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An executive plays an integral part to ensuring the success of an organization. When measuring an organization’s e-commerce and social media characteristics and behaviours, executives need to pay attention to market leads; the nature of customers in term of index response; nature of the organization; demographics; the cost of the assessment; values; and organization-customer relationships (Andam, 2014). Essentially, an organization that greatly considers the above key variables can easily achieve success. Hence, a well-informed organization’s executive must consider the factors. 

Despite e-commerce providing customer satisfaction, there are numerous challenges associated with trying to improve it. To start with, there are technologic hitches or problems on the e-commerce site (Barnes & Hunt, 2013). To be more productive, the e-commerce should have online availability at all time since some of the customers prefer doing business at odd hours. In the case of technical hitches, the organization is likely to face setbacks. There is also the problem of the cost of maintaining the infrastructure. In most of the cases, many companies find it very expensive to maintain their e-commerce services due to the cost.

In addition, lack of skilled staff to assist in improving the e-commerce is also a big challenge. In most cases, many of the organizations rely on semi-skilled personnel to facilitate the transformation (Turban et al, 2015). Moreover, building customer trust is also a headache to many of the organizations. Despite most of the organizations having the necessary infrastructure, most of the companies face the challenge of winning the attention and loyalty of the customers. Apart from the aforementioned factors, lack of consumer education about their rights poses a big challenge to the organization. For instance, Apple Inc faces a lot of technological lapses before hitting the market. The consumers are also not aware of what to do if their needs are not satisfied as they expected,

In the recent past, Apple Inc. experienced building a good report with customers in the Middle East.  Apart from the challenges mentioned, there is also a problem with the amount of effort and time needed to invest in improving the e-commerce services (Dunning, 2012). A lot of time is being spent to improving the e-commerce, and the time and effort can result in a high cost for the implementation. 

In undertaking the e-commerce customer satisfaction, the organizations need to pay huge attention to best practices. This is because best practices are the cornerstones towards positive growth and development. In the organization setting, time is a major factor towards the success (Barnes & Hunt, 2013). The organization needs to ensure that the online services are done in a manner which is convenient and fast. The organization needs to incorporate these two factors in order to easily achieve goals. Moreover, the organization needs to build a seamless user interface. This can be done by ensuring that the organization is always ahead of their customers in term of fulfilling customer’s wants and demands. 

Furthermore, the organization needs to construct informative product catalogs. This will ensure that the customers have rich information to enable them to make wise decisions before deciding to purchase goods (Andam, 2014). The organization must also understand the needs to learn about the locations of their current and potential customers in order to strengthen their e-commerce customer relationships in those areas. The interactive customer services are also essential to improve the services provision through the networks. Interactive customer service enable customers to orders, make payments, and channel their grievances at their convenience.
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