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Sales leaders who seek to maintain the 
best levels of both profit and customer 
loyalty need to choose as a starting point 
the ability to create an enterprise-wide, 
360° view of their customer through 
the benefits of data science and price 
optimization, as the author explains. 
Peter Ostrow is the Vice President and 
Research Group Director for the cus-
tomer management research practice, 
and principal analyst, sales effectiveness, 
at the Aberdeen Group, a provider of 
fact-based research focused on the global 
technology-driven value chain. He can 
be reached via www.aberdeen.com.

Connecting the Dots:  
Leveraging a 360° Customer View 

With a strong case made 
for leveraging Big Data 
for sales leaders, the nuts-
and-bolts activity needed 

to support successful price optimization 
deployments can often remain a challenge 
for the classic, non-technical sales execu-
tive. Indeed, there is a legitimate reason 
why business development and customer 
management organizations often lag be-
hind other lines of business when it comes 
to embracing modern data management 
tools and techniques. Simply put, they 
haven’t had to do so. Sales leadership, 
however, is no longer held accountable 
solely for top-line results – how many 
widgets, seats, or hours did we sell this 
quarter? – but is increasingly required to 
address contemporary bottom-line out-
put, e.g., running their own part of the 
business … like an actual business.

Perhaps the most obvious lesson B2B cli-
ent management leaders can learn from 
today’s consumer-driven environment is 
that the existing customer, or first-time 
buyer, is pretty much in charge of ev-
erything these days. In our private lives, 
we are all highly accustomed to the con-
temporary, hyper-driven, Internet-fueled, 
social media-equalizing opportunities 
we have to express our voice as a global 

community – all in the interest of get-
ting the best deal possible. Indeed, woe to 
the airline, retailer, or manufacturer who 
upsets the wrong consumer at the wrong 
time, and pays an all-too-public price for 
not putting the customer first.

This is where the benefits of data science 
and price optimization come directly to 
bear on the relationships that we build 
and maintain with our revenue-producing 
clients and accounts.

Sales leaders who seek to minimize the 
likelihood of losing customers or new 
deals, and to maintain the best levels of 
both profit and customer loyalty, need to 
choose as a starting point the ability to 
create an enterprise-wide, 360° view of 
their customer. Ideally, this means that 
all customer-facing personnel in your or-
ganization have an identical understand-
ing of the specific facts associated with 
every account and buyer. It matters not 
whether their own individual workload 
relies on systems of record – from the 
CRM to the marketing automation plat-
form (imagine knowing which 50% of 
your marketing budget is working) – and 
from the contact center deployment to the 
audit trail of all their historical transac-
tions. In other words, the demographic, 
firmographic, and financial record of the 
companies and individuals to whom we 
sell should not represent multiple “ver-
sions of the truth” to different individuals 
or groups within our selling organization.

Research directly associates better perfor-
mance with better customer data manage-
ment, and showcases a number of eas-
ily accessible technologies – master data 
management, customer data integration, 
and of course price optimization – that 
can help enterprises unify their multiple 
views of the customer record into one reli-
able, and consistently updated, version of 
that elusive truth.

I personally experienced the downside of 

resisting this approach a couple of years 
ago, when I converted my physical Bos-
ton Globe subscription into a Kindle ver-
sion that was easier to read on a crowded 
commuter train. I called the venerable old 
newspaper to let them know that I was 
remaining a loyal customer, but would be 
consuming their content in a new channel 
format. The contact center that took my 
call clearly had no customer data integra-
tion between their broadsheet and digital 
publishing arms, because their only re-
sponse was to try and keep me as a tra-
ditional customer … by offering a lower 
monthly price generally reserved only for 
“new subscribers.”

This tactic was offensive since they were 
blatantly acknowledging that my 20+ 
years of customer loyalty held less value 
than net-new business. It was also illogi-
cal, because I continue to this day to buy 
their product, albeit via Amazon.com. 
Even more ridiculously, a few weeks later 
a different Globe call center representative 
reached out to me with another win-back 
attempt, which still represented a price 
point that was double my new Kindle 
expenditure, with another seller still not 
comprehending that I was still a customer.

The principal owner of the Boston Red 
Sox recently picked up the Globe for 
30% less than the value of baseball play-
er Dustin Pedroia’s new contract. So it’s 
not surprising when a dinosaur institu-
tion such as a traditional newspaper fails 
to grasp the value of the relatively small 
investment in developing a 360° customer 
view. But contemporary enterprises seek-
ing to maintain or grow their business 
have little choice but to put the buyer 
first. If they hope to optimize the custom-
er’s experience through “the right offer at 
the right time” and the ability to predict 
which leads, accounts, buyers, geogra-
phies, and industry verticals are most like-
ly to result in a win-win for both buyer 
and seller, they need to get on the modern 
bandwagon of data science. 


