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Abstract

Purpose: This study aimed to assess the determinants of customer satisfaction from the perspective
of service seekers and service providers using SERVQUAL.

Methodology: the study employed both quantitative and qualitative research approaches. The
survey method was used to collect primary quantitative data. Probability sampling was employed
to select both service seekers and service providers. 422 service seekers were randomly selected
from a list of 53,158 people. 45 service providers were also randomly selected from 416 land
officers. A data collection tool was developed for service seekers and customized for service
providers. The validity of the research tool was tested and the results showed a P-value of 0.00.
Cronbach’s Alpha calculation was employed to test reliability and resulted in an output of 0.932 >
0.7 which shows excellent reliability. Key informant interviews were also conducted with
purposively selected respondents to collect their opinions on service quality to complement the
quantitative data.

Findings: From the perspective of service seekers, the findings showed that the five service quality
dimensions are positive and significant predictors of satisfaction. The data from the service
providers show that only empathy is a positive and significant predictor of satisfaction whereas,
the other four dimensions are positive but less significant predictors of satisfaction. The study
results revealed a discrepancy between service seekers and service providers in the dimensions that
predict the satisfaction of customers with land services more than others.

Contribution to Theory, Policy, and Practice: Understanding the perception gap allows service
providers to adjust their approaches to service delivery design to be more customer-focused. The
study also informs policymakers where to focus efforts to enhance the quality of services. The
unique aspect that this research puts forward is the comparison of the data from both service seekers
and service providers to show similarities or differences in their understanding of which
dimensions predict the satisfaction of customers more than others. The study recommends
continuous collection of feedback from service seekers to help bridge the perception gap in what
predicts satisfaction of service seekers.

Keywords: Service Quality, Service Quality Dimensions, Service Seeker, Service Provider,
Customer Satisfaction.
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Service quality is an essential part of the satisfaction of customers in any service setting.
Land services everywhere are always highly demanded and involve lots of complexities, especially
in areas where the land administration system is not yet streamlined. Enhancing the quality of land
services is highly dependent on the interaction between service providers and service seekers to
clearly understand their expectations and endeavour to meet them without compromising the
quality. In many settings, the quality of service is considered to be a major connection between the
providers of service and their customers (Anak et al., 2020). Customers consider service quality an
essential determinant factor of the repurchase to many customers (Zeithaml et al., 2020). When
customers interact with those who offer them services and receive the expected care and courtesy,
they desire to stick to the same service providers for that particular service or similar services.

In a public sector setting, service delivery means offering essential resources that people
need in their daily lives which may include water, electricity, health care, education, housing, and
infrastructure (Samitier, 2017). Governments are obliged to provide essential services to their
citizens to ensure that their livelihoods are improved and that they can engage in meaningful
development. In addition, the contribution of the service sector to the gross domestic product of
many countries has always been significant (Ghani & O’Connell, 2016). It is also believed that
services contribute over 75% of the global economy and 45% of this contribution is a share of the
developing countries (Ghani & O’Connell, 2016). Ghani and O’Connell argue that services made
more contributions to the growth of GDP, creation of jobs, and reduction of poverty than the
industry.

In the case of Rwanda, the contribution of the service sector to GDP was 48% of GDP
(10.944 billion) in 2021 and 47% in 2023. This percentage is planned to increase to more than 70%
by 2024 (NISR, 2016). Currently, the accountability for delivering services for many governments
to their people is very high and the desire to keep improving service delivery is more visible than
ever before. Those who are not ready to adjust and continuously improve the delivery of services
to the people are likely to become irrelevant. They need consistent mechanisms to regularly assess
their performance in delivering services to the people (Eneanya, 2018; Masiya et al., 2019) to
legitimize their existence.

Problem statement

For the last two decades, Rwanda placed effective and efficient service delivery to citizens
at the center of its development agenda and, as a result, all sectors show in their plans how they
intend to satisfy the needs of citizens. The government of Rwanda has also mandated the Rwanda
Governance Board to regularly assess the satisfaction of citizens with service delivery in different
sectors. The findings of the assessments are discussed with concerned institutions and these
institutions come up with plans of how they are going to address the service delivery gaps that are
raised by citizens. Public institutions are required to develop and implement service charters as
guiding frameworks to enhance service delivery and those who fail to implement them are held
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accountable by responsible authorities. Despite all these efforts, there are still challenges that
hinder service delivery in all sectors.
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Study objective

1. To examine the perception of service seekers and providers on the predictors of citizens’
satisfaction with land services using SERVQUAL dimensions

2. To assess if there is or there is no perception gap between service seekers and providers on
the predictors of citizens’ satisfaction with land services

LITERATURE REVIEW

Service delivery is a continuous practice of planning, implementation, review, and
improvement to ensure that customer-focused services are offered (Masiya et al., 2019; Parker et
al., 2023; Prashar & Antony, 2018). Additionally, the service sector plays a key role in the growth
of economies both in the developed and developing countries (Ghani & O’Connell, 2016).

