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Abstract

Purpose: This study aimed to establish the correlation between service quality dimensions and
citizen satisfaction with land transfer services in Rwanda.

Methodology: The study employed a mixed research approach; in quantitative research, two two-
stage simple random sampling techniques were used to select the sample to be surveyed while key
informants were selected purposively from service seekers. Data were gathered from a sample of
422 service seekers who obtained land transfer services from January to December 2019 using a
five-item Likert scale. Sixteen (16) key informant interviews were carried out with representatives
of service seekers to gather their experience of the service received. A reliability test was conducted
and produced a result of 0.932, which is greater than 0.7 indicating excellent reliability of the
research tool.

Findings: The findings indicate that all five service quality dimensions are positive and significant
predictors of customer satisfaction. The predictive power of each of the five service quality
dimensions is as follows: responsiveness (B: 3.349, SE: .4755, Exp. (B):28.473: P-value:
0.00<0.05); tangibles (B: 3.267, SE: .4969, Exp. (B): 26.231: P-value: 0.00<0.05); reliability (B:
2.747, SE: .4293, Exp. (B): 15.596: P-value: 0.00<0.05); empathy (B: 2.248, SE: .4362, Exp. (B):
9.467: P-value: 0.00<0.05) and assurance (B: 1.827, SE: .4490, Exp. (B):6.215: P-value:
0.00<0.05).

Contribution to Theory, Policy, and Practice: The study established that the five service quality
dimensions are significant and positive predictors of satifastcion and recommends that, where
resources are limited, institutions should focus more efforts on dimensions (Responsiveness,
Tangibles and Reliabiity) that predictor satisfaction more than others. It is also recommended that
land service delivery model be redesigned in line with decentralisation policy and to fully digitize
land services to ensure that, the time taken to process land transfer services is reduced.

Keywords: Service Quality, Service Quality Dimensions, Customer satisfaction, Land Services,
Service quality measurement.
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The current competitive environment for business requires unique and consistent strategies
to guarantee profitability and success. Customers have their needs and preferences and to ensure
that customers are attracted and maintained, service providers are required to endeavour to meet
their needs to sustain their engagement. Offering high-quality service to service seekers is a
fundamental aspect of withstanding the contemporary competitive business setting. Service seekers
remain engaged with organizations that care for their needs and will desire to come again and again
for the same service if their needs are well served (Nitin et al., 2023). Customer satisfaction is
heavily dependent on the quality of services offered by providers. Organizations should always
ensure that they have a sustainable way of assessing whether they are living up to their customers’
standards defined in their service charters. Many authors argue that the satisfaction of customers is
usually an outcome of efficiency in delivering services which mainly enhances customer
engagement and interrelationships (Chang et al., 2017; Chonsalasin et al., 2021; Slack & Singh,
2020; Peitzika et al., 2020; Phan et al., 2021). Service quality is influenced by several factors —
reliability, responsiveness, tangibles, assurance, and empathy (Gogoi, 2020) which customers use
to evaluate business performance.

The service sector contributes significantly to the advancement of the economies of
countries (Ghani & O’Connell, 2016). Services play a role in job creation, growth of GDP, and
alleviation of poverty more than other sectors such as industry; it is highlighted that more than 75%
of the global economy comes from services, and 45% of this is a share of developing countries
(Eman, 2019). In the case of Rwanda, in the year 2021, the share of the service sector to GDP was
48% (10.944 billion) and is expected to grow to over 70% by 2024 (NISR, 2016). The government
of Rwanda considers service delivery as a governance imperative that enhances citizen-centered
governance. The government of Rwanda is doing everything possible to continuously improve the
delivery of quality service to citizens (Masiya et al., 2019; Parker et al., 2023) and measurement
mechanisms have been put in place to gauge the status and propose improvements based on
evidence (Eneanya, 2018; Masiya et al., 2019).

Problem Statement

Rwanda’s 2050 vision envisages an innovative service sector to drive the national
transformation where it is anticipated to contribute 46% of GDP by 2035 and 42% by 2050
(MINECOFIN, 2020). It also anticipates that 100% of government services will be offered online
by 2024. Since 2006, the government of Rwanda initiated a decentralization system and IMIHIGO
(literally translated as performance contracts) across the public institutions to improve service
delivery to citizens. Surveys to assess the satisfaction of citizens with service delivery were also
initiated. The surveys indicated an improvement in the satisfaction of citizens with the quality of
services they receive from local government entities from 67.7% (Rwanda Governance Board,
2016) to 70.7% (Rwanda Governance Board, 2019).

