African banking industry has been increasing with every bank struggling to gain share of the market and sustaining competitiveness. Moreover, the study revealed that the increase in the number of banks implies heightened competition. In Nigeria, a dramatic increase in second half of the 1980s with 70 local banks led to the suspension of licence issuing by the CBN. In the 1990s, nine more local banks were established in Zambia, Kenya, Uganda and Nigeria. The study found that, due to heightened competition some banks have since closed down. The study cited Nigeria where four local banks were put into liquidity in 1994 and in 1995 about 13 banks were taken over by CBN. The study also indicates that in 1995 the Bank of Zambia (BoZ) closed down three banks, whereas the Bank of Uganda (BoU) in 1995 closed down small local banks and restructured two banks. The study concluded that, most of the banks in Sub-Saharan Africa (SSA) have been closed down or taken over by their central banks due to insolvency and liquidity caused by non-performing loans as result of moral hazard, unethical commitments and lack of client desire consideration. Another related study by Chijoriga (2000) evaluated the performance and sustainability of FIs in Tanzania in terms of organisation strength and client outreach and performance. The study involved 28 FIs randomly visited in Dar es Salaam, Morogoro, Arusha, Mbeya and Zanzibar regions. The study found that the majority of the FIs in Tanzania lack participatory ownership with their stakeholders. The client outreach increased but remained concentrated in urban areas. The study recommended transparency, reliability and accessibility of services and adequate communication of banker with their clients to attain competitive sustainable client outreach. 
CONCEPTUAL FRAMEWORK FOR THE PAPER
Figure 1 provides the conceptual framework that guided this study:
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 Source: Developed by the researcher in reflection of CCBM.
Figure 1: Conceptual Framework for the Study
The conceptual framework presented in Figure 1 shows that sustainable competitive banking depends on three independent variables, namely transparency, communication and training as well as accessibility and reliability of banking services on offer. This implies that a commercial bank that strategically fosters transparency, communication and training, accessible and reliable services has greater potential of creating long-term relationship as well as customer loyalty and trust and, thus, excel in the current challenging commercial banking industry than one that does not do so.
Communication and Training of clients
For any commercial bank, customers’ demand is very important. In this regard, effective communication with customers results into a fully grasp of customers’ demand and demand trends (Guo, 2010; Nkuutu & Ntayi, 2013). Commercial banks should not only offer services or products with more pertinence but also fully respect and keep interacting with customers. This enables customer loyalty by attending to the customers’ complaints (Guo, 2010). Saeed and Bampton (2013) argue that the banking sector has shifted to modern banking services via the internet and modern communication. Arguably, the extent to which banks enhance communication and training in terms of openness, speedy responses and quality of information given to individual customers influence the banks’ ability to address the needs of clients. According to Appannan, Doraisany and Hui (2013), communication is a key effective customer services.  Goi (2014) in a study of social media as a communication channel in the banking institutions in Malaysia found that conversation, publishing, sharing, and participating are the most widely applied tools by commercial banks in communicating and training customers. Indeed, such tools assist the bankers in new product development and in product innovation, in addition to enhancing customer experience and service in building the organisation’s image. Accordingly the following hypothesis can be formulated:
H1: Communication and training of customers on bank services or products have positive a outcome on competitive sustainable commercial banking.
Transparency of Operations
Transparency is the information provision to commercial bank customers (Neir and Baumann, 2003). It contributes to increased democratic legitimacy as it allows the public and interest groups to evaluate the behaviour of the banking institution. Transparency increases the financial market efficiency by informing stakeholders, investors and clients to make sound decisions (Cordella and Yeyati, 1998). A study of growing markets in Morocco, Egypt, Malaysia, Thailand, Tunisia and Turkey from 2006 to 2009 in 69 commercial banks on factors that affect transparency found a negative relationship between ownership concentration and transparency. On the other hand, it revealed a positive association between high transparency and explicit system of deposits and profitability measured by ROE and ROA. A study by Sairi and Douissa (2014) found transparency to be a key variable in financial markets and more for commercial bank competitiveness. Thomas (2011) argues that there are no one-size-fits-all transparency regimes. In secondary market, high transparency is inevitable (bonds, derivatives). According to Adeyemi (2011) and Anameje (2007), inadequate capital and non-performing loan contributions were found to be serious causatives for failure of banks in Nigeria. Caban (2011) asserts that, instead of minimal transparency as regulatory burden, good banks integrate transparency in all services, governance and other features. Moreover, Lindo (2013) argues that transparency bank structure enables regulators and market players to see potential weaknesses, facilitate crises management as only rescueable financial institutions would be redeemed. In this light the following hypothesis can be formulated:
H2: Transparency of bank operations to customers makes a positive contribution to competitive sustainable commercial banking in Tanzania. 
Services Reliability and Accessibility 
