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ABSTRACT 

The general objective of this study is to examine the service quality and level of customer 

satisfaction about the nifas silk lafto sub city land management office current situation title 

deed certification service. It is also clear from this research that service quality dimensions 

have relationship with customer satisfaction. In this research, the SERVQUAL instrument 

developed by Parasuraman (1985.) has been applied in designing the questionnaire by using 

five dimensions of service quality: tangibility, reliability, responsiveness, assurance, and 

empathy. Questionnaires were distributed to 100 customers and interview has been 

conducted with the management. The questionnaire was aimed at   determining the level of 

customers’ expectation and perception towards the service quality of the land management 

office. The results revealed that the tangibility and empathy dimensions raised the highest 

level of expectation, whereas the tangibility, reliability, and assurance dimensions fulfilled 

the highest level of perception. The study also investigates the dimension and their levels of 

importance that have significant effect on customer satisfaction in NSL sub city land 

management office. The findings showed that the dimensions of service quality such as 

tangible, reliability, responsiveness, assurance, and empathy are positively correlated to 

customer satisfaction. Data was collected through questionnaire and interview then the 

collected data was analyzed using qualitative analysis method, descriptive statistics and 

correlation analysis method.     

Keywords: Service Quality, Customers’ expectation and perception, Customer Satisfaction, 

Customer Gap, NSL land management office, SERVQUAL, service quality dimension  
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     CHAPTER ONE 

                                                    INTRODUCTION 

This chapter aims identify the research problem questions to answer and objective for 

carrying out the study. The chapter present introductory background information about 

service quality and customer satisfaction, the statement of the problem and the research 

questions, objectives of the study, operational definitions significance of the study, 

delimitation and structure of the report. 

 

1.1 Background of the Study 

 

Service is generally an activity under taken to meet social needs. Public service refers to 

particularly those activities of government institutions aimed at satisfying the need which 

insures the well-being of society as well as enforcing law, regulation and directives of 

government. It also implies the systematic arrangement of activities in service giving 

institution with the aim of fulfilling the needs and the expectation of service users and other 

stake holder with optimum use of resource, (Service policy, 2003). 

 

Customers, subsequently judge service quality as the extent to which perceived service 

quality matches with initial expectation. There are three levels of expectations that can be 

defined as service quality. 

 

The first one is the desired level of service, which reflects what the customer wants. The 

second one is adequate service level which means, the customers are willing to accept. The 

third one is the predicted service level, which means the expectation that customer, believe 

to actually occur most likely, (Perrault & McCarthy: 2002). 

 

Furthermore, the quality level that is needed by customers to be satisfied has to do with 

every aspect of services providers starting from the time customers arrive at the gates of the 

organizations. but three required qualities to know the conditions under which Customers 

are, once they are in:  

1. The customers may be in queue,  

2. They may be in certain office waiting for concerned official,  
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3.  Still others may be annoyed for one or the other reasons.  
 

These efforts could identify customers‟ problems and give solutions to them. Customers‟   

Satisfaction depends on the extent to which customer‟s expectations about the product or 

services are fulfilled. Customers‟ expectations are not static but keep changing. Therefore, 

organizations need to monitor customers‟ expectations on a continuous basis and to be 

Innovative in order to respond meaningfully to changes about the customer‟s expectation 

(Kotler; 1997). 

 

The developing world is being transformed from a world of rural villages into world of cities 

and towns. By 2020, it is projected that more than half of the population of developing 

countries will be urban. Urban population growth has been fuelled by prospects of higher 

income that has been largely realized. Yet cities do not deliver better quality of service to the 

extent they could. Despite the relatively higher income of urban population, the quality of 

general services in most cities is poor. Some of the reasons for this are influx of people from 

rural to urban, corruption in the system of service delivery, lack of capacity for automation 

and lack of skilled staffs in system, (World Bank, 2006) 
 

Many customers of public services are involuntarily customers in relation to specific 

obligation such as tax payments and prison services. That means they do not have authority 

to negotiate the price or quality of service when applying for services because generally the 

law forbids (Homburg, 2008). When the right to ascertain public service is recognized, 

public sectors have an absolute right to delivery though it is different at each country. This is 

because government organizations have a legal duty to ensure the delivery of particular 

services. These Government organizations can seldom refuse delivery of services and goods 

they offer in individual or special cases (World Bank, 2005).    

Land administration organizations are usually monopolized organizations (in which there 

only one producer of good or service) which are administered by the government and the 

services are fully rendered by the government, 

 (World Bank, 2000). 
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According to the World Bank, (2010) the land administration system encompasses the 

“process of recording and disseminating information about the ownership, value and use of 

land and its associated resources”. 

 

Land value and ownership involves defining the valuation, taxation system of the land and 

the general values associated in a cadastral land where as land use is associated with 

planning and controlling the public land in relation to safety of the public. 

 

In Ethiopia, land is the common property of the „state and people‟ and, hence, is not subject 

to sale, exchange or mortgage. Urban residents are guaranteed to secure plot of   land   

through ground of lease arrangement which lasts (15-99) years depending on the purpose for 

which the land is needed and such right may be freely transferable. The constitution 

prohibits eviction of holders of the land without just cause and payment of compensation 

(Daniel, 2006). 

 

When we see the authority to administer the land in the city, Addis Ababa has full measure 

of self-government. Consequently, Proclamation no.87/1997 declared to provide for the 

Charter of Addis Ababa city government. As per this proclamation, Addis Ababa is 

organized in to city administration, sub city administration and woreda administration. This 

structure of city was revised later in 2003 under Proclamation no.361/2003 of Addis Ababa 

city government revised Charter. According to proclamation no.361/2003, Addis Ababa city 

government is divided in to City government, sub-city government and woreda government. 

(Article49 (2) and55 (1) of the constitution of the Federal Democratic Republic of Ethiopia) 

Further, this proclamation stipulated the power and responsibilities of the three levels of 

Administration .Accordingly, Article 30(1) out lined that sub cities have full authority to 

Administer them- selves based on the principles of decentralization .In accordance with The 

Addis Ababa city government revised Charter Proclamation no.361/2003, the Addis Ababa 

city government sub-cities and woreda establishments‟ proclamation no.1/2003 Announced 

to create 10 sub-cities and 99 woredas in Addis Ababa to achieve effective Services and 

good governance. 
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Relatively land administration services are organized in sub-cities and at woreda and to 

some extents, the city administration is authorized in facilitating and capacitating the sub 

Cities and the word in the administration process. 

 

Most of services rendered by the government institutions are held by or monopolized by the 

government and have no competitive pattern as those of private institution.  In a process of 

providing services to the public it gives less attention to quality perspectives and satisfaction 

levels of customers, the land administration system is the one which provides public services 

giving less attention to the customers, but one of the measurement of effectiveness of the 

system is the service and the customer perspectives. 

 

Even if the city government has established land registration activities which were intending 

to legalize the illegal tenures the project is impeded with different problems. Nifas silk lafto 

sub city is one of the sub-cities which are highly affected with the slums and sprawls and 

most of the public has land rights problems which lead to dissatisfaction on the service 

provided. 

Therefore, this study intended to assess the quality of service rendered and customer 

satisfaction level by the nifas silk lafto sub city land management office using the 

appropriate &scientific models and tools. 

1.2 Statement of the Problem 

 

The lafto sub city land management office has 12 different woredas. All woredas have land 

administration offices, which feeds available information at their jurisdictions by endorsing 

related customer‟s documents pass to the main sub city. So woreda feed inputs and because 

of nearness to the society most of land administration services begins here. Generally, 

through a connection with woredas the system works at sub city level. 

 

The office is one of the largest area hold among 10 sub cities in Addis Ababa by providing 

services to the 316,283 population on total area of 4426 hectares. 

 

The lafto sub city provides different types of land related services to the customers among 

them are land registration, cadastral recording, land certificate issuance, compensation, lease 
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holding certification, location information infrastructure, ownership transfer services and 

many related services. 

 

Most system of land administration manifests serious inadequacies in their abilities to meet 

the needs of their population. Problem arises from governance and public administration 

issue, technical issue, information management, fee charged amount, documentation, 

measurement tools issue, miss governance, abuse of authority and others. 

 

The city government of Addis Ababa has established land registration directives and 

manuals many times to legalize the illegal tenure but still there are many title registration 

problems. In most cases the dwellers go to the NSL sub city land management office but 

didn‟t entitle for their tenure.  Even after service are rendered, there are also quality gap with 

the given certification   so that there are unsatisfied customers by the service rendered by the 

land management office. 

 

 Some client have made reports of courteous attitude of some staff, delay in having their 

cases heard, inability to enforce decisions, delays in investigating cases, unattractiveness of 

the offices, slow system of coordination, corruption and many reasons. 

 

Such clients tend to form negative impression about the office. These clients feel dissatisfied 

and often inform others of their unpleasant experience. The result has been a lowering public 

image. Moreover, the people are rarely satisfied with the quality of the services provided. 

 

The key to deliver high quality service is to balance the customer expectation with and 

perception and close the gap between the two. The SERVQUAL model can help determine 

where and how serious the gap are. According to this model five determinant of service 

quality are Tangibility, Reliability, Responsiveness, Assurance and Empathy. This study 

aims to examine the gap between customer expectation and perception of the NSL sub city 

land management office customers using servqual model. 
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1.3. Research Questions 
 

The key research questions to be probed into are: 

 

1.  To what extent is the level of customer satisfaction at NSL land development 

management office? 

2. Does a gap exist between customer expectation and perception at NSL land 

development management office? 

3. How do customers perceive the quality of service at NSL land development 

management office? 

4. What are the expectations of the NSL land development management office 

customers from rendered services? 

5. What is level and importance attached to each quality dimensions with respect to 

customer perception? 
 

1.4 Objectives of the Study  

1.4.1 General Objective 

 

The main objective of the study is to investigate and measure the quality of service delivery 

in relation to customer satisfaction in NSL land development management office. 

 

1.4.2 Specific Objectives 

 

In specific terms the study intends: 

 

1. To assess customer expectation and perception towards service quality using 

servqual model dimensions of: tangibility, reliability, responsiveness, 

assurance, and empathy. 

2. To determine the quality of service and customer satisfaction. 

3. To explore the reasons of the gaps between the expectation and the actual service 

delivery. 

4. To identify the inter relationships between service quality and customer 

satisfaction, and to identify the benefits of these relationships. 
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1.5 Significance of the study 

 

This study will be as a practical guideline for the land management. The outcome of this 

study will be developing the service quality of the land management in order to meet the 

customers‟ needs and their satisfaction. If the result shows the high score, the office would 

be appreciated with the service. In contrast, if the result shows the low score, the 

management would improve the service and arrange training program. Furthermore, the 

study will: 

 The study serves as reference material for both academicians and practitioners in 

recognizing that customers hold different types of expectations for service 

performance.       

 The study initiates the office of NSL land management office to assess the quality of 

service it provides.  

 Findings and conclusions of the study may help NSL sub city land management in 

decision making by understanding the problems from this finding with regards to the 

service quality provided.  

1.6 Scope of the study 

 

The study was conducted on the assessment of service quality provided by the NSL land 

management office and the level of customer satisfaction from perspective different 

customers who visit the office to get title deed /ownership certification services. 

Geographically, the study was limited to the customers of NSL land management office. 

Due to shortage of enough time and cost structure, the scope of this study is limited to the 

identification of customers‟ satisfaction in title deed/ownership certification services taking 

into account NSL sub city land management office as a case study. 

 

1.7 Organization of the study 

 

The study is organized in five chapters; the first chapter gives an introduction which 

includes: background of the study, statement of the problem, basic research questions, and 

objective of the study, significance, scopeand definition of terms. The second chapter 

includes review of related literature. The third chapter includes research methodology, the 
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data presentation, analysis and interpretation is treated in the fourth chapter of the study. 

Finally, on the fifth chapter the summary, conclusions, and recommendations is presented 

1.8  Definition of Terms 
 

Service quality: means the difference between the customer‟s expectation of service and 

their Perceived service. In this study, the assessment standards of Zeithaml, Parasuraman & 

Berry (1990) was used, which consist of five dimensions: tangibility, reliability, 

responsiveness, assurance, and empathy. 

 

Servqual: is an instrument for measuring service quality, in terms of the discrepancy 

between customers‟ expectation regarding service offered and the perception of the service 

received; respondents are required to answer questions about both their expectation and their 

perception. 

Customer expectation: means uncontrollable factors including past experience, personal 

needs, Word of mouth and external communication about certain service.(Zeithaml, 

Parasuraman & Berry ,1990) 

 

Customer perception: means customer‟s feelings of pleasure / displeasure or the reaction 

of the customers in relation to the performance of the staff in satisfying / dissatisfying the 

services. (Zeithaml, Parasuraman & Berry ,1990) 

 

Service delivery: refers to how well the service is provided to customers. It includes speed, 

accuracy, and care attending the delivery process. 

 

Sub city; the sub divided city for rendering service to its boundary customers according to 

the Ethiopian land administration proclamation. 

 

Land administration; is concerned with the process of determining, recording and 

disseminating information about the ownership, value and use of land when implementing 

land management policies. 
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CHAPTER TWO 
 

                                            REVIEW OF THE RELATED LITRATURE 
 

This chapter presents the overview of current literature in frame of presented research 

problem. Each of the bodies of literature is discussed .which is focused on the specific 

nature of relevant literature that relate to this study.in so far as establishing a frame work 

effectively asses service quality within the  land management environment is the central aim 

of the study .this section begins with discussion on the service and service quality, customer 

expectation compared to perception ,customer satisfaction ,factor that affect customer 

satisfaction ,service quality concept quality and loyal customer ,quality management and 

human service value ,determinants of quality construct ,service quality dimension ,servqual 

approach development and evolution of servqual model, functioning of servqual and 

criticism of servqual. 

 

2.1 Theoretical Reviews 

       2.1.1 Definition of Service  

Service is activities deeds, or other tangibles offered for sale to customers in exchange for 

money or something else of value (Berkwitz, Crane, Kerin, Hartley& the Rudelius p.324). 

Service types are customer service privately and for public level by government. 

Uniqueness of service quality 

There are certain commonalities between services as products that set them apart from 

tangible goods. The four unique elements are intangibility, inconsistency, inseparability and 

inventory these elements sometimes referred to as the four I‟s of service.  

Intangibility; services are intangible that means they can‟t be held touched or seen before 

purchase decision. 

Inconsistency 

Developing, pricing, promoting and delivering service is challenging because the quality of 

service is often inconsistency service is depending on the people who provide them, their 

quality value with each person capabilities and day to day performance.  

Inseparability 
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There are two dimensions of inseparability. The first one is inseparability of the production 

and consumption, whereas goods are first produced and, then sold and then consumed. The 

second dimension of inseparability is the most case and the consumer cannot separate the 

deliverer of the service itself. 

 

Inventory 

Inventory of service is different from that of goods. Inventory problem exists with goods 

because many items perishable and because there are cost associated with handling 

inventory. Successful service organization will be better able to position them effectively if 

they understand why consumers choose to use a particular service.  (Berkwitz, crane, kerin, 

hartely&rudel the rudelius, 2002:301). 

 

Table 1.1 characteristics of service 

No Characteristics Result implication 

1 Intangibility  Service cannot be inventoried 

 Service cannot patented  

 Service can not readily display or recommended  

 pricing is difficult 

2 Heterogeneous    Service delivery and customer satisfaction depend on 

employee action 

 Service Quality depends on many uncontrollable 

factors  

 There is no sure knowledge that the service delivered 

matches what was planned and promoted. 

3 Inseparability  Simultaneous production and consumption 

 Customers participate in and affect the transaction 

 Customers affect each other 

 Employees affect the service outcome 

 Decentralization may be essential mass production is 

difficult 

4 Perishable It is difficult to synchronize supply and demand with service  

Service cannot be returned or resold 

Source: Zeithaml, and Betner, 2003 
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2.1.2 Service quality 

Service quality is central issue today in a recent Gallup survey executive ranked the 

improvement of service and tangible product quality as the single most critical challenge 

facing business, (Zeithaml, and Betner, 2003:25) 

One reason service quality become such an important issue is economies of most country 

has become a service economy. Service accounts for approximately three-fourth the world 

economies. Virtually all organization competes to some degree on the basis of service. It is 

difficult to name one industry for which service matters are unimportant.  
 

Executives striving to achieve a distinctive position and sustainable advantage in today‟s 

increasingly competitive business world no doubt realize the importance of delivering 

quality service quality by meeting or exceeding customer‟s expectations. 

