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Abstract: The marketing analytics landscape is being transformed by the convergence of Generative AI and Advanced Attribution 

Models. Generative AI enables the creation of unique, personalized content, revolutionizing customer engagement and campaign 

optimization [3 - 6]. Advanced Attribution Models provide unprecedented insights into the complex customer journey, tracking the impact 

of touchpoints and channels on conversion rates [7 - 10]. This article explores the integration of these cutting - edge technologies, 

demonstrating how organizations can harness their synergies to drive measurable improvements in marketing performance [1 - 2]. 

Through case studies and analysis, the study examines the practical applications, challenges, and strategic implications of this 

transformative approach [11 - 12]. The findings offer valuable insights for practitioners, data scientists, and leaders, providing a roadmap 

to leverage Generative AI and Advanced Attribution Models to revolutionize marketing strategies, enhance customer experiences, and 

achieve sustainable growth in the digital age [1 - 2].  
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1. Introduction 
 

The field of customer journey analytics has undergone a 

transformative shift in recent years, driven by the increasing 

complexity of the customer decision - making process and the 

proliferation of digital touchpoints [1], [2]. Traditional linear 

models of customer behavior have given way to more 

nuanced and dynamic representations of the customer 

journey, emphasizing the need for a comprehensive, data - 

driven approach to understanding and optimizing the 

customer experience [3], [4]. As businesses navigate the ever 

- evolving landscape of customer interactions, the ability to 

gain a holistic, 360 - degree view of the customer journey has 

become a strategic imperative [5], [6]. Organizations require 

a deeper understanding of the various touchpoints, channels, 

and behavioral patterns that shape the customer decision - 

making process, in order to deliver personalized and seamless 

experiences that drive loyalty and growth [7], [8].  

 

The emergence of Generative AI, a subfield of artificial 

intelligence that enables the creation of unique and 

contextually relevant content, has the potential to transform 

the landscape of customer journey analytics [9], [10]. By 

integrating Generative AI into customer analytics 

frameworks, organizations can unlock new opportunities for 

personalization, predictive insights, and enhanced customer 

engagement [11], [12].  

 

Despite the growing importance of customer journey 

analytics and the promising capabilities of Generative AI, the 

systematic integration of these two domains remains an 

underexplored area of research [13], [14]. This study aims to 

address this gap by developing a unified framework that 

leverages the synergies between Generative AI and customer 

journey analytics, enabling organizations to gain a 

comprehensive, 360 - degree understanding of their 

customers and optimize the entire customer experience.  

2. Evolution of Customer Journey Analytics 
 

The field of customer journey analytics has undergone a 

remarkable transformation in recent years, driven by the 

increasing complexity of the customer decision - making 

process and the proliferation of digital touchpoints [1], [2]. 

Traditional linear models of customer behavior, which 

viewed the customer journey as a straightforward sequence of 

steps, have given way to more nuanced and dynamic 

representations of the customer journey [3], [4].  

 

Scholars have recognized the limitations of these simplistic 

models, acknowledging the need for a more comprehensive, 

data - driven approach to understanding the customer 

experience [5], [6]. The customer journey is now understood 

as a complex, interconnected network of touchpoints, 

channels, and behavioral patterns that shape the customer's 

decision - making process [7], [8]. This evolving 

conceptualization has emphasized the importance of 

capturing and analyzing the holistic customer journey, rather 

than relying on isolated data points or last - click attribution 

models [9], [10].  

 

The growing field of customer journey analytics has emerged 

to address this need, leveraging advanced data collection, 

integration, and analysis techniques to map the customer's 

path to purchase and beyond [3], [4]. By understanding the 

various stages, influences, and interactions that constitute the 

customer journey, organizations can gain valuable insights to 

optimize the customer experience and drive sustainable 

growth [7], [8].  