A service can be defined as an elusive work provided by someone or by an organization to
another person or organization that offers value or that satisfies a need of the receiver (Han et al.,
2021). The difference between a service and a product is that a service is intangible, heterogeneous,
perishable, and simultaneous in its production and consumption. There is no exchange of physical
things between the provider and the receiver of the service (Ali & Garg, 2017; Koti, 2018). This
implies that there is no tangible exchange of ownership that happens between the provider and
receiver of the service. Services are offered either by traders or public servants to other people
needing the services for a particular purpose e.g. land transfer service in Rwanda can be provided
either by private individuals acting on behalf of a public entity or by a public entity directly to
individuals or organizations (Koti, 2018). The general trend worldwide is to enhance the quality of
service to people as a strategy to withstand competition that has consistently grown rapidly. Service
delivery has been a key priority for the government of Rwanda because of its impact on the
livelihoods of people. The service sector has also been a significant contributor to the Gross
Domestic Product (GDP) with a contribution of 47% in 2023 (NISR, 2023), and is expected to
grow in the coming years. Service delivery is an unceasing exercise of preparation, execution,
evaluation, and improvement to guarantee that services tailored to the needs of the customer are
provided (Masiya et al., 2019; Parker et al., 2023; Prashar & Antony, 2018).

Service delivery refers to the process of providing a service to someone with the purpose
of satisfying that person (Ramya et al., 2019). This delivery process needs to warrant top quality,
reliability, and consistency and should also stimulate efficiency for those seeking the service as
well as those offering the service. Regarding this research, the delivery of service is regarded as
the process of giving the right service to someone requiring it at the right time and with the right
attitude. The right attitude refers to the acts of making someone feel cared for, valued, and respected
to cause that person to leave with a desire to come back for the same service or a different service
in the same place. Delivering quality service is an important marketing tool for businesses without
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incurring high costs for advertising their products or services. Customer satisfaction promotes
acquisition, retention as well as loyalty (Dam & Dam, 2021).
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Service quality is defined as the difference between what the customer expects and what
the customer receives (Anttila & Jussila, 2017; Fida et al., 2020). To determine the actual service,
there must be an interaction between the service seeker and the service provider which results in
the actual customer experience which may be qualified as quality or absence of it. One of the early
quality theorists defined the concept of quality as having two basic dimensions (Grénroos, 1984).
Gronroos called the first dimension the technical quality which he says is a result of customers
interfacing with the service provider and the second dimension the functional quality which he
refers to as the mode of delivery of the service to the customer such as courteousness, care, and
timeliness. The two basic quality dimensions are closely related to the five quality dimensions
(tangibles, reliability, responsiveness, assurance, and empathy) advanced by Parasuraman et al.
(1991).

In Rwanda’s context, the quality of service is understood as the obligation of the
government to accelerate the socioeconomic transformation of people through effective and
efficient service delivery. In the medium-term development strategy of Rwanda — the National
Strategy for Transformation (NST1), service quality was a key mediating variable in the
transformational journey that Rwanda is pursuing (MINECOFIN, 2017). The NST1 aimed at
attaining 90% of citizens’ satisfaction with service quality received from public institutions by
2024 which is not likely to be achieved despite all the efforts invested by the government in the
process. Any initiative to help the government understand what more needs to be done to enhance
the quality of service would be received with much attention. This offers this research much
relevancy both to policy and practice.