Executives who are truly dedicated to service quality must out motion a continuous process 

for (1) monitoring customers perception of service quality;(2) identifying the cause of 

service quality shortfalls; and (3) taking appropriate action to improve the quality of 

service.( zeithml,berry and Parasuraman,1990:126). 

 

Today, most managers agree that the main reason to pursue quality is to satisfy customers. 

The American National Standard Institute (ANSI) and the American society for quality 

(ASQ) define quality as „‟the totality of features and characteristics of a product or service 

that bears on its ability to satisfy given needs.‟‟ The view of quality as satisfaction of 

customer need is often called fitness for use. In highly competitive markets, merely 

satisfying customer needs will not achieve success bet the competition, organizations often 

must exceed customer expectations. Thus, one of the most popular definitions of quality is 

meeting or exceeding customers‟ expectations. (Evans, 2012:107) 

 

Consumers today are intelligent enough to recognize quality issues that firms‟ now‟s, and 

the organization that doesn‟t cope with customers‟ need is in far a rude awakening, or, at 

worst quick demise. This is why an understanding of quality is still vital to every employee 

in every organization. Joseph Juan, one of the most respected leaders of quality, suggested 

that the twentieth century would be defined by historian as the century of productivity. He 
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stated that the twenty-first century should be designated the century of quality.  (Evans, 

2012:109) 

 

Many service organizations have well developed quality assurance systems. However, they 

often tend to be based on manufacturing analogies and tend to be more products –oriented. 

Many of key dimensions of product quality apply to services. For instance, „‟one time 

arrival‟‟ for an airline is a measure of service performance; frequent flyer awards and 

„business class‟ section represent features. Service organizations have special requirement 

that other industries systems cannot fulfill. The most important dimensions of service quality 

include the following; 

 Time; how much time must a customer wait? 

 Timeliness; will a service be performed when promised? 

 Completeness; are all item in the order included? 

 Courtesy; do front line employees greet each customer cheerfully? 

 Consistency; Are service delivered in the same fashion for every customer, and every 

time for the same customer? 

 Accessibility and convenience; is the service easy to obtain? 

 Accuracy; is the service performed right the first time? 

 Responsiveness; Can service personnel react quickly and resolve unexpected 

problems?  

 

Service quality involves a comparison of expectation with performance. Service quality is a 

measure of how well delivered service matches with customer expectations. Generally the 

customer is requesting a service at the service interface where the service encounter is being 

realized, then the service is being provide by the provider and in the same time delivered to 

or consumed by the customer. (Chaterjee. shareman, 2013:97) 

 

The main reason to focus on quality is to meet customer needs while remaining 

economically competitive in the same time. This means satisfying customer needs is very 

important for the enterprise to survive. The outcome of using quality practice is; 

 

 Understanding and improving of operational process 
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 Identifying problem quickly and systematically 

 Establishing valid and reliable service performance measure 

 Measuring customer satisfaction and other performance outcome 

Service quality model given says that the expectation of the customer depends on the 5 

determinants: market communication, image, word of mouth, customer need and customer 

learning. Experiences depend on the technical quality (what/outcome) and the functional 

quality (how/process), which is filtered through the image (who). Both expectation and 

experience can create a perception gap. (Gronroos, 1983:41) 

 

GAP model according to Parasuraman, Zeithaml and Berry, (1990) states that the expected 

service is influenced by the word of mouth, the personal needs, past experience and also by 

the external communication to the customer. A perception gap can appear between the 

expected service and the perceived service. This gap is called the GAP5 (also called service 

quality gap), it occurs if the customer is not satisfied and depends on the other 4 gaps. 

 

The perceived quality depends on the external communication to customers and the service 

delivery. The GAP 4 (also called communication gap) is appearing between the external 

communication to customers and the service delivery .it appears when promises do not 

match the delivery. 

The service delivery depends on the service quality specification. if they are not match each 

other GAP 3 (also called the service performance gap) appear. 

The service quality specifications depend on the management perception of customer 

expectations, where the management perceptions of customer expectations influence the 

external communication to the customer. The GAP 2 (also called standard gap ) occurs 

between the management perception  of customers‟ expectations and the service quality 

specification if the wrong quality standards were consulted. 

The biggest gap, the GAP 1 (also the marketing information gap occurs between the 

management perceptions of customer expectations and the expected service. It appears 

because the service provider does not know what the customer expects. (Chaterjee &v. 

Sharman, 2013; 203) 
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Parasuraman et al (1988) developed and tested the five components scale of the service 

quality, called SERVQUAL scale, consisting of 22 variables to measure five components of 

service quality, which are; reliability, responsiveness, assurance, empathy and tangibles. 

The principal meaning of quality is product performance. Product performance results from 

the product features that create customer satisfaction and lead customer to buy the product. 

Here the word product can be tangible or intangible, i.e. physical product or it can be a 

service, the word customers means all persons who are impacted by our process our 

products. (Mukherjee, 2013:206) 

 

Hence the customer can purchase the product and services from, the dealer, distributer, 

wholesaler, franchisee or the opinion leader. They could also be external customer or 

internal customer. The term external customer means persons who are not the part of the 

company but impacted by the products and service. the internal customers means persons 

working in the organization or who are a part of the company. The product attribute 

performing as per the customer expectation fulfill her/his stated, implied or latent need 

leading to customer satisfaction or rather customer delightment, which is the key to business 

success.  

          2.1.3 The relationship between customer satisfaction and service quality 

 

Satisfaction is a function of perceived performance. If perceived performance falls short of  

Expectations, the customer is dissatisfied. If the performance exceeds expectation, 

customers get highly satisfied. Customers‟ satisfaction happens when organizations focus on 

quality services and produces real rewards for the organization in the form of good image 

from the public. Lack of customers‟ satisfaction produces a liability (Bruk, 2007, cited in 

Mohammed, 2008: 22). The model that has underpinned satisfaction is disconfirmation 

theory which suggests that customer with a service is related to the size of the 

disconfirmation experience, where disconfirmation is related to the person‟s initial 

expectation. If experience of the services greatly exceeds the expectations clients had of the 

service, then satisfaction will be high and vice versa. In the service quality literature 

perceptions of service delivery are measured separately from customer‟s expectationand the 

gap between the two provides a measure of service quality (MORI Social Research Institute, 

2002, cited in Mohammed, 2008:5). 
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According to Sureshchander et al., (2002, cited in Daniel&berinyuy, 2010: p. 363), 

Customer satisfaction should be seen as a multi-dimensional construct just as service quality 

meaning it can occur at multi levels in an organization and that it should be operationalized 

along the same factors on which service quality is operationalized.  

Parasuraman et al., (1985) suggested that when perceived service quality is high, then it will 

lead to increase in customer satisfaction. He supports that fact that service quality leads to 

customer satisfaction and this is in line with Saravana & Rao, (2007, cited in 

Daniel&berinyuy,2010: p.436) and Lee et al., (2000, cited in Daniel&berinyuy,2010: p.226) 

who acknowledge that customer satisfaction is based upon the level of service quality 

provided by the service provider.  

According to Negi, (2009, cited in Daniel&berinyuy, 2010: p.33), the idea of linking service 

quality and customer satisfaction has existed for a long time. He carried a study to 

investigate the relevance of customer-perceived service quality in determining customer 

overall satisfaction in the context of mobile services (telecommunication) and he found out 

that reliability and network quality (an additional factor) are the key factors in evaluating 

overall service quality but also highlighted that tangibles, empathy and assurance should not 

be neglected when evaluating perceived service quality and customer satisfaction.  

 

This study was based only on a specific service industry (governmental service) and the 

study is very important to identify and evaluate those factors which contribute significantly 

to determination of customer-perceived service quality and overall satisfaction. Fen & Lian, 

(2005, cited in Daniel&berinyuy: p.59-60) found that both service quality and customer 

satisfaction have a positive effect on customer‟s re-patronage intentions showing that both 

service quality and customer satisfaction have a crucial role to play in the success and 

survival of any business in the competitive market.  

 

This study proved a close link between service quality and customer satisfaction. Su et al., 

(2002, cited in Daniel&berinyuy: p.372) carried a study to find out the link between service 

quality and customer satisfaction, from their study, they came up with the conclusion that, 

there exist a great dependency between both constructs and that an increase in one is likely 

to lead to an increase in another. Also, they pointed out that service quality is more abstract 

than customer satisfaction because, customer satisfaction reflects the customer‟s feelings 
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about many encounters and experiences with service firm while service quality may be 

affected by perceptions of value (benefit relative to cost) or by the experiences of others that 

may not be as good. It was proven that customer satisfaction results from high perceived 

service quality and this makes the customer loyal. However, it could be possible that a 

satisfied customer must not necessarily become a loyal customer.  
 

Figure 1 Outlines of the key factors most commonly seen to influence expectation 

 

 

 

 

 

 

 

 

 

 

 

 
 

Source; MORI Social Research Institute, 2002 

 

1. Personal needs: any customer or user of a service will have what she /he regards as a 

set of key personal needs that they expect the service to address. These will vary 

from service to service and from customer to customer.  

2. Previous experience many have before: -Their previous experience will in fact 

Influence their future expectations of the service.  

3. Word of mouth communication: - expectations will be shaped by communications 
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4. Explicit Service Communication: - statements from leaflets of other publicity 

material can have a direct impact on expectation 

5. Implicit service communication: - this includes factors such as the physical 

Appearance of buildings; example renovation may lead the customer to expect other 

Service aspects to be of higher quality. (MORI Social Research Institute, 2002, cited 

in Mohammed, 2008: 5-6).  

The buzzword in today‟s total marketing management or total quality management is the 

customer satisfaction. a customer is satisfied when his stated and implied needs are fulfilled 

Here the need could go much beyond the product and the service to enter in to the areas like 

aesthetic, time of delivery, place of delivery, life, the way the sales transaction is handled 

etc. The true definition of quality emerges only and mainly from customer satisfaction. 

 

Customer satisfaction can be achieved through the fulfillment of the stated and implied 

needs of the customer by the use of the product and /or service offered by the organization. 

The effect of customer satisfaction is the continued brand loyalty, repurchase of the product 

and service as well as the customer acting as an opinion leader in the market for the 

organization. (Mukherjee, 2013:107) 

 

The key to creating customer satisfaction is, first, to recognize that it is in the area of 

customer care and satisfaction that the real opportunities lie for increasing the amount of 

business we do and the growth and success of our business, and for improving our careers 

within business. Secondly, we should recognize that superior customer care and satisfaction 

is achieved by doing a combination of hundreds of little things very well rather than by 

doing several big things extraordinarily well. thirdly we should accept that the purposes of 

business is to create customers to create profit, and that customers are necessity; your 

business is your customer. (Collis, 1998; 43) 

 

       2.1.4   Customers’ Expectations compared to Perceptions   

 

Gronroos, (1982); Parasuraman et al., (1985) have proposed that customer‟s perception of 

service quality is based on the comparison of their expectations (what they feel service 

providers should offer) with their perceptions of the performance of the service provider. 
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Parasuraman et al., (1988, cited in Daniel&berinyuy: p.17) point out that expectation is 

viewed differently in both satisfaction literature and service quality literature. In satisfaction 

literature, expectations are considered as „predictions‟ by customers about what is likely to 

happen during a particular transaction while in service quality literature, they are viewed as 

desires or wants of consumers, that is, what they feel a service provider „should‟ offer rather 

than „would‟ offer.  
 

It is important to understand and measure customer‟s expectations in order to identify any 

gaps in delivering services with quality that could ensure satisfaction, Negi, (2009). 

Perceptions of customers are based solely on what they receive from the service encounter 

(Douglas & Connor, 2003, cited in Daniel&berinyuy: p.167). The study is mainly based on 

this discrepancy of expected service and perceived service from the customer‟s perspective. 

This is in order to obtain a better knowledge of how customers perceive service quality in 

governmental institution. We are not focusing on the 1stfour gaps because they are mainly 

focused on the company‟s perspective even though they have an impact on the way 

customers perceive service quality in government institution and thus help in closing the gap 

which arises from the difference between customer‟s expectation and perception of service 

quality dimensions.  

Parasuraman et al., (1985, cited in Daniel&berinyuy, 2010: p.47) identified determinants 

used in evaluating service quality; reliability, responsiveness, competence, access, courtesy, 

credibility, and tangibles. Most of these Determinants of service quality require the 

consumer to have had some experience in order to evaluate their level of service quality 

ranging from ideal quality to completely unacceptable quality. They further linked service 

quality to satisfaction by pointing out that when expected service is greater than perceive 

service, perceived quality is less than satisfactory and will tend towards totally unacceptable 

quality; when expected service equals perceived service, perceived quality is satisfactory; 

when expected service is less than perceived service, perceived quality ismore than 

satisfactory and will tend towards ideal quality (Parasuraman et al., 1985,( cited in 

Daniel&berinyuy, 2010: p.48). 

 

       2.1.5 Customer satisfaction  
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Customer satisfaction is conceptualized as been transaction-specific meaning it is based on 

the customer‟s experience on a particular service encounter, (Cronin & Taylor, cited in 

Daniel&berinyuy: 1992) and also some think customer satisfaction is cumulative based on 

the overall evaluation of service experience (Jones & Suh,2000, cited in Daniel&berinyuy, 

2010). These highlight the fact that customer satisfaction is based on experience with service 

provider and also the outcome of service. Customer satisfaction is considered an attitude, Yi, 

(1990, 1cited in Daniel&berinyuy, 2010). In the case of governmental institutions. There is 

strong relationship between thecustomer and the service provider and customer satisfaction 

will be based on the evaluation of several interactions between both parties.  
 

Therefore, satisfaction considered as a part of overall customer attitudes towards the service 

provider that makes up a number of measures (Levesque et McDougall, 1996, cited in 

Daniel&berinyuy: p.14). Giese & Cote, (2000, p.15) clearly state that there is not generic 

definition of customer satisfaction. After carrying a study on various definitions on 

satisfaction they came up with the following definition, “customer satisfaction is identified 

by a response (cognitive or affective) that pertains to a particular focus (i.e. a purchase 

experience and/or the associated product) and occurs at a certain time (i.e. post-purchase, 

post consumption)”. From this definition, is it clear that the consumer‟s satisfaction is 

determined for his/her shopping experience in the grocery store and this is supported by 

Cicerone et al., (2009, 1cited in Daniel&berinyuy: p.28) and Sureshchander et al., (2002, 

cited in Daniel&berinyuy p.364) who believe customers‟ level of satisfaction is determined 

by their cumulative experiences at all of their points of contact with supplier organization.  

 

According to Huddleston et al., (2008, cited in Daniel&berinyuy, 2010: p.65) if the 

shopping experience provides qualities that are valued by the consumer then satisfaction is 

likely to result. This clearly pinpoints the importance quality when carrying out purchase 

and this relates to grocery stores that offer variety of products with different quality.  

 

Fornell, (1992, cited in Daniel&berinyuy, 2010: p.11) clearly defines customer satisfaction 

as an overall post-purchase evaluation by the consumer and this is similar to that of Tse& 

Wilton, (1988, cited in Daniel&berinyuy, 2010: p.204) who defined customer satisfaction as 

the consumer‟s response to the evaluation of the perceived discrepancy between prior 

expectations and the actual performance of the product or service as perceived after its 



20 
 

consumption. These definitions consider satisfaction as a post purchase response and in the 

case of grocery stores, shopping experience is important in evaluating customer satisfaction.  

 

According to Wicks & Roethlein, (2009, cited in Daniel&berinyuy, 2010: p.89), customer 

satisfaction can be formed through an affective evaluation process and this affective 

evaluation is done following the purchase experience by the consumer. Organizations that 

consistently satisfy their customers enjoy higher retention levels and greater profitability due 

to increased customers‟ loyalty, Wicks & Roethlein, (2009, cited in Daniel&berinyuy, 2010: 

p.83).  

This is why it is vital to keep consumers satisfied and this can be done in different ways and 

one way is by trying to know their expectations and perceptions of services offered by 

service providers. In this way, service quality could be assessed and thereby evaluating 

customer satisfaction. In our study, we use customers to evaluate service quality by 

considering several important qualities attributes in NSL land management office and we 

think the office must take improvement actions on the attributes that have a lower 

satisfaction level. This means customer satisfaction will beconsidered on specific 

dimensions of service quality in order to identify which aspects customers are satisfied with. 