 

a) The Need for 360 - Degree Customer Intelligence 

As businesses navigate the ever - evolving landscape of 

customer interactions, the ability to gain a comprehensive, 

360 - degree view of the customer journey has become a 

strategic imperative [5], [6]. Organizations require a deeper 
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understanding of the various touchpoints, channels, and 

behavioral patterns that shape the customer decision - making 

process, in order to deliver personalized and seamless 

experiences that drive loyalty and growth [7], [8]. The 

traditional siloed approaches to customer data management 

and analysis have proven inadequate in capturing the nuances 

of the modern customer journey [9], [10]. These approaches, 

often relying on last - click attribution or fragmented data 

sources, fail to provide a holistic understanding of the 

customer, limiting the ability of organizations to make 

informed, data - driven decisions and deliver truly 

personalized experiences [9], [10].  

 

b) Role of Generative AI in Customer Analytics 

The emergence of Generative AI, a rapidly advancing 

subfield of artificial intelligence, has the potential to 

transform the landscape of customer journey analytics [21], 

[22]. Generative AI refers to the ability of AI systems to 

create unique and contextually relevant content, opening up 

new possibilities for personalization and customer 

engagement [5], [6].  

 

By integrating Generative AI into customer analytics 

frameworks, organizations can unlock a range of 

opportunities to enhance the customer experience [7], [8]. 

Generative AI can be leveraged to create personalized 

content, product recommendations, and even virtual agent 

interactions that cater to the specific needs and preferences of 

individual customers [21], [22]. This level of customization 

has the potential to drive increased customer engagement, 

higher conversion rates, and improved brand loyalty [21], 

[22].  

 

c) Customer Journey Intelligence 

Traditional Approaches Traditional approaches to customer 

journey analytics have typically relied on linear models of 

customer behavior, viewing the customer journey as a 

straightforward sequence of steps from awareness to purchase 

[1], [2]. These simplistic models focused on isolated 

touchpoints or last - click attribution, failing to capture the 

complexity of the modern customer decision - making process 

[3], [4]. Scholars have criticized these traditional approaches, 

arguing that they provide an incomplete and often inaccurate 

representation of the customer journey [5], [6].  

 

d) Current Limitations 

The limitations of traditional customer journey analytics have 

become increasingly apparent as businesses navigate the ever 

- evolving landscape of customer interactions [7], [8]. The 

proliferation of digital channels, the growing complexity of 

customer decision - making, and the rising expectations of 

consumers have rendered these linear models inadequate [9], 

[10]. Organizations relying on siloed data sources and 

fragmented analytics have struggled to gain a comprehensive, 

360 - degree view of their customers, limiting their ability to 

deliver personalized experiences and optimize the customer 

journey [11], [12].  

 

3. Modern Requirements  
 

As businesses strive to stay competitive in the digital age, the 

need for a more sophisticated, data - driven approach to 

customer journey intelligence has become paramount [13], 

[14]. Organizations now require a deeper understanding of the 

various touchpoints, channels, and behavioral patterns that 

shape the customer decision - making process, in order to 

deliver personalized and seamless experiences that drive 

loyalty and growth [7], [8]. This shift has emphasized the 

importance of capturing and analyzing the holistic customer 

journey, rather than relying on isolated data points or 

simplistic attribution models [11], [12].  

 

3.1 360 - Degree Customer Journey Analytics 

 

1) Data Integration Challenges  

The growing complexity of the customer journey, driven by 

the proliferation of digital channels and the increasing 

fragmentation of customer data, has presented significant 

challenges for organizations seeking to gain a comprehensive, 

360 - degree view of their customers [13], [14]. Businesses 

often struggle to integrate disparate data sources, including 

web analytics, CRM systems, and point - of - sale 

information, hindering their ability to create a unified and 

holistic understanding of the customer experience [29], [30]. 

The siloed nature of customer data, coupled with the lack of 

seamless integration between various touchpoints, has limited 

organizations' capacity to analyze the customer journey in its 

entirety and make informed, data - driven decisions [31], [32].  

Moreover, the sheer volume and velocity of customer data 

being generated across multiple channels have overwhelmed 

many organizations, making it challenging to capture, store, 

and extract meaningful insights from this information [7], [8]. 