Despite the efforts invested in promoting service delivery including the regular assessment
done to gauge the satisfaction of citizens, the level of citizens’ satisfaction is still low at 70%
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(Rwanda Governance Board, 2019) against a target of 90% by 2024. With this growth rate, it is
highly unlikely that this target will be met. Even when the satisfaction of citizens with service
delivery in other sectors continued to show a slight improvement, citizens’ satisfaction with land
services showed a decrease from 67.3% in 2016 to 63.9% in 20109.

www.carijournals.org

This research was carried out to establish the factors that influence the satisfaction of
citizens with the quality of land services and the process taken in delivering land services to inform
strategies for improvement. There is no prior research carried out in Rwanda on the relationship
between service quality factors and the satisfaction of citizens with land services.

Research objectives
(1) To identify the current process of land transfer services

(2) To measure citizens’ satisfaction with land transfer services and its relationship with factors
that affect service quality

(3) To establish a new model of land transfer services
LITERATURE REVIEW

The significant influence of service quality on customer satisfaction has been discussed
extensively in the literature. The quality of service has become a common talk among businesses
and has attracted the attention of scholars and organizational leaders as a fundamental part of
customer satisfaction and business success (Priyo et al., 2019; Ali et al., 2014; Ramachandran &
Chidambaram, 2012). Several authors have shown that service quality significantly impacts the
satisfaction and loyalty of customers (Slack & Singh, 2020; Fida et al., 2020). Priyo et al. (2019)
also highlighted that service quality plays an essential part in enhancing the satisfaction and loyalty
of customers. Gronroos (1984) defined two service elements; technical quality and functional
quality. He called technical the outcome of the interface between the customer and provider and
the functional quality of the process of delivering the service which may include the amount of
time taken to offer the service, care given to the customer, and the courtesy given to the customer.
When these two elements are analyzed critically, they can be related to the service quality
dimension of tangibles, reliability, responsiveness, assurance, and empathy (Parasuraman et al.,
1991).

Research has shown that service quality dimensions such as responsiveness, reliability,
tangibles, assurance, and empathy have a positive influence on customer satisfaction and loyalty
(Iddrisu et al., 2015; Sah & Pokharel, 2021). Many organizations comprehend that service quality
has a very significant impact on the overall satisfaction and loyalty of customers (Orel and Kara,
2014). The service quality dimensions appear to be unique in determining the satisfaction of
customer satisfaction but their significance is not always the same (Souren et al., 2021).

Service quality

Service quality is referred to as the ability of an institution to effectively respond to the
needs of its clients to satisfy them and retain them to support its continuity and profitability (Ramya
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et al., 2019). The activities that take place during the delivery of the service may have a lasting
impact on the perception of the customer regarding the quality of the service. Therefore, service
organizations need to know that, service quality is not one action but rather a chain of related and
complementary actions performance until a service is consumed by the customer.
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Customer satisfaction

Customer satisfaction depends on the value a customer derives from consuming a good or
service. It is defined as the fulfilment derived from consuming a good or service that may either
meet his/her expectations or exceed them (Agnihotri, et al., 2019). The extent to which customers
are satisfied determines their repeat purchases or not. The individual who buy and consume a
service to meet their needs expect to derive satisfaction from experiencing the service (Gunawan,
2022; Hamzah & Shamsudin, 2020; Lim et al., 2020). Both the organization or service providers
and service seekers derive impetus from a satisfying service; the service seekers/customers stay
with a desire to come back for the same service and service providers are motivated to keep on
satisfying them (llias & Shamsudin, 2020; Zakari & Ibrahim, 2021).

Service Quality and Customer Satisfaction

The central distinction between the quality of service and the satisfaction of customers is
that service quality is more of an impression one gets even before consuming a service while
satisfaction is derived from service experience (Segoro & Limakrisna, 2020). Both service quality
and customer satisfaction are essential precursors for enhancing the market share of business
undertakings (Hamzah and Shamsudin, 2020) as well as trust and legitimacy for public institutions
responsible for delivering services to the people. Satisfaction depends on numerous perceptive and
expressive features that may include feelings, ascriptions, and equity whereas quality shows fewer
conceptual precursors (Lei et al., 2022).