        

2.1.5.1 Factors that Affect Customer Satisfaction   

The followings are some of the determinants of customer satisfaction (Zeithaml, Bitner, p-

87, 2003, cited in Belay, 2012:p.22-24). These are: 

 

Product and Service Features: Customer satisfaction with a product or service is 

influenced significantly by the customer‟s evaluation of the product or service features. In 

conducting Satisfaction studies, most firms will determine through some means (often focus 

groups) what the important features as well as overall service satisfaction. 
 

Customer Emotion: Customers’ emotions can also affect their perceptions of satisfaction 

with products and services. These emotions can be stable, preexisting emotions-example: 

mood state or life satisfaction. 
 

Attributions for Service Success or Failure: Attributions are the perceived causes of 

events, Influence perceptions of satisfaction as well. When they have been surprised by an 
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outcome (the service is either much better or worse than expected), customers tend to look 

for the reasons and their assessment of the reasons can influence their satisfaction. 

 

Perceptions of Equity or Fairness:  Customers ask themselves: have I been treated fairly  

Compared with other customers? Did other customers get better treatment, better prices, or 

better quality services? did I pay a fair price for the service? Notion of fairness are central to 

customers‟ perceptions of satisfaction with products/services. 

 

Other consumers, family members, and coworkers: In addition to products and service  

Features one‟s own individual feelings and beliefs, consumer satisfaction is often influenced 

by other people. 

Matzler et al., (2002, cited in Daniel&berinyuy, 2010: p.307), went a step forward to 

classify factors that affect customers‟  

Satisfaction into three factor structures;  

1.  Basic factors: these are the minimum requirements that are required in a product to 

prevent the customer from being dissatisfied. They do not necessarily cause satisfaction 

but lead to dissatisfaction if absent. These are those factors that lead to the fulfillment of 

the basic requirement for which the product is produced. These constitute the basic 

attributes of the product or service. They thus have a low impact on satisfaction even 

though they are a prerequisite for satisfaction. In a nutshell competence and accessibility  

 

2.  Performance factors: these are the factors that lead to satisfaction if fulfilled and can 

lead to dissatisfaction if not fulfilled. These include reliability and friendliness.  

 

3.  Excitement factors: these are factors that increase customers‟ satisfaction if fulfilled but 

does not cause dissatisfaction if not fulfilled which include project Management 

 

  2.1.6 What is Quality?  

No universally accepted definition of the term quality exists; this is because quality actually 

possesses several distinct dimensions. When people disagree about what quality is, they are 

often simply demonstrating preferences for differing quality dimensions. The Federal 

Quality Institute (FQI) in USA identifies a primary dimension of quality (performance) and 

several secondary dimensions: reliability, durability, conformance, availability, and 
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timeliness (FQI, 1991:  cited in Lawrence, 1993: cited in Mohammed, 2008:27). Still, other 

quality dimension are recognized as particularly important in the human services, including 

accessibility, timeliness, consistency, humaneness, and result or out comes (Patti, 1987; 

Pruger and Miller 1991 a cited in Lawrence, cited in 1993:  cited in mohammed,2008: 27). 

Some of these quality dimensions refer to characteristics of products and services; others 

refer to the staff or employees who provide the products and services and still others refers 

to the facilities and equipment used in product production and services provision. Most 

definitions of quality are related to exhortations to attain excellence in production and 

provision of high quality goods and services. It is also related to the notion of fitness for 

purposes which are interpreted as providing services which customers want conformance to 

customers „requirements to reduce the possible adverse effects of customer dissatisfaction 

(Ian and Miguel 1995: cited in mohammed,2008: 119). 

 

      2.1.6.1 Service quality Concept  
 

Service quality is considered an important tool for a firm‟s struggle to differentiate itself 

from its competitors (Ladhari, 2008, cited in Daniel&berinyuy, 2010: p.172). The relevance 

of service quality to companies is emphasized here especially the fact that it offers a 

competitive advantage to companies that strive to improve it and hence bring customer 

satisfaction. Service quality has received a great deal of attention from both academicians 

and practitioners (Negi, 2009: cited in Daniel&berinyuy, 2010) and services marketing 

literature service quality is defined as the overall assessment of a service by the customer 

(Eshghi et al., 2008, cited in Daniel&berinyuy, 2010: p.121). Ghylin et al., (2008, p.76) 

points out that, by defining service quality, companieswill be able to deliver services with 

higher quality level presumably resulting in increased customer satisfaction.  

Understanding service quality must involve acknowledging the characteristics of service 

which are intangibility, heterogeneity and inseparability, (Parasuraman et al., 1985, cited in 

Daniel&berinyuy, 2010: p.42); (Ladhari, 2008, cited in Daniel&berinyuy, 2010: p.172). In 

that way, service quality would be easily measured. In this study, service quality can be 

defined as the difference between customer‟s expectation for service performance prior to 

the service encounter and their perception of the service received. Customer‟s expectation 

serves as a foundation for evaluating service quality because, quality is high when 
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performance exceeds expectation and Quality is low when performance does not meet their 

expectation (Asubonteng et al., (1996, cited in Daniel&berinyuy, 2010: p.64).  

 

Expectation is viewed in service quality literature as desires or wants of 33 consumers i.e., 

what they feel a service provider should offer rather than would offer (Parasuraman et al., 

1988, cited in Daniel&berinyuy, 2010: p.17). Perceived service is the outcome of the 

consumer‟s view of the service dimensions, which are both technical and functional in 

nature (Gronroos, 1984, cited in Daniel&berinyuy, 2010: p.39). The customer‟s total 

perception of a service is based on his/her perception of the outcome and the process; the 

outcome is either value added or quality and the process is the role undertaken by the 

customer (Edvardsson, 1998, cited in Daniel&berinyuy, 2010: p.143). .  
 

Parasuraman et al. (1985) define service quality as: 
 

‘The difference between customers’ expectation of services and their 

perceived service. If the expectation is greater than the service 

performance, perceived quality is less than Satisfactory and hence 

customer dissatisfaction occurs’.  
 

Parasuraman, Zeithaml and Berry (1985) described service quality as perceived by 

consumers starting from a comparison of how they feel firms should perform on this 

dimension with what they actually perceive. It is the gap between a customer‟s expectations 

and perceptions that determine service quality; the smaller the gap, the better the quality of 

service and the greater the customer satisfaction. 

 

        2.1.6.2 Quality Creates Loyal Customers  

Quality management programs create loyal customers. The notion of the loyal customer has 

a great deal of significance for human service organizations. Customers who believe their 

human service organizations are delivering quality products and services will continue to 

support those organizations. This support can take the form of volunteering time, 

contributing money, and perhaps most important, leading political support to the 

organization as it completes for scarce resources with other agencies and with other societal 

needs (Lawrence, 1993: cited in Mohammed, 2008: 4-5). 
 

          2.1.6.3 Quality Management and Human Service Values  
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A unique advantage of quality management is its basic compatibility with human service 

and social work values. Any managerial system that does not preach the maximization of 

efficiency should be inherently appealing to most human service professionals. The human 

services have long objected to the primacy generally afforded efficiency by most 

management systems (Pruger and Miller, 1991a, 1991b cited in Lawrence, 1993: 3cited in 

Mohammed, 2008: 7). Quality management also strongly emphasizes the use of customers‟ 

feedback in attempting to constantly improve the quality of products and services. In many 

respects this aspect of quality management is reflective of the maxim that the needs of 

clients should be put first. Quality management also stresses the self – worth of employees, 

cooperation between employees, team building and partnership relationship between public 

and private sector human service organizations. (Lawrence, 1993, cited in Mohammed, 

2008: 7) 

Service quality is generally viewed as the output of the service delivery system; especially in 

the case of pure service system. Moreover, service quality is linked to the consumer 

satisfaction. Also, there is no consensus in the research community about the direction of 

causality relating causality relating quality and satisfaction the common assumption is that 

service quality leads to satisfied customer. 
 

Over the last fifteen years, research on the service quality has grown extensively and 

substantively. the topic has attracted interest among managers and researchers because of the 

substantial effects customer perception of service quality have on the satisfaction and loyalty 

of customers, as well as brand equity. service quality research also achieved a truly global 

scope and significance and attracted contribution from scholars from many disciplines. Even 

though a number of methodological issues have been debated, the conceptual model of 

service quality proposed by Parasuraman et al was strongly influenced. This articulation of 

the service quality construct and its associated SERVQUAL measures has spawned 

hundreds of studies around the world, over 70% coming from the United States. (N.C. 

Jain&saakshi 

, 2009:106) 
 

           2.1.6.4    Determinants of the Service Quality Construct 
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In recent years, it is commonly agreed that service quality is the outcome of evaluations 

made by the customers. The general logic is obvious, since the customer‟s own evaluation 

influences his/her future behavior such as returning next time or positive accounts to 

relatives (Zeithaml et al., 1990; Gronroos, 1984; Brown et al., 1991). This fact indicates that 

service companies cannot solely deliver service according to internal standards which might 

not match the customers‟ expectations. Moreover, most service quality writers agree that the 

customers evaluate service quality by the outcome of a comparison between their 

expectations of the service performance and their perception of the actual service received 

 

This is consistent with Garvin‟s definition on value-based quality (Garvin, 1988), and the 

Condition can also be seen in Gronroos definition of service quality: 

“…the perceived quality of a service will be the outcome of an evaluation process where 

Consumers compare expectations with the service they perceive they have got” (Gronroos,  

1983). 

Furthermore, Zeithaml et al. (1990) support that service quality is evaluated by comparing  

Customer expectations with customer perceptions of the service delivered: 

“Perceived service quality is a form of attitude, related but not equivalent to satisfaction, and  

Results from a comparison of expectations with perceptions of service performance” 

(Zeithaml et al., 1990) 

Looking at the definition above, Zeithaml et al. go further than saying that service quality is 

only a comparison of expectations and perceptions. They state that service quality is a form 

of attitude, meaning that customers can have a perception of a specific service even though 

they have never used it before. Further, it indicates that service quality is an overall 

perception that is not transaction specific. Although a single interaction between customer 

and the service provider influence the service quality, service quality is not based on one 

specific interaction but merely is a compound of several exchanges. This means service 

quality is evaluated by the customers who compare the expectations of the service with the 

perceived service performance experienced in a given service process. Service quality can 

thus be considered a form of attitude and consequently an overall perception made up by 

several transactions. . (N.C. Jain&saakshi, 2009:108) 

 

             2.1.6.5 Service Quality Dimensions 
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According to Zeithaml and Bitner (2003), Service quality dimensions represent how 

customers organize information about service quality in their mind.. On the basis of 

exploratory and quantitative research, these five dimensions were found relevant for 

banking, insurance, appliance repair and Maintenance. 

 

a. Reliability: Delivering on Promise 

 

Reliability is defined as the ability to perform the promised service dependably and 

accurately. In its broadest sense, reliability means that the company delivers on its promises-

promises about delivery, service provision, problem resolution, and pricing. Customers want 

to do business with companies that keep their promises, particularly their promises about the 

service outcomes and core service attributes. 

 

b. Responsiveness: being willing to help  

 

Responsiveness is the willingness to help customers and to provide prompt service. This 

dimension emphasizes attentiveness and promptness in dealing with customer requests, 

questions, complaints, and problems. Responsiveness is communicated to customers by the 

length of time they have to wait for assistance, answers to questions, or attention to 

problems.  

Responsiveness also captures the notion of flexibility and ability to customize the service to 

customer needs. To excel on the dimension of responsiveness, a company must be certain to 

view the process of service delivery and the handling of requests from the customer‟s point 

of view rather than from the company‟s point of view. To truly distinguish themselves on 

responsiveness, companies need well-staffed customer service departments as well as 

responsive font-line people in all contact positions. 

 c. Assurance: inspiring trust and confidence 

Assurance is defined as employees‟ knowledge and courtesy and the ability of the firm and 

its Employees to inspire trust and confidence. This dimension is likely to be particularly 

important for services that the customer perceives as involving high risk and/or about which 

they feel Uncertain about their ability to evaluate outcomes. Trust and confidence may be 

embodied in the person who links the customer to the company. In such service contexts the 
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company seeks to build trust and loyalty between key contact people and individual 

customers. The personal banker concept captures this idea: customers are assigned to a 

banker who will get to know them individually and who will coordinate all of their banking 

services. 

 

                d. Empathy: treating customers as individual  

Empathy is defined as the caring individualized attention the firm provides its customers. 

The essence of empathy is conveying, through personalized or customized service that 

customers are unique and special. Customers want to feel understood by and important to 

firms that provide service to them.  

                 e. Tangibles: representing the service physically 

Tangibles are defined as the appearance of physical facilities, personnel, and communication 

materials. All of these provide physical representations or images of the service that 

customers, particularly new customers, will use to evaluate quality. 
 

Quality services are welcomed by clients and customers and they are the sources of 

customer is satisfaction. Therefore, it is very important to know service quality dimensions 

in order to provide the types of services expected by the customer. 

 

         2.1.7 The SERVQUAL Approach 

 

The SERVQUAL approach has been applied in service and retailing organizations 

(Parasuraman et al., 1988 and 1991, cited in Belay: 2012). Service quality is a function of 

pre-purchase customers, expectation, perceived process quality, and perceived output 

quality. Parasuraman et al. (1988, cited in Belay: 2012) define service quality as the gap 

between customers‟ expectation of service and their perception of the service experience. 

 

A more pragmatic approach to SERVQUAL is to develop or design action plans that will 

lead to the improvement of service quality. It is one thing to know that the gap exists but it is 

perhaps more important to find ways to close the gap. Berry et al. (1994, cited in Belay: 

2012) suggests several action plans for corporate America. Berry et al. (1990, cited in Belay 

:2012) also pointed out five imperatives for improving service quality: defining the service 
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roles, competing for talent, emphasizing service teams, going for reliability, and being great 

at problem resolution. 

The original construct of servqual was found to be overly complex, subjective and 

statistically unreliable, and as a result it was simplified and modified to the five dimensional 

model which is measured on five (5) aspects, namely   -  reliability, assurance, tangibility, 

empathy and  responsiveness  (RATER). (McCabe et al, 2007).  Service quality is therefore  

a  function  of  pre  -purchase  customers  expectations,  perceived  process  quality  and  

perceived  output  quality  (McCabe  et  al,  2007). Parasuraman et al (1985), conceptualized 

service quality as the gap between customers  expectation and their perception of the service 

experience. Based on their conceptualization of service quality, the original instrument was 

made up of 22-items. The data on these items were grouped under the five dimensions of 

RATER (Nyeck et al, 2002, cited in Akalu, 2015: p.24) 

 

Gronroos (1988) defines the five key determinants of service quality as: professionalism and 

skills (technical, outcome related), reputation and credibility (image related), behavior and 

attitudes, accessibility and flexibility and reliability and trustworthiness (all functional, 

process related). However, the most popular is the SERVQUAL model of Parasuraman et al. 

(1988) consisting of the five dimensions of service quality - tangibles, initially, only five 

dimensions of service quality were indicated in the SERVQUAL approach (Parasuraman et 

al. 1988): 

1. Tangibles (physical facilities, equipment, and appearance of personnel); 

2. Reliability (ability to perform the promised service dependably and accurately); 

3. Responsiveness (willingness to help customers and provide prompt service); 

4. Assurance (knowledge and courtesy of employees and their ability to Inspire trust 

and confidence); and 

5. Empathy (caring, individualized attention the firm provides its Customers). 

 

A key aspect of this model is the customers' determination process for perceived service 

quality. Expected service and perceived service are both directly influenced by the 

determinants of service quality which finally determine the overall level of service quality. 

The SERVQUAL instrument is a two-part questionnaire. The first part consists of twenty-
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two items measuring expectations of customers and the second part consists of twenty-two 

similarly worded items measuring perceptions or experience of customers. Assessing the 

quality of service involves computing the difference between the ratings customers assign to 

the paired expectation/ perception statements. SERVQUAL is designed as a diagnostic 

instrument to identify areas of strength and weakness in the delivery of services. 

Furthermore, the importance of SERVQUAL has been to use "gap scores" in the 

measurement of service quality (Cronin and Taylor, 1992, 1994). It is the gap between 

perceptions and expectations that underpins the Formulation of the SERVQUAL model, the 

service quality measuring instrument originally developed by Parasuraman et al. (1988). 