The SERVQUAL

The SERVQUAL model which has been applied widely across the globe was advanced by
Parasuraman et al. (1985). SERVQUAL tool was originally composed of ten service quality
dimensions that were later condensed to the current five (Reliability, Responsiveness, Assurances,
Empathy, and Tangibility) (Parasuraman et al., 1988). In recent years, the SERVQUAL model has
dominated the assessment of service quality in many settings to assess the actual service experience
against anticipated service quality to determine the satisfaction level of customers or its absence
(Parasuraman et al., 1985). SERVQUAL is believed to help organizations gauge service gaps using
variables that predict satisfaction and design strategies to fill them Jonkisz et al. (2021). Over the
years, SERVQUAL has been extensively cherished and used to measure service quality in several
settings in the academic field and in industrial practice in various fields (Murdifin et al., 2019)

Serve Quality Dimension

The five service quality dimensions of SERVQUAL were employed to examine the
perception of service seekers and service providers on the predictors of citizens’ satisfaction with
land transfer services in Rwanda. The five dimensions of tangibles, Reliability, Responsiveness,
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Assurance, and Empathy advanced by Parasuraman et al. (1985) have been widely used to measure
service quality in various fields and contexts (Zygiaris et al., 2022). Depending on the nature of the
service being measured and the context, the predictive power of each service quality dimension
may vary.
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Service quality

The quality of service may be defined as an organization’s capacity to respond to the needs
of customers with efficiency and effectiveness in order to pursue profitability and to remain as a
going concern (Ramya et al., 2019). Service quality is defined from the perspective of the customer
since customer satisfaction is an essential element of quality. Organisations should therefore
endeavour to design their service chain to tailor their processes to the needs of their customers.

Customer satisfaction

Customer satisfaction refers to value resulting from consuming a product or service in
response to a need (Agnihotri, et al., 2019). Customer expectations emanate from a desire to fulfil
a need which may be inherent or explicit but whatever form it takes, it requires a response. In
responding to their needs, customers purchase goods or services and the extent to which customers
are satisfied determines their repeat purchases or not. People purchase and consume services with
expectations to derive satisfaction from them (Gunawan, 2022; Hamzah & Shamsudin, 2020; Lim
etal., 2020) and at the same time, service providers are motivated when their customers get satisfied
continuously as it gives them a guarantee of keeping their customers and possibly attracting more
(lias & Shamsudin, 2020; Zakari & Ibrahim, 2021).

Conceptual Framework

The conceptual framework is a reflection of the sequence of actions the researcher
anticipates to carry out in a research project. The conceptual framework for this study defines the
relationship between the variables (Dag & Andreas, 2022). The conceptual framework for this
study relates the service quality dimensions with the satisfaction of service seekers from their own
perspective and the perspective of the service providers.

Conceptual Framework of the study
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Service Seekers Service Providers
\ 4 \ 4
Independent ; Independent
(Predictor) Dependent (Outcome) Variable (Predictor)
Variables ‘ Variables
Reliability Reliability
Responsiveness . . . Responsiveness
Tangibles —V Citizens’ Satisfaction + Tangibles
Assurance Assurance
Empathy Empathy

Figure 1: Conceptual Framework
Source: Research (2023)
Research hypotheses:

HO1: There is no relationship between predictor variables (reliability, responsiveness, tangibles,
empathy & assurance) and outcome variable (citizens’ satisfaction) with land services from the
perspective of service seekers

H1i: There is a relationship between predictor variables (reliability, responsiveness, tangibles,
empathy & assurance) and the outcome variable (citizens’ satisfaction) with land services from the
perspective of service seekers

HO2: There is no relationship between predictor variables (reliability, responsiveness, tangibles,
empathy & assurance) and outcome variable (citizens’ satisfaction) with land services from the
perspective of service providers

H12: There is a relationship between predictor variables (reliability, responsiveness, tangibles,
empathy & assurance) and outcome variables (citizens’ satisfaction) with land services from the
perspective of service providers

HOs: There is no perception gap between service seekers and service providers on the relationship
between the predictor variables and outcome variable

H1s: There is a perception gap between service seekers and service providers on the relationship
between the predictor variables and outcome variable
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Data collection process

The study employed a mixed research approach to benefit from the triangulation of both
methods and data (Hitchcock & Onwuegbuzie, 2020; Strijker et al., 2020). The survey population
for the service seekers was 53,158 people who received land transfer services based on the records
of the National Land Authority (2019). The study population of the land service providers was 216
people who represented all the 216 sector land offices in the 30 districts of Rwanda. In addition,
16 key informant interviews were conducted with purposively chosen service seekers. Data was
collected from a sample of 422 service seekers and 45 service providers randomly selected from
the above population sets. The first stage of sampling randomly selected five districts from the 30
districts and the second stage determined the sample size and calculation of the sample from each
of the sampled districts was done. The same procedure was used to determine the sample of service
providers from the five sampled districts. The main data collection tools were a questionnaire and
an interview guide. A guestionnaire was used to collect primary quantitative data while qualitative
data was collected using an interview guide. The questionnaire for service seekers was based on
the five SERVQUAL dimensions (Parasuraman et al., 1985) and was adjusted for service
providers. A five-item Likert scale was used to the perception of respondents on each of the items
that were measured under each of the five dimensions.