Relentless advancement and sustained business success depend on the extent of satisfaction
their customers derive from consuming their services (Hamzah and Shamsudin, 2020).
Management's commitment to prioritizing customer satisfaction determines the extent to which
customers stay loyal to the organization. Although some authors argue that, neither satisfaction nor
quality may be an antecedent to the other (Lina, 2022; Syahsudarmi, 2022) some others believe
that, quality and satisfaction are very closely correlated (Sokchan et al., 2018).

Service quality measurement

Parasuraman et al. (1985) developed a service measurement scale which they named
SERVQUAL to evaluate the customers’ perceived service quality about their expectations of
service quality. SERVQUAL is commonly used to support organizations’ management to
determine service gaps between variables that influence service quality and appropriately address
them (Jonkisz et al., 2021).
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Service quality dimensions and hypotheses development

This study employed SERVQUAL to examine the relationship between tangibles and
customers' (citizens”) satisfaction with land transfer services in Rwanda. The five service quality
dimensions (tangibles, Reliability, Responsiveness, Assurance, and Empathy) defined by
Parasuraman et al. (1985) have been used to measure service quality in various fields (Zygiaris et
al., 2022). The predictive power of each of the dimensions varies depending on the nature of the
service being measured.

Reliability

Reliability refers to the preparedness of the service providers to offer the service as pledged
and the accompanying service delivery activities to deliver the service accurately (Devesh 2019).
Earlier research showed that there is a positive influence of reliability on customer satisfaction in
the financial sector (Alabboodi, 2019; Famiyeh et al., 2018; Kant and Jaiswal 2017). The study
aims at examining whether there is a relationship between reliability and customer satisfaction.
Therefore, the hypothesis is as follows:

HO1: There is a positive relationship between reliability and citizens’ satisfaction with land transfer
services in Rwanda

H1i: There is no positive relationship between reliability and citizens’ satisfaction with land
transfer services in Rwanda

Tangibles

Tangibles refer to the physical aspects of the service delivery which may include: the
appearance of buildings in which services are delivered; service delivery equipment; cleanliness of
the place where the service is offered and the appearance of employees delivering the service
(Parasuraman et al., 1985). Many studies found a significant positive relationship between
tangibles and customer satisfaction in the banking sector (Fida et al., 2020; Kant and Jaiswal 2017;
Inbalakshmi & Krishnamoorthy, 2015; Selvakumar, 2015). One researcher did not find any
significant association between tangibility and customer satisfaction in the banking sector in
Tunisia (Ghorbanzadeh et al., 2022). Based on the above literature, the hypothesis proposed is as
follows:

HO2: There is a positive relationship between tangibles and citizens’ satisfaction with land transfer
services in Rwanda

H12: There is no positive relationship between tangibles and citizens’ satisfaction with land transfer
services in Rwanda

Responsiveness

Responsiveness refers to the promptness with which an adequate service is offered to the
customer (Endara et al., 2019). Responsiveness is also referred to as the capacity of service
providers to offer services timely whether in electronic or manual form (Uddin et al., 2015). Some
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authors have carried out research in the banking sector and found that responsiveness has a positive
relationship with customer satisfaction in the banking sector (Kant and Jaiswal 2017; Negassa &
Japee, 2023; Sardana & Bajpai, 2020; Selvakumar 2015; Khan et al. 2021; Vencataya et al., 2019).
Other studies have however found no significant relationship between responsiveness and customer
satisfaction (Famiyeh et al., 2018; Fida et al., 2020; Yun & Park, 2022). The hypothesis for this
dimension is:

www.carijournals.org

HOs: There is a positive relationship between responsiveness and citizens’ satisfaction with land
transfer services in Rwanda

H1s: There is no positive relationship between responsiveness and citizens’ satisfaction with land
transfer services in Rwanda

Assurance

Assurance symbolizes the extent to which an organization honours its obligations in
delivering services to customers. Honouring commitments builds trust and confidence in the
service organizations among its customers. Many researchers demonstrate that there is a positive
and significant association between assurance and customer satisfaction in the banking sector (Fida
et al., 2020; Kant and Jaiswal 2017; Khan et al., 2021; Pakurér et al., 2019; Tofik et al., 2021). On
the other hand, Famiyeh et al. (2018) conducted research in the banking sector in Ghana and did
not find any significant correlation between assurance and customer satisfaction. The hypothesis
for this service quality dimension is:

