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Covid-19 has disrupted the way consumers buy
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impulsively tends to experience post-purchase

. \ / nder such intensive emotions, purchasing online | / "
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could make customers feel even frustrated and

worried about purchased products that may not

products and services causing unprecedented change

work, items perhaps may not arrive on expected The findings of this research will provide

to consumer’s routines. Consumers have been dissonance (Telci et al. ,2011), therefore, brands

date, their billing might be wrong, they may regret marketers 1mportant insights for maximizing

confined to their homes and have had to adopt the need explore on how to create a frictionless online

their purchase and would demand exchange or customer experience by adjusting their processes

Internet as their sole provider of communication, customer experiences during Covid 19 pandemic.

refund. As Telci et al. (2011) stated that consumers to the consumer’s habits and behaviour to provide

entertainment and a provider of theirr wants and A research from Fontanella (2020) shows that

who purchases online impulsively tends to pleasant experiences. The results will help the

needs. This new lifestyle has the power to change customers are twice as likely to share reviews after

experience post-purchase dissonance, which is retailers to develop effective strategies that may

consumer behaviour. With lockdown restrictions, a negative experience with brands than they are

caused by post-purchase anxiety of possible be helptul of dealing with impulse buying during

consumers are relied on online shopping because they after a positive experience. Thus, during the

unexpected consequences. Thus, creating a uncertain times and fearful environment.

are unable to go into a retail setting, thus online pandemic 1mpulse purchase, 1t i1s essential that

frictionless customer experience 1s becoming a

consumption has exponentially risen. brands know how to prevent resolving a service

harder task for companies in extraordinary times,

L I teratu re reVI eW retaills have to manage customer experiences and

Recent studies point out the pandemic leads to more design strategies to increase customer satisfaction

issue during first interaction with the customer and M
remove friction from the service experience to

improve customer satisfied and loyal. Thus, this
impulse purchase online (Tahir et al., 2020; Addo et i and loyalty.

research aims to help brands to understand how to

al., 2020; Akhtar et, al., 2020), as impulse purchase

behaviour occurs when consumers experience an ReS ear C h g ap

expected, intense, and continual mmpulse to buy

manage online customer experience of pre and

post- impulse purchase during Covid 19 pandemic.
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