A number of studies have verified that reliability and accessibility of services are very important in retaining and attracting customers in commercial banks, hence lead to strong sustainable competitiveness in the market. Karrim and Chowdhury (2014) contend that customer satisfaction in private commercial banks in Bangladesh indicate the reliability and accessibility of services to be among key drivers of strong competitiveness. Ndungu and Njeri (2014) in a study  that assessed the factors behind the adoption of agency banking revealed reliability of services as catalyser for agency banking in Kenya. A study by Issahaku (2012) on electronic payment system in banks concluded that reliability and accessibility must be maintained to retain and attract new customers. Furthermore, studies on customer satisfaction in the commercial banks as customers’ perspective have identified accessibility and reliability of services to be among the factors that retain and motivate new customers, hence improving the market share of respective banks (Sudhamani and Kalyanaraman, 2013; Haidar and Islam, 2011; Ananth et al., 2010). Mukhtar et al. (2014) sampled 152 customers in Pakistan and established that unreliability of services was reported as the reason behind the customers’ quitting of one bank and shifting to another, hence adversely affecting sustainable competitiveness of the commercial banks. 
Studies on internet banking in commercial banks as means of service delivery channel and customer-centric business recognise reliability as something that is embedded in service quality as a crucial factor for client retention and, hence, a recipe for sustainable performance of a commercial bank (Okibo and Wario, 2014; Nochai and Nochai, 2013; Kumbhar, 2012; Khan and Mahapatra, 2009). In Kenya, Mwando (2013) and Dupas et al. (2012) studied rural poor banking and discovered that more than seven million adults under-banked due to high operational costs and unreliability of the bank services on offer. Moreover, Mwatsika (2014) studied customer satisfaction with ATM banking in Malawi. Using 353 ATM card users, Mwatsika (2014) concluded that the reliability of ATM banking helped to retain and attract customers. These studies testify to essentiality of the reliability and accessibility of commercial bank, which is a fertile  ground for this article to hypothesise on the importance of reliability and accessibility in the commercial banks as follows:
H3:  Reliability and accessibility of services have a positive influence on sustainable competitive commercial banking in Tanzania.
METHODOLOGY 
Positivism philosophy was the focus of this study. Neuman (2000; 1997) asserts that positivism combines deductive logic with precise empirical observations of individual behaviour to discover and confirm a set of probabilistic causal laws that can be used to predict general patterns of human activity. Our current study consists of three hypotheses to be tested. This concurs with the positivistic view that exists if there is evidence of formal propositions, quantifiable measures of variables, hypotheses testing and the drawing of inferences about a phenomenon from a representative sample to a stated population (Klein and Myers,1999). Just as we have structured the questionnaire in this study used to collect data from the field, there is an emphasis on highly structured methodology to facilitate replication. Our current study places much emphasis on quantification, hence making the positivistic view best suited for our study (Ame, 2002). Typologically, the study was an explanatory research because it was explaining why Tanzania commercial banks are not potentially competing sustainably internally and across borders by providing systematic evidence from multiple case study (Yin, 2014; Cohen and Crabtree, 2006; Kothari, 2004; Polit, 2001). The population of this study was drawn from all customers of the three large and/or popular commercial banks in Dar es Salaam, namely NMB, CRDB and AZANIA. Due to data management, time limit and financial shortage sampling was opted. This study covered 131 customers from the three sampled commercial banks in Dar es Salaam. Stratified sampling was used where the sample was clustered along gender (male and female) lines. Then each stratum provided at least 60 (45%) respondents in the sample. This was considered adequate to represent gender balance in the sample. For the remaining sampling units convenient sampling was adopted. The only other condition for the sampled unit was that the respondent must have had stayed with the bank for at least a year. 
The data collection instrument was constructed using the 5-point Likert scale. Likert scale is said to be the most widely used variation of the summated rating scale. Summated rating scale consists of statements that express either favourably or unfavourably particular attitudes towards the object of interest (Cooper and Schindler, 2003). The respondents were asked to disagree or agree with each statement related to CCBM as indicated in the conceptual framework. Each statement was given a numerical score to reflect the degree of attitudinal favourableness. The use of Likert scale was considered appropriate because of the credibility of this scale in gathering more valid data especially for interval data like these. Generally, a wider scale would provide an opportunity for greater sensitivity of measurement and extraction of variance as well as producing a high degree of accuracy. Most widely used scales range from 3 to 7 points (Cooper and Schindler, 2003). However, stretching the scale to 7 points was considered inappropriate in this study because of the newness of the CCBM concepts and the instrument in Tanzania’s Bank business field. Prior to the use of the instrument for a survey, pilot study was conducted. Five appropriate clients were contacted for the purpose. Respondents were conveniently selected since statistical conditions are not necessary in a pilot study (Cooper et al., 2003).  Preliminary analysis using the pilot test was taken to ensure that investigative questions were answered. The purpose of the pilot study was to refine the questionnaire used a primary data collection tool so that respondents in the subsequent major study would have no problem in answering the questions and there would be no problem in recording the data collected. A pilot study has also been credited for the assessment of the questions’ validity and the likely reliability of the data. After being satisfied with the research instrument the researcher was now ready for fieldwork.
The study data collection instrument was tested using the Cronbach’s Alpha. Numerical values ranging 0.7 to 0.9 are recommendable and imply very good internal consistency (interrelatedness) of items coined in the questionnaire (Cortina, 1993; Cohen and Swerdlik, 2010). The measured variables of the model (CCBM) were tested and revealed good reliability basing on Cronbach’s Alpha test (See Table1 below). Components of communication and training revealed 0.69 Cronbach’s coefficient of Alpha, reliability and accessibility components showed 0.714 Cronbach’s coefficient of Alpha while the transparency components revealed 0.79 Cronbach’s coefficient Alpha. Thus, all measured variables in the study were consistent.
Table 1:  Cronbach Alpha for CCBM variables
	No
	Measured variable(s)
	Cronbach’s Alpha
	N of Items

