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Abstract

Vietnamese universities are progressing remarkably in the list of top universities in
the world. In order to obtain this achievement, Vietnamese universities have
focused on improving lecturers’ capabilities, infrastructure, academic training and
research quality... In the context of education in Vietnam, library service is an
important factor which contributes to ranking index, attracts new enrollments and
differentiates from other institutions. To find the best way to enhance students’ post-
purchase behaviours, the study examined students’ experience factors that
significantly affect post-purchase behaviours by proposing an analytical framework
adopted from EXQ model. Data collected from 570 students studying in Vietnamese
universities were analysed through structural equation modelling (SEM). The
results show that post-purchase experience has a positive impact on students’
satisfaction, loyalty and word of mouth. By emphasizing the role of student
experience, this study provides valuable managerial implications and contributes to
the literature by suggesting a new analytical framework for measuring customer
experience and post-purchase customer behaviour in the library service.
Keywords: Customer experience quality, Student’s experience, Post-purchase
behaviour, Library service

1. Introduction

Vietnam is witnessing an increasing number of universities, training programs and
students. Recently, Vietnamese university education has obtained outstanding
achievements. At present, Vietnam has 2 universities recorded in the list of 1000 top
universities in the world according to the most prestigious international ranking [1].
Moreover, due to the Covid-19 pandemic, many Vietnamese students choose national
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institutions instead of international ones, which creates great opportunities for
Vietnamese universities to increase the number of enrolments. Nevertheless, it also
brings challenges for them. As a result, it is remarkably essential to improve program
quality and other services to gain advantages in a competitive education market.

Particularly, library service is among the most significant aspects that need to be
focused, because this is an important criterion to measure and justify university quality
[2]. In other words, university quality is tightly attached to library service quality.
Researchers have proved the positive impact of university library quality on learning
outcomes of students [3]. Hence, it is the responsibility of Vietnamese university
libraries to provide the best experience to students. Nevertheless, at present,
Vietnamese university libraries seem to be under-evaluated in terms of capacity and
service quality [4]. According to the research of Do (2015), only 19% of users
revealed that library service can meet their requirement, while 44% of them rated it
poorly [4]. As such, it is critical to examine customer experience quality in
Vietnamese university libraries.

Customer experience quality is a crucial aspect contributing to the success of
businesses. The concept of customer experience has gained remarkable attention
among researchers. It can be viewed as a comprehensive journey comprising multiple
touchpoints from pre- to post-purchase [5,6]. Previous studies have examined
customer experience in various service sectors such as in retailing [7], hospitality [8],
healthcare [9] and banking [10]. However, the number of studies related to customer
experience in the education sector in general and library service in particular is
limited. Therefore, this study will bridge the research gap by providing insights of
customer experience in the context of Vietnamese university libraries. So far, many
studies have focused on the impact of customer experience on purchase intention
[11,12,13]. However, as customer journey does not stop at the point of purchase,
attention should be paid to post-purchase behavior as well. For that reason, this study
will focus on the effect of customer experience on several post-purchase aspects,
namely customer satisfaction, loyalty and word-of-mouth (WOM).

Regarding customer experience measurement, most researchers agree that it is a
multidimensional concept, however, a consensus has not been reached in terms of
measurement dimensions [14]. Among the previously proposed measurement scale,
the customer experience quality (EXQ) scale of Klaus (2014) is the most prominent
as it is applicable in various context and able to cover the holistic nature of customer
journey from pre- to post-purchase [5]. Therefore, this study adopted EXQ scale with
some customization to examine the impact of customer experience quality dimensions
on post-purchase behaviours including, customer satisfaction, loyalty and WOM in
library service sector. By systematically exploring the EXQ scale’s nature, this study
is considered as an important step to enhance customer experience measurement and
provide empirical evidence for EXQ’s role analysis in future research. Furthermore,
based on the research results, some suggestions will be provided to educational
institutions and library practitioners to improve customer experience.
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2. Literature review

2.1. Customer experience

Customers desire not only products, but also satisfying experiences. Therefore,
instead of single mindedly treating customers as information processor, researchers
should also consider the experiential aspect to understand customer behaviour.
Consequently, the concept of customer experience has gained significant attention
from scholars and become a prominent research topic [15].

