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 :الملخص
في قطاعات التجزئة والتسويق التي تتطور بسرعة, أصبح دمج الذكاء الاصطناعي 
والبيانات الضخمة محوريًا. تبحث هذه الدراسة في تأثير هذه التقنيات على قطاع 

 20التجزئة في المملكة العربية السعودية. من خلال المقابلات شبه المنظمة مع 
ة, تستكشف الدراسة كيف تعزز في الصناعة من أدوار وقطاعات متنوع موظف

تكشف  .الذكاء الاصطناعي والبيانات الضخمة استراتيجيات التسويق وتجربة العملاء
النتائج أن الذكاء الاصطناعي والبيانات الضخمة تحسن بشكل كبير من فعالية 
التسويق من خلال استهداف دقيق للمستهلكين, والتسويق الشخصي, والتحليلات 

هذه التقنيات للشركات بتحسين تخصيص الموارد, وزيادة معدلات التنبؤية. تسمح 
ومع  اكتساب واحتفاظ العملاء, وتحقيق عائد استثمار أعلى في الحملات التسويقية. 

ذلك, فإن التحديات في دمج الذكاء الاصطناعي والبيانات الضخمة تشمل مخاوف 
دارة البيانات المعقدة, والحاجة إلى تغييرا  .ت ثقافية داخل المنظماتالخصوصية, وا 

تؤكد الأبحاث على أهمية حوكمة البيانات القوية والتدريب المستمر للموظفين 
توفر هذه الدراسة  والاستثمار الاستراتيجي في التكنولوجيا للتغلب على هذه العقبات.

رؤى عملية حول كيفية الاستفادة من الذكاء الاصطناعي والبيانات الضخمة لتحقيق 
 فسية, وتساهم في الأدبيات المتعلقة بتبني التكنولوجيا في الأسواق الناشئة.ميزة تنا

ينبغي للبحوث المستقبلية أن تأخذ بعين الاعتبار الدراسات الطولية لتقييم التأثيرات 
  طويلة المدى للذكاء الاصطناعي والبيانات الضخمة على قطاع التجزئة.

البيانات الضخمة, قطاع التجزئة, الذكاء الاصطناعي,  :الكلمات المفتاحية
 .استراتيجيات التسويق, تجربة العملاء

 

Abstract: 
In the rapidly evolving retail and marketing sectors, the integration 

of Artificial Intelligence (AI) and Big Data has become pivotal, 

transforming traditional business practices. This study investigates 

the impact of these technologies on the retail sector in Saudi Arabia. 

Through semi-structured interviews with 20 industry professionals 

from diverse roles and sectors, the research explores how AI and 

Big Data enhance marketing strategies and customer experience. 

The findings reveal that AI and Big Data significantly improve 

marketing effectiveness through precise consumer targeting, 

personalized marketing, and predictive analytics. These 

technologies allow businesses to optimize resource allocation, 

increase customer acquisition and retention rates, and achieve higher 

ROI on marketing campaigns. AI-driven tools such as chatbots 

enhance customer interactions by providing timely, personalized 

responses, leading to improved customer satisfaction and loyalty. 

However, challenges in integrating AI and Big Data include data 

privacy concerns, complex data management, and the need for 

cultural shifts within organizations. The research underscores the 

importance of robust data governance, continuous staff training, and 

strategic investment in technology to overcome these obstacles. This 

study provides actionable insights for leveraging AI and Big Data to 

gain a competitive edge and contributes to the literature on 

technology adoption in emerging markets. Future research should 

consider longitudinal studies to assess the long-term impacts of AI 

and Big Data on the retail sector. 

Keywords: Artificial Intelligence, Big Data, Retail Sector, 

Marketing Strategies, Customer Experience. 

1. Introduction 

In the dynamic landscape of technological 

evolution, Artificial Intelligence (AI) and Big Data 

have emerged as transformative forces, 

particularly in the realms of retail and marketing. 

The integration of AI and Big Data is reshaping 

key aspects of retail and marketing – from 

enhancing customer experience to revolutionizing 

supply chain management. Early applications, as 

noted by Huang & Rust (2018), primarily centered 
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around customer segmentation and inventory 

management, have now evolved into complex 

realms like predictive analytics and personalized 

marketing (Davenport et al., 2020). This study 

aims to bridge the existing gap in literature and 

practice regarding the holistic integration of AI 

and Big Data in the Saudi retail and marketing 

sectors. 