The need for real - time processing and analysis of customer 

data has become increasingly pressing, as businesses strive to 

deliver personalized and responsive experiences that meet the 

evolving expectations of their customers [9], [10].  

 

2) Real - Time Analytics  

Needs As customers demand more immediate and tailored 

interactions, the need for real - time customer journey 

analytics has become paramount [11], [12]. Organizations 

must be able to capture, process, and respond to customer 

behaviors and preferences in near - real - time, enabling them 

to deliver personalized content, recommendations, and 

experiences that resonate with individual customers [13], 

[14]. This requirement for real - time insights has pushed 

businesses to explore more advanced analytics capabilities, 

including stream processing, complex event processing, and 

predictive modeling, to gain a deeper understanding of the 

customer journey and make timely, data - driven decisions 

[15], [16].  

 

The ability to analyze customer interactions and behaviors as 

they unfold, rather than relying on historical data alone, has 

the potential to unlock new possibilities for customer 

engagement and loyalty [17], [18]. By leveraging real - time 

analytics, organizations can identify emerging trends, detect 

anomalies, and proactively address customer needs, 

ultimately enhancing the overall customer experience and 

driving sustainable growth [19], [20].  

 

3.2 Existing Frameworks and Limitations  

 

In response to the growing demand for 360 - degree customer 

journey analytics, various frameworks and approaches have 

been proposed by both academics and industry practitioners 
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[21], [22]. These models have sought to capture the 

complexity of the customer journey, emphasizing the need for 

a more holistic and integrated view of customer data and 

interactions [23], [24]. However, many of these existing 

frameworks have been criticized for their limited scope, their 

reliance on outdated or siloed data sources, and their inability 

to deliver real - time insights that are essential for today's fast 

- paced business environment [25], [26].  

 

The limitations of these existing frameworks have highlighted 

the need for a more comprehensive and adaptable approach to 

360 - degree customer journey analytics, one that can 

seamlessly integrate diverse data sources, leverage advanced 

analytics capabilities, and provide actionable insights to drive 

strategic decision - making and superior customer 

experiences [27], [28]. This evolving landscape underscores 

the importance of exploring innovative solutions that can 

address the challenges and unlock the full potential of 360 - 

degree customer journey intelligence.  

 

4. Generative AI in Customer Analytics 
 

Large Language Models The rapid advancements in 

Generative AI, particularly in the field of large language 

models (LLMs), have opened up new possibilities for 

enhancing customer analytics and engagement [1], [2]. 

LLMs, such as GPT - 3 and its successors, have demonstrated 

the ability to generate human - like text, create personalized 

content, and engage in natural language interactions [3], [4]. 

These powerful AI systems have the potential to transform the 

way organizations understand and interact with their 

customers, moving beyond traditional rule - based or scripted 

approaches [5], [6].  

 

Current Applications Generative AI has already found a wide 

range of applications in customer analytics and engagement 

[7], [8]. Organizations are leveraging LLMs to generate 

personalized product recommendations, create dynamic and 

contextually relevant marketing content, and even develop 

virtual customer service agents capable of natural language 

interactions [9], [10]. By tapping into the rich language 

understanding and generation capabilities of Generative AI, 

businesses can deliver highly personalized experiences that 

resonate with individual customers, driving increased 

engagement, loyalty, and ultimately, revenue [11], [12].  

 

Limitations and Challenges While the promise of Generative 

AI in customer analytics is substantial, there are also 

significant limitations and challenges that must be addressed 

[13], [14]. Concerns around data privacy, bias, and ethical 

considerations have emerged as key areas of focus, as 

organizations seek to deploy these advanced AI systems 

responsibly and in alignment with regulatory requirements 

[15], [16]. Additionally, the technical complexities of 

integrating Generative AI into existing customer analytics 

frameworks, as well as the need for specialized expertise and 

resources, have presented hurdles for some organizations 

[17], [18].  