Customer experience is a new concept emerging recently in studies with little
consensus about its definitions and constructs [15]. Johnston and Kong (2011) opined
that customer experience is their interpretation resulted from the interaction with
service providers across touch points and how they feel about it [16]. According to
Klaus and Maklan (2013), customer experience is defined as the cognitive and
affective assessment of customers when they directly or indirectly encounter service
providers [17]. Therefore, researchers should not only examine customer experience
during service encounters but also consider pre- and post-purchase experience across
all channels [17]. Bolton et al. (2014) argued that customer experience includes
cognitive, affective, emotional, social and sensory responses of customers to the
service [18]. Customer experience is formed across touchpoints in a customer journey;
thus, it is holistic in nature, covering all interactions from pre-purchase to post-
purchase [19]. To this end, customer experience could be considered as a process-
oriented concept rather than the consumption outcome. Lemon and Verhoef (2016)
concluded that “customer experience is a multidimensional construct focusing on a
customer’s cognitive, emotional, behavioural, sensorial, and social responses to a
firm’s offerings during the customer’s entire purchase journey” [20]. In general,
customer experience could be viewed as an internal and subjective response formed
when customers interact (directly or indirectly) with firms during customer journey.

2.2. Customer experience dimensions

Researchers have not yet reached a consensus in terms of customer experience
dimensions and its measurements. Some considered customer experience as a
unidimensional concept, but most scholars recognized its multidimensionality [14].
Much effort has been made to measure customer experience. In fact, many
multidimensional scales were developed to examine customer experience in specific
areas of interest, for example in retail [21], health care [22], banking [23], tourism
[24], event and festival [25].

In an attempt to develop a more general scale for customer experience, Chang and
Horng (2010) demonstrated the Experience Quality scale which consists of 5
dimensions, namely physical surroundings, service providers, other customer,
customer themselves and customers’ companions [26]. However, this scale mainly
emphasizes on experience during service interaction process which does not reflect
the holistic nature of customer experience from pre- to post-purchase stage. Klaus and
Maklan (2012) proposed the EXQ scale which includes 19 items to measure customer
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experience [27]. According to the scale, customer experience is made up of 4
dimensions, namely product experience, outcome focus, moments-of-truth and peace-
of-mind. This is so far the most widely used scale and has been successfully applied
in many contexts such as financial services, tourism, retail, travelling and sport events
[14]. Later, the EXQ scale was refined and updated with 26 items covering 3
dimensions which are brand experience, service experience and post-purchase
experience [5], [14].

e Brand experience: refers to the experience that customers have in the pre-
purchase stage. It reflects how customers perceive a brand, its product,
pricing, personnel as compared to its competitors’ offerings when they search
for information and evaluate the service providers. It is sometimes shaped by
information from customers’ social environment (reference groups, peers or
other information channels). Thus, customers’ perceptions of the brand in
prior purchase stage are not always under the control of service providers
[28].

o Service experience: refers to the experience when customers interact with the
service provider’s physical presence, personnel, policies and practices. This
experience is the result of service using process. Klaus et al. (2013) specified
3 themes related to service experience. The first theme covers the process
experience such as the ease or challenge when using service channels [28].
The second theme describes customers’ assessment when they directly
interact with service providers’ employees. Finally, the third theme relates to
customers’ perception of the service physical evidence.

e Post-purchase experience: refers to the experience in post-purchase stage. It
usually focuses on customer’s perceptions of familiarity, retention and service
recovery [28]. This dimension also consists of post-purchase pleasure and
social status granted by staying in a relationship with the service provider [5],
[14]

According to Kuppelwieser and Klaus (2021), the prevalence of the EXQ scale
can be explained due to 2 reasons [14]. Firstly, it is not designed for a specific context
or area, rather than that, it can be applied in various fields. Secondly, it captures all
direct and indirect interactions between customers and service providers throughout 3
stages of customer journey including pre-, during and post-purchase. However, the
authors still called for further empirical studies to validate the scale in different
contexts. This study adopted the new EXQ scale with some customizations to measure
customer experience as well as examine the relationship between customer experience
and customer behaviour (customer satisfaction, customer loaylty and WOM) in
Vietnamese university library service.