Saudi Arabia, with its young and tech-savvy 

population, growing internet penetration, and a 

government committed to digital transformation, 

presents a unique case study for examining the 

impact of AI and Big Data on retail. The nation's 

Vision 2030 specifically emphasizes economic 

diversification and a move-away from its reliance 

on oil. The retail sector is a significant contributor 

to the Saudi economy, and its transformation 

through AI and Big Data is crucial for achieving 

the goals of Vision 2030. 

1.1. Examples of AI and Big Data Applications 

in Saudi Retail 

Several Saudi retailers have already begun 

leveraging AI and Big Data to gain a competitive 

edge. Here are some real-world examples: 

 AI-powered chatbots: Retailers like Jarir 

Bookstore and Abdullah Abdulmohsen Alhokair 

Co. (retail conglomerate) are utilizing chatbots 

for customer service, offering 24/7 support and 

personalized product recommendations. 

 Big Data analytics for inventory 

management: Retailers like Danube Home and 

SACO (supermarket chain) are analyzing 

customer purchase history and seasonal trends 

to optimize inventory levels, reducing stockouts 

and overstocking. 

 Personalized marketing campaigns: Online 

retailers like Namshi and Noon are employing 

AI to analyze customer data and deliver 

targeted advertising and product suggestions, 

leading to increased conversion rates and 

customer satisfaction. 

These are just a few examples, and the adoption of 

AI and Big Data in the Saudi retail sector is 

continuously evolving. 

1.2. Challenges and Opportunities 

Despite the promising potential of AI and Big 

Data, there are also challenges to consider in the 

Saudi retail landscape: 

 Data privacy concerns: Building trust with 

customers regarding data collection and usage 

will be crucial. 

 Skilled workforce shortage: The need for data 

scientists, AI specialists, and analysts to manage 

and implement these technologies effectively. 

 Infrastructure limitations: Ensuring robust 

and secure IT infrastructure to support the 

storage and processing of large datasets. 

However, these challenges can be overcome 

through investment in data security measures, 

talent development programs, and infrastructure 

upgrades. The potential opportunities presented by 

AI and Big Data significantly outweigh the 

challenges. 

1.3. Research Questions 

This study is driven by research questions that aim 

to dissect the multi-faceted impact of AI and Big 

Data within the Saudi retail and marketing 

landscape The research questions delve into 

understanding answers to the following main 

questions: 

 How do AI and Big Data influence marketing 

strategies in Saudi Arabia's retail sector? 

 What role does Big Data play in enhancing 

marketing Effectiveness in Saudi retail 

businesses? 

 In what ways do AI and Big Data foster 

innovation in retail technology to improve 

Customer Experience? 

By probing these aspects, the study seeks to unveil 

how AI and Big Data's integration can 

revolutionize retail and marketing strategies, 

particularly in the realm of digital transformation 

and economic diversification (Aljohani et al., 

2022; Suciu et al., 2020). 

1.4. Research Objectives 

The overarching aim of this research is to unravel 

the complexities of AI and Big Data integration in 

the context of Saudi Arabia's evolving retail and 
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marketing. It seeks to understand the influence of 

individual, organizational, and institutional-level 

factors – ranging from leadership qualities and 

entrepreneurial orientation to innovative financing 

and government support – in harnessing the power 

of these technologies. This entails an examination 

of how such factors contribute to the success of AI 

and Big Data implementation within the unique 

socio-economic environment of Saudi Arabia. (Al-

Badrani et al., 2023; Alaskar et al., 2020). 

1.5. Significance of the Study 

The implications of this research are many, 

encompassing both managerial and scientific 

dimensions. From a managerial standpoint, the 

findings will provide valuable insights for industry 

leaders and practitioners in the Saudi retail sector, 

aiding them in strategic decision-making related to 

the adoption and implementation of AI and Big 

Data.  

 Understanding customer behavior: By 

analyzing the impact of AI on customer 

engagement, retailers can tailor their strategies 

to better meet customer needs and preferences. 

 Optimizing operations: Insights into how Big 

Data enhances operational efficiency can help 

retailers reduce costs, improve inventory 

management, and streamline logistics. 

 Fostering innovation: Understanding how AI 

and Big Data foster innovation in retail 

technologies can guide retailers in adopting 

cutting-edge solutions to stay ahead of the 

competition. 

 Aligning with Vision 2030: This research can 

help retailers identify how their AI and Big 

Data strategies contribute to the national goals 

of economic diversification and digital 

transformation. 

