
Volume 9 Issue 4                                                                       @ July - August 2021 IJIRMPS | ISSN: 2349-7300 
 

IJIRMPS2104231843          Website: www.ijirmps.org Email: editor@ijirmps.org 1 
 

Customer 360: A Holistic View 
 

Balaji Ethirajulu 
 

balaji.ethirajulu@gmail.com 

NC, USA 

 

Abstract 

In today’s data-driven world, companies want to have a clear understanding of their 

customers. Customer 360 was designed to deliver unified customer data across all touchpoints that 

would allow companies to provide more individualized experiences, make better decisions, and build 

loyal customers. This article explores the core value proposition, perks, and challenges of a customer 

360 strategy. By bringing together data across different sources, including CRM, marketing 

automation tools, and social media feeds, companies can establish one true-to-truth for customer 

data. This integrated picture helps companies create targeted marketing campaigns, customer service, 

and product optimizations. However, the implementation of customer 360 best practices should be 

done in a way that’s mindful of data quality, privacy, and security. The article provides best practices 

on data integration, analytics, and personalization, as well as how new technologies such as AI and 

machine learning can help enhance Customer 360 initiatives. 
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1. Introduction:  

The speed of digitization of the market has radically changed the way businesses deal with their 

clients. When all the data comes from different sources, such as social media, online shopping, customer 

reviews, and CRM, corporations are overloaded. But this volume of data brings a new puzzle with it: how 

do we gather and analyze this data to learn everything about customer behavior, preferences, and needs? 

The Customer 360 approach overcomes this problem by giving a 360-degree view of each 

customer. Combining data from multiple sources allows organizations to create a single point of truth that 

includes the entire customer journey, starting from their first contact to after-sales. This consolidated 

perspective helps businesses Provide personalized services, improve customer experience and customer 

loyalty, drive more efficient marketing campaigns, and make data-driven business decisions. 

 

2. Customer 360 Core Values: There are three pillars to Customer 360 — data integration, real-time 

analytics, and customer focus. 

 

• 2.1 Data Integration: Data integration is the process of connecting disparate data to form a whole. It 

involves collecting data from CRM, social media, customer service, transactions, and so on. Data 

integration requires data management procedures like data cleaning, normalization, and transformation to 

make the data accurate and reliable. 

 

• 2.2 Real-time analytics: Real-time analytics involve analyzing and crunching data in real-time to deliver 

real-time information. It is important for businesses to be able to react quickly to customer interactions 
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and make accurate decisions. In the area of advanced analytics, such as machine learning and AI, real-time 

data processing becomes a key component of predictive and prescriptive analytics. 

 

• 2.3 Customer-Centricity: Customer-centricity is the concept that sets the customer at the heart of all 

business decisions and operations. Using customer-first thinking, companies want to anticipate and 

recognize customer needs and want to provide customers with relevant and tailored experiences. It is not 

just about marketing and sales but about the entire customer journey, from product creation to customer 

care and after-sales. 

 

Figure 1: Customer-Centricity Framework 

 
 

3. Benefits of Customer 360: Customer 360 offers many key benefits that can improve different aspects of 

a business and its relationships with customers. 

 

• 3.1 Better Customer Experience: With a holistic understanding of each customer, companies can adapt 

their engagement and services to fit individual customer demands and preferences. This personalization 

increases customer satisfaction, loyalty, and retention. For instance, Customer 360 insights can help a 

retailer recommend products based on a customer’s past purchase history and browsing habits to enhance 

the customer’s shopping experience. 

 

• 3.2 Increased Sales and Revenue: Customer 360 allows companies to find cross-selling and up-selling 

opportunities based on customer interests and behaviors. This personalized solution can generate more 

sales and revenue. For example, a financial services organization can leverage Customer 360 insights to 

provide customers with personalized investment guidance and products, driving increased customer 

satisfaction and financial success. 

 

• 3.3 Improved Operational Efficiency: A holistic view of customer information helps automate business 

processes and boost operational efficiency. Businesses will be able to shrink data silos and eliminate 

redundancies by aggregating data from different sources. This improves the decision-making and 
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allocation of resources. For instance, a telecom firm can leverage Customer 360 data to drive the customer 

service process, cutting down the time and effort spent in solving customer complaints. 

 

• 3.4 Better Decision: Making Customer 360 offers businesses insights to help them make better strategic 

decisions. Customer data enables organizations to see trends, patterns, and opportunities and make data-

driven decisions. For example, a physician can utilize Customer 360 insights to create health and wellness 

campaigns that align with the demographics and history of patients. 

 

Figure 2: Benefits of Customer 360 

 
 

4. The Deficiencies of Customer 360: While the potential for Customer 360 is enormous, implementation 

comes with a few difficulties that companies need to address to succeed. 

 

• 4.1 Data Quality Constraints: One of the main data quality issues with Customer 360 is that data quality is 

very important. Uncompleted, false, outdated, or invalid data can compromise a Customer 360 

solution. For data quality, organizations need to invest in robust data management methods such as 

cleansing, validation, and governance. 

 

• 4.2 Integration Challenges: Data from many different sources can be messy and time consuming to 

integrate. The technical problems posed by businesses will include data compatibility, system 

interoperability, and data migration. Furthermore, integrating legacy and third-party data might take a lot 

of time and effort. 