2.3. Relationship between customer experience and post-purchase behaviour

Several outcomes of customer experience have been recorded in prior research. Brodie
etal. (2011) and Ahn and Back (2017) revealed that satisfaction, loyalty, commitment
and trust are four main consequences [29], [30]. In addition, Moliner et al. (2018)
showed that after shopping journey, consumers might become a supporter of the
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brand, spreading positive WOM and convincing others to try it [31]. Particularly in
library context, Yadav et al., (2018) verified that customer experience shows a
significant impact on users’ satisfaction, loyalty and WOM [32]. Thus, in this study,
satisfaction, loyalty and WOM could be seen as the consequences of customer
experience.

2.3.1.  Customer experience and customer satisfaction

Traditionally, customers constantly evaluate the products they buy as they integrate
these products into their daily lives [33]. Oliver (1981) defined customer satisfaction
as the psychological state resulting from the comparison between experience and prior
expectation [34]. Customer satisfaction or dissatisfaction is determined by the overall
feelings of an individual after he/she has bought a product [35]. Particularly, a
customer whose experience is below expectations will be dissatisfied. Customers
whose experiences match or exceed their expectations will be satisfied or even
delighted [36]. In this light, Morgeson et al. (2011) also revealed that satisfaction, as
perceived by customers, is formed through the whole experience process from
recognition to purchase and continuing use [37]. Therefore, customer satisfaction
could be defined as the individual’ s perception of the performance of the product or
service as compared to his or her expectations.

With a view to creating satisfied customers, it is required that customers need to
believe that the brand meets their needs, offer superior value and good service when
they use it. As such, customer satisfaction is strongly associated with customers’
responses to service. Many prior studies clearly indicated that different experiences
such as affect, sensory and cognitive can impact on satisfaction [38]. Consequently,
satisfying customer can be seen the ultimate goal of every process and experience in
business. From the review, hypothesis 1 can be proposed as followed:

HI. Student experience has a positive impact on their satisfaction in Vietnamese
university libraries.

From the general hypothesis and according to a research subject, as well as
customer experience measurements, three specific hypotheses can be extracted as:

Hla: Brand experience has a positive impact on student’s satisfaction in
Vietnamese university libraries.

HIib: Service experience has a positive impact on student’s satisfaction in
Vietnamese university libraries.

Hlc: Post-purchase experience has a positive impact on student’s satisfaction in
Vietnamese university libraries.

2.3.2.  Customer experience and customer loyalty

Customer loyalty is a result that all companies pursue. Thus, loyalty as a phenomenon
is gaining impetus in both research and business context. The early conceptualization
was led by Newman et al. (2018) when assuming that the loyalty of a consumer
towards a brand can be represented by repetitive purchase. Number of visits, consumer
spend, frequency of purchase, etc...could be used to measure customer loyalty [39].
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Furthermore, other researchers visualized loyalty as a mental state of a person towards
a specific choice object, which is then reflected in his/her behaviour [38]. On the other
hand, loyalty as an attitude may lead to a positive relationship with the brand and be
considered as an important key to the success of an organization [38].

Several authors have explored the link between customer experience and loyalty,
especially in a comprehensive treatment of customer experience measurements [38].
Prior researchers developed several scales to measure customer experiences and prove
that it has significant positive effects on future attitudinal loyalty [20]. Relevant
studies empirically tested the antecedents of loyalty in some business context and
found that service quality, product quality, service settings, promotions have strong
impact on cognitive/attitudinal loyalty [40]. Thus, it can be summarized that:

H2. Student experience has a positive impact on their loyalty in Vietnamese
university libraries.

From the general hypothesis and according to a research subject, as well as
customer experience measurements, three specific hypotheses can be extracted as:

H2a: Brand experience has a positive impact on student’s loyalty in Vietnamese
university libraries.

H2b: Service experience has a positive impact on student’s loyalty in Vietnamese
university libraries.