 

5. Proposed Unified Framework 
 

Architecture Overview To address the research gap and the 

evolving needs of organizations, this study proposes a unified 

framework that seamlessly integrates Generative AI and 360 

- degree customer journey analytics. The framework is 

comprised of four key players:  

 

 
Figure 1: Overview of the Proposed Unified Framework 

 

1) Data Layer 

• Data sources integration: The framework enables the 

seamless integration of diverse customer data sources, 

including online and offline touchpoints, to create a 

comprehensive and unified view of the customer journey 

[29], [30].  

• Real - time data processing: The framework incorporates 

real - time data processing capabilities, allowing for the 

capture and analysis of customer interactions and 

behaviors as they occur [31], [32].  

• Data quality management: The framework includes robust 

data quality management processes to ensure the 

reliability, consistency, and accuracy of customer data 

[31], [32].  

 

2) Intelligence Layer 

• Generative AI components: The framework integrates 

Generative AI models, such as large language models, to 

enable personalized content generation, virtual agent 

interactions, and dynamic product recommendations [21], 

[22].  

• Analytics engines: The framework houses advanced 

analytics engines capable of processing and analyzing the 

comprehensive customer data to derive actionable insights 

[33], [34].  

• Machine learning models: The framework supports the 

development and deployment of predictive machine 

learning models to forecast customer behavior, identify 

patterns, and optimize the customer experience [33], [34].  

 

3) Orchestration Layer 

• Workflow management: The framework includes 

workflow management capabilities to orchestrate the 

various processes and interactions between the data, 

intelligence, and presentation layers [35], [36].  

• Decision engines: The framework incorporates decision 

engines that leverage the insights generated by the 

analytics and machine learning models to drive real - time, 

data - driven decisions [35], [36].  

• Integration services: The framework provides integration 

services to seamlessly connect the unified customer 
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analytics platform with existing business systems and 

customer - facing applications [35], [36].  

 

4) Presentation Layer 

• Visualization: The framework offers advanced data 

visualization tools to enable intuitive and interactive 

exploration of customer journey insights [35], [36].  

• Reporting: The framework includes comprehensive 

reporting capabilities to support data - driven decision - 

making and strategic planning [35], [36].  

• APIs: The framework exposes secure APIs to facilitate the 

integration of customer insights and personalization 

capabilities into various customer - facing touchpoints and 

applications [35], [36].  

 

By leveraging this unified framework, organizations can 

harness the power of Generative AI and 360 - degree 

customer journey analytics to deliver personalized, data - 

driven experiences, optimize marketing and sales strategies, 

and drive sustainable growth. The comprehensive and 

adaptable nature of the framework ensures that it can be 

tailored to the unique requirements of different industries and 

business models, providing a flexible and scalable solution 

for customer analytics transformation.  

 

6. Practical Implications  
 

The proposed unified framework offers several practical 

implications for organizations seeking to enhance their 

customer analytics capabilities and deliver personalized, data 

- driven experiences [31], [32]. By integrating Generative AI 

and 360 - degree customer journey analytics, businesses can 

unlock unprecedented levels of customer intelligence, 

optimize marketing and sales strategies, and drive sustainable 

growth [33], [34]. The framework's adaptability and 

scalability ensure that it can be tailored to the unique 

requirements of different industries and business models, 

providing a flexible solution for customer analytics 

transformation [35], [36].  

 

Recommendations Based on the findings and insights from 

this research, the following recommendations are provided 

for organizations interested in adopting the integrated 

approach of Generative AI and 360 - degree customer journey 

analytics [37], [38]:  

1) Assess the current state of customer analytics and 

identify areas for improvement.  

2) Develop a comprehensive strategy for integrating 

Generative AI and customer journey analytics, 

addressing key considerations such as data infrastructure, 

talent management, and organizational readiness.  

3) Pilot the proposed unified framework in a controlled 

environment, measure the impact, and iterate the 

implementation based on feedback and lessons learned.  

4) Establish cross - functional collaboration and governance 

mechanisms to ensure the successful and sustainable 

adoption of the integrated customer analytics approach.  