HOa4: There is a positive relationship between Assurance and citizens’ satisfaction with land transfer
services in Rwanda

H1s: There is no positive relationship between Assurance and citizens’ satisfaction with land
transfer services in Rwanda

Empathy

Empathy encompasses the extent to which a service organization can offer services that are
tailored to customer needs. It refers to the consideration and individualized attention and care
offered to customers based on understanding their needs and endeavoring to tailor the service to
these needs. Service organizations that can recognize, interrelate, and effectively communicate
with customers demonstrate empathy to them (Gatari, 2016). Studies indicate that there is a positive
relationship between empathy and customer satisfaction especially in the banking sector (Huda et
al, 2023; Janahi and Al Mubarak, 2027; Khan et al., 2021; Markovic et al. 2018). In this context,
the hypothesis for the dimension is:

HOs: There is a positive relationship between Empathy and citizens’ satisfaction with land transfer
services in Rwanda.

H1s: There is no positive relationship between Empathy and citizens’ satisfaction with land transfer
services in Rwanda.
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Conceptual framework of the study

Independent Variables Dependent Variable
- 2 |
Reliability .’
Responsiveness
. T Citizens'
EEIERES - — satisfaction
Assurance
Empathy

Figure 1: Conceptual Framework
Source: Researcher (2023)
METHODOLOGY

Data collection methods and procedure

The research used both quantitative and qualitative approaches for triangulation and
complementarity (Hitchcock & Onwuegbuzie, 2020; Strijker et al., 2020). The study population
for the survey was 53,158 people who obtained land transfer services from January 1% — December
31 2019 (NLA, 2019). The sample of the study was 422 people who were selected randomly from
the above population who all responded to the questionnaire. The questionnaire was based on the
SERVQUAL tool made of the five service quality dimensions namely; reliability, assurance,
tangibles, empathy, and responsiveness (Parasuraman et al., 1985). The questionnaire had two parts
— part one comprised of demographic information of respondents and part two was comprised of
service quality dimension items. A five-point Likert scale was used to measure the satisfaction of
citizens who experienced land transfer services. Sixteen key informant interviews were also
conducted with respondents who were purposively selected from service seekers.

Data analysis

Data cleaning was undertaken to remove any data items with issues and the actual analysis
followed. The analysis was conducted using Statistical Package for Social Sciences (SPSS).
Descriptive statistical analysis, analysis of variance (ANOVA), and logistics regression analysis
were used to analyze the data. The use of descriptive statistics helped to present the demographic
information of respondents in an easy-to-understand and manageable form (Yellapu, 2018). P-
values in the ANOVA output were used to determine if the differences between means under the
scale items were statistically significant (Ntumi, 2021). The researcher employed logistics
regression analysis to test the study hypotheses. The logistic Regression Model was chosen because
the dependent variable was binary and the variables were ordered requiring the application of
ordinal logistic regression. The hypotheses were tested using logistics regression analysis to decide
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whether a significant relationship exists between the independent and the outcome variables. The
analysis of qualitative data was done manually since the interviews were few and easy to arrange,
categorize, code, and analyze.
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Validity and reliability

The data collection tool was tested for reliability using Cronbach’s alpha and produced an
output of 0.932. The test result of 0.932 > 0.7 on the 30-item scale shows the excellent reliability
of the tool (Barbera et al., 2021; Taber, 2018). Explanatory factor analysis was also carried out that
confirmed the unidimensionality of the item variables. Additionally, Analysis of Variance
(ANOVA) was used to test the statistical significance of the differences between the means under
the scale items employed (Ntumi, 2021; Patel et al., 2015) and resulted in a significance level of
0.000 > p-value of 0.05. The researcher used the Pearson correlation coefficient to test the statistical
significance and the produced results indicated that all the actual values were greater than the
critical value of 0.444 demonstrating the comprehensiveness and validity of the data collection tool
(questionnaire).