Academically, this research will contribute to the 

scarce literature on the subject, particularly in the 

context of Saudi Arabia, and help in constructing a 

coherent framework of understanding regarding 

the role of these technologies in line with the 

nation's strategic goals. The study will also 

examine the broader implications of AI and Big 

Data in shaping the future of retail and marketing, 

(Asiri et al., 2024; Al-Awajan & Aldossary, 2020).: 

 Bridging the knowledge gap: This research 

aims to fill the gap in existing literature by 

focusing on the specific case of AI and Big 

Data in the Saudi retail sector. 

 Developing a theoretical framework: The 

study's findings can contribute to the 

development of a theoretical framework that 

explains the impact of AI and Big Data on retail 

and marketing. 

 Informing future research: This research can 

serve as a foundation for further studies 

exploring the specific applications and long-

term implications of AI and Big Data in the 

Saudi retail landscape. 

REVIEW OF LITERATURE 

In the rapidly evolving landscape of the 

retail and marketing sectors, the advent of 

Artificial Intelligence (AI) and Big Data has 

marked a transformative era, offering novel 

opportunities for enhancing customer engagement 

and optimizing operational efficiency. Santoro et 

al. (2019) and Shankar (2019) provide insight into 

how Big Data deployment and analytics have 

transformed organizational practices and decision-

making in retail. This chapter delves into the 

significant strides made in integrating AI and Big 

Data within these sectors, particularly focusing on 

the Saudi Arabian context. It examines the 

multifaceted impact of these technologies, from 

reshaping customer relationship management 

(CRM) to refining market competitiveness through 

data-driven insights. Through a detailed 

exploration of the existing literature, this review 

aims to encapsulate the current state of AI and Big 

Data in retail and marketing, highlighting the 

technological advancements, key challenges, and 

potential future directions. As Saudi Arabia 

embarks on a journey of economic diversification 

and digital transformation, understanding the role 

of AI and Big Data becomes pivotal in realizing 

the strategic objectives of Vision 2030, ultimately 

fostering a robust, innovative, and efficient retail 

sector (Santoro et al., 2019; Shankar, 2019). 

2.1 Research Background 

The Saudi Arabian market is undergoing a 

significant transformation, heavily influenced by 
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Artificial Intelligence (AI) and Big Data, central to 

the country's ambitious Saudi Vision 2030. The 

establishment of the Saudi Data & Artificial 

Intelligence Authority (SDAIA) in 2019 marks a 

significant commitment by the Kingdom to 

leverage AI and Big Data to drive national 

development and meet Vision 2030’s objectives. 

This strategic move aims not only to diversify the 

economy and reduce oil dependency but also to 

enhance the digital infrastructure, thereby 

positioning Saudi Arabia as a global leader in data-

driven economies (Memish et al., 2021). 

 

In the retail sector, AI and Big Data play pivotal 

roles in understanding consumer behavior, 

optimizing supply chains, and personalizing 

customer experiences. These technologies are 

integral in achieving the economic diversification 

goals of Vision 2030 (Al Anezi, 2021). The 

integration of AI extends beyond retail; it is also 

evident in healthcare, where it is used to improve 

services and outcomes, and in education and 

industry, where it supports the development of a 

knowledge-based economy and stimulates non-oil 

sector growth (Rahman & Al-Borie, 2020; Alotaibi 

& Alshehri, 2023). 

 

Furthermore, Big Data analytics enhances 

investment efficiency and financial performance, 

supporting Vision 2030’s aim to create a 

prosperous economy. The impact of these 

technologies in the Saudi stock market illustrates 

their broader economic benefits, enhancing market 

efficiency and business performance (Boreik et al., 

2023). 

 

However, the journey towards realizing Vision 

2030 is not without challenges. There is a critical 

need for skilled manpower in IT and AI, robust 

technological infrastructure, and solutions to 

privacy and ethical issues related to data usage. 

Studies by Moshashai et al. (2020) and Hassan 

(2020) critically analyze the political and 

institutional challenges facing the realization of 

Vision 2030. They indicate that while the Vision is 

ambitious, its success will depend significantly on 

overcoming these hurdles. 

 

Moreover, the strategic establishment and efforts 

of SDAIA not only signify Saudi Arabia's 

commitment but also reflect the nation’s strategic 

direction towards embracing digital innovation to 

catalyze economic and social transformation. 