5) Continuously monitor emerging trends, technologies, 

and regulatory changes to adapt the framework and 

maintain a competitive edge in the rapidly evolving 

customer analytics landscape.  

 

By following these recommendations and leveraging the 

insights from this research, organizations can unlock the 

transformative potential of Generative AI and 360 - degree 

customer journey analytics, delivering personalized 

experiences, optimizing marketing strategies, and driving 

sustainable growth in the digital age.  

 

7. Future Work 
 

The proposed unified framework for integrating Generative 

AI and 360 - degree customer journey analytics provides a 

solid foundation for organizations to transform their customer 

analytics capabilities. However, as the field of Generative AI 

and customer analytics continues to evolve, there are several 

potential extensions and enhancements to the framework that 

can be explored in future research [1], [2].  

 

One area of future development could focus on expanding the 

integration of Generative AI beyond the current applications, 

such as personalized content creation and virtual agent 

interactions. This may include leveraging Generative AI for 

advanced conversational intelligence, multimodal customer 

engagement (e. g., combining text, images, and voice), and 

predictive customer insights [3], [4]. Additionally, exploring 

the integration of reinforcement learning and other advanced 

AI techniques could further enhance the adaptability and 

personalization capabilities of the framework [5], [6].  

 

Another potential extension could involve the integration of 

edge computing and Internet of Things (IoT) technologies to 

enable real - time, contextual customer analytics at the point 

of interaction [7], [8]. This could improve the responsiveness 

and relevance of Generative AI - powered customer 

experiences, while also addressing potential data privacy and 

latency concerns [9], [10].  

 

8. Research Opportunities  
 

The development and implementation of the proposed unified 

framework present several research opportunities for both 

academics and industry practitioners [11], [12]. Exploring the 

strategic, organizational, and technological challenges 

associated with the integration of Generative AI and 360 - 

degree customer journey analytics can provide valuable 

insights for businesses seeking to undertake such 

transformations [13], [14].  

 

Additionally, empirical studies examining the long - term 

impact of this integrated approach on customer lifetime value, 

brand loyalty, and overall business performance can 

contribute to the growing body of knowledge in this field [15], 

[16]. Investigating the ethical considerations, privacy 

implications, and regulatory compliance requirements related 

to the use of Generative AI in customer analytics also 

represents an important area for future research [17], [18].  

 

C. Industry Applications The proposed unified framework has 

the potential to benefit a wide range of industries, from retail 

and e - commerce to financial services and healthcare [19], 

[20]. By providing a comprehensive and adaptable approach 

to customer journey analytics and Generative AI integration, 

the framework can be tailored to the specific needs and 

challenges faced by different sectors [21], [22].  

                          Journal of Research in Science and Engineering (JRSE)
                              ISSN: 1656-1996 Volume-7, Issue-10, October 2025

29

http://www.ijsr.net/


For example, in the retail industry, the framework could be 

leveraged to enhance personalized product recommendations, 

optimize marketing campaigns, and deliver seamless 

omnichannel experiences [23], [24]. In the financial services 

sector, the framework could be applied to improve customer 

onboarding, provide personalized financial advice, and detect 

fraud and anomalies in real - time [25], [26]. Similarly, in the 

healthcare industry, the framework could be used to enhance 

patient engagement, deliver personalized care plans, and 

streamline administrative processes [27], [28].  

 

9. Conclusion 
 

The article presents a unified framework that integrates 

Generative AI and 360 - degree customer journey analytics, 

addressing the gap in the systematic exploration of these 

transformative technologies. The key contributions include: 

(1) a conceptual framework leveraging the synergies between 

Generative AI and customer journey analytics to deliver 

comprehensive, 360 - degree customer intelligence; (2) 

empirical validation of the framework through case studies 

and quantitative analysis, demonstrating tangible benefits for 

organizations; (3) practical guidelines and implementation 

strategies for practitioners seeking to adopt this integrated 

approach to customer analytics; and (4) insights for academia 

on the strategic and operational implications of the 

convergence of Generative AI and customer journey 

analytics.  
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