Data analysis

The analysis of quantitative data was done using the Statistical Package for Social Sciences
(SPSS) and the analysis of qualitative data was done manually since the interviews were few and
manageable. Demographic data was profiled using descriptive statistics and ANOVA was
conducted to test whether the differences between means under the scale items were statistically
significant (Ntumi, 2021; Patel et al., 2015). Logistics regression analysis was employed to test the
hypotheses. It is argued that the Logistic Regression is the most suitable model for the kind of data
with a set of regression coefficients that predict the probability of the outcome of interest Tolles
and Meurer (2016) as is the case for this research data.

Validity and Reliability

Pearson’s correlation coefficient was used to test the validity of the research tool and the
test results indicated that the questionnaire was comprehensive and valid for data collection with a
P-value of 0.000. The reliability test was also conducted using Cronbach’s Alpha calculation and
the test result showed that the five-item scale was highly reliable with an output of 0.932 > 0.7
which resonates with the views of Zakariya (2022).

RESEARCH FINDINGS
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Table 1: Sampled Service Seekers by sex

District Measurement Sex Total
Male Female
Rwamagana Count 158 53 211
% within district 74.9% 25.1% 100.0%
% of Total 37.4% 12.6% 50.0%
Kayonza Count 67 10 77
% within district 87.0% 13.0% 100.0%
% of Total 15.9% 2.4% 18.2%
Nyanza Count 27 9 36
% within district 75.0% 25.0% 100.0%
% of Total 6.4% 2.1% 8.5%
Nyaruguru Count 27 14 41
% within district 65.9% 34.1% 100.0%
% of Total 6.4% 3.3% 9.7%
Burera Count 48 9 57
% within district 84.2% 15.8% 100.0%
% of Total 11.4% 2.1% 13.5%
All districts Count 327 95 422
% Total 77.5% 22.5% 100.0%

Source: Primary data, 2023

Table 1 above shows that 77.5% of service seekers who responded to the questionnaire
were men while 22.5% were women. Rwamanaga and Kayonza Districts had the majority of
service seekers who were sampled to respond to the questionnaire with 50% and 18.2%
respectively.
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Table 2: Service Seekers by Age

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)
Table 3: Education Levels of Service Seekers
Education  Measure All surveyed districts Total per
level Rwamagana Kayonza Nyanza Nyaruguru Burera (Ieedvuecl:ation
None Count 1 4 0 4 2 11
% 0.50% 5.20% 0.00%  9.80% 350% 2.60%
Primary Count 30 16 13 15 25 99
% 14.20% 20.80% 36.10% 36.60% 43.90% 23.50%
Secondary  Count 56 24 5 12 17 114
% 26.50% 31.20% 13.90% 29.30% 29.80% 27.00%
TVET Count 10 1 0 2 0 13
ff.[,?c'frfar)y % 4.70% 130%  0.00%  4.90% 0.00%  3.10%
IPRC Count 1 0 0 0 0 1
fﬁg}’j‘rﬂ;‘;d % 0.50% 0.00%  0.00%  0.00% 0.00%  0.20%
Bachelors’  Count 85 28 17 6 12 148
degree % 40.30% 36.40%  47.20% 14.60% 21.10% 35.10%
Post Count 28 4 1 2 1 36
Graduate
% 13.30% 5.20% 2.80%  4.90% 1.80%  8.50%
Total per Count 211 77 36 41 57 422
district g 100.00% 100.00% 10000 100.00%  100.00 100.00%

%

%

Source: Primary data (2023)
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Table 4: Descriptive Statistics of Dependent Variable

N Percent
Outcome SS's Satisfaction 2= Dissatisfied 33 8.0%
Variable
3= Moderately satisfied 237 57.1%
4= Satisfied 145 34.9%
Total 415 100.0%
Source: Primary data (2023)
Table 5: 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)
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Table 6: Parameter Estimates for Service Seekers Dataset

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 76.533 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 7.540 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 15.596 6.724 36.175
Tangibles 3.267 4969 2293 4241 43226 1 .000 26.231 9.905 69.468
Empathy 2.248 4362 1393 3103 26553 1 .000 9.467 4.026 22.260

Source: Primary data (2023)

Demographic Characteristics of Land Service Providers

Table 7: Land Services Providers by Sex

Gender Frequency Percent
Male 33 73.3%
Female 12 26.7%
Total 45 100.0

Source: Primary data (2023)
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Table 8: Job Positions of Land Services Providers