FINDINGS
Analysis of demographic features of respondents

Tables 1, 2, and 3 below display the demographic features of respondents that include
gender, age, residence, and education levels.
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Table 1: Respondents by Gender

District Measurement Sex Total
Male Female
Rwamagana % within district ~ 74.9% 25.1% 100.0%
% of the total 37.4% 12.6% 50.0%
Kayonza % within district ~ 87.0% 13.0% 100.0%
% of the total 15.9% 2.4% 18.2%
Nyanza % within district ~ 75.0% 25.0% 100.0%
% of the total 6.4% 2.1% 8.5%
Nyaruguru % within district ~ 65.9% 34.1% 100.0%
% of the total 6.4% 3.3% 9.7%
Burera % within district ~ 84.2% 15.8% 100.0%
% of the total 11.4% 2.1% 13.5%
All districts % Total 77.5% 22.5% 100.0%

Source: Primary data (2023)

As presented in the 1 above, the majority of respondents (77.5%) were males while 22.5%
of them were females. Rwamagana and Kayonza districts have the highest number of respondents
who sought land transfer services with 50% and 18.2% respectively.
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Table 2: Respondents by Age Category

Age interval Frequency Valid Percent
21-30 34 8.1%

31-40 171 40.5%

41-50 142 33.6%

51-60 39 9.3%

61 and above 36 8.5%

Total 422 100.0%

Source: Primary data (2023)

The majority of those who sought land transfer services are in the age category of 31-50
years as shown in table 2 above. Young people (below 30 years) and adults above 51 years of age
required less of the land transfer services compared to other age categories. Youth make up less
than 10% of all people who sought land transfer services while adults aged 30 years and above
make up over 90% of those who sought the same service.

36



Journal of Business and Strategic Management

ISSN 2520-0402 (online)
Vol.9, Issue No.2, pp. 27 — 51, 2024
Table 3: Respondents by Education Level

www.carijournals.org

Education Measure  All surveyed districts Total per

level education
Rwamagana Kayonza Nyanza Nyaruguru Burera Jevel

None % 0.50% 5.20% 0.00%  9.80% 3.50%  2.60%

Primary % 14.20% 20.80% 36.10% 36.60% 43.90% 23.50%

Secondary % 26.50% 31.20% 13.90% 29.30% 29.80% 27.00%

TVET % 4.70% 1.30% 0.00%  4.90% 0.00%  3.10%

(ordinary

diploma)

IPRC % 0.50% 0.00% 0.00%  0.00% 0.00%  0.20%

(advanced

diploma)

Bachelors' % 40.30% 36.40% 47.20% 14.60% 21.10% 35.10%

degree

Post Graduate % 13.30% 5.20% 2.80%  4.90% 1.80%  8.50%

Total per % 100.00% 100.00% 100.00 100.00% 100.00  100.00%

district % %

Source: Primary data (2023)

The majority (35.1%) of respondents had a bachelor’s degree as indicated in the table
above, followed by those with secondary level (27%), and primary education (23.5%). A small
percentage (2.6%) of the respondents did not have any formal education.

Hypothesis testing

The results presented below indicate that the model fits the data and the construction of the
parameter model of the outcome variable and its predictor variables are as follows:

Table 4: Omnibus Test

Omnibus Test?

Likelihood Ratio Chi-Square

Df

Sig.

544.097

.000

Source: Primary data (2023)
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Source Type I

Likelihood Ratio Chi-Square df Sig.
Responsiveness 80.965 1 .000
Assurance 21.902 1 .000
Reliability 57.171 1 .000
Tangibles 78.236 1 .000
Empathy 38.334 1 .000

Source: Primary data (2023)

Table 6: Predictors’ Coefficients with Tolerance and VIF

Model Collinearity Statistics
Tolerance VIF
1 Responsiveness 523 1.913
Assurance 453 2.209
Reliability 639 1.566
Tangibles 723 1.383
Empathy 547 1.829

Source: Primary data (2023)
Table 7: Pseudo R-square

Cox and Snell .733
Nagelkerke .882
McFadden 743

Source: Primary data (2023)

Graphical Representation of Pseudo R-square Distribution
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Figure 2: Pseudo R-square Distribution
Source: Primary data (2023)

Table 8: Collinearity Diagnostics

Mode Dimensi Eigenval Conditi Variance Proportions

I on ue on
Index  Constan Responsive Assura Reliabil Tangi Empat
t ness nce ity bles hy
1 1 5.885 1.000 .00 .00 .00 .00 .00 .00
2 .040 12138 .11 29 11 01 14 .00
3 024 15570 .15 .08 .00 10 .02 .68
4 .020 17314 .01 43 14 43 24 .02
5 017 18.853 .00 18 71 15 .20 22
6 015 19.969 .72 .02 .04 31 40 .08

Source: Primary data (2023)
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Table 9: Parameter Estimates