Through the concerted efforts in sectors like 

healthcare, education, and retail, Saudi Arabia is 

keenly focused on using AI and Big Data to 

promote sustainable development and diversify 

economic activities. 

2.1.1. Digital Transformation in Saudi Retail 

Sector 

The integration of AI and Big Data in Saudi 

Arabia's retail sector is reshaping the landscape. 

Hamed and Bohari (2022) discuss the application 

of Big Data analytics in optimizing logistics and 

supply chain operations in Saudi retail, aligning 

with Vision 2030's focus on economic efficiency. 

We can expand on this by mentioning research like 

Hassan et al. (2023) which explores the potential 

of AI-powered demand forecasting in reducing 

stockouts and optimizing inventory management, 

contributing to Saudi Arabia's goal of a more 

efficient retail ecosystem. 

 

The pandemic has further catalyzed the digital 

transformation, pushing retailers to rapidly adopt 

digital technologies to meet the changing 

consumer behaviors and preferences. The study by 

Kim (2020) highlights the pandemic as an 

accelerator of structural change in consumption 

and digital transformation in the marketplace, 

urging managers to adapt to these shifts to recover 

or even grow sales post-COVID-19. Moreover, 

Alomar et al. (2023) examined the extent of digital 

technology adoption during the pandemic in Saudi 

Arabia, finding a rapid transition to digital 

solutions in various areas such as e-commerce and 

telemedicine. 

2.1.2. Impact of AI and Big Data on Market 

Competitiveness 

This section explores how AI and Big Data 

influence market dynamics in Saudi Arabia. Al-

Awajan and Aldossary's (2020) work on 

competitive intelligence analysis using Big Data in 

the Saudi retail sector provides insights into how 

these technologies inform strategic decision-

making and enhance market competitiveness. We 

can further explore how AI is being used for 
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dynamic pricing strategies or analyzing competitor 

offerings to gain a market edge. 

 

Expanding further, Basri (2020) examines the 

impact of AI-assisted social media marketing on 

the performance of small and medium enterprises 

in Saudi Arabia, indicating that AI-driven 

strategies significantly enhance market presence 

and customer engagement. Additionally, the 

adoption of Big Data analytics in supply chain 

management under competitive pressure in Saudi 

firms highlights the strategic use of data to 

improve operational efficiencies and market 

responsiveness (Alaskar et al., 2020; Badghish & 

Soomro, 2024). 

2.2. AI and Big Data in Retail and Marketing 

The emergence of Artificial Intelligence (AI) and 

Big Data has revolutionized the retail and 

marketing sectors, offering unprecedented 

opportunities for customer engagement and 

operational efficiency. Early studies, like those by 

Huang and Rust (2018), discuss the initial 

applications of AI in customer segmentation and 

inventory management. The evolution to current 

practices, such as personalized marketing and 

predictive analytics, is well-documented by 

Davenport et al. (2020), highlighting the 

broadening scope and impact of these 

technologies. 

2.2.1. AI in Enhancing Customer Relationship 

Management 

The role of AI in customer relationship 

management (CRM) has been a significant focus 

of research. Kumar et al. (2016) explore how AI-

driven CRM strategies enhance customer 

engagement and experience. Here, we can delve 

deeper into specific examples of AI applications in 

the Saudi retail sector. For instance, research by 

Al-Deekh et al. (2020) examines the growing 

adoption of chatbots for customer service in Saudi 

Arabia, highlighting their potential to personalize 

interactions and improve customer satisfaction. 

Expanding on the role of AI in customer 

relationship management (CRM) within the Saudi 

retail sector, it's clear that the adoption of AI-

driven strategies is enhancing customer 

engagement and experience significantly. AI 

technologies, including machine learning and data 

analytics, are revolutionizing CRM by enabling 

personalized and predictive customer interactions. 

This transformation leads to improved customer 

satisfaction and loyalty, which are crucial for 

business success in the competitive retail market. 

In the Saudi banking sector, for instance, CRM 

implementation studies reveal the critical role of 

AI in enriching service satisfaction among 

customers, demonstrating the broader applicability 

and potential benefits of AI-driven CRM across 

different sectors in Saudi Arabia (Almotairi, 2016). 