 

          2.1.7.1 The Development and Evolution of the SERVQUAL Model  

“Parasuraman et al. (1985) identified 97 attributes which were found to have an impact on 

service quality. These 97 attributes were the criteria that are important in assessing 

customer‟s expectations and perceptions on delivered service” (Kumar et al., 2009, cited in 

Daniel&berinyuy, 2010: p.214). These attributes were categorized into ten dimensions 

(Parasuraman et al., 1985) and later subjected the proposed 97 item instruments for 

assessing service quality through two stages in order to purify the instruments and select 

those with significant influences (Parasuraman et al., 1988, cited in Daniel&berinyuy, 2010: 

p.13). The first purification stage came up with ten dimensions for assessing service quality 

which were; tangibles, reliability, responsiveness, communication, credibility, security, 

competence, courtesy, understanding, knowing, customers, and access. They went into the 

second purification stage and in this stage they concentrated on condensing scale 

dimensionality and reliability. They further reduced the ten dimensions to five which were;  

Tangibility: physical facilities, equipment, and appearance of personnel. 

Reliability: ability to perform the promised service dependably and accurately. 

Responsiveness: willingness to help customers and provide prompt service. 

Assurance: knowledge and courtesy of employees and their ability to inspire trust and 

Confidence.  

Empathy: caring individualized attention the firm provides to its customers. 

Assurance and empathy involve some of the dimensions that have been done away with like 

communication, credibility, security, competence, courtesy, understanding/knowing 

customers and access. This is because these variables did not remain distinct after the two 
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stages of scale purification, (Parasuraman et al., 1988, cited in Daniel&berinyuy, 2010: 

p.23). These original five dimensions are subject to 22 statements derived from Parasuraman 

et al, (1985, cited in Daniel&berinyuy, 2010: p.41-50). 

 

 

This scale was further tested for reliability with the use of five independent samples in five 

different service industries. These are the same as the ones used in the purification stages. 

The variables proved to be very reliable and displayed very low levels of correlation 

between each other in the five independent samples. This qualified them as independent or 

linear factors that can be used to assess service quality (Parasuraman et al., 1988, cited in 

Daniel&berinyuy, 2010: p.24) Further a validity test was carried out on this scale and using 

the same samples. Normally reliability is a first criterion for validity. To be able to 

determine content validity they analyzed the thoroughness with which the construct to be 

scaled were explicated and then the extent to which the scales items represent the construct 

domain. However, the procedures used in developing the SERVQUAL satisfied these 

conditions assuring the content validity (Parasuraman et al., 1988, cited in Daniel&berinyuy, 

2010: p.24). In order to assess the scale validity, they did an empirical assessment by 

examining the convergent validity. This was by looking at the association of the 

SERVQUAL scores and the question that was asked to respondents to provide to provide an 

overall quality rating for the companies they were evaluating which was valid (Parasuraman 

et al., cited in Daniel&berinyuy, 2010:p.25). Primarily the SERVQUAL model was 

developed for service and retail businesses and its objective is to know how customers of a 

business rate the services offered to them (Parasuraman et al., 1988). This is very crucial for 

growth and profitability.  

 

Parasuraman et al., (1988), propose that this model be used on a company three to four times 

a year to measure the quality of its service over different times, to know the discrepancies 

between perceived and actual services so as to know what reaction is Possible. They also 

recommend that the model should be used in conjuncture with other models like in a retail 

business another model could be used to rate the perception of service quality by the 

employees, and try to find out from these employees what they recommend to improve on 

the quality of their services. They equally require that in applying the model we should try to 
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measure the relative importance of each dimension. This can be considered as weighted 

SERVQUAL model (Cronin & Taylor, 1992, cited in Daniel&berinyuy, 2010; p.64). The 

SERVQUAL model is important in grouping customers of a company into different quality 

ranks by determining their SERVQUAL score which is of course very important to know 

how to target the various ranks.  

           2.1.7.2 Functioning of the SERVQUAL  

SERVQUAL represents service quality as the discrepancy between a customer's 

expectations for a service offering and the customer's perceptions of the service received, 

requiring respondents to answer questions about both their expectations and their 

perceptions Parasuraman et al., (1988). The use of perceived as opposed to actual service 

received makes the SERVQUAL measure an attitude measure that is related to, but not the 

same as, satisfaction (Parasuraman et. al., 1988). The difference between expectations and 

perceptions is called the gap which is the determinant of customers‟ perception of service 

quality as shown on figure 2 below. 

 

 

 

 

 

  

 

  

 

 Gap 5 

 

 

 

 

 

 
 

            Figure 2. Measuring service quality using SERVQUAL model (Kumar et al, 2009) 
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The expectations of customers are subject to external factors which are under the control of 

the service provider as shown on the diagram. The gap 5 on the diagram represents the 

difference between customers „expectations and customers‟ perceptions which is referred to 

as the perceived service quality (Kumar et al., 2009, cited in Daniel&berinyuy, 2010: p.214). 

This study focuses on this gap, the difference between   customers‟ expectations and 

perceptions of service. 

 

           2.1.7.3 Criticisms of SERVQUAL 

Notwithstanding its growing popularity and widespread application, SERVQUAL has been 

subjected to a number of theoretical and operational criticisms which are detailed below: 

(1) Theoretical: 

 Paradigmatic objections: SERVQUAL is based on a disconfirmation paradigm rather 

than an  

 Attitudinal paradigm; and SERVQUAL fails to draw on established economic, 

statistical and Psychological theory. 

 Gaps model: there is little evidence that customers assess service quality in terms of 

P – E gaps. 

 Process orientation: SERVQUAL focuses on the process of service delivery, not the 

outcomes of the service encounter. 

 Dimensionality: SERVQUAL‟s five dimensions are not universals; the number of 

dimensions  

 Comprising SQ is contextualized; items do not always load on to the factors which 

one would a  

 Priori expect; and there is a high degree of intercorrelation between the five RATER 

dimensions. 

             2.1.7.4 Operational criticisms  
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 Expectations: the term expectation is polysomic meaning it has different definitions; 

consumers use standards other than expectations to evaluate service quality; and 

SERVQUAL fails to measure absolute service quality expectations.  

 Item composition: four or five items cannot capture the variability within each 

service Quality dimension.  

 Moments of truth (MOT): customers‟ assessments of service quality may vary from 

MOT to MOT.  

 Polarity: the reversed polarity of items in the scale causes respondent error.  

 Scale points: the seven-point Likert scale is flawed.  

 Two administrations: two administrations of the instrument (expectations and 

Perceptions) cause boredom and confusion.  

 Variance extracted: the over SERVQUAL score accounts for a disappointing 

Proportion of item variances. (Buttle, 1996, cited in Daniel&berinyuy, 2010: 

p.1011) 

2.2 Empirical review 

Most research in the area of service quality has been based upon the model developed by 

(Parasuraman et al 1985, 1988), which incorporates a comparison of customer expectations 

and perception of service performance. It is relevant to refer briefly in related areas of the 

subject to find out and to fill up the research.  Literature on the service quality dimensions 

like tangibles, reliable, responsiveness, assurance and empathy and few studies which are 

undertaken on the customer perception in governmental sector. 

 

Many authors in different literature have asses the service quality and customer satisfaction 

using the SERVQUAL model developed by Zeithaml, Parasuraman, and berry (1988) to 

find the service quality gap in different working areas. Accordingly almost all authors see 

the importance of the service dimensions. And the human element of service quality was 

found to be highly predictive of perceived service quality.  
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In spite of the criticisms in the applicability of the SERVQUAL model by some researchers 

(Buttle, 1994; Cronin & Taylor, 1992). The study going to use this model to assess service 

quality and customers‟ satisfaction of Title Deed/ownership certification in NSL land 

management office. This means that we are going to measure service quality from the 

customer‟s perspective in NSL land management office using the main service quality 

dimensions since we think satisfaction can result from perceived service quality (Negi, 

2009). I believe that customer satisfaction and service quality can be measured along the 

same dimensions as proposed by Parasuraman et al., (1988, p.18) 

 
  

   2.3 Conceptual framework of the study 

The main purpose of this study is assessing the relationship between service quality 

dimensions and customer satisfaction level in NSL land development office. The below 

diagram depicts the stated purpose of the study. 

 

 

 

 

 

 

 

 

 

 

 
 

 Source:  Parasuraman, (2004) 

  Figure 3. Conceptual framework 
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                                               CHAPTER THREE 

                        RESEARCH DESIGN AND METHODOLOGY 

The aim of this chapter was to highlight the overall methodological consideration of the 

thesis. Accordingly, it deals with research design, sampling design, sampling techniques, 

sources of data (primary and secondary) procedures, method of data analysis, validity and 

reliability and ethical consideration. 

3.1 Research Design 

Quantitative and Qualitative research approach was used to analyze the data collected from 

customers and the management. The reason behind using descriptive study design is the 

researcher was interested in describing the existing situation under study. This study used 

descriptive analysis that describes the service quality dimensions that lead to customer 

satisfaction. This study also used explanatory study design in explaining, understanding, 

predicting and controlling the relationship between variables. 

The study is cross-sectional in the sense that relevant data was collected at one point in time 

at Nifas silk lafto sub city land management offices where customers were given the service 

and partially by distributing the questionnaires to customer‟s offices.  

3.2    Population and Sampling Technique 

The Target Population of the study is the selected customers of NSL sub city land 

management office.  In order to determine the sample size of the study the researcher has 

used non-probability sampling methods approach for the population under study, 

particularly purposive sampling technique in order to select the respondents from the 

office. As the researcher mentioned earlier the work flow of the service begins from 
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the woreda. At woreda level there is a decision made by the process council in 

endorsing the client document for further process at the sub city level .So The Study 

undertake on the land tenures who get endorsement by the woredas to entitle 

certification at the sub city level.  

The study was purposive because as stated above there are categories of customers 

whose documents are endorsed to get service at the same time customers whose case 

are suspended. The study selects those customers whose Cases are acceptable for 

further process of titling service at Nifas Silk Lafto Sub City land management office.  

The researcher took 100 sample of the customer because from the organization 

customer profile history of the customers it could be seen that there has been an 

estimate of 1000 customers per month who will receive services for the title deed 

service and there are 250 estimated customers per week, thus the study took 100 

customers which is 10% of the population of monthly customers.   

Table 3.1 study population and sampling method 

S/N Population Sample 

Size 

Sampling 

method  

Type of data 

collection 

method 

Customers  Estimate 1000 

customer                    

per month 

100(10%) Non 

probability 

sampling 

technique  and 

purposive 

Questionnaire  

 

3.3 types of data and Collection Method   

In the process of collecting data, closed ended as well as open ended questionnaire was 

developed to ensure that all the information required for analysis could be obtained. 

 

The questionnaire was divided into three sections. In the first part information related to 

different socioeconomic and demographic criteria like income, age, profession, educational 

qualification, etc. were collected. The second section has question related to respondent 

expectation of service quality and perception of the service of the office on their actual 
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experience using five dimensions of service quality and the third part is to allocate 100 

pointes question according to their relative importance of the dimension –tangibility, 

reliability, responsiveness, assurance and empathy. The questionnaire was prepared in 

English language and translated to Amharic 

 

Data was collected from the customers of NSL Land Management Office customers and 

from the Management through interview. Primary Data was collected from the customers of 

NSL land management office customers and from the management. 

In addition to the primary data source, secondary data source like past studies are collected 

in order to obtain some reliable literature and empirical finding that can be applied in order 

to have a better understanding of customer satisfaction and service quality and servqual 

model. 

Data collection was done via a survey method, where servqual instrument was used to 

record opinion of respondent about the quality of service they received at nifas silk lafto sub 

city land management office. In this study the modified servqual model of Parasuraman et 

al. (1985). Five dimension; namely tangibility, reliability, responsiveness, assurance, and 

empathy) was used.  

In evaluation of customer perceived service quality, the twenty-two items measuring 

"Expectations" of customers and twenty-two similarly worded items measuring "Perceptions 

or experiences" of customers are used, with regard to their service encounter with the 

governmental service. 

Saunders .et al 2000; cooper and schindler 2006; and malhotra .N.K. & bricks D.F 2007 

agree that in any research, it is expedient as a matter of reliability and validity check that the 

questionnaire should be pre-tested before final administration. 

A preliminary draft of the questionnaire was given to the customers of the office to test the 

clarity and meaningfulness of the question. The final questionnaire was tested to a sample of 

(15) customers selected by simple random method. This small was guided by the suggestion 

by fink (2003 bin Saunders et al 2007) that the minimum of ten (10) for testing is adequate. 
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Finally, after adjustments were made to get more effective instrument, the questionnaire was 

administered to the target population through the personal contact by the researcher. They 

were first informed of the purpose, assured anonymity and confidentiality of the response In 

all, respondents were given the questionnaire to fill; I left it to them, after which they 

submitted the questionnaire. 

3.4 Method of Data Analysis 

After collecting all the data, the process of data analysis is undertaken. To summarize and 

rearrange the data several interrelated procedures were performed during the data analysis 

stage. The data collected from managers is analyzed by using qualitative data analysis; 

demographic characteristics are summarized by using frequencies and percentages for all 

variables including age, sex and work experience and also data gathered from employees. 

Finally, data that are gathered from customers through questionnaire was analyzed by using 

descriptive statistics and correlation data analyze techniques. Descriptive statistics were used 

to calculate the mean of customers‟ expectation and perception. SPSS software of version 20 

was employed to analyze and present the data. 

        3.4.1 Ethical considerations 
 

According to Creswell (1994), a researcher has obligation to respect the right, needs, values 

and desire of the respondents. This was because sensitive information would frequently was 

revealed and change were the respondents position or his/her in situation could be easily 

recognized.in this research permission were obtained from the respondent of the study after 

necessary explanation about the objective of the study. Respondents were treated with 

dignity and informed about the purpose of the questionnaire and assured of anonymity and 

confidentiality of the information that they supplied. 
 

They were also informed about in oral and written for the data. That the study gets were 

used purely for academic purpose and handled with the highest order of confidentiality and 

does not affect their life in any ways and any time. 
 

        3.4.2 Validity and reliability 
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The quality of research is based generally on validity and reliability of measures. The 

measure of reliability and validity were concerns on the quality of the measures that were 

employed to tap the concept in which the research was conducted. 

Servqual instrument which is consisting of 22 statements is modified by adding one more 

statement on tangible dimension (location convenience) this is due to importance of location 

in the Ethiopian context. According to Kumar et al., 2009, perception of service convenience 

may affect customer‟s overall evaluation of service, including satisfaction with the service 

and the perceived service quality and fairness therefore; this study is based on modified 

servqual model which is assumed to contain the five dimensions with 23 statements to 

assess the gap between customer‟s expectation and perception.   

To assess the study internal consistency research instrument, which is questionnaire 

cronbanch‟s alpha is used. Cronbanch‟s α(alpha) is a coefficient of reliability used to 

measure the internal consistency of a test or scale: it resulted as a number between 0 and 

1.as the result approaches to 1 the more is internal consistency of the items, which means all 

the item measure the same variable. 

The result of the coefficient alpha for this study instrument was found to be 0.979 and 0.976 

for expectation and perception, as indication of acceptability of the scale for further analysis 

since all the five items of service quality dimension (tangibility, reliability, responsiveness, 

assurance, and empathy) measure the same variable, which is service quality. Besides the 

overall reliability test, the item under each of the five service quality dimensions are also 

tested to check if they measure the same dimensions or not. All dimension consistency test 

result was greater than 0.70.all reliability measure clearly exceeds the usual recommendation 

of alpha =0.70 for establishing internal consistency of the scale (cronbanch‟s, 1951). since 

the result are acceptable further analysis is conducted. 

Table 3.2. scale reliability (cronbanch‟s alpha)-for the expectation dimensions 

Reliability Statistics-expectation  

dimension 
 

Cronbanch‟s Alpha N of Items 

.979 23 
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Table 3.3 scale reliability (cronbanch‟s alpha)-for the perception dimensions 

Reliability Statistics-perception 

dimension 

Cronbanch‟s 

Alpha 

N of Items 

.976 23 
 

Dimensions Cronbanch‟s 

alpha 

N of items 

Tangibility .873 5 

Reliability .916 4 

Responsiveness .941 4 

Assurance .928 5 

Empathy .937 5 

             Source: Owen survey result (2016) 

 

 

 

 

                                                 

                                          

 

 

 

Dimensions Cronbanch‟s 

alpha 

N of items 

Tangibility .878 5 

Reliability .937 4 

Responsiveness .941 4 

Assurance .928 5 

Empathy .928 5 
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                                                    CHAPTER FOUR 

DATA PRESENTATION, ANALYSIS AND INTERPRETATION 

The primary focus of this study is to assess customer perception towards service quality 

rendered by the nifas silk lafto sub city land management office. Out of 100 questionnaires 

distributed to customers 88(88%) valid or complete response were returned. the 

presentation, analysis and discussion are made on the valid returned questionnaires. 