Parameter B Std. 95% Wald Hypothesis Test Exp. 95% Wald
Error Confidence (B) Confidence
Interval Interval  for
Exp. (B)
Lower Upper Wald df Sig. Lower Upper
Chi-
Square
Threshold [SS' 34506 3.9443 26.776 42.237 76533 1 .000 9.681 4.251 2.204
satisfaction=2.0]
[SS' 49.794 55779 38.862 60.727 79.692 1 .000 4.220 7540 2.361
Satisfaction=3.0]
Responsiveness 3.349 4755 2417 4281 49609 1 .000 28.473 11.213 72.305
Assurance 1.827 .4490 .947 2707 16554 1 .000 6.215 2578 14.985
Reliability 2.747 4293 1906 3588 40950 1 .000 15596 6.724 36.175
Tangibles 3.267 4969 2293 4241 43226 1 .000 26.231 9.905 69.468
Empathy 2.248 4362 1.393 3.103 26553 1 .000 9.467 4.026 22.260

Source: Primary data (2023)
DISCUSSION

The hypothesis testing proved that all five service quality dimensions are positive and
significant predictors of the satisfaction of citizens with land transfer services.

HO1: A positive relationship exists between reliability and citizens’ satisfaction with land
transfer services in Rwanda. The test results show that reliability positively and significantly
predicts the satisfaction of citizens with land transfer services (Exp. (B): 15.596: P-value:
0.00<0.05). The results indicate that if reliability increased by one point, the satisfaction of citizens
would increase by 16.595 points in the ordered log odds when the other variables in the model are
constant.

HO2: A positive relationship exists between tangibles and citizens’ satisfaction with land
transfer services in Rwanda. Here, the null hypothesis was also accepted based on the test results
with Exp. (B): 26.231: P-value: 0.00<0.05 indicated in table 10 above. This implies that a one-
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point increase in tangibles score would increase citizens’ satisfaction with land services by 26.231
points in the ordered log-odds if other predictor variables in the model remained constant.

HOs: A positive relationship exists between responsiveness and citizens’ satisfaction with
land transfer services in Rwanda. The test results show a positive and significant relationship
between responsiveness and citizens’ satisfaction with land services (Exp. (B):28.473: P-value:
0.00<0.05). the implication here is that an increase of a one-point score in the regression slope in
responsiveness increases the log odds of the satisfaction of citizens by 28.473 points keeping other
model variables constant. This resulted in the acceptance of the null hypothesis.

HO4: There is a positive relationship between Assurance and citizens’ satisfaction with land
transfer services in Rwanda. The hypothesis test results show that assurance has a positive and
significant relationship with citizens’ satisfaction with land services as confirmed by EXp.
(B):6.215: P-value: 0.00<0.05. The implication of this is that a one-point increase in assurance
increases citizens’ satisfaction with land transfer services by 6.215 points in the ordered log-odds
if other model variables remain constant.

HOs: There is a positive relationship between Empathy and citizens’ satisfaction with land
transfer services in Rwanda. As in the other four service quality dimensions, empathy was also
found to be a positive and significant predictor of satisfaction of citizens with land services with
Exp. (B): 9.467: P-value: 0.00<0.05. This implies that a one-point increase in empathy score
increases the satisfaction of citizens with land services by 9.467 points in the ordered log odds if
other model variables remained unchanged.

Based on the above results from the hypotheses testing, the conceptual model is adjusted as follows:

Modified Conceptual Framework

CONCEPTUAL FRAMEWORK

INDEPENDENT DEPENDENT
VARIABLE VARIABLE
-
0.00
RELIABILITY ° EXP.(B)=15596 ) Q
_—‘ J) —_— —
N
0.00 m
ASSURANCE J ® EXP.(B)=6.215 ) Z
0.00 g
TANGIBLES J'. EXP.(B)=26231 ) =
n
EXP. (B) =9.467 i ;
EMPATHY —) ° . (B) =9. A
—: ) —
0.00 o
Rssponsvvsnssy ° EXP.(8)=28473 ) 4
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Figure 3: Modified Conceptual Framework
Researcher (2023)

Discussion of the findings of the qualitative assessment

31.25%, 31%

68.75%, 69%

= Percentage of respondents with knowledge

= Percentage of respondents without knowledge

Figure 4:Respondents’ with knowledge of the process of land transfer services
Source: Primary data (2023)

The findings show that the majority (68.75%) of respondents knew the process of the land as
well as the requirements to get these services. This means that the remaining percentage of 31.25%
did not have information on the requirements — this is a significant portion of the respondents. The
lack of knowledge obliged them to either first travel to land offices to ask for information or to ask
their colleagues who received the same service before them. Those who had information regarding
the requirement to acquire land transfer services mentioned that they saved time and money by not
going to the land offices first just to get the information. Land is a great resource many development
activities and delivery of land-related services need to be effective starting with providing sufficient
information to people to allow them to know what needs to be done to acquire these services
without wasting time and other resources.

