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A STEP-BY-STEP 
GUIDE TO ACHIEVE 
A DYNAMIC, SINGLE 

CUSTOMER VIEW
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WHY THIS MATTERS

Technology is changing consumer expectations for brands to know their customers, anticipate their 
needs and value them for their time and business. Many brands are struggling to meet these expectations 
because technology is changing at such a rapid rate, and it’s evolving how consumers are capable 
of engaging with a brand as well as their perception of a brand’s ability to engage with them. These 
expectations are driven by many different types of channels that didn’t exist 10-15 years ago. With far more 
channels to service than ever before, brands are dealing with a complex environment with great potential 
for error. That’s where technology becomes super important, and how brands leverage that technology 
becomes even more important. 

WHY THERE’S A PROBLEM

The customer engagement ecosystem encompasses marketing campaigns, customer experiences 
across different channels like web, apps, in-store, commerce experiences, online and on mobile devices, 
service, or clienteling. Many of the problems and barriers that prevent brands from meeting customer 
expectations start with data silos and bottlenecks across the different systems that brands use to engage 
with customers.

Data moves at a certain rate from all these systems into the ‘360 degree view of the customer.’ 
Brands have taken all this data that they’ve received from different channels and put it in a generalized 
MDM or a data warehouse to create a perceptional, static, historical customer profile. That data has certain 
latencies depending on the channels and how quickly that data is received. 

However, even though brands have a good repository of information about customers they engage with, 
there’s still a massive gap between insight and action. There’s a delay between the data flowing into 
the central data warehouse from an engagement with a customer and applying that data to campaigns. 
Even when it comes to strategizing adjustments to certain types of marketing campaigns or customer 
experience initiatives, it may take 5-6 weeks from analyzing customer segmentation to when a brand is 
actually capable of delivering and measuring the impact of customer experience on those scenarios. 
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WHAT’S THE RESULT?

That latency results in bad customer experiences, missed opportunities and lost revenue. The good news? 
There’s an alternative. Right now, you’re likely dealing with slow and static environments and historical, static 
views of the customer, slow data moving in batch between systems, manual list-based segmentation, and 
scheduled campaigns. It’s time to move to an environment where your view of who the customer is and what 
that customer is doing across different channels is updated in milliseconds by streaming data from all source 
systems into one operational profile in real time, so that when customers act you can react not only with 
marketing campaigns, but also with opportunities to drive the customers towards particular goals you might 
have around customer experience, as well as triggering off of behaviors. For example: a customer enters 
your store, your hotel, your restaurant -- what should you do with them? Who should greet them? How do we 
know the different ways that they should be treated based on how the customer is valued? 

That all sounds great, right? But how do you actually get your organization from your current state to your 
desired state? Do you have to walk away from all your prior martech investments and do a total do-over? No. 
Let’s walk through some steps to help you achieve this dynamic, single view of the customer by modernizing 
the environment in which you’re operating to make engagements with your customers data-centric.

STEP 1: ALIGN YOUR ORGANIZATION AROUND 
A DIGITAL TRANSFORMATION 

According to Progress “85% of enterprise decision makers feel they have a timeframe of two years to make 
significant inroads on their digital transformation before suffering financially and/or falling behind their 
competitors.” The average tenure of today’s CMO is increasingly brief. There’s no time for do-overs, but there 
is a mandate for quick wins. 

https://www.progress.com/papers/state-of-digital-business-2016-report
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The first thing you need to do is align your organization around a digital transformation. A lot of organizations 
are not aligned around what it means to create that single view of the customer or why they should 
create it. Many brands have tried to solve their digital transformation by layering in technology across 
their organization. It’s no surprise that, according to a 2016 BT Global CIO Report, 39% of companies said 
implementing a digital strategy across the organization is their biggest digital transformation challenge. In 
order to overcome this hurdle, you have to take a step back and look at how technology may change the 
way you engage with customers and rethink how your organization and teams must be structured to respond 
to that. Often times, the architecture for martech or for solutions within the context of organizations reflects 
the structure of that organization. As a result, the barriers that the organization introduce are human barriers, 
not just technology barriers. Think about how your organization needs to be aligned around the digital 
transformation versus aligning the digital transformation around your organization. 