District Position at the Land office
Sector Land Officer Director of One Stop Center Total

Burera 8 4 12
Nyanza 7 0 7
Nyaruguru 9 0 9
Rwamagana 8 1 9
Kayonza 7 1 8

All 39 6 45

Source: Primary data (2023)

Selected number of Service Providers in the five sampled Districts

45
12
l i i 8 7
Burera Nyaruguru Rwamagana Kayonza Nyanza All districts

Figure 2: The Total Number of Land Services Providers Sampled
Source: Primary data (2023)

Table 8 above shows that sector land officers were 39 while the other six land services
providers were directors of one-stop centers that offer a range of integrated services related to land
such as land registration, construction permits, demarcation of land, and payment of land taxes.
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Table 9: Working Experience of Land Services Providers

Intervals Frequency Valid Percent
0-1 4 8.9%

1.1-3 5 11.1%

3.1-5 16 35.6%

5.1 and above 20 44.4%

Total 45 100.0%

Source: Primary data (2023)

Table 10: Descriptive Statistics of the Outcome Variable for Land Service Providers

N Percent
Outcome SP’s Satisfaction Moderately satisfied 8 17.8%
Variable
Satisfied 27 60.0%
Strongly satisfied 10 22.2%
Total 45 100.0%

Source: Primary data (2023)

Table 11: Predictors’ Coefficients with Tolerance and VIF

Model Collinearity Statistics
Tolerance VIF
1 Responsiveness 533 1.877
Assurance .685 1.460
Reliability .601 1.663
Tangibles 821 1.218
Empathy 599 1.670

Source: Primary data (2023)
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Parameter Estimates

Parameter B Std. 95% Wald Hypothesis Test Exp.(B) 95% Wald
Erro Confidence Confidence Interval
r Interval for Exp.(B)
Low Upp Wald d Sig. Lower Upper
er er Chi- f
Squar
e

Threshold [Satisfa 17.91 5244 7.63 281 11668 1 .001 6028428 2070.7 1.755

ction 5 4 6 94 4.301 25
:3]
[Satisfa 23.33 6.096 11.3 352 14652 1 .000 1.361 88110. 2.104
ction 4 1 86 83 273
:4]
Responsiveness .868 7893 679 241 1210 1 .271 2.382 507 11.190
5
Assurance 460 1086 1.67 259 .179 1 672 1584 .188 13.328
6 0 0
Reliability 1786 1.060 .292 386 2837 1 .092 5.966 746 47.690
5 5
Tangibles .023 4799 917 964 .002 1 961 1.023 400 2.622
Empathy 2465 8723 755 417 7982 1 .005 11.758 2.127  64.996
4

Source: Primary data (2023)
DISCUSSION
Testing of the hypotheses

The study had three hypotheses to be tested; the first hypothesis used data from service seekers,
the second hypothesis used data from service providers and the third hypothesis was answered
using a comparative analysis of the test results from the first and second hypotheses.

HO1: There is no relationship between predictor variables (reliability, responsiveness,
tangibles, empathy & assurance) and the outcome variable (citizens’ satisfaction) with land
services from the perspective of service seekers.
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The results of the hypotheses test using service seekers’ data in Table 6 above showed that
the five service quality dimensions (the predictor variables) are positive and significant predictors
of the satisfaction of service seekers with land transfer services. Their significant level was also
determined based on the predictive power of each of the dimensions. It was established that
responsiveness is the highest predictor of citizens’ satisfaction with land transfer services (Exp.
(B):28.473: P-value: 0.00<0.05). This implies that an increase of one point in the responsiveness
interventions to enhance service quality of land transfers will yield a twenty-eight times increase
in the satisfaction of service seekers. The second highest positive and significant predictor of
satisfaction is tangibles (Exp. (B): 26.231: P-value: 0.00<0.05). This means that an increase of one
point in tangibles is likely to result in a corresponding increase of 26.231 points in the satisfaction
of land service seekers in the ordered log odds when the other predictor variables in the model are
kept constant. Reliability is the third highest predictor of satisfaction (Exp. (B): 15.596: P-value:
0.00<0.05) followed by empathy (Exp. (B): 9.467: P-value: 0.00<0.05) and lastly assurance (Exp.
(B):6.215: P-value: 0.00<0.05). From these results, therefore, the null hypothesis was rejected, and
the alternative hypothesis which states that “there is a positive and significant relationship between
predictor variables (reliability, responsiveness, tangibles, empathy & assurance) and outcome
variable (citizens’ satisfaction) with land services from the perspective of service seekers was
accepted.

www.carijournals.org

HO2: There is no relationship between predictor variables (reliability, responsiveness,
tangibles, empathy & assurance) and the outcome variable (citizens’ satisfaction) with land
services from the perspective of service providers.