The first part of the questionnaire consists of general information of respondent which 

present gender, education level, marital status, occupation and age of respondents. The 

second part of the questionnaire p resent the average score for each of 23 expectation 

statements, and then the score for each of the 23 perception statements. This information 

was used to calculate the gap score =perception –expectation. the last part of the 

questionnaire deal with allocation of 100 point among five dimensions of service quality 

according to their importance to them. The importance weight is determined by obtaining 

the average score of each dimension from the 100 points.in this analysis SPSS v20.0 and 

excel spread sheet are used to make the necessary calculation. 

4.1 Response rate of Questionnaires Administered 

In order to get a representative data 100 questionnaires were prepared and distributed to 

customers of the nsl land management office and Out of these 100 questionnaires distributed 

to customers, 95 questionnaires were collected back. From these only 88 were properly 

filled. Thus, the analysis is based on the valid questionnaires response from customers. 

Table 4.1 Response rate of Questionnaires Administered 
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Customer 

 Correctly filled Not correctly field Not returned 

Number 88 7 5 

Percentage 88% 7% 5% 

     Source: own survey result (2016) 

 

 

4.2 Demographic Information of the Respondents  

 

The first part of the questionnaire consists of the demographic information of the 

participants. This part of the questionnaire requested a limited amount of information related 

to personal and demographic characteristics of respondents. Descriptive statistics (frequency 

statistics) is used to discuss the general characteristics of the respondent. Accordingly, the 

following variables about the respondents were summarized and described in the subsequent 

table. These variables include age, sex, marital status, job category and educational level. 

Table 4.2 Characteristics of respondents by demography 

Characteristics Frequency percentage 

Sex   

Male 59 62 

Female 36 38 

Age   

<30 25 35.2 

31-45 25 35.2 

46-60 16 22.5 

>60 5 7 

Marital status   

Married  48 67.6 

Single 23 32.4 

Others 3 3.2 

Educational level   

Illiterate 3 3.2 

Primary level 5 5.3 

Secondary level 13 13.8 

Techniqueand 

vocational 

24 25.5 

Degree and above 29 52.1 
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Job   

Student 3 3.2 

Retired 6 6.3 

Private business 39 41.1 

Employed 44 46.3 

Others 3 3.2 

                     Source: Owen survey result (2016 

As indicated in the table 4.2 about 62% respondents are male and the remaining 38% of the 

respondents are female. Regarding the age of the participants, the largest group (35.2%) is in 

the <30 and 31-45 years‟ age group. The second largest group (22.5%) indicated in the 46-

60 years‟ age group and finally 7% of the respondents are in the >60 years age group. 

In terms of marital status 67.6% of the respondents are married and 32.4% are single. The 

respondents have educated background of which 52.1% of them having tertiary education, 

specifically degree and above, 5.3% are primary level, 13.8% are secondary level, 25.5% are 

technique and vocational level and the remaining 3.2%cannot read and write. With regard 

occupation 46.3% are salaried, 41.1 % are engaged in self-employment and 6.3% are retired 

and the remaining 3.2 % are students and other type of occupation. 

4.3 Relationship between gender and customer satisfaction 

The genders of respondents were analyzed against the overall satisfaction level using cross 

tab of the descriptive analysis to show assessment of customer satisfaction among the two 

genders. Table presents the outcome of the analysis. 

Table 4.3 gender of respondents and customer satisfaction  

 

 

 

Male 

Female 

                           Customer satisfaction 

Strongly 

Satisfied 

 Not 

Satisfied 

Neutral Satisfied Strongly 

Unsatisfied 

Total Satisfaction 

 % 

10 19 3 20 2 54 56 

9 7 7 11 0 34 59 

Source: Owen survey result (2016) 
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As, table 4.3, showed female respondents are more satisfied than male respondent. From a 

total of 34 female respondents who participate in the study 20(59%) of them are satisfied the 

remaining 41% of female respondent are dissatisfied. And from total male respondent 

30(56%) of them are satisfied while 44%of them are dissatisfied. This shows that relatively 

female respondents are satisfied with service rendered by NSL land management office. 

 

4.4 Relationship between age and customer satisfaction 

The age of respondents were analyzed against the overall satisfaction level using crosstab of 

the descriptive analysis to show assessment of customer satisfaction among the age group. 

Tables present the outcome of the analysis 

Table 4.4 relationship between age and customer satisfaction  

 Strongly not 

Satisfied 

Not 

Satisfied 

Neutral Satisfied Strongly 

Satisfied 

 

total 

satisfaction 

 

<30 5 5 1 11 0 22 50 

31-45 5 8 4 6 1 24 29 

46-60 1 6 3 3 0 13 23 

>60 1 1 0 3 0 5 60 

Total 12 20 8 23 1 64  

Source: own survey result (2016) 
 

As table 4.4 shows among age group of < 30 respondents 50% are satisfied, among age 

group between 31-45 (29%) are satisfied, among age group between 45-46 respondents 23% 

are satisfied and the group above 60 (60%) are satisfied with the NSL land management 

office service. 31(48%)of respondents didn‟t respond.  

4.5 Relationship between education and customer satisfaction 

The education level of   respondents were analyzed against the overall satisfaction level 

using crosstab of the descriptive analysis to show assessment of customer satisfaction 

among various level of education. Table 4.5 present the outcome of the analysis. 
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Table 4.5 Education and Customer Satisfaction  

 

Source: Owen survey result (2016) 

 

As table 4.5 shows among cannot read and write respondent has not satisfied while among 

the primary school complete 40 % are satisfied. Among the secondary school complete77% 

are satisfied, from the vocational and diploma complete 91% are satisfied and lastly among 

the BA/BSC and above group 67 % are satisfied with the service provided by NSL land 

management office. This shows that 91% which is vocational and diploma is highest in 

percentage but less than in statues level from BA/BSC or above doesn‟t imply satisfaction 

level is linearly related with level of education l. 

 

4.6 Relationship between marital status and customer satisfaction 

The marital status of   respondents was analyzed against the overall satisfaction level using 

crosstab of the descriptive analysis to show assessment of customer satisfaction with marital 

status. Tables present the outcome of the analysis 

 

                    Customer satisfaction 

Strongly 

not 

satisfied 

not 

satisfied 

Neutral Satisfied Strongly 

satisfied 

Total Satisfaction 

% 

Cannot read and write 2 1 0 0 0 3 0 

Primary school complete 2 2 0 1 1 5 40 

Secondary school 

complete 
4 4 0 5 5 13 77 

Vocational and diploma 

complete 
4 4 3 10 10 22 91 

BA/BSC  above 7 15 7 15 15 45 67 
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Table 4.6 marital status and customer satisfaction  

 

 

 

 

Married 

 

unmarried 

Customer satisfaction  

Strongly 

not 

satisfied 

Not 

satisfied 

neutral Satisfied Strongly 

satisfied 

total Satisfaction 

7 13 7 14 1 42 36 

5 

 

7 1 9 0 22 41 

 

Source: survey result (2016) 

 

 As table 4.6 showed among married respondent 15 (36%) are satisfied and among the 

unmarried respondent 9 (41%) are satisfied by the service provided in NSL management 

office and 31(35%) of respondent does not responds.  
 

4.7 Relationship between occupation and customer satisfaction 

The occupations of   respondents were analyzed against the overall satisfaction level using 

crosstab of the descriptive analysis to show assessment of customer satisfaction with 

occupation. Table 4.7 present the outcome of the analysis 

Table 4.7 occupation and customer satisfaction 

 

 

 

 

 

 

 

 

Student   

Retired 

Business owner 

Employed  

Others 

Customer satisfaction 

Strongly 

satisfied 

Not 

satisfied 

neutral Satis

fied 

Strongly 

satisfied 

total 

1 0 0 1 0 2 

1 1 0 4 0 6 

11 12 4 6 1 36 

4 12 6 0 1 41 

2 1 0 10 0 3 
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Source: survey result (2016) 

 

As indicated above 1(50%) of respondents of students are satisfied, among retired 

respondents 4(67%) of respondents are satisfied, among business owners 6(36 %) are 

satisfied, from employed respondents 1(41%) are satisfied other type of workers are not 

satisfied by the service provided in NSL land management office. This shows those retired 

respondents mostly satisfied than the others. 
 

4.8 Expectation and perception towards each item of service quality dimensions 

Analysis of each of five service quality dimension is discussed below. the highest and lowest 

mean scored will be identified and interpreted with regard to every item of each service 

quality dimension. 

4.8.1 Expectation and perception toward item of tangibility 

Table: 4.8 Customer Satisfactions Concerning Tangibility 

     Tangibility item mean 

Expectation perception 

1 The Office located at convenient location. 3.94 3.49 

2 Employees name expressed by table baj. 3.71 3.47 

3 reception desk employee available at a time 3.52 3.16 

4 attractive appearance i.e. elegant, smart 3.60 2.93 

5 Up-to-date equipment‟s. 3.47 2.84 

 Average score of dimension 3.65 3.18 

Source: Owen survey result (2016) 

Analysis of customer expectation on individual item of Tangible dimension includes 

physical facilities, equipment, personnel and communication material and the personnel 

appearance convenient location of the office with highest mean score of 3.94 and relatively 

lowest mean score of 3.47 is for up to date equipment. 
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The actual perceived customer experience on the individual service quality item of tangibles 

dimension shows has appealing convenience of location with a mean score of 3.49. This 

shows that the location of the NSL land management office is suitable for customers as they 

expected. Even though the expectation of customers are higher than they perceived, the item 

of the office is suitable for service providing is better perceived. 

 

4.8.2 Expectation and perception toward item of reliability 

Reliability dimension explain the ability of the office and employees to perform the 

promised service accurately, dependably and on time. 

Table 4.9 Expectation and perception toward item of reliability 

       Reliability item Mean 

expectation perception 

Staffs provide the service as promised 3.57 3.02 

Staffs give the accurate information 3.51 3.07 

Staff perform the service right at the first time 3.38 3.00 

Staff keep records 3.60 3.06 

Average score of dimension 3.51 3.03 

Source: Owen survey result (2016) 

As the above table 4.9 showed customers expect NSL land management to show the staffs to 

keep the record or documents with the highest mean score of 3.60. Approximately they 

expect the office to provide the service as promised. 

The customer perceived that the nsl land management office is not performing the service 

right at the first time with the lowest mean score of 3.00 among the item of reliability. 

Customer aware there is a slow service giving by the employees.in addition staffs of the 

office gives accurate information with the highest score of 3.07. Even though customers 

expect the staff of land management of keep records highly but they perceived relatively low 

with mean score of 3.06 under the reliability dimension. 

4.8.3 Expectation and perception toward item of responsiveness 
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The responsiveness dimension involves willingness to help customers and provide prompt 

services. It is essential that land management office staffs are willing and able to help 

customers provide prompt service and meet customers‟ expectation.  

 

 

 Table 4.10 Expectation and perception toward item of responsiveness 

Responsiveness item Mean 

expectation perception 

staffs give prompt service 3.53 3.00 

staffs tell exactly what service will be provided 3.45 2.90 

staffs are willing to help 3.51 2.95 

staff respond to request promptly 3.35 2.91 

Average score of dimension 3.46 2.94 

     Source: Owen survey result (2016) 

From item of responsiveness dimension customer expect staffs to give them prompt service 

with a mean score of 3.53. Next customer expects the nsl land management office should be 

always willing, help to their request with average score of 3.51. 

Customers perceived at the office that staffs are gives prompt service, which is they expect 

with the highest mean score of 3.00. This showed relatively customer expectation meet with 

the perception. 

4.8.4 Expectation and perception toward item of assurance 

The assurance dimension refers to the knowledge and courtesy of employees and their 

ability to inspire trust and confidence including competence, courtesy, credibility and 

security.  

Table 4.11 Expectation and perception toward item of assurance 

Assurance item Mean 

expectation perception 

The staffs   required skill to perform the service 3.81 3.06 

knowledge about land management systems 3.63 2.98 

The staff makes feel safe 3.54 2.97 
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the staff are trustworthy 3.53 3.06 

speaks with using appropriate governmental 

manuals and directives 

3.57 3.04 

Average score of dimension 3.61 3.02 

Source: Owen survey result (2016) 

as table 4.11 indicates, regarding the item of assurance the customer expects employees of 

NSL land management to be skill full in performing their jobs with the highest mean score 

3.81 and nearly they expect the staff have knowledge about land management system with 

second score of 3.63. up on their expectation they have perceived the staffs of land 

management office are capable of doing their work   skillfully and trustworthily with a high 

score of 3.06. 

4.8.5 Expectation and perception toward item of empathy 

The empathy dimension represents the provision of caring and individualized attention to 

customers including access or approachability and ease of contact, effective communication, 

and understanding the customers. The below table present respondent‟s perception towards 

item of empathy. 

Table 4.12 Expectation and perception toward item of empathy 

 

                        Empathy item 

mean 

expectation perception 

staffs able to communicate effectively with customers 3.60 3.11 

staffs show personal attention 3.48 2.95 

staffs know specific need of customer 3.44 2.90 

staffsgive undivided attention 3.56 2.99 

convenient Operating hours 3.74 3.03 

Average score of dimension 3.564 2.996 

Source: owe survey result (2016) 

As presented in table 4.12 analysis of empathy dimension items shows that customer expect 

land management office to have convenient operating hour with the highest mean score of 

3.74.in addition they expect the land management office employees able to communicate 

with them effectively with the second score of 3.60. The item staff knows the specific need 
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of customers scored the lowest mean perception. with regard to this the office should adjust 

by training employees with customer handling systems. 

4.9 Total gap analysis 

The average perceptions and expectations (on the scale from 1to 5) of the proposed 23 

Service Quality issues are rated by the respondents. Table 4.13 presents the item statistics, 

which is sorted by occurrence in the questionnaire. This part shows the difference between 

mean value of perceived performance and customers‟ expectation and the average gap 

scores of all dimensions. 

Table: 4.13 Items Statistics 

dimensions ques

tions 

 

Attribute 

expectati

on 

percepti

on 

Servqual 

gap 

Tangibility 1 The Office located at convenient location. 3.94 3.49 -0.45 

 2 Employees name expressed by table baj. 3.71 3.47 -0.24 

 3 reception desk employee available at a time 3.52 3.16 -0.36 

 4 attractive facial expression i.e. work interested, 

willingness 

3.60 2.93 -0.67 

 5 Up-to-date equipment‟s. 3.47 2.84 -0.63 

  Average score of dimension 3.65 3.18 -0.47 

Reliability 6 staff provide the service as promised 3.57 3.02 -0.55 

 7 Staff. give the accurate information 3.51 3.07 -0.44 

 8 staff perform the service right at the first time 3.38 3.00 -0.38 

 9 Staff keep record of  3.60 3.06 -0.54 

  Average score of dimension 3.51 3.03 -0.48 

Responsiveness 10 staffs give prompt service 3.53 3.00 -0.53 

 11 staffs tell exactly what service will be provided 3.45 2.90 -0.55 

 12 staffs are willing to help 3.51 2.95 -0.56 

 13 staff respond to request promptly 3.35 2.91 -0.44 

  Average score of dimension 3.46 2.94 -0.52 

Assurance 14 the staffs   required skill to perform the service 3.81 3.06 -0.75 

 15 knowledge about land management systems 3.63 2.98 -0.65 

 16 the makes feel safe 3.54 2.97 -0.57 

 17 the staff are trustworthy 3.53 3.06 -0.47 

 18 speaks with you by using appropriate governmental 

manuals and directives 

3.57 3.04 -0.53 

  Average score of dimension 3.61 3.02 -0.59 

Empathy 19 staffs able to communicate effectively with customers 3.60 3.11 -0.49 

 20 staffs show personal attention 3.48 2.95 -0.53 
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 21 staffs know specific need of customer 3.44 2.90 -0.54 

 22 staffsgive undivided attention 3.56 2.99 -0.57 

 23 convenient Operating hours 3.74 3.03 -0.71 

  Average score of dimension 3.564 2.996 -0.568 

   average score of total dimensions 3.56 3.03 -0.53 

Source: owe survey result (2016) 

Table 4.13 describes the respondents‟ response towards their perceptions of the service 

quality Of NSL land management office. The table also describes the mean scores of the 

scale values for each of the Items/statements in the questionnaire. For each statement, there 

is the mean expectation (E) and Perception (P) value, and the quality value is calculated by 

the formula SQ=P-E.  