	1
	Reliability of communication and training components
	0.69
	 4

	2
	Reliability of reliability and accessibility components
	0.714
	5

	3
	Reliability of transparency components
	0.79
	4


FINDINGS, ANALYSIS AND DISCUSSION
This part presents, analyses and discusses the study findings on the customers’ perceived need for communication and training, transparency and reliability and accessibility of commercial banks products and services in relation to sustainable competitiveness in Tanzania’s banking.  Mean and standard deviation values were used.
The mean values and standard deviations for the constructs were calculated from a 5-point scale.  The mean is the average score of the construct and measures the central tendency (Hair et al, 2003). The use of mean to represent true characteristics of data has been criticised when the sample is small. This criticism does not apply to the current study as it employed a large sample of 131 respondents. The standard deviation implies the average variation of the individual observations from the mean and it describes the spread or variability of the sample distribution values from the mean (Hair et al, 2003). Estimated deviations of >3 suggest a greater variability in the respondents opinions (ibid.).
Respondents’ bank
It was considered important to ascertain the number of respondents who were sampled form each of the three commercial banks. Respondents were asked to name the commercial bank they mostly prefer to make transactions in any of the three banks. Figure 2 below displays the findings:
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Figure 2: Respondents’ Bank Name
Figure 2 above shows that out of a total of 131 sampled customers, 44 (33.6%) were NMB customers, 46 (46%) were CRDB customers and 41 (31.3%) were Azania Bank customers. The researchers’ expectations were met as at least 40 customers did fill out the questionnaire from each of the three commercial banks under study. The next section provides findings and analysis in accordance with the study’s aforementioned three objectives. 
Communication and Training of Clients for Competitive Sustainable Banking
The first objective of the study was to assess the perceived level of communication and training exercised by commercial banks for clients in Tanzania. The findings on this objective are presented in the context of mean and standard deviation. Table 2 below presents the results:
Table   2: Mean and standard deviation of Communication and Training attributes
	Measured variables
	Minimum
	Maximum
	Mean 
	Std Deviation

	Immediate information to clients on Mobile 
banking &ATM problems
	1
	5
	1.68
	0.871