H2c: Post-purchase experience has a positive impact on student’s loyalty in
Vietnamese university libraries.

2.3.3. Customer experience and Word of mouth

Word-of-mouth (WOM) refers to a social behaviour including person-to-person
communication which enhances value co-creation to the networks of customers and
firms rather beyond current service encounters [41, 42]. WOM initiated by customers
in brand communities increases the opportunity for conversations in the next
interaction stage, bringing a new round of experience evaluation [42]. WOM was
found to be more effective in influencing customer’s behaviour than other commercial
sources [43] and show a strong impact on customer’s choice [44]. In the context of
service, the role of WOM is even greater as service is intangible in nature and WOM
can be used as a cue to evaluate a service.

Positive WOM is the desired outcomes of customer experiences [45]. Using
critical incident analysis technique, Buttle and Groeger (2017) found that respondents
are more likely to engage in positive WOM due to satisfied customer experiences [43].
Furthermore, Roy et al. (2017) pointed out the generation of WOM depends on how
satisfied the customers are with their experiences. Thus, satisfactory customer
experiences lead to positive WOM about products and services [7]. Therefore, it can
be hypothesized that a satisfactory customer experience will lead to greater WOM
communication. Hypothesis 3 can be proposed as:

H3. Student experience has a positive impact on their word-of-mouth in
Vietnamese university libraries.

From the general hypothesis and according to a research subject, as well as
customer experience measurements, three specific hypotheses can be extracted as:
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H3a: Brand experience has a positive impact on student’s word-of-mouth in
Vietnamese university libraries.

H3b: Service experience has a positive impact on student’s word-of-mouth in
Vietnamese university libraries.

H3c: Post-purchase experience has a positive impact on student’s word-of-mouth
in Vietnamese university libraries.

Basing on above literature review and hypothesis development, an analytical
framework is proposed as depicted in figure 1:

- ) /C )

Brand experience Student Satisfaction

Service experience :: Student Loyalty

Post-purchase
experience Student WoM

Student experience

N /

Figure 1. The proposed analytical framework

Post-purchase behaviour

3. Methodology

A questionnaire was built up to find out the impact of student experience on post-
purchase behaviour in Vietnamese university libraries. Measurements of student
experience in Vietnamese university libraries were developed from EXQ model
proposed by Klaus (2014) [6]. Measurements of post-purchase behaviour were
developed from the research of Klaus and Maklan (2013) [17]. The original
questionnaire containing 43 items in total was pre-tested in a small group of students
for readability and adjusted to fit in Vietnamese university library context. After the
pre-test stage, 15 items were removed due to incompatibility and 5 items were added.
The final questionnaire including 31 items was used to gather data (Table 1). The first
part of the questionnaire comprised student experiences and their post-purchase
behaviour dimensions; and the second part included demographic information. To
avoid questionnaire fatigue and comprehensive errors, all statements were positively
worded [43],

Data were collected in Vietnam from January to February in 2021. The target
group includes Vietnamese students who already had experiences with library service.
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According to Hair et al. (2006), the sample size should be at least 5-times higher than
number of question items to ensure the data’s validity and reliability [52]. This study
includes 31 items, as such, the minimum sample size should be 155 (equal to 31x5).
Therefore, 600 questionnaires were distributed randomly through social media
platforms such as Email, Facebook, etc... and 570 respondents are qualified, the
response rate is 95%. In this case, the research sample size meets the requirement of
quantitative analysis. The profile of the survey respondents is presented in Table 2.