Where: SQ=Service Quality 

P=Perception  

E=Expectation 

Table indicates the service quality gap on each individual item under respective dimensions 

for NSL land management office.at individual item, it is founded that individual statement 

under each dimension have a negative service quality gap which indicates the customers of 

the nsl and management office expectation has fall. 

 Again, the result shows that the average score of expectations are 3.03 and the overall 

perception score is 3.56. The score shows a -0.53 difference. That means that the 

expectations are higher than the perceived service quality. When it comes to gap score 

assurance has the highest gap score of -0.59 and tangibility has the least gap score of -0.47. 

This indicates that the customer perception fall from their expectation. The level of the 

service quality that the customers receive is lower than their expectations, which implies 

there is a certain degree of dissatisfaction among customers. 

4.10 Importance Score of Servqual Dimension 

According to Bantie et.al (2004), understanding the five dimension of customer service 

quality have been identified and established by extensive research conducted by the servqual 
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developers and that all five have been found to be important to customers, they have also 

concluded that the customer base assign different level of importance to each dimension.  

The customers were asked to assign the most point to the most important dimension and the 

least point to the lowest important dimension, dividing to 100 points for each of the five 

dimensions based upon perception of importance. 

This study shows the importance ranking of servqual dimension of NSL land management 

office from most important to least important item of dimensions 

Accordingly, the importance scores are 28,22,19,16 and 15 of service quality dimensions for 

tangibility, reliability, responsiveness, assurance and empathy respectively. 

The servqual score of the office with respect to the average importance has established by 

multiplying the dimension importance weight and the dimension gap score. 

Table 4.14 servqual score of gap 

dimensions Average gap score Importance weight Weight score 

Tangibility -0.47 0.28 -0.13 

Reliability -0.48 0.22 -0.11 

Responsiveness -0.52 0.19 -0.10 

Assurance  -0.59 0.16 -0.09 

Empathy -0.56 0.15 -0.08 

 Source: owe survey result (2016) 

Note; the average weighted servqual score= -0.51 

The overall weighted servqual score is -0.51. which indicates the expectation of customers 

fall among all service area dimensions.as can see from the table the highest gap score were 

tangibility and reliability up on this information the office should have make improvement 

on this area of service quality dimensions.as the table shows most customers of the NSL 

land management office give higher importance for tangibility dimensions. The relative low 

importance score for assurance indicates customers do not much expect when they come to 

the office the attention of the employees and personal service instead they give high 

attention on importance of physical appearance. 
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Customers allocate the lowest weight for empathy, which indicate the least important to 

them, they expect more if they get attention .this suggestion is probably due to the fact that 

the office provides different types of service additional to title ownership certification 

together so that there is complexity of getting the staffs, where their questioned service is 

,having this intentions the only choice finding where their service is by asking reception 

desk staff.it is assumed that for this reason ,customers have weighted this dimension lowest.  

4.11 Overall customer satisfaction towards service quality 

Table 4.15 overall mean score on service quality and gaps  

Service quality       

dimension 

Mean Gap 

p-e 

rank 

Perception  expectation 

1 Tangibility 3.18 3.65 -0.47 5 

2 Reliability 3.03 3.51 -0.48 4 

3 Responsiveness 2.94 3.46 -0.52 3 

4 Assurance 3.02 3.61 -0.59 1 

5 Empathy 2.99 3.56 -0.57 2 

 Overall mean score 3.03 3.56 -0.53  

         Source: research survey result (2016) 

Table 4.15 showed that overall satisfaction of expectation on the five dimensions is high 

level (3.56) which is significant. The result of customers‟ expectation shows that tangibility 

dimension is at the high level (3.65) followed by assurance (3.61), empathy (3.56), 

responsiveness (3.46), and responsiveness (3.87) in descending orders. Most customers 

expect the employee to be effective in tangibility; assurance and empathy respectively-

customers‟ expectation is high regarding these dimensions 

The table also indicates that overall satisfaction of perception on the five dimensions is at a 

high level (3.03). Like that of their expectations most customers perceived tangibility the 

most important dimension at (3.18), followed by reliability (3.03), assurance (3.02), 

empathy (2.99), and responsiveness (2.94) in the descending order. In this study, assurance 

dimension was the most vital factor in which both the customers‟ expectation and perception 

are very high as compared with the other dimensions. 
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The SERVQUAL gap is calculated between the mean score of expectation and perception. 

The findings of the study show the difference between expectation and perception as shown 

in table above. 

The Table also demonstrates the gap between customers‟ expectation and perception. The 

study shows that the overall level of perception of tangibility, reliability, responsiveness, 

assurance, and empathy are less than level of expectation. 

Assurance, empathy and responsiveness dimensions are the highest negative gaps (-0.59, -

0.57and -0.52) respectively. The study reveals that employee skill, knowledge and 

safeguarding: employees communication attention and understanding ability and employees 

responsiveness such as the employees tell exactly when services will be provided , give 

prompt service , respond to requests promptly, and are willing to help customers yield 

customer dissatisfaction. Generally, the office has to understand customers‟ expectation of 

service quality in all dimensions. 

On a five-point scale, the mean scores of customers‟ perceived service quality of the office 

is 3.03. This indicates that customers perceive the quality of service being offered by the 

land management office quite low. The mean score of overall customer satisfaction is 2.67, 

which implies that the customers of the office are dissatisfied. 

4.12 Correlation Analysis  

A correlation coefficient is a very useful means to summarize the relationship between two 

variables with a single number that falls between -1 and +1 Field (2005). Correlation 

coefficient take value s between -1and ranging +1 being negatively correlated (-1) to 

uncorrelated (0) to positively correlated (+). The sign of correlation coefficient defines the 

direction of the relationship. A correlation analysis with Pearson´s correlation coefficient 

was conducted to explore the relationships between variables. 
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Table 4.16 correlations of service quality dimensions and customer satisfaction. 

 Satisfaction 

Tangibility Pearson correlation 1.00** 

 Sig.(2-tailed) .000 

 N 100 

Reliability Pearson correlation .748** 

 Sig.(2-tailed) .000 

 N 100 

Responsiveness Pearson correlation .669** 

 Sig.(2-tailed) .000 

 N 100 

Assurance Pearson correlation .718** 

 Sig.(2-tailed) .000 

 N 100 

Empathy Pearson correlation  .411** 

 Sig. (2 tailed) .000 

 N 100 

Source: research survey result (2016) 

From the above table tangibility and customer satisfaction have high correlation of1.00.the 

table also indicate all the five dimension of service quality are highly and positively 

correlated with the Customer satisfaction. 

Reliability 
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The fact of the study shows that there is a positive relationship between reliability and 

customer satisfaction in the office. Delivering on promise (reliability) has a strong positive 

relationship with customer satisfaction (0.748). 

Tangibility  

Tangibility (representing the service physically) shows that there is a strong positive 

relationship with customer satisfaction (1.00). 

 

 

Responsiveness 

The study shows that responsiveness and customer satisfaction have strong positive 

correlation. The data in the table shows that responsiveness and empathy have an equal 

value of correlation (0.669) this also indicates that both dimensions have a strong positive 

correlation with customer satisfaction. 

Assurance 

Assurance show positive correlation with customer satisfaction in this study. Inspiring trust 

and confidence have strong positive relationship with customer satisfaction (0.411). 

4.13 Information collected from customers 

In addition to the survey, some open-ended questions were presented to the customers to 

assess the service quality conditions in relation to their satisfaction on their stay, the 

following questions were forwarded and   analyzed as follows; 

Problem faced during stay at the office?  

Respondent amounted 65(68.4%) answered this question by providing the following 

problems encountered at the office, which hinder them in getting title deed certifications.  

 Employees inability to use the government directives, employees doesn‟t give the service 

on time, inaccurate information are given ,the office utility problem ,interest problem among 
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employees ,long path among services, missing of documents, unclear response from the 

staff, customers number unbalancing with the staff, providing the service without 

knowledge, longtime appointments ,bias among employee, too much meeting, inability to 

understand government rule and regulation, miss understanding between employees, waiting 

for other directives from government ,absence in employee, GIS problem ,poor office 

layout, sanitary problem,   overload document among employee ,equipment problem, and 

misplacement of document. 

This data showed most of respondent in the sub city encounters different problems during 

their stay; by having these deep problems it is difficult to say the customers are satisfied. So 

the customers of the nsl land management office are dissatisfied. The office should have to 

adjust to cope with the vague needs of the society. 

What do you think nsl land management office to improve its service quality? 

With regard to this question many customers of the office give their ideas how to resolve the 

above-mentioned problems as follow. 

Minimizing the corrupt working system  as well as corrupted staffs, changing the system 

through research, the system should be computerized, should work according to the s 

standard, solution for the GIS, location of the office should be adjusted, recruiting employee, 

the service should be customer oriented rather than directive, training should be given 

,customer employee related  service ,system should be changed, serious attention on those 

directives, purchasing equipment,  using advance technology, appreciating employees, 

continuous social government relation ,budget from government, management and employee 

should related, documentation should be kept well, messenger should be employed , Direct 

supervision by manager ,lack of trust among employees, the service is open for corruption 

so should adjusted, over time work with  payment ,division of the sub city, new employment 

structure, information desk staff should be organized with internal system.  

4.14 Interview with the Manager 

The researcher has conducted an interview with the manager regarding the following 

questions. Information gained from the managers is analyzed qualitatively as follows.  
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How do you describe the planned number of certificate grant to the actual certificate 

Grant service done by the organization? Is there any deviation in the actual service? 

Delivery; if there, is why? 

According to the manager works are done with the planned but there are some deviation 

from the planned because of many reasons.as noted by the manager even if there are 

difficulties the office has rendered tittle deed certification for the society. 

These data showed there are some deviation from the planned action the title ownership 

certificate is not given accordingly, this means even little gap have its implication on the 

service delivery challenges of the office .so that the sub city have a problem in 

implementing the putted plan and the gap should be filled. Service which is expected to give 

and the perceived are not meted which create dissatisfaction among customers. 

Do you think that the office has the ability to provide appropriate service quality that 

customers are satisfied with? If yes, explain? 

The managers have confirmed that the office give different service not only tittle deed 

registration.as stated even though there are many services given by the office and listed 

resource problems the office have capacity to satisfy customers. 

This data shows that there are many services rendered which may be by the same staffs and 

also by having different resource problems, which are cited in the above customer response 

it is difficult to say the office have capacity to provide quality service. For example, lack of 

equipment, lack of Gps, lack of computerized system and others. Havingthese problems we 

can say there is no full capacity in giving quality service in satisfying customers. 

Have you undertake customer satisfaction survey as a strategy to measure the quality 

of their service. What are the techniques applied to measure service quality? 

The manager confirms that the office has mechanism of taking complain of customers 

through suggestion paper and box and also discussion with the manager. By doing these 

customers give their ideas and then the office through procedure solve the stated problems. 
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This data shows as there are techniques used in the office to assess the given quality of 

service which are suggestion papers and suggestion box. this implies the office have its 

follow up tools to assure better service quality to the society. 

What information do you collect from customers? 

With this regards the office take different suggestion of the service must be corrected and 

they face challenges in their stay and to the contrary satisfied customers assured the 

improvement of the service from time to time. 

 

This data implies that there are many problems in getting quality service by the customer. 

Customers have faced many challenges; they are not getting title ownership certificate due 

to problems of the sub city.so that there is dissatisfaction in the NSL land management 

office. 

 

Do you have a “Customer Complaint Handling System” in place to   improve the 

service delivery? If yes, what mechanisms used to handle the complaint?  
 

The manager says that there is an office established for this purpose; the offices takes many 

complains of the customers and take a measure upon this .it works with different service 

render departments in the sub city. 

The above data showed that the title ownership delivery includes complaint handling 

mechanism.it is good to have such mechanism in order to identify and give proper solutions 

to customers‟ complaint, this is part of service but as stated in the above question there are 

comments by the customers having amounted complain. the fact that there are amounted 

complaint founded indicates there was a problem in the service from the very beginning. 

What are the measures that your office is taking to improve customer satisfaction?  

 

As the manager says the office take different measure to improve the service quality for 

example: 

A. employing professionals to balance with the high need of customers 

B. avoiding corrupt employees  

C. computerizing the manual system 
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D.  purchasing equipment‟s 

E. there are directives, rules and procedure implementation problems with regard to 

solve this gap by having contact with the city administration of addis abeba land 

management office now a time there are solutions, which is given by circular 

decision. 

This data shows the office has solved the office problems it maybe be in the future but it 

only concentrating in the internal issues of the office mainly. the big issue are related to the 

customers the management should also look direct to customers where service is centered.  

 Employees’ attitude /behavior play a central role with regard to customer’s 

satisfaction and quality service delivery. What strategies are to improve the attitude of 

the employees in relation to customer service? 

As the manger confirmed the employment behavior has its role in directing the job 

effectively. with this regard, different trainings will be givenin shaping employees behavior, 

there are also weekly, monthly and yearly meetings and evaluation of employees 

performance. If there are employees who have a discipline problem, there is committee 

organized to take a measure in going them to the right direction in providing better service 

to the customers. 

Do you think the laws, rules and procedures have taken account of the needs of 

Citizens? Or do you think they are posing problem for the service delivery process? 

The manager says that every movements of the office are according to the putted 

government rules, regulations and procedures and the office working accordingly. 

This data shows that the manager want to say the office is working according to putted rules, 

laws and procedures and does not say about such issues create controversies over the service 

quality but in reality, we can say directives are creating their own problem for example 

complaint on GIS, different employees of the office has used different government directive 

for their benefits, having many applicationofGISand soon directive problems creates gap in 

giving quality service.  

Do you think your department is equipped with all the necessary 

automated/computerized materials for the service delivery process? 
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As the manager says there are shortages with regard to computer, office furniture‟s, survey 

equipment‟s and others. This had created problem in providing the planned service. In 

solving this problem, the office asks the concerned body. 

The above data shows there is a very serious problem of resource the above information 

obtained from the manager indicates there are crucial shortages of resource necessary to 

serve and satisfy customers in title ownership registration; having such lack of important 

resource it will be difficult to provide quality service. 

The above information from the manager implies there are resource problems in the office; 

gap occurs in implementation of the planned and the perceived activity, there are problems 

related to implementation of rules laws and procedure and employees discipline issues. 

As also commented by the customers of the office on open ended question many customers 

raise problems which hinders the healthy flow of the service. 

Moreover, the customers and the official have raise their respective problem solving ideas 

up on the revealed problems of the service. 

In general, the above stated problems by the manager and the customers have their 

contribution resulting significant gap which creates customer dissatisfaction in the study. 

 

. 
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CHAPTER FIVE 

SUMMARY OF FINDING, CONCLUSION AND RECOMMENDATION 

Public enterprise has been considered as a key operational instrument to achieve economic 

and social development and to bring technological development in a number of developing 

countries. It exists primarily to represent the government‟s interventionist objective in the 

economy. Customers‟ satisfaction in government institution measures the level of the 

governments in terms of their responsiveness, openness and over all their democratic 

maturity or immaturity. In this regards nifas silk lafto sub city land management office is 

one among 10 sub cities in addis abeba in functioning to provide an adequate and quality 

service to the society. Customer satisfaction is linked with both the personal interaction in 

the service provider and the outcomes experienced by the service user.  

The study investigated the expected and perceived service quality at NSL sub city land 

management office from the view point of customers. Specifically, the research sought 

undercover answers to 1/ what are the expectations of customers in service quality offered 

by nsl land management? 2/ what are perceptions of customers in service quality offered? 

What is the satisfaction level of customers? , 4/ is a gap exists perception and expectation? 

And 5/ importance related to dimensions? 

Summery findings of the study are derived from the analysis of both the primary and 

secondary data However; the data source is mainly emphasized on the primary data that had 

been collected respondents through questionnaires and interview.  
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5.1 Summary 

Based on the findings data presented and analyzed, the following findings were identified 

The general characteristics of respondents‟ shows the majority of the respondents were male 

(62.1%) and the rest 37.9% are female. Most of the respondents were found in the age group 

between 30 and 45 (35.2%). Married respondent accounts 67.6% and the unmarried are 

32.4%. Relatively most of the respondents are educated having BA/BSC and above. With 

regard to the occupation majority are employed (46.3%) and next 41.1% are self-employed, 

the 6.3% are retired and the remaining 3.25%are students. 
 