	Training clients on business & loan management
	1
	5
	1.82
	0.89

	Follow up on clients’   business development
	1
	4
	1.85
	0.815

	Research before services introduction
	1
	5
	1.68
	0.705


Source: Field data (2014)
Table 2 shows that immediate provision of information to clients on mobile banking and ATM network problems, Training clients on business and loan management before provision of loan, the level of follow up on clients’ business development after provision of loan, the level of research before introduction of products or services they all had standard deviation of less than 3. This suggests that there was no greater dispersion in the opinion amongst the respondents (Hair et al, 2003). Nevertheless, their mean values were also less than 3. This implies that the commercial banks were perceived as having low level of communication and training of customers in the sampled commercial banks as the mean values are all less than 3 (ibid.).
These findings provide a composite picture on the extent to which local commercial banks in Tanzania need to communicate with their customers effectively and train them to engender sustainable competitive advantage. It is insufficient to just simply create quality products and long-term relationship to enable sustainable competitiveness in the current dynamic banking industry but without effective communication and training being in place. Indeed, attaining sustainable competitiveness requires local commercial banks to bolster communication with their clients as well as training of their clients on services they offer. These study findings correspond with those of Alabar and Agema (2013), who contend that, due to commoditization of banking products or services, the only means for  customers to distinguish their bank products is through communication and training received from their bankers. Competing solely basing on the quality of their products or services is insufficient and cannot guarantee sustainable competitiveness in the current dramatic changing banking industry. Therefore, a commercial bank should move their management model beyond the normal situation to enhanced communication with customers and training of customers on bank(s) services so as to create an emotional connection and cultivate a perception of distinct value in the minds of customers (Nkuutu and Ntayi, 2012). This view is in line with the Principal-Agency theory that treats a client as the ‘principal’. In this regard, the bankers have to train and communicate with their principal before and after introducing any product or service in the market as proposed in Kiruri (2013). Using the stakeholders’ theory marketers need to communicate and train clients on their products or services as a means of extending the service package and making the service or products unique to propel the company to  sustainable competitiveness (Polonsky et al., 2012)
Transparency to Clients for Sustainable Competitive Banking 
The second objective of the study was to assess the extent to which the perceived level of transparency exercised by local commercial banks with their clients in Tanzania was related to the commercial banks’ sustainable competitiveness. The findings for this objective are presented in the context of mean and standard deviation of the constructs. Table 3 below presents the findings: 
Table 3: Components of Transparency
	Measured variables
	Minimum
	Maximum
	Mean 
	Std Deviation

	Transparency on investment of clients’ deposits
	1
	5
	1.68
	0.871

	Clients’ account statement(s) provision
	1
	5
	1.82
	0.89

	Publication of financial reports to clients
	1
	4
	1.85
	0.815

	Display of board of directors demography to clients
	1
	5
	1.68
	0.705


Source: Field Data (2014)
Table 3 above shows that, transparency on investment of clients’ deposits, clients’ account statement provision, publications of financial reports to clients, and display of board of directors’ demography to clients all had a standard deviation of less than 3, hence suggesting that there were no significant variations in terms of opinion amongst the respondents.  On the other hand, the mean values were all below 3 which imply low level of transparency in Tanzania’s commercial banks. .
Several scholars, papers and recent initiatives in banking such as pillar 3 of the new Basel Capital Accord (Basel II), Gordon and Gera (2009) and Weill (2013) concur with the result of this study. As a matter of fact, transparency may prevent banks from excessive risk taking and puts creditors in a position to force the bank to choose appropriate risk levels (Allenspach, 2011). Findings by Ernest and Young (2012) on banking also established that transparency of banks on risk, liquidity, capital and portfolios to customers constitutes a critical issue. Despite the importance of transparency, only 27 percent of all the corporate executives interviewed were ready to share sensitive information with their customers. Moreover, Steve (2013), and Gordon and Gera (2009) contend that lack of transparency was the root-cause of the 2008 meltdown. Thus, a bank must respond to the erosion of the clients’ trust and loyalty by being more transparent to regain sustainable competitiveness.
These findings are also supported by the principal-agency theory since clients as the principal to commercial bankers need to be first recognised and involved in banking operations so as to create long-run relationship, trust and value for sustainable competitiveness of commercial banking. 
Reliability and Accessibility of services on Sustainable Competitive Banking
The third and final objective of the study was to assess the level of service reliability and accessibility exercised by commercial banks for clients in Tanzania in relation to fostering sustainable competitive banking. The findings for this objective are presented in the context of mean and standard deviation. Table 4 below presents the findings on this objective: 
Table   4: Means and Standard Deviation on the Reliability and Accessibility Attributes in the Competitive Sustainable Banking
	Measured variable
	Minimum
	Maximum
	Mean
	Std deviation