Scales Items Source

The library has a good reputation [5], [46], [47]

I am confident in the library’s expertise

The library gives independent advice (on which
Brand product/service will best suit my needs)

experience | [ choose the library not because of the price alone

The people who work at the library represent its brand

well

The library’s reading materials have the best quality Pilot test’s result

from authors

The library’s facilities have the best quality Pilot test’s result
from authors

The library’s service is superior [5]

The library advised me throughout the process [5]1, [14], [48]

Dealing with the library is easy
The library keeps me informed
The library demonstrates flexibility in dealing with me
The library’s personnel relate to my wishes and
concerns

Service The people I am dealing with at the library have good
experiences | people skills
The library’s facilities are better designed to fulfill my
needs than their competitors’
The library’s online facilities are designed to be as
efficient as possible (for me)
The library’s facilities are designed to be as efficient as
possible (for me)

The library’s service settings are convenient for me Pilot test’s result
from authors
Post- I stay with the library because they know me [5], [14]

purchase The library knows exactly what I want
experience | The library keeps me up-to-date
My feelings towards this library service are very | [17], [49]
positive
I feel good about coming to library for the offerings I
Satisfactions | am looking for
Overall, I am satisfied with library and the service they
provide

JIOS, VOL. 46. NO. 2 (2022), PP. 453-471

460



JOURNAL OF INFORMATION AND ORGANIZATIONAL SCIENCES

I feel satisfied that library always produce the best
results that can be achieved for me

I consider to use this library as the first choice

[17], [50]

library

Loyalty I will use this library more in the next few years
Among many libraries, I only use this library Pilot test’s result
from authors
I always speak positively about this library to others [17]
I will recommend this library for my circle of friends
Word of (colleagues, families, peers...)
mouth I always encourage my circle of friends to choose this | Pilot test’s result

from authors

Table 1. Student experience and post-purchase behavior measuring scales

Table 2 revealed that most respondents in this study are females (53.3%) and fell in
the age group between 18-22 years old. Moreover, most respondents have
University’s degree (82.3%) and major in Economy (47.2%. The statistics also
revealed that most were from Vietnam National University, Hanoi (57.2%). In reality,
Vietnam National University is one of the leading academic institutions in Vietnam
with 8 universities, 4 affiliated schools, 13 service units, 48,357 students (from
undergraduate to graduate students) and 488 training programs [51]. Consequently,
current samples of this study are representative and reliable enough for this specific

context.

Variable Details Frequency (%)
Gender Male 258 453
Female 304 533

N/A 8 1.4

Age 18-22 years old 414 72.6
23-35 years old 91 16.0
36-45 years old 65 11.4

Education University 469 82.3
Master’s degree 62 10.9

Doctor’s degree 39 6.8

Major Economy 269 47.2
Technology 83 14.6

Education 52 9.1

Law 47 8.2

Social Science 30 53

Nature Science 24 4.2

Other 65 114

Place Hanoi 497 87.2
Others 67 11.8

Library Vietnam National University 326 57.2
Vietnam Commercial University 37 6.5

Foreign Trade University 29 5.1

National Economics University 36 6.3

Other 142 24.9

Table 2. Demographic profile of respondents (n = 570)
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4. Data analysis

Regarding the validity and reliability of the measurement scale, the confirmatory
factor analysis (CFA) using the maximum likelihood estimation was conducted to
verify the internal consistency of the measures and all constructs in this study.
According to Hair et al. (2006), a model with good fit will have a goodness of fit index
(GFI) above 0.90, Root Mean Square Error of Approximation (RMSEA) under 0.08,
Tucker-Lewis index (TLI) above 0.90 and Comparative Fit Index (CFI) higher than
0.90 [52]. Based on the CFA result , x 2 = 1344.638 (df = 422, p < 0.001), x 2/df =
3.186, GFI = 0.857, RMSEA = 0.062, TLI= 0.934 and CFI = 0.940, suggesting the
model was fit.

In order to assess the discriminant validity, this study applied the guideline
proposed by Fornell and Larcker (1981) which stated that the square root of Average
Variance Extracted (AVE) should exceed the correlation between any other two
constructs [53]. Based on data presented in Table 3, all square roots of AVE are higher
than the correlation between any other two constructs, thus confirming discriminant
validity.

According to Hair et al. (20006), three criteria must be fulfilled when evaluating
the convergent validity [52]. In particular, the standardized factor loadings should be
significantly linked to the latent construct and have a loading estimate of at least 0.60,
the value of AVE must be greater than 0.50 and the reliability score of constructs
should exceed 0.70. According to Table 3, all standardized loadings of the items were
higher than 0.60, the AVE of all constructs exceeded 0.50 and the reliability score of
all constructs exceeded 0.70; thus, convergent validity was confirmed.