The overall perceived service quality is low. As expectation exceeds perception meaning 

customer desired more than what was offered to them. As result of this gap it is clear that 

customers are not satisfied. 

On the measurement of customer‟s expectation towards service quality dimensions, although 

all the dimension resulted in high mean score, the tangibility dimension is rated high, which 

means the customers expect from the land management office to perform in having up-to-

date equipment, convenient location, having good gesture and visually appealing.  

 

Even though the mean score perceived is high on the measurement of perception among the 

five dimensions, the tangibility dimension scores the highest. This means, customers have 

relatively perceived the office employees are performing having up-to-date equipment, 

convenient location, good facial expression and visually appealing.  

There exist a positive relationship between all five dimensions of service quality and 

customer satisfaction although the degree of relation varies .The highest correlation is 

obtained between tangibility and customer satisfaction followed by reliability ,assurance and 

responsiveness respectively  while the weakest correlation was between empathy and 

customer satisfaction .it is also understood that the highest gap score assurance and empathy 

;these significant gaps provides definite starting point for service improvement. 
 
 

The overall weighted score of –0.51 was recorded for the NSL land management office 

indicating significant fall in attaining customer expectation across all area of dimension. The 

largest service quality gap is found for the assurance dimension with gap score of -0.59 

followed empathy -0.56 and responsiveness -0.52. However the other two dimensions have 
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more or less similar quality gap score of -0.48, and-0.47 for reliability and tangibility 

respectively still negative gap between customer expectation and perception in service 

quality. 

 

According to the importance dimension ranking of servqual dimension of the NSL Land 

Management Office scores from most important to least important are tangibility, reliability, 

responsiveness, assurance and empathy respectively. 
 

The level of customer satisfaction of NSL Land Management Office are satisfied 35.2%, 

strongly satisfied 2.3%, not satisfied 29.5%, strongly not satisfied 21.6% and 11.4% of 

respondents did not rate their level of satisfaction as satisfied or not satisfied. Total 29.5 not 

satisfied and strongly not satisfied 51.1% respondents are dissatisfied by the service quality 

of the office. 

 
 

5.2 Conclusion  

Nifas silk lafto sub city land management office is one of the sub cities among 10 sub cities 

in addis abeba, where land related services are provided. The office gives different types of 

land related services to the society. Among these types the title ownership (title certification) 

is the one. Forming different structure the office is now working on   granting title deed 

ownership for the society. 

 Based on the findings from data presented and analyzed the following conclusions are 

derived: 

To deliver efficient service Land Management Organizations should have well computerized 

and organized land data. However, regarding land data management, the Nifas Silk Lafto 

Sub-city has problem of uncoordinated and automated land data which pose problems in the 

service delivery process. 

There is also lack of well –qualified and trained employees to do the surveying, planning 

and the drafting activities. In this context lack of certified professionals is leading to poor 

service delivery. 
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Unclear and unknown service delivery rules and regulations are making the service delivery 

to lag behind and be inefficient. 

 

Using the SERVQUAL model to assess service quality enables management to better 

understand the various dimensions and how they affect service quality and customer 

satisfaction. This will help them to identify those that have strengths and weaknesses and 

thereby make necessary improvements. 

 

Measuring service quality can help management provide reliable data that can be used to 

monitor and maintain improved service quality. 
 

Lack effective communication between customers and employees is one of challenges for 

successful service delivery. 
 

Customers are not informed about the standard time to receive the services and even some of 

them do not know about the standard time they responded that they are not given as per the 

standard set by the organization. However efficient service is one of the parameters for the 

service delivery quality measurement. 

 

5.3 Recommendation  

Based on the finding of the research the following recommendations are provided by the 

researcher for improving customer satisfaction of nifas silk lafto land management sub city. 

 Tangibility the least service quality gap., As a gap it should have to be filled.as 

mentioned in the comment analysis many respondents have listed tangibility issues 

problem avail at the office so that the problem should have curbed by acquiring 

advance technology and up to date equipment and providing customer handling skill 

training making on employees‟ facial expression  
 

 Land related data should be computerized and organized as well as data quality 

parameters should be set in that the system to decrease the number of defective data 

given to the customers. 

 

 The employee and customers‟ ratio should be proportionate to avoid wastage of 

customers‟ precious time because of the less numbers employees as related to the 

customers‟ numbers also the dependency on few people for service delivery. So, this 
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should be minimized by training employees and employing appropriate size of 

employees in relation to the number of customers.  
 

 There should be high co-operation among the concerned land office departments. 

Monthly meetings are not ensuring proper cooperation. Rather establishing a 

committee from the employees, the management and the concerned bodies as 

representative to coordinate all activities and promote a cooperating work spirit. 

 

 There should be consensus among the concerned service rendering employees in the 

service delivery rules and regulations. This will help to decrease fear of decision 

making and consequently increase employees‟ confidence to deliver the services. 

There are many land related directives employees used them differently which 

creates problems with the work of each other‟s. In adjusting this gap there should 

have consensus with the higher concerned bodies in forming one common 

directives, rules and regulations.      
 

 Transparency should be ensured by making citizens‟ participation in the service 

delivery so as to harness the service delivery process and also to decrease the 

corruption prevalent now.  
 

 To increase the reliability of the service, time standards should be determined and 

informed to the customers for receiving the services and the service should be given 

as per the standards. 
 

 

 Employees have to participate in arranged training programs which will Increase 

their ability of customer handling and also the skill to deliver the services 

specifically. 
 

 Assurance is the first highest service quality gap. To improve tis gap the office 

should have to provide continuous trainings on job and off job and customer 

handling skills 

 
 

 Empathy is the next higher service quality gap score recorded.in order to improve 

service with this regards the office should have continuous assessment on customer 
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feedback and awareness; and deep look on understanding the specific need of 

customers. 

 Responsiveness is another service quality gap recorded to improve this dimension 

the office should have develop appropriate programs, provide ongoing training on 

various attributes and being responsiveness to strength employees‟ ability to 

improve customer satisfaction.  

 

 Reliability is the other service quality gap recorded on this dimension the office have 

to do; 
 

 Rewarding staffs who perform better service giving to customers 

 Enforcing implementation according to the working standard 

 Follow up should have been done with regards to willingness and 

engagement of employees. 
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   Appendix: A 

ST. MARY’SUNIVERSITY 

Research questionnaire 

                              Assessment on service quality and customer satisfaction   

(Title deed /ownership certification) 

Dear respondent, 

My name is Biruk molla; I am a graduate student at saint merry University in MBA-Program... 

Currently, I am conducting a research study on “assessment of Service Quality and Customer  

Satisfaction regarding title deed certification/ownership certification  In  NSL land management 

office  ”  in  Partial  fulfillment  of  Master  of  Arts Degree in Business Administration. 

Your  genuine  response  is  highly  valuable  for  the  study  and  there  are  no identified risks from 

Participation in the survey. The survey is anonymous. Participation is completely voluntarily.  

Dear  guests,  this  questionnaire  is  intended  to  gather  information  about  Service  Quality  and 

Customer  Satisfaction  and  other  related  issues  in NSL land management office. The information 

that you provide in this questionnaire will be kept confidential and be used only for academic 

purpose.  

Please fill free to contact me for further information at any time through; 

Phone: 0945238825 

E-mail:  birukmolla2012@gmail.com 

 

mailto:birukmolla2012@gmail.com
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                                                       PART I 

                                General Information 

Please tick (√) in the boxes applicable to you. 

1.  Respondent Sex? 

              Male    Female            

2. Age?      <30      31-45     46-60  >60 

3. Marital status 

                  Married                     Single              Other 

4. What is your academic level? 

          Cannot read and write  

          Primary School complete 

           Secondary School complete 

           Vocational and diploma complete 

            BA/BSC and above  

5. Occupation 

              Student               Retire                Business owner             Employed    

             Others 

Part II: Survey of your expectations and perceptions towards service quality of Nsl land 

management office 

This survey deals with your opinion about Nsl land management office Service Delivery System.  

Please Show the extent to which you expect and perceive the organization‟s offering services should 

possess features described by each statement. There is no right or wrong answers all I am interested    

in is a number that best show your expectations and perceptions about the Service Delivery System 

of NSL land management. Based on this please put a tick (√) in the boxes which mostly explain your 

attitude. 
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The score levels are described as: 

1- Strongly Disagree2- Disagree    

3- Neutral4- Agree     

5- Strongly Agree 

A) Level of EXPECTATION this section deals with your opinion towards service quality of Nsl 

land management office. Please, show the extent to which you think the office „should‟ possess the 

following features. 

 

DIMENSION 

 

LEVEL OF 

EXPECTATION 

Tangibility 5 4 3 2 1 

1. Excellent land management office should be located at 

convenient location. 

     

2. Excellent land management office employees name 

should be expressed by table baj. 

     

3.Excellent land management office reception desk 

employee should available at a time 

     

4. Excellent land management office employee should have 

attractive facial expression i.e. have work interest, 

willingness 

     

5. Excellent land management office should have up-to-

date equipment‟s. 

     

Reliability 5 4 3 2 1 

6. Excellent land management office employees should 

provide you the service as promised 

     

7.Excellent land management office employees should give 

you accurate information 

     

8. Excellent land management office employees should 

perform the service right at the first time 

     

9.Excellent land management office employees should 

keep record 
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Responsiveness 5 4 3 2 1 

10.Excellent land management office employees should 

give you prompt  service 

     

11. Excellent land management office employees should 

tell you exactly what service will be provided 

     

12. Excellent land management office employees  are 

willing to help you  

     

13.Excellent land management office should respond to 

request promptly 

     

Assurance 5 4 3 2 1 

14 Excellent land management office employees should 

have  the required skill to perform the service 

     

15.Excellent land management office employees should 

knowledge about land management systems 

     

16. Excellent land management office employees should 

makes you feel safe 

     

17. Excellent land management office employees  should 

trustworthy 

     

18.Excellent land management employees should speaks 

with you  by using appropriate governmental manuals and 

directives 

     

Empathy 5 4 3 2 1 

19. Excellent land management employees should able to 

communicate effectively with you 

     

20. Excellent land management  employees should show 

personal attention to you 

     

21. Excellent land management employees should know 

your specific need 

     

22.Excellent land management  employees should give you 

undivided attention  

     

23. Should the Operating hours of Excellent land 

management convenient to customers? 
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A) Level of PERCEPTION this section deal with the perceptions of service experienced in Nsl land 

management office. Please, show the extent to which these statements reflect your perception of 

service in the office 

 

DIMENSION 

Level of 

perception 

Tangibles 5 4 3 2 1 

1. NSL land management office located at convenient 

location 

     

2. NSL land management office Employees name is 

expressed by table baj 

     

3. NSL land management office reception desk 

employees are neat appealing. 

     

4. NSL land management Employees have attractive 

facial expression i.e. Work interested , willingness etc. 

     

5. NSL land management office has up-to-date 

equipment‟s. 

     

Reliability 5 4 3 2 1 

6. NSL land management office Employees provide you 

the service as promised 

     

7. NSL land management Employees 

 give you accurate information 

     

8. NSL land management office Employees 

perform the service right at the first time 

     

9. NSL land management office Employees 

 keep record 

     

Responsiveness 5 4 3 2 1 

10.NSL land management office Employees gives you 

prompt  service 
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11 NSL land management office Employees tell you 

exactly what service will be provided 

 

     

12.NSL land management office Employees are willing 

to help you  

     

13. NSL land management office Employees respond to 

request promptly 

     

Assurance 5 4 3 2 1 

14. NSL land management office Employees have the 

required skill to perform the service 

     

15.NSL land management office Employees have 

knowledge about land management systems 

     

16. NSL land management office Employees makes you 

feel safe 

     

17.NSL land management office Employees are  

trustworthy 

     

18. NSL land management office Employees speaks with 

you  by using appropriate governmental manuals and 

directives 

     

Empathy 5 4 3 2 1 

19 NSL land management office Employees able to 

communicate effectively with you 

     

20. NSL land management office Employees show 

personal attention to you 

     

21. NSL land management office Employees knows your 

specific need 

     

22. have you receive undivided attention by the staff      

23.  The Operating hours of the NSL land management 

office convenient to customers. 
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                                   Overall Satisfaction 

Please tick (√) on the overall satisfaction level of the office. 

Strongly not  

Satisfied 

(1) 

Not 

Satisfied 

(2) 

Neutral 

(3) 

Satisfied 

(4) 

Strongly 

Satisfied 

(5) 

     

 

24. Did you experience any problem during your stay? If yes, was it handled satisfactorily? 

            

            

            

    

25. What do you think NSL land management office should do to improve its customer service 

quality? 

            

            

            

    

26. Please write below any comment or suggestion that you have for NSL land management office? 
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                                                  Point allocation question 

I like to know how much each of  this set of features is important to you .please allocate 100 point 

among the five set of features according to how  it is important to you the more important the feature 

is to you the more point you should allocate to it. 

 

S/

N 

Feature Poi

nt 

1 The appearance of physical facilities, equipment, personal and communication 

material 

 

2 The office ability to perform the promised service dependably and accurately  

3 The office willingness to help customer and provide prompt service  

4 The knowledge and courtesy of the office employee and their ability to convey trust 

and confidence 

 

5 The caring individual attention the office  provides its customers  

  total 100 

 

 

 

THANK YOU!!! 
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                               ቅድሰት ማሪያም ዩኒቨርሲቲ 

  የንፋስ ስሌክ ሊፈቶ መሬት ሌማት ማኔጅምንት የአገሌግልት ጥራት ዯንበኞች እርካታ ምዘና መጠይቅ 

               ( ካረታ ሇላሊቸዉ ይዞታዎች ማረጋገጫ መስጠት አገሌግልት) 

 ስሜ ብሩክ ሞሊ ይባሊሌ በቅድስትማሪያም ዩኒቨርሲቲ የማስተረስ ፕሮግራም በቢዝነስ አድሚንስትሬሽን ትምህርት ክፍሌ 

ተመራቂ ተማሪ ስሆን በአገሌግልት ጥራት እና ዯንበኖች እርካታ ምዘና ሊይ ጥናት እያካሄድኩ እገኛሇሁ፡፡ 

መጠይቁም በንፋሰ ስሌክ ሊፍቶ ክፍሇ ከተማ በመሬት ሌማት ማኔጅመንት ቢሮ ስሊሇዉ  የይዞታ ማረጋገጫ አሰጣጥ አገሌግልት 

ጥራትእና የዯንበኞች እርካታ ሊይ መረጃ ሇማግኘት የሚረዳኝ ሲሆን ከእርስዎ የሚገኘዉ መረጃም ሇዚሁ ሇጥናቱ አሊማ ብቻ 

የሚዉሌ ይሆናሌ፡፡ 

የእርሶው ትክክሇኛ እና አስታማማኝ  መረጃ ሇጥናቱ መሳካት እጅግ ጠቃሚ ሲሆን በጥናቱ ሊይ ተሳታፊ መሆን ጉዳት 

እንዯላሇዉ እንዲሁም በፈቃዯኝነት ሊይ የተመረኮዘ ምሆኑን ሇመግሇጽ አወዳሇሁ፡፡ 

ማንኛዉም ጥያቄ  ካሇዎት በዚሁ አድራሻ ማግኘትይችሊለ . 