	Simplicity of electronic transactions
	1
	4
	1.89
	0.83

	Distance to access services
	1
	5
	1.69
	0.879

	Queue at bank place(branches
	1
	4
	1.89
	0.865

	Availability of services in remote areas
	1
	5
	1.64
	0.804

	Reliability of services
	1
	5
	1.84
	0.901


Source: Field Data (2014)
Table 4 above depicts the mean and standard deviation of attributes related to the accessibility and reliability of banking services offered to customers.   The standard deviation for all the attributes in this objective was less than 3, hence suggesting minimal variations of opinions from the respondents.  All the four attributes—simplicity of electronic transactions, distance to access services, queue at bank place, availability of services in remote area and reliability of services— had mean values of less than 3, implying that most of the respondents did not rate reliability and accessibility of banking services positively. This entails low level of accessibility and reliability of commercial bank services.  On the whole, the study findings based on the sampled commercial banks testify to the low level of service reliability and accessibility for customers.
 As Culiberg and Rojsek (2010), Haidar and Islam (2011), Kotler and Armstrong (1997, p.163) contend, the right designed time, willingness to help customers and error-free record, granting delight to clients, convenient parking space, closeness to their home or shopping centre would make a commercial bank sustainably competitive. Moreover, the reliability and accessibility of services are considered to be among the functional utilitarian attributes for fostering the competitiveness of a commercial bank as customers primarily expect a flawless performance. Moreover, the findings of this study are supported by the Resource Based Model which recommends that reliability and accessibility of services are among the intangible internal resources of commercial banks (Timothy et al., 2010).
CONCLUSIONS, RECOMMENDATIONS AND AREAS FOR FURTHER STUDY  
Conclusions and Recommendations
The aim of this study was to assess the level at which Tanzania’s commercial banks apply the Client Centred Business Model (CCBM) for sustainable competitive banking. Three elements of the CCBM were used as specific objectives of the study. The study findings reveal that, despite communication and training, transparency and reliability and accessibility of bank services to customers being key to competitive sustainable banking, they are perceived by commercial bank customers to be practised at a low level in the three commercial banks under study. Using quantitatively generated data with the help of the Statistical Package for Social Science (SPSS) version 16 the mean and standard deviation values justify the findings of the study and its conclusion.  
On the basis of the findings, the study recommends that there a need to improve communication with and training of clients by commercial banks in Tanzania in addition to fostering transparency, reliability and accessibility of banking services for customers to improve the commercial banks’ sustainable competitiveness in a current dynamic banking industry. Indeed, doing so would make the banks client-centred under the CCBM. Though commercial banks may differ in their customers’ target, challenges and goals, their commercial activities and viability are all are connected with their relationship with clients, hence making customers central in banking dealings. Each bank should, therefore, work with individual clients to customise the most appropriate initiatives so as to retain and attract customers and engender sustainable competitiveness.
Commercial banks management should also maintain and build strong relationship with customers and establish a healthy bottom line by applying the CCBM which make bankers learn much about their customers, understand their different needs, and then introduce efficient and effective channels that customers prefer. Such initiatives could translate into enriched customer experience that is consistent with their banking needs and aspirations, whether it is at a bank’s branch, online, mobile phone banking, call centre, or at the Automated Teller Machine (ATM) or elsewhere where the customers conduct their transactions with the commercial banks. There is also a need for commercial banks in Tanzania to create Customer Service Committees (CSCs) charged with the responsibility of making sure their products or services are available timely and speedily. These CSCs should also be able to track the consumer behaviour dynamism and advise on how to respond to them and provide timely feedback. 
Suggestions for Further Study
As this is a fertile ground for further study in the developing world context, particularly in African countries, other studies could focus on the following areas:
(i) On how commercial banks can apply the Client Centred Business Model by comparing the performances of Tanzania’s commercial banks that apply the CCBM model and those that do not. 
(ii) More advanced statistical techniques can later be used to make more informed and critical analysis of the findings on the efficacy of applying the CCBM in Tanzania’s commercial banking sub-sector. 
(iii) As this study focused on individual customers’ opinions, other studies can focus on commercial banks corporate clients so as to see whether they are cared for sensitively through the use of the CCBM.
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