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 Consumer data often relates to the trail of information usually left behind by consumers after visiting a corporation (Newby et al., 2014). Consumer data is an integral part of the businesses as they enhance the follow-up process by companies. Organizations endeavor to promote the safety of the consumer data in their possession from unauthorized access that could interfere with the firm's image. As such, companies store the consumer data confidential as a means of protecting their integrity and upholding their reputation across the competitively growing business world. Initially, many organizations had sought to keep consumer data manually traditionally. However, over time, new technological innovations have often enhanced the custody of consumer data in light of the growing changes engulfing business settings (Newby et al., 2014).

A significant inventive technological innovation in consumer data is the Customer Identity and Access Management (CIAM) which was introduced as a result of the need for data security in the 21st century (Jovanovic et al., 2016). The CIAM enhances the acquisition of the customer’s descriptive and qualitative data during their transactions. The Customer Identity and Access Management is a technology that enables organizations to safely keep their information through a secure capture of the consumer data (Jovanovic et al., 2016). Additionally, the technology allows for organizations to manage their customer data and profile it within their database. The agencies through their secure systems enhance the customer access to their information through secure applications and online services. The CIAM technology is one of the most inventive techniques in consumer data as it has allowed customers to access their data through the comfort of their locations without having to travel to business premises (Newby et al., 2014). Besides, the consumers can change their online information owing to the online communication with the organizations through secure online systems.

Moreover, the Customer Identity and Access Management (CIAM) technology improve an organizations marketing potential through reaching out to its customers through a customized marketing platform (Srivastava & Pande, 2014). In the growing competitive business environment, firms often endeavor to remain viable through embracing new marketing technologies throughout its customer delivery. The technology through its inbuilt model enhances a secure login system by consumers as it manages the identities of consumers across the business settings (Newby et al., 2014). Through the CIAM, companies have the potential to collect rich demographic information that can be accessed across any region across the world (Jovanovic et al., 2016). A significant CIAM technique relates to the manner in which the companies can enhance customer identification through the web analytics and synchronizing individual customer profile within the online databases (Srivastava & Pande, 2014). The program endeavors to ensure that consumers access information through secure online platforms that promote the safety of their data.
The CIAM technology works in hand with the cloud computing technique that store large vast of data which can be accessed securely through customized websites. On the other hand, the CIAM technology allows each department to customize its profile thereby allowing its consumers to acquire their information in the most secure way (Srivastava & Pande, 2014). However, a significant challenge arises in need to enforce the integrity of customer information. Despite the problems that arise, the IT professionals within a department enhance security checks through specific modules that execute the consumer data integrity. As such, the CIAM technology has revolutionized consumer information storage across business settings that have improved service delivery and a flexible way of enhancing customer satisfaction across the global markets (Jovanovic et al., 2016).
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