09-45 23 88 25 

ስሇ ትብብሮ በቅድሚያ አመሰግናሇሁ 

መመሪያ 

ስምዎን መጥቀስ አያስፈሌግም 

ትክክሌ ነው የሚለትን መሌስ በተዘጋጀው ሳጥን ውስጥ (√ ) ምሌክትያስቀምጡ 

 

ክፍሌ 1 

1.ጾታ 

 

ወንድ 

ሴት 

 

2.እድሜ 

 30 

 31-45 
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 46-60 

 ›60 

3. የጋብቻ ሁኔታ 

             ያገባ 

            ያሊገባ 

       ላልች 

          4.የትምህርት ዯረጃ 

  መጻፍእናማንበብአሌችሌም 

 የመጀመሪያ ዯረጃ 

 ሁሇተኛዯረጃ 

 ቴክኒከእናሙያ 

 ዲግሪእናከዛበሊይ 

5.    ስራ 

 ተማሪ 

 ጡረታ 

 የግሌቢዝነስ 

 ተቀጣሪ 

 ላልች        

 

ክፍሌ ሁሇት፡የሊቀ መሬት ሌማት ማኔጅመንት ቢሮ አገሌግልት አሰጣጥ በተመሇከተ ቢሮው  ሉያ ሟሊቸዉ ይገባሌ 

የሚለትን እና እርስዎ በቆይታዎ ወቅት የተገነዘቡትን ሁኔታ ይዳስሳሌ .በተጠቀሰዉ የጥራት ገጽታ መገሇጫ አረፍተ 

ነገሮች ትይዩ ባለት የቁጥር መመዘኛ ሳጥን ዉስጥ () በማስቀመጥ የስምምነትዎን ዯረጃ እባክዎ ይግሇጹ ፡፡ 

 

የስምምነትዎ ዯረጃዎች 

1.በጣም አሌስማማም 

2.አሌስማማም 

3.ዉሳኔ አሌሰጥም 

4.እስማማሌሁ 
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5.በጣም እስማማሇሁ 

ሀ/ ሚከተለት አረፍተነገሮች የሊቀ የመሬት ሌማት ማኔጅመንት ቢሮ አገሌግልት ጥራት ገጸታዎች ሚያመሇክቱ ናቸዉ 

እረስዎ የትኛዉም መሬት ሌማት መኔጅመንት ቢሮ ሉያሙሊቸዉ ይገባሌ ሇሚለት የአገሌግልት ጥራትገጽታዎች 

በአረፍተነገሮች ትይዩ ባለት ስምምነትዯረጃ ሳጥኖች በዚሁ ()ምሌክት ይጠቁሙ፡፡ 

  

የአገሌግልትጥራትገጽታዎች የስምምነትዎዯረጃ 

ተጨባጭሁኔ 5 4 3 2 1 

1.የሊቀ የመሬት ሌማት  ማኔጅምንትቢሮ ምቹበ ሆነ ቦታ  ይገኛለ      

2.የሊቀ የመሬት ሌማት ማኔጅምንት ቢሮሰራተኞች ስም በጠረጴዛ ባጅ 

የሚገሇጹ ናቸዉ 

     

3.የሊቀ የመሬትሌማትማኔጅምንት ቢሮ መረጃ ተቀባዮች አገሌግልት 

ሇመቀበሌ በሰአቱ በቦታቸዉ ይገኛለ 

     

4.የሊቀ የመሬት ሌማትማኔጅምንት ቢሮ ስራተኞች መሌካም ገጽታ 

አሊቸዉ.ሇምሳላ በስራቸዉ ዯስተኞች ናቸዉ፤ፍቃዯኞች ናቸዉ 

     

5.የሊቀ የመሬት ሌማት ማኔጅምንት  ቢሮ ዘመናዊ መሳሪያ አሇዉ      

ተአማኒነት 5 4 3 2 1 

6.የሊቀ የመሬት ሌማት ማኔጅምንት ቢሮ በተገባው መሰረት አገሌግሌልቱን 

ያቀርባሌ 

     

7.የሊቀ የመሬት ሌማት ማኔጅምንት ቢሮ ትክክሇኛ እና አስተማማኝ መረጃ 

ይሰጣሌ 

     

8.የሊቀ የመሬት ሌማት ማኔጅምንት ቢሮ አገሌግልቱን ሇመጀመሪያ ጊዜ 

በቀጥታይፈጽማሌ 

     

9.የሊቀ የመሬት ሌማት ማኔጅምንት ቢሮ መረጃን በአግባቡይመዘግባሌ      

ምሊሽሰጪነት 5 4 3 2 1 

10.የሊቀ የመሬት ሌማት ማኔጅምንት ቢሮ ቀሌጣፋ የሆነ አገሌግልት ይሰጣሌ      

11.የሊቀ የመሬት ሌማት ማኔጅምንት ቢሮ ሰራተኞች የሚሰጥዎትን አገሌግልት 

በግሌጽ ይናገራለ 

     

12.የሊቀ የመሬት ሌማት ማኔጅምንት ቢሮ ሰራትኞች ሁሌግዜም እርስዎን 

ሇመርዳት ፈቃዯኛ ናቸዉ 
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13.የሊቀየ መሬት ሌማት ማኔጅምንት ቢሮሰራትኞች ሇጥያቄዎ አፋጣኝ ምሊሽ 

ይሰጣለ 

     

ማረጋገጫ 5 4 3 2 1 

14.የሊቀ የመሬት ሌማት ማኔጅምንት ቢ ሮሰራተኖች አገሌግልቱን ሇመስጠት 

ክህልት አሊቸዉ 

     

15.የሊቀ የመሬት ሌማት ማኔጅምንት ቢሮ ሰራተኖች ሇሚሰጡት አገሌግልት 

በቂ  የሆነ  መረጃ አሊቸዉ 

     

16.የሊቀ የመሬት ሌማት ማኔጅምንት ቢሮ ሰራተኖች ዯህንነት እንዲሰማዎ 

ያዯርጋለ 

     

17.የሊቀ የመሬት ሌማት ማኔጅምንት ቢሮ ሰራተኖች እምነት የሚጣሌባቸዉ 

ናቸዉ 

     

18.የሊቀ የመሬት ሌማት ማኔጅምንት ቢሮ ሰራተኖች በመንግስት  መመሪያ 

እና ዯንብ አገሌግልት ይሰጣለ 

     

መረዳት 5 4 3 2 1 

19.የሊቀ የመሬት ሌማት ማኔጅምንት ስራተኞች ከዯንበኞች ጋር ተዯማጭነት 

ያሇዉ ግነኙነት አሊቸዉ 

     

20.የሊቀ የመሬት ሌማት ማኔጅምንት ሰራተኞች ሇፍሊጎትዎ ትኩረት ያሳያለ      

21.የሊቀ የመሬት ሌማት ማኔጅምንት ሰራተኖች ሌዩሌ ዩፍሊጎትዎን ይረዳለ      

22.የሊቀ የመሬት ሌማት ማኔጅምንት ሰራተኖች መድሌዎ በላሇዉ ሁኔታ 

ሇጉዳዮ ትኩረት ይሰጣለ 

     

23.የሊቀ የመሬት ሌማት ማኔጅምንት ቢሮ ሇዯንበኞቸ ምቹ  የሆነ የስራ ሰአት 

አሇዉ 

     

 

 

ሇ/የሚከተለት አረፍተነግሮች የሊቀ የመሬት ሌማት ማኔጅመነት ቢሮ አገሌግልት የሚያሳዩ ናቸዉ እረስዎ በንፋሰ 

ስሌከ ሊፍቶ ክፍሇ ከተማ የመሬት ሌማት ማኔጅመነት ቢሮ በነበርዎት ቆይታ የተገነዘቡትን በተጠቀሱት የስምምነት 

ዯረጃ ሳጥኖች በዚሁ()ምሌክት ይጠቁሙ. 

የአገሌግልትጥራትገጽታዎች የስምምነትዎዯረጃ 

ተጨባጭሁኔታዎች 5 4 3 2 1 
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1.የን/ስ/ሊ/ክ/ከ የመሬት ሌማት ማኔጅምንት ቢሮ ምቹ በሆነ ቦታ ይገኛሌ      

2.የን/ስ/ሊ/ክ/ከ የመሬት ሌማትማኔጅምንት ቢሮሰራተኞች ስም በጠረጴዛ ባጅ 

የሚገሇጹ ናቸዉ 

     

3.የን/ስ/ሊ/ክ/ከ የመሬት ሌማት ማኔጅምንት ቢሮ መረጃ ተቀባዮች አገሌግልት 

ሇመቀበሌ በሰአቱ በቦታቸዉ ይገኛለ 

     

4.የን/ስ/ሊ/ክ/ከ የመሬት ሌማት ማኔጅምን ቢሮ ስራተኞች መሌካም ገጽታ 

አሊቸዉ.ሇምሳላ በስራቸዉ ዯስተኞች ናቸዉ፤ፍቃዯኞችናቸዉ 

     

5.የመሬት ሌማት ማኔጅምንት ቢሮ ዘመናዊ መሳሪያ አሇዉ      

ተአማኒነት 5 4 3 2 1 

6.የን/ስ/ሊ/ክ/ከ የመሬት ሌማት ማኔጅምንት ቢሮ ምቹ በተገባው 

መሰረትአገሌግሌልቱን ይሰጣሌ 

     

7.የን/ስ/ሊ/ክ/ከ የመሬት ሌማት ማኔጅምንት ቢሮ ትክክሇኛ እና አስተማማኝ 

መረጃ ይሰጣሌ 

     

8.የን/ስ/ሊ/ክ/ከ የመሬት ሌማት ማኔጅምንት ቢሮ አገሌግልቱን ሇመጀመሪያ ጊዜ 

በቀጥታ ይፈጽማሌ 

     

9.የን/ስ/ሊ/ክ/ከ የመሬት ሌማት ማኔጅምንት ቢሮ መረጃን በአግባቡ ይመዘግባሌ      

ምሊሽሰጪነት 5 4 3 2 1 

10.የን/ስ/ሊ/ክ/ከ የመሬት ሌማት ማኔጅምንት ቢሮ ቀሌጣፋ የሆነ አገሌግልት 

ይሰጣሌ 

     

11.የን/ስ/ሊ/ክ/ከ የመሬት ሌማት ማኔጅምንት ቢሮ ሰራተኞች የሚሰጥዎትን 

አገሌግልት በግሌጽ ይናገራለ 

     

12.የን/ስ/ሊ/ክ/ከ የመሬት ሌማት ማኔጅምንት ቢሮ ሰራትኞች ሁሌግዜም እርስዎን 

ሇመርዳት ፈቃዯኛ ናቸዉ 

     

13.የን/ስ/ሊ/ክ/ከ የመሬት ሌማት ማኔጅምንት ቢሮ ሰራትኞች ሇጥያቄዎ አፋጣኝ 

ምሊሽ ይሰጣለ 

     

ማረጋገጫ 5 4 3 2 1 

14.የን/ስ/ሊ/ክ/ከ የመሬት ሌማት ማኔጅምንት ቢሮ ሰራተኖች አገሌግልቱን 

ሇመስጠት ክህልት አሊቸዉ 

     

15.የን/ስ/ሊ/ክ/ከ የመሬት ሌማት ማኔጅምንት ቢሮ ሰራተኖች ሇሚሰጡት 

አገሌግልት በቂ መረጃ አሊቸዉ 
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16..የን/ስ/ሊ/ክ/ከ የመሬት ሌማት ማኔጅምንት ቢሮ ሰራተኖች ዯህንነት እንዲሰማዎ 

ያዯርጋለ 

     

17.የን/ስ/ሊ/ክ/ከ የመሬት ሌማት ማኔጅምንት ቢሮ ሰራተኖች እምነት 

የሚጣሌባቸዉ  ናቸዉ 

     

18.የን/ስ/ሊ/ክ/ከ የመሬት ሌማት ማኔጅምንት ቢሮ ሰራተኖ በመንግስት መመሪያ 

እና ዯንብ አገሌግልት ይሰጣለ 

     

መረዳት 5 4 3 2 1 

19.የን/ስ/ሊ/ክ/ከየመሬት ሌማት ማኔጅምንት ስራተኞች ከዯንበኞ ጋር ተዯማጭነት 

ያሇዉ ግነኙነት አሇዉ 

     

20.የን/ስ/ሊ/ክ/ከየመሬትሌማትማኔጅምንትሰራተኞች ሇፍሊጎትዎ ትኩረት ያሳያለ      

21.የን/ስ/ሊ/ክ/ከ የመሬት ሌማት ማኔጅምንት ሰራተኖች ሌዩ ሌዩ ፍሊጎትዎን 

ይረዳለ 

     

22.የን/ስ/ሊ/ክ/ከ የመሬት ሌማት ማኔጅምንት ሰራተኖች መድሌዎ በላሇዉ ሁኔታ 

ጉዳዮን ይረዳለ 

     

23.የን/ስ/ሊ/ክ/ከ የመሬት ሌማት ማኔጅምንት ቢሮ ሇዯንበኞቸ ምቹ የሆነ የስራ 

ሰአት አሇዉ 

     

 

አጠቃላይ የአገልግሎት እርካታ መጠን 

እባክዎ () ይህንን ምልክት በተገለፀው የእርካታ ደረጃ ሳጥን ውስጥ ያመላክቱ 

በጣም 
አልረካሁም     

( 1 ) 

አልረካሁም     
( 2 ) 

ውሳኔ 
አልሰጠም ( 

3 ) 

ረክቻለሁ    
( 4 ) 

በጣም ረክቻለሁ        
(5) 

     

 

24. በቆይታዎ ያጋጠመዎት ችግር አለ?  ካለ እንዴት ሊፈቱት ቻሉ?     
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25. የን/ስ/ላ መሬት ልማት ማኔጅመንት ቢሮ አገልግሎቱ ጥራት እንዲኖረው ምን መደረግ አለበት 
ይላሉ?            
            
            
    

26. አገልግሎት አሰጣጡ ላይ አስተያየት፣ወይም ሃሳብ ካለዎት እባክዎ ይግለጹ፣  
            
            
            
            
      

እባክዎ የሚከተሉትን የአገልግሎት ጥራት ገጽታዎች በእርስዎ አመለካከት በን/ስ/ላ መሬት ልማት 

ማኔጅመንት ቢሮ የአገልግሎት ያላቸውን የጠቀሜታ መጠን ከ1ዏዏ ምዘና ያሳዩ፡፡ አጠቃላይ ድምር 

ከ1ዏዏ አለመብለጡን ያገጋግጡ፡፡ በጣም ይጠቅማል ለምትሉት የአገልግሎት ጥራት ገጽታዎች 

ከፍተኛ ነጥብ ይስጡ፡፡ 

ተ. 

ቁ 
የአገልግሎት ጥራት ገጽታዎች ነጥብ 

1 ተጨባጭ ሁኔታዎች፣ የን/ስ/ላ መሬት ልማት 
ማኔጅመንት ቢሮ አጠቃላይ ገጽታ፣ 
የሙሉነት ፣ የአቅርቦት እና የመሣሪያ 
ዘመናዊነት፣ 

 

2 ተአማኒነት፣ የን/ስ/ላ መሬት ማኔጅመንት ቢሮ 
ሠራተኞች ቃል የገቡትን አገልግሎት 
በትክክለኛነት እና በአስተማማኝነት የመፈፀም 
ብቃት፣ 

 

3 ምላሽ ሰጪነት፣ የን/ስ/ላ መሬት ማኔጅመንት 
ቢሮ ሠራተኞች ፈጣን አገልግሎት ለመስጠት 
እና ደንበኞችን ለመርዳት ያላቸው 
ፈቃደኝነት፣ 

 

4 ማረጋገጫ፣ በክፍሉ ውስጥ ያሉት ሠራተኞች 
ዕውቀት፣ ብቃት እንዲሁም የደንበኞች 
ደህንነት እና መተማመን እንዲሰማቸው 
የማድረግ፣ 
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5 መረዳት፣ የን/ስ/ላ መሬት ልማት ማኔጅመንት 
ቢሮ ሠራተኞች ለደንበኞች ጥሩ መስተንግዶ 
የማድረግ ፣ የግላዊ አትኩሮት የማቅረብ እና 
የደንበኞችን ፍላጎት የመረዳት ችሎታ፣ 

 

 አጠቃላይ ነጥብ 100 
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Appendix: B   Interview with manager 
 

1. How do you describe the planned number of certificate grant to the actual certificate? 

    Grant service done by NSL the land management office? Is there any deviation in the 

actual service? Delivery; if there, is why? 

 

 2. Do you think that the office has the ability to provide appropriate service quality that 

customers are satisfied with? If yes, explain?  

 

 3. Have you undertake customer satisfaction survey as a strategy to measure the quality of 

their service. What are the techniques applied to measure service quality?  

 

 4. What information do you collect from customers?  

 
 5. Do you have a “Customer Complaint Handling System” in place to   improve the service 

delivery? If yes, what mechanisms used to handle the complaint?  

 

 6. What are the measures that your office is taking to improve customer satisfaction?  

 

 7. Employees‟ attitude /behavior play a central role with regard to customer‟s satisfaction 

and quality service delivery. What strategies are to improve the attitude of the employees 

in relation to customer service?  

 8. Do you think the laws, rules and procedures have taken account of the needs of Citizens? 

Or do you think they are posing problem for the service delivery process? 

 

9. Do you think your department is equipped with all the necessary automated/computerized 

materials for the service delivery process? 
 

 