 

• 4.3 Privacy Issues: Collecting and utilizing customer data is a major privacy issue. Organizations also 

have to adhere to relevant data privacy laws, including the General Data Protection Regulation (GDPR) 

and the California Consumer Privacy Act (CCPA). Strong data security practices and customer consent for 

data collection and processing are critical in addressing privacy concerns. 
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• 4.4 Cultural and Organizational Obstacles: Driving a customer 360 initiative requires cultural change to 

be customer-centric and data-driven. It could be in terms of organization, process, and attitude. Companies 

have to create a culture that values customer knowledge and enables cross-functional alignment toward a 

shared understanding of the customer. 

 

5. Real-world Use Cases: The Customer 360 principles and benefits are found in real-world use cases 

across all industries. 

 

• 5.1 Retail Industry: Retail Customer 360 helps businesses personalize shopping and cultivate loyal 

customers. Shop owners can also use the data to understand what is going on in the minds of consumers, 

what their tastes and trends are, to customize campaigns and product recommendations. A retail shop, for 

example, can use Customer 360 data to recommend customer outfits according to the customer’s 

preference in fashion and previous purchases. 

 

• 5.2 Banking and Financial Services: For banks and financial services, Customer 360 provides a 360 

degree view of the customer's spending habits and needs. Banks can leverage this information to provide 

personalized financial products and services, to serve customers better, and identify cross-sell and up-sell 

opportunities. Customer 360 analytics, for example, could enable a bank to offer customers the right 

investment advice based on their needs and risk tolerance. 

 

• 5.3 Healthcare Industry: In the healthcare field, Customer 360 enables clinicians to deliver customized 

care and improve outcomes. Data gathered from electronic health records, wearables, and patient 

interactions give clinicians a holistic view of the patient. It enables them to personalize care plans, monitor 

patient’s medical progress, and intervene. A doctor, like an oncologist, can use Customer 360 data to 

identify patients at risk of chronic disease and offer personalized interventions. 

 

6. FuturePlans: With the ever-evolving technology, the Customer 360 will be far more powerful and will 

be able to tell you even more about customer behavior and wants. 

 

• 6.1 AI/ML Compatibility: AI/ML compatibility will further enhance Customer 360 solutions. AI and ML 

enable you to digest big datasets, find patterns and trends, and give you predictions and prescriptive 

guidance. AI algorithms, for instance, could predict customer churn and make retention recommendations 

based on previous data and customer habits. 

 

• 6.2 Data Security on Blockchain: Blockchain has tremendous potential to improve the security and 

privacy of data for Customer 360 products. By providing a secure and transparent data ledger, blockchain 

can secure customer data from unauthorized access and maintain data integrity. For instance, a financial 

institution can adopt blockchain to store and disclose customer financial information to authorized parties. 

 

• 6.3 Real-Time Analytics: Real-time analytics will help companies learn from customer data in real time 

and adapt immediately to the customer’s behavior. You can analyze customer activity, engagement, and 

marketing efforts in real time using real-time analytics. For instance, real-time analytics could help a 

retailer monitor how consumers interact with its website and offer customized offers and 

recommendations in real-time. 
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Figure 3: Real Time Analytics 

 
 

• 6.4 More Personalization:Customer 360 of the future will feature more and more personalization due to 

data analytics and AI. Companies will be able to design highly individualized experience based on 

individual customer requirements and preferences. A travel agent, for instance, can use Customer 360 data 

to offer a personalized itinerary in response to a customer’s travel experience, interests, and reviews. 

 

7. Conclusion: 

• Customer 360 is essential for businesses interested in thoroughly analyzing and engaging with their 

customers. It delivers an integrated overview by consolidating information across CRM, social 

networks, purchase history, customer support, and more. When all these multiple data sources are put 

together and further enhanced with sophisticated analytics, businesses gain a comprehensive view of 

their customers. This omni-channel perspective allows organizations to offer personalized experience, 

increase customer loyalty, and make strategic decisions. 

 

• However, Customer 360 isn’t a simple move. Poor data quality, integration, and privacy issues are the 

biggest challenges that companies will face. Data is key, and data needs to be aligned with data because 

false or outdated data is awful for decisions. Connecting disparate data is technically involved and time-

consuming and requires data management expertise and technology investment. It is also important for 

companies to know the data privacy issues and adhere to GDPR or CCPA to ensure that customers are 

not at risk. 

 

• Nevertheless, the rewards for an effective Customer 360 methodology are significant. Businesses can 

boost customer satisfaction by offering personalized and relevant experiences tailored to the customer’s 

needs and preferences. More significant customer insights allow businesses to discover new cross-

selling and up-selling opportunities, driving increased sales and revenue. In addition, operations are 

enhanced due to the elimination of data silos and streamlining of processes leading to improved resource 

planning and decision-making. 

 

• With the advancement of technology, the Customer 360 model will grow even more 

powerful. Advanced AI/ML algorithms will enable even greater mining of customer patterns and 

preferences for predictive analytics and better customer segmentation. Blockchain can safeguard 

information and keep customer data safe and secure. Statistical analysis will be vital for businesses to 

respond rapidly to customer interactions and market dynamics. 
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• Businesses can have an edge if they approach things in a customer 360 manner. With this 360-degree 

view of the customer, a closer and more authentic connection is created, and customer retention and 

relationship longevity improve. Businesses that leverage Customer 360 will be better able to anticipate 

customer demand, deliver higher-quality experiences, and ultimately gain an edge in their 

fields. Customer 360 gives the potential to see and serve customers as individuals. 
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