By creating the concept of a digital transformation within your organization and setting some goals related 
to that transformation--one of which being to achieve this single view of the customer for operations, for 
marketing, for sales enablement, etc.--you can better set yourself up for success when it comes to not only 
that particular initiative, but also all future initiatives related to how technology can transform your business. 

STEP 2: ESTABLISH THE GOLDEN RECORD 
OF CUSTOMER ENGAGEMENT ACROSS 
YOUR ORGANIZATION

The second step is to come to an agreement across your team to establish the golden record of customer 
engagement. This means defining the type of data that needs to become available in real time to power your 
different customer engagement channels. 
 
Many times, each group within an organization has different data needs in relation to the customer. For 
example: customer care may have different needs than marketing. Organizations need to come to an 
agreement on what data you need to store; how you need to normalize that data across the organization; 
what’s the contract for sharing that data across the organization; and what data is necessary to power 
positive customer experiences across channels whether that be customer care, in retail, on your website, etc.

https://www.globalservices.bt.com/us/en/point-of-view/the-digital-cio
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STEP 3: MOTIVATE YOUR CUSTOMERS TO 
LEAN IN AND IDENTIFY THEMSELVES

The third step is to invent ways to motivate your customers to lean in and identify themselves. Identity 
resolution is a challenge for many organizations. Understanding how data is connected to a particular 
customer tends to fall into two classical buckets--one being statistical identification, and the other being 
deterministic identification. Many companies that have spent a lot of time with statistical have many issues 
with the data because the message around statistical approximation of customer identity tends to have 
significant hold, and the accuracy level tends to be around 30-40% in the best case. As a result, there’s a 
lot of misidentification of customers. 

In order to achieve the personalization necessary to drive truly great engagement you need ways for your 
customers to opt-in to experiences. Those might come in a variety of different ways. For example: they 
could come from downloading a mobile app and opting into certain types of personalized communication, 
or getting involved in some sort of incentive or loyalty program. As Forbes reported, 80% of consumers 
were positively influenced into sharing personal data with companies when they received special offers 
or data-enabled benefits. These included reward points and product recommendations. The point is that 
these systems are effective at creating a recurring reason for you to communicate with and engage with 
your customers. 

STEP 4: LEVERAGE TECHNOLOGY TO 
REDUCE LATENCY IN SHARING THE GOLDEN 
RECORD ACROSS THE ORGANIZATION

The fourth step is to leverage technology to reduce the amount of time it takes to share that golden 
record across your organization. Every new marketing system that you introduce in your marketing 
tech stack is going to increase the latency to recognize who the customer is and to deliver value to 
that customer. When evaluating technology you should be evaluating systems that allow you to do the 
opposite, which is decrease the amount of time it takes to share that information. 
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For example: if I called customer care about an issue I had with a product from my car in the parking lot of 
the storefront and then walk into the store with the same problem, the agent at the store should be aware 
through some technology that I had just called customer care.  

For most brands, that particular use case is not achievable. In many cases, it’s a new engagement; it’s a 
continually frustrating experience. However, with the right technology, you can move to a world where 
the individual on the phone can actually introduce you to the agent who’s going to be made available 
within 10 minutes at the storefront. That individual will be aware of your problem and ready to help you. 
Reducing that latency by selecting the right tech will allow you to share the information necessary across 
the organization to fuel better customer engagement. 

YOU ACHIEVED A SINGLE VIEW OF THE 
CUSTOMER...NOW WHAT?

So once you’ve done these things, you’ll now have a dynamic, single view of the customer...now what 
should you do? 