Based on the test results using data from service providers in Table 12 above, the hypothesis
test results show that the five service quality dimensions are predictors of citizens’ satisfaction with
land transfer services. However, from the perspective of service providers, there is a difference in
the predictive power of each of the dimensions compared to the results from the service seekers.
The service providers consider empathy (Exp. (B): 11.758: P-value: 0.005<0.05) as the highest
predictor of satisfaction of land transfer service seekers followed by Reliability (Exp. (B): 5.966:
P-value: 0.092>0.05), responsiveness (Exp. (B): 2.382: P-value: 0.271>0.05), assurance (Exp. (B):
1.584: P-value: 0.672>0.05) and lastly tangibles (Exp. (B): 1.023: P-value: 0.961>0.05) in that
order. According to service providers, empathy is a positive and significant predictor of satisfaction
of service seekers while the other four dimensions are positive but less significant predictors of
satisfaction of service seekers with land transfer services.

HOs: There is no perception gap between service seekers and service providers on the
relationship between the predictor variables and outcome variable.
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Table 13: Comparative Analysis between Service Seekers and Service Providers' views

Service Seekers Service Providers
Dimension Service Seekers P-Values Service Providers P-Values
Exp. (B) Seekers Exp. (B)

Responsiveness 28.473 0.00 2.382 0.271
Assurance 6.215 0.00 1.584 0.672
Reliability 15.596 0.00 5.966 0.092
Tangibles 26.231 0.00 1.023 0.961
Empathy 9.467 0.00 11.758 0.005

Source: Primary data (2023)

Considering the results of the hypotheses testing presented in Table 13 above, it can be
deduced that, there is a significant divergence in the experience of the service seekers and the
perception of service providers on how the predictor variables (the five service quality dimensions)
influence the satisfaction of service seekers with land services. From the two datasets and the
hypotheses test results thereof, we can confidently construe that there is a divergence in
understanding of what satisfies the service seekers between service providers and service seekers.
Since quality is defined by customers’ needs and expectations, the understanding of service
providers on what satisfies the customers should conform to that of the service seekers. According
to the service seekers, responsiveness is the highest predictor of satisfaction while service providers
perceive that empathy is the highest predictor of service seekers’ satisfaction. The hypotheses test
results show that service providers do not take a keen interest in establishing what their customer’s
desire in their interaction during the land transfer services provision process. This was confirmed
by the key informant interviews where 100% of the respondents mentioned that service providers
never seek feedback from service seekers regarding their service experience. Additionally, the
majority (99.9%) of respondents highlighted that there is poor communication between the land
service providers and those who seek land services regarding the status of their application files.

Considering the test results from both the service seekers’ and service providers’ datasets and
hypotheses test results, the third null hypothesis (HO3) states that “there is no perception gap
between service seekers and service providers on the relationship between the predictor variables
and outcome variable” is rejected and the alternative hypothesis is accepted.

CONCLUSION AND RECOMMENDATIONS
Conclusion

Overall, the research findings show that the five service quality dimensions are predictors
of citizens’ satisfaction with land transfer services. Based on the service seekers dataset, the five
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service quality dimensions (predictor variables) are positive and significant predictors of citizens’
satisfaction with land transfer services. Responsiveness is viewed as the highest positive and
significant predictor of satisfaction with Exp. (B): 28.473 points and a P-value of 0.00 while
assurance is the lowest positive and significant predictor of citizens’ satisfaction based on the
responses from the service seekers with Exp. (B): 6.215 points and P-value 0.00. Considering the
service Providers’ dataset and related hypothesis test results, only empathy is a positive and
significant predictor of citizens’ satisfaction with land transfer services while the other four
dimensions are positive but less significant predictors of satisfaction of citizens with land transfer
services. The test results from service providers’ dataset are empathy (Exp. (B): 11.758: P-value:
0.005<0.05); Reliability (Exp. (B): 5.966: P-value: 0.092>0.05); responsiveness (Exp. (B): 2.382:
P-value: 0.271>0.05); assurance (Exp. (B): 1.584: P-value: 0.672>0.05) and lastly tangibles (Exp.
(B): 1.023: P-value: 0.961>0.05). The findings also indicate a perception gap between service
seekers and service providers on which dimension predicts service seekers’ satisfaction with land
services more than others. Recommendations are offered to bridge the perception gap to enhance
land service quality.