Variable CR FL AVE 1 2 3 4 5 6
Brand 0.734-

experience 0.924 0.859 0.604 0.777

Service 0948 9808 6648 0732 0.804

experience 0.848

Post- 0.850-

purchase 0.830 6899 0.620 0.669 0.801 0.787

experience )

Customer 0.879-

satisfaction 0.914 0.906 0.728 0.716 0.854 0.831 0.853

Customer 0.786-

Loyalty 0.827 0.899 0.618 0.667 0.780 0.796 0.822 0.786
Word-of- 0.899-

Mouth 0.896 0.920 0.741 0.682 0.800 0.763 0.831 0.806 0.861

CR= Composite reliability;, FL = Factor Loading; AVE = average variance
extracted,; the diagonal entries (in Bold) represent the square root’s average
variation, and off-diagonals (in Italics) are the correlations between the constructs.

Table 3. Test results of convergent validity and discriminant validity
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Structural model and hypothesis testing

In the evaluation of the structural model, the fit statistics indicated that the research
model in this study provides an acceptable fit to the data (x 2 = 1344.638, df =422, x
2/df = 3.186, GFI = 0.857, RMSEA = 0.062, TLI = 0.934 and CFI = 0.940. The
estimation of the standardized coefficients indicates that the path between each
construct was positive and significant (p < 0.001 for all instances) in the research
model.

As for H3a, the results from Table 4 ( E =1.042, p < 0.001) indicate that post-
purchase experience has a significant positive influence on customer loyalty, thus

supporting H3a. As for H3b, the reults from Table 4 ( & =0.797, p < 0.001) indicate
that post-purchase experience has a significant positive influence on customer

satisfaction, thus supporting H3b. As for H3c, the reults from Table 4 ( & =0.823, p
< 0.001) indicate that post-purchase experience has a significant positive influence on
word of mouth, thus supporting H3c.

Hypothesised path S.R.W Critical Supported
[ ratio  (Yes/No)

Hla: Brand experience = Student’s loyalty 0.059 1.137 No

H1b: Brand experience = Student’s 0.035 0.854 No

satisfaction

Hlc: Brand experience = Student’s Word 0.063 1.301 No

of Mouth

H2a: Service experience = Student’s -0.121 -1.286 No

loyalty

H2b: Service experience = Student’s 0.164 2.284 No

satisfaction

H2c¢: Service experience = Student’s 0.067 0.800 No

Word of Mouth

H3a: Post-purchase experience = 1.042 10.233 Yes

Student’s loyalty

H3b: Post-purchase experience = 0.797 10.198 Yes

Student’s satisfaction

H3c: Post-purchase experience = 0.823 9.162 Yes

Student’s Word of Mouth
Notes: *p-value < 0.001. S.R.W = standardised regression weight

Table 4. Results of hypotheses testing

5. Discussion and implications

Discussion
This research proposes an analytical framework illustrating student experience factors
and their post-purchase behaviour. The validation of the framework has also been
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tested. According to the analysis result, only post-purchase experience positively
affects their post-purchase behaviours, including of satisfaction, loyalty and WOM.
This finding is partly similar to the previous study of Klaus (2014) which claim that
brand experience, service experience and post-purchase experience have positive
impact on satisfaction, loyalty and WOM [5]. Klaus (2014) also found that among the
three factors, post-purchase experience has the strongest effect on loyalty and WOM
implying extra attention from managers to this dimension [5].
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Figure 2. Model summary

On the other hands, there are some differences in this research findings as compared
to other studies. In particular, brand experience and service experience do not
positively influence student satisfaction, loyalty and WOM in Vietnamese university
library context. The result seems to contradict as most prior research proved the
significant influence of brand experience and service experience on satisfaction,
loyalty or WOM [20], [42]. However, this result reflects the situation of Vietnamese
university library.