VIEW CUSTOMER BEHAVIOR IN CONTEXT

Now you’re capable of viewing customer behavior in context. As a result, you’re able to view not only 
the state of the customer--that they had a particular issue or bought a particular product--but also where 
they bought that product, when they bought that product, if they returned that product, did they call 
customer service, what was the conversation, what was the outcome of that call. Viewing not only who the 
customer is, which is important, but also who the customer is in context of all the other actions, activities 
and characteristics allows you to create a better customer experience. Extending that customer view to 
machines allows you to take advantage of the future of things for enriching the experience based on AI or 
machine learning. 
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APPLY RULES OF ENGAGEMENT

Now that you have the ability to see a contextual customer view, what is happening with a customer from 
a behavioral and transactional perspective, you can apply rules of engagement that allow you to create 
new experiences for the customer. These rules of engagement may be related to the type of personal 
experience customers get when they shop at retail storefronts. Maybe when a particular individual who’s a 
member of your loyalty program checks in at your hotel, a text message is triggered to one of the agents 
in the hotel to let them know that one of their most valuable guests has just arrived. That type of rule-
based engagement can trigger new types of experiences for customers that didn’t exist before.

EXECUTE THE NEXT BEST _______.

For the last decade and a half people have talked about predictive analytics. They’ve talked about the 
promise of the next best offer, but you need to achieve customer engagement beyond incentives and 
offers, and go to the next best experience. For some consumers, that’s as simple as saying hello and 
recognizing who they are when they enter one of your retail locations. Other consumers may have a 
different concept of value; they might want the next best offer. 

There’s an evolution to the next best action--the next best thing we should be doing with the customer 
and being able to measure how that particular action influences the goals we have as a business. Those 
goals might be acquisition, sales, cross-sell, upsell, increased loyalty and retention, could be related to 
customer save. A conversation in a retail environment may be worth much more than an incentive driving 
value around increased share of wallet, increased basket size.

PITFALLS AND CAUTIONARY TALES

Let’s talk about some pitfalls and cautionary tales when it comes to deploying this type of technology 
across your organization. 
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Organizations may try to use one technology to solve many problems. It’s not enough in some cases 
to just deploy technology across your current organization. Sometimes, in order to recognize value in 
technology, it may be necessary to change your organization. 

Even when starting that first step to commit to a digital transformation, create a digital transformation 
team that exists cross-functionally and provides context on how each individual business division 
leverages tech today and how technology could be a force multiplier for them in the future if the use 
of that technology was to change. According to Sloan Review, “90% of digitally maturing organizations 
— companies in which digital technology has transformed processes, talent engagement, and business 
models — are integrating their digital strategy with the company’s overall strategy.” Make sure you select 
the right technologies for the right jobs and that you’re deploying technologies that go beyond the 
organizational structure that you currently have within your company. 

In the data management space and the martech space there are many companies with a high level of 
expertise using and leveraging specific technologies to solve specific problems for your organization. 
In some cases, they’ve invested hundreds of millions of dollars in perfecting, managing, deploying and 
operationalizing these technologies. However, some organizations decide to build their own custom 
solutions with similar tech without recognizing the amount of investment that they would need to make 
in order to be experts at that technology. In those situations, there’s a lot of technical debt incurred as 
a result of building their own solution versus buying a new technology. Avoid that mess and eliminate 
technical debt by partnering with the best companies in the world across different domains. 
 
 
 
About SessionM
SessionM’s technology allows you to deliver one-to-one, real-time engagement and loyalty at scale. Built 
on a real-time, mobile-first architecture, our platform gathers first-party data about your users to build a 
database of dynamic profiles about your key in-app events and behaviors. By applying our real-time rules 
engine solution against these events and behaviors, you can trigger personalized user engagement at 
the moments of impact. Using those behaviors, you can define key milestones to reward customers and 
unlock new program features, keeping their engagement for the long-term and expanding their loyalty.

For more information on SessionM, visit sessionm.com