Regarding objective three of this research, figure 3 demonstrates the cycle of land transfer
services. It shows how applications are received at sector offices, sent to the provincial land for
processing, and then back to sector offices to be given to their owners. The second figure 3 shows
a proposed model of how the flow should look to enhance service delivery in line with the
decentralization policy.

Existing Model of Land Transfer Services
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Provincial land office

District land
office

Sector land office

Figure 5: Existing Model of Land Transfer Services
Source: Researcher (2023)

In Figure 4 above, land transfer service seekers’ application files are received at the sector
land offices and are directly forwarded to the land office at the province land office to be processed.
The processed documents are sent back to the sector land office to be given to their owners. The
district land office is not involved in this process not even in monitoring the delivery of the service
even when it’s the one directly supervising the sector. I believe that there is a problem here in
terms of efficiency and timeliness of service delivery especially because it contradicts the policy
of decentralization aimed at bringing services closer to the people. Based on this study, a new
service delivery model below is proposed to enhance the delivery of land transfer services.

New Model of Land Transfer Services
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Figure 6: New model of land services delivery
Source: Researcher (2023)

The proposed model in Figure 5 above is aimed at ensuring that all activities of land
transfers are done by the entities that are close to the people (district and sector land offices) to
enhance efficiency and effectiveness. The province as an entity responsible for coordination,
monitoring, and evaluation, will play a role in ensuring that services are delivered which aligns
with the decentralization policy.

CONCLUSION AND RECOMMENDATIONS
Conclusion

Service quality is a growing factor in the success and profitability of business organizations
globally. Many studies have been conducted to establish the influence of service quality dimensions
on the satisfaction of customers but there is very little research in Rwanda on the same particularly
on land-related services. Objectives of the study were (1) to identify the current process of land
transfer services, (2) to measure citizens’ satisfaction with land transfer services and its relationship
with factors that affect service quality, and (3) to establish a new model of land transfer services.
The findings showed that a significant proportion of the population (31.25%) did not know the
process of land transfer. The findings have indicated that the five service quality dimensions are
positive and significant predictors of citizens’ (customer) satisfaction with land services. The study
shows that; responsiveness is the highest predictor of satisfaction (Exp. (B):28.473: P-value:
0.00<0.05) followed by tangibles (Exp. (B): 26.231: P-value: 0.00<0.05); reliability (Exp. (B):
15.596: P-value: 0.00<0.05); empathy (Exp. (B): 9.467: P-value: 0.00<0.05) and assurance (Exp.
(B):6.215: P-value: 0.00 <0.05) in that order. The study proposed a new model of land transfer
services that is believed to bring services closer to the people and enhance their satisfaction. The
findings established the bottlenecks to service delivery effectiveness and offered recommendations
for improvement.
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Recommendations

It is recommended that the land service delivery model be redesigned in line with
decentralization policy and to fully digitize land services to ensure that, the time taken to
process land transfer services is reduced.

Land services providers should fully digitize land services to bring efficiency in land
service delivery. In this way, time wasted by service seekers traveling to seek the service
will be used to for other developmental activities.

It is imperative to address the issue of insufficient staff at the sector level to free the land
officer to handle only land-related matters. The majority of interviewees (56.25%) showed
that land officers in most cases are handling other tasks and get little time to do tasks related
to land transfers which delay land service delivery.

Establish and implement a clear land services delivery performance management system.
Land services providers should set clear targets in both institutional and staff performance
contracts with clear indicators and a monitoring and evaluation plan.

Offer regular training to land officers to enhance their technical skills and customer service
attitude.

Address the issue of unreliable equipment and internet that affect business processes and
consequently delay service provision.

Improve communication between land officers and land transfer service seekers. The
interviewees emphasized the issue of insufficient information especially on the progress of
their files after submitting their application to land offices which requires them to travel to
land offices to know the progress of their applications.
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