Recommendations

e Land offices should put in place a mechanism to continuously gather feedback from land
service seekers to ensure that, they are constantly informed of the needs of their customers
and endeavour to satisfy them.

e Service provers should make quality improvement part of their priority targets in their
annual performance contracts.

e Service providers need to develop and implement a capacity-building strategy aimed at
enhancing the skills of their staff responsible for service quality to enhance their
performance.

e Improve communication between service providers and service seekers in the service
delivery process to keep them informed of the progress of their land transfer application
files

e Service providers need to develop and implement a comprehensive plan to create awareness
to inform citizens of the requirements and the process taken to get land services.

REFERENCES
Agnihotri, R., Yang, Z., & Briggs, E. (2019). “Salesperson time perspectives and customer

willingness to pay more: roles of intra-organizational employee navigation, customer
satisfaction, and firm innovation climate”. Journal of Personal Selling and Sales
Management, 39(2), 138-158. Google Scholar.

Ali, I, & Garg, R. K. (2017). Marketing of Services: Challenges & Opportunities in Context

77



Journal of Business and Strategic Management

ISSN 2520-0402 (online)
Vol.9, Issue No.2, pp. 61 — 80, 2024

of the Globalization of Business, International Journal of Engineering and Management
Research, 7(3), 522-526

Anak, J. M. H., Agung, A., Sujana, I., & Landra, N. (2020). Service Quality, Customer

www.carijournals.org

Satisfaction, and Company Image towards Customer Loyalty at Pt. Gajah Gotra
Bali. International Journal of Contemporary Research and review, 11(09), 21884—21898.
DOI:10.15520/ijcrr.v11i09.843

Anttila, J., & Jussila, K. (2017). Understanding quality -conceptualization of the fundamental
concepts of quality. International Journal of Quality and Service Sciences, 9(3/4), 251-268

Dag, N., & Andreas, N. (2022). A Conceptual Framework for Understanding the Purpose of
Change Initiatives. Journal of Change Management, 22(3), 292-320

Dam, S. M., & Dam, T. C. (2021). Relationships between service quality, brand image,

customer satisfaction, and customer loyalty. The Journal of Asian Finance, Economics and
Business, 8(3), 585-593.

Eneanya, A. N. (2018). Performance management system and public service delivery in

Nigeria: Impacts, problems, challenges and prospects. Africa’s Public Service Delivery and
Performance Review, 6(1), 1-9.

Fida, B. A., Ahmed, U., Al-Balushi, Y., & Singh, D. (2020). Impact of Service Quality on

Customer Loyalty and Customer Satisfaction in Islamic Banks in the Sultanate of
Oman. SAGE. https://doi.org/10.1177/2158244020919517

Ghani, E., & O’Connell, S. D. (2016). Can services be a growth escalator in low-income
countries? Revue deconomie du developpement, 24(2), 143-173.

Gronroos, C. (1984). "A Service Quality Model and its Marketing Implications,”" European
Journal of Marketing, 18(4), 3644

Gunawan, . (2022). Customer Loyalty: The Effect Customer Satisfaction, Experiential

Marketing and Product Quality. KINERJA: Jurnal Manajemen Organisasi dan
Industri, 1(1), 35-50.

Hamzah, A. A., & Shamsudin, M. F. (2020). Why customer satisfaction is important to
business? Journal of Undergraduate Social Science and Technology, 1(1).
Han, J., Zuo, Y., Law, R., Chen, S., & Zhang, M. (2021). Service Quality in Tourism Public

Health: Trust, Satisfaction, and Loyalty. Frontiers in psychology, 12, 731279.
https://doi.org/10.3389/fpsyg.2021.731279

Hitchcock, J. H., & Onwuegbuzie, A. J. (2020). Developing Mixed Methods Crossover

78


http://dx.doi.org/10.15520/ijcrr.v11i09.843
https://doi.org/10.1177/2158244020919517

Journal of Business and Strategic Management

ISSN 2520-0402 (online)
Vol.9, Issue No.2, pp. 61 — 80, 2024
Analysis Approaches. Journal of Mixed Methods Research, 14(1), 63-83.

www.carijournals.org

llias, S., & Shamsudin, M. F. (2020). Customer satisfaction and business growth. Journal of
Undergraduate Social Science and Technology, 2(2).
Murdifin, H., Imaduddin, M., Zulfikar, S. A., & Aditya, H. P. K. (2019). The Application of

SERVQUAL Distribution in Measuring Customer Satisfaction of Retails Company.
Journal of Distribution Science, 17(2), 25-31

National Land Authority (2019). Land transfer Services database.
Republic of Rwanda, Kigali.
National Institute of Statistics of Rwanda (NISR) (2023). Gross Domestic Product — 2023.