In Vietnam, university libraries are internal units within a university and their
main users are the people who study and work there, thus they know the library quite
well and it is usually their only choice, therefore their behaviours are not affected if
they have either good or bad brand experience. Furthermore, regards to service
experience, many Vietnamese students lack sufficient knowledge of technology usage
in the library; in fact, only 51.8 percent of library users are competent in using
computers [54]. Although several educational programmes related to digital library
service have been introduced to students, they are still not aware of digital or advanced
physical evidence in libraries [54], [55]. Besides, human resources in libraries do not
match customer demand or expectation; especially, qualified staffs are in shortage
[54]. This problem is quite noticeable, but cannot be solved instantly [54]. Therefore,
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Vietnamese students normally do not pay attention on service experiences, such as
library staffs or physical environment during usage process. In other words, service
experience is considered as an obvious aspect in this specific context, which do not
bring major impact on customer satisfaction, loyalty or even word of mouth. However,
the importance of service experience should not be underestimated and need to be
raised in the future.

Implications

For managers, it is important to provide excellent post-purchase experience so as to
increase student satisfaction, loyalty and WOM. To do that, Vietnamese university
library should pay more attention to student familiarity, retention, service recovery
and post-service pleasure.

Firstly, university libraries could treat students as collaborator and create a
participatory service by encouraging them to provide comment, reviews or ratings for
reading materials. This encouragement not only provides informative offerings for
subsequent users but also makes customers feel more attached to the library as a
contributor.

Secondly, post-service customer feedback system should be implemented and
addressed in a timely manner. If frustrated students can get their messages to service
provider and received proper support, they may retain or even feel delighted [56]. The
customer feedback system helps increase customer retention, guide service recovery
and create post-service pleasure. Additionally, libraries can avoid loss resulted from
disappointed students.

Thirdly, university libraries could apply technologies to create a better experience
for students. Mobile application is a good way to stay connected with readers after
their visits as well as update new information to them. In addition, it is convenient for
readers as they can get access to library’s online data base and manage borrowing
activities. However, it requires digitalization of the traditional data base which poses
a challenge in Vietnam context where digitalization process of academic libraries is
not fully implemented [57].

Last but not least, although brand experience and service experience do not have
great impact on satisfaction, loyalty and word of mouth in library services; library
managers still need to focus on maintaining and developing these aspects. Particularly,
library managers can raise students’ awareness towards their brand by enhancing
marketing activities or building popular brand image of organization. Besides, it is
important to improve service and infrastructure quality by adding modern devices,
valuable reading materials and qualified employees.

For researchers, several theoretical implications can be considered. The study was
conducted to figure out students’ perception of their university library experience and
its impact on their behaviours. As shown in the result, only post-purchase experience
positively influences student satisfaction, loyalty and WOM in Vietnamese university
library context. This is a difference as compared to previous studies and it should be
validated by future research in different context [44]. Furthermore, this study only
examined the 3 outcomes of student experience on their behaviours, other variables
could be the interest of future studies. For example, trust can be a potential outcome
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of good customer experience as customers are more likely to trust the ability of a
service provider if they are pleased during their journey. Last but not least, it worth
noting that this study was carried out in the period of Covid-19 pandemic which might
bring significant impact on students’ experience in university libraries. Therefore,
future research should eliminate this temporary phenomenon by conducting research
in normal condition.

6. Conclusion

Basing on the theory of Klaus (2014) and Kuppelwieser and Klaus (2021), this paper
has examined the relationship between student experiences and their post-purchase
behaviour in the context of Vietnamese university libraries. The data were collected
from a sample of 570 Vietnamese students, which are diverse in age, genders,
academic years and universities. As a result, among three dimensions of customer
experience, only post-purchase experience has statistically significant impact on their
post-purchase behaviour in term of satisfaction, loyalty and word-of-mouth. This
result is slightly different from previous works of Klaus and Maklan (2013), Klaus
(2014) and Kuppelwieser and Klaus (2021), which can be considered as a new finding
in this specific context. Practically, this study recommends several implications in
order to enhance Vietnamese students’ experiences in library service, which in turn
result in satisfaction, loyalty and word-of-mouth. Finally, managers in university
libraries can utilize these new findings with a view to developing Vietnam library
service prosperously.
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