Republic of Rwanda, available on: www.statistics.gov.rw
Ntumi, S. (2021). Reporting and Interpreting One-Way Analysis of Variance (ANOVA) Using

a Data-Driven Example: A Practical Guide for Social Science Researchers. Journal of
Research in Educational Sciences, 12(14), 38 - 47.

Parasuraman, A. P., Zeithaml, V., & Berry. L. (1985). A Conceptual Model of Service Quality

and its Implication for Future Research (SERVQUAL). The Journal of Marketing, 49(4),
41-50

Parasuraman, A. P., Zeithaml, V., & Berry. L. (1988). SERVQUAL: A Multiple-item Scale for
Measuring Consumer Perceptions of Service Quality. Journal of Retailing. 64(1), 12-40.
Parasuraman, A., Berry, L. L., & Zeithaml, V. A. (1991). Refinement and Reassessment of
the SERVQUAL Scale. Journal of Retailing, 67(4). 420-450.
Parker, S., Cluley, V., & Radnor, Z. (2023). A typology of dis/value in public service

delivery. Public Money and Management, 43(1), 8-
16. https://doi.org/10.1080/09540962.2022.2124758

Patel, S., Naik, V., & Patel, P. (2015). An Analysis of Application of Multiple Comparison

Tests (post-hoc) in ANOVA in Recently Published Medical Research Literature -. National
journal of community medicine, 6(1), 117-120.

Prashar, A., & Antony, J. (2018). Towards continuous improvement (CI) in professional

service delivery: a systematic literature review. Total Quality Management & Business
Excellence, 1-29.

Ramya, N., Kowsalya, A., & Dharanipriya, K. (2019). Service Quality and its Dimensions.
EPRA International Journal of Research & Development (IJRD), 4(2), 39-41.

79


http://www.statistics.gov.rw/
https://doi.org/10.1080/09540962.2022.2124758

Journal of Business and Strategic Management

ISSN 2520-0402 (online)

Vol.9, Issue No.2, pp. 61 — 80, 2024 www.carijournals.org

Samitier, C. (2017). Introduction on Service Delivery. In: Samitier, C. (eds) Utility

Communication Networks and Services. CIGRE Green Books. Springer, Cham.
https://doi.org/10.1007/978-3-319-40283-3 12

Strijker, D., Bosworth, G., & Bouter, G. (2020). Research methods in rural studies: Qualitative,

quantitative and mixed methods. Journal of Rural Studies, 78, 262-270.
Tolles, J., & Meurer, W. (2016). Logistic Regression: Relating Patient Characteristics to
Outcomes. The Journal of the American Medical Association, 316(5), 533
Zakari, A. A., & Ibrahim, U. A. (2021). Impact of customer satisfaction on business

performance of SME’s in Nigeria. International Journal of Research in Business and Social
Science (2147- 4478), 10(5), 46-51. https://doi.org/10.20525/ijrbs.v10i5.1291

Zakariya, Y. F. (2022). Cronbach's alpha in mathematics education research: Its

appropriateness, overuse, and alternatives in estimating scale reliability. Frontiers in
psychology, 13, 1074430. https://doi.org/10.3389/fpsyq.2022.1074430

Zeithaml, V. A., Verleye, K., Hatak, 1., Koller, M., & Zauner, A. (2020). Three Decades of

Customer Value Research: Paradigmatic Roots and Future Research Avenues. Journal of
Service Research, 23(4), 409-432.

Zygiaris, S., Hameed, Z., Ayidh, A. M., & Rehman, U. S. (2022). Service Quality and

Customer Satisfaction in the Post Pandemic World: A Study of Saudi Auto Care Industry.
Frontiers in Psychology. 13. https://doi.org/10.3389/fpsyg.2022.842141

under the terms and conditions of the Creative Commons Attribution (CC

@ @ ©2023 by the Authors. This Article is an open access article distributed
BY) license (http://creativecommons.org/licenses/by/4.0/)

80


https://doi.org/10.1007/978-3-319-40283-3_12
https://doi.org/10.20525/ijrbs.v10i5.1291
https://doi.org/10.3389/fpsyg.2022.1074430