2.2.2. Big Data in Understanding Consumer 

Behavior 

Big Data's contribution to understanding and 

predicting consumer behavior has been extensively 

studied. Chen, et al. (2012) emphasize how Big 

Data analytics provide insights into consumer 

preferences and behavior patterns, enabling more 

targeted marketing strategies and efficient business 

operations. In the Saudi context, research by Al-

Somali et al. (2021) explores how retailers are 

utilizing Big Data analytics to analyze customer 

purchase history and social media behavior to 

personalize product recommendations and 

promotions. 

 

Expanding on this, the role of Big Data in 

marketing has evolved into creating hyper-

personalized experiences that cater to the unique 

preferences and needs of each consumer. Zhao 

(2023) discusses how Big Data analysis offers 

personalized marketing strategies by delving into 

consumer behavior patterns. Furthermore, 

Erevelles et al. (2016) highlights the 

transformation of marketing through consumer 

analytics, with Big Data enabling a deeper 

understanding of consumer behaviors and 

preferences. These advancements in Big Data 

analytics facilitate the creation of highly 

personalized marketing campaigns that resonate 

more effectively with consumers, leading to 

increased engagement and loyalty. 
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2.3. Challenges and Opportunities in 

Integrating AI and Big Data 

While the potential benefits of AI and Big Data are 

significant, their integration has challenges and 

opportunities. This section reviews literature that 

discusses the barriers to adoption: 

 Data Privacy Concerns: Research by 

Alshammari et al. (2021) explores consumer 

concerns regarding data privacy and security in 

the context of AI and Big Data adoption in 

Saudi Arabia. The vast collection and analysis 

of data pose privacy risks, necessitating 

stringent data protection measures.  

 Technological Infrastructure: Limited 

technological infrastructure can hinder the 

smooth implementation and operation of AI and 

Big Data solutions in the Saudi retail sector, as 

discussed by Al-Saggaf et al. (2022). 

Investment in advanced infrastructure is crucial 

to leverage the full potential of these 

technologies. 

 Skilled Workforce Shortage: The lack of 

skilled professionals in data science and AI is a 

challenge that impedes the effective utilization 

and management of these technologies, 

highlighted by Al-Mutairi et al. (2023). 

The section explores the opportunities these 

challenges present: 

 Investment in Data Security: Research by 

Alotaibi et al. (2022) explores the growing 

focus on implementing robust data security 

measures to address privacy concerns and build 

trust with customers. 

 Upskilling Initiatives: Government and 

industry initiatives focused on developing a 

skilled workforce in AI and data science, as 

discussed by Al-Shami et al. (2023), addresses 

the talent gap and enable wider adoption of 

these technologies. 

Furthermore, the integration of AI and Big Data 

presents opportunities for innovation in data 

management and processing. Chen et al. (2013) 

discuss the diversity and complexity of Big Data 

and the need for innovative solutions to manage 

and extract value from it effectively. Bagheri and 

Shaltooki (2015) highlight the potential of cloud-

based solutions in addressing Big Data challenges, 

offering scalable and cost-effective options for 

data analysis and storage. 

2.4. Theoretical Framework: AI and Big Data 

in the Saudi Retail Sector 

The Resource-Based View (RBV) of the firm 

asserts that competitive advantage is achieved 

when a firm possesses resources that are valuable, 

rare, inimitable, and non-substitutable (VRIN) 

(Barney, 1991). Artificial Intelligence (AI) and Big 

Data analytics are considered strategic resources 

that provide competitive advantages through 

enhanced decision-making, improved customer 

insights, and increased operational efficiencies. 

 Valuable Resources: Resources must 

significantly enhance a firm’s efficiency and 

effectiveness to be deemed valuable (Barney, 

1991). AI and Big Data excel in this regard by 

enabling superior decision-making capabilities 

through the processing of extensive datasets 

more accurately and swiftly than traditional 

methods. 

 Rare Resources: A resource must not be 

widely accessible among current and potential 

competition to provide a competitive edge. The 

substantial investments required to develop AI 

and Big Data capabilities, such as advanced 

technology, skilled personnel, and 

comprehensive data infrastructures, are not 

universally feasible, rendering these resources 

rare. 

 Inimitable Resources: Resources that cannot 

be easily replicated by competitors offer a 

sustainable competitive advantage. The specific 

configurations of data sources, proprietary 

algorithms, and tacit knowledge developed 

within organizations make AI and Big Data 

analytics difficult to imitate (Wamba & Mishra, 

2017). 

 Non-substitutable Resources: Resources with 

no direct substitutes fulfill this criterion. The 

deep integration of AI and Big Data into 

business processes makes them increasingly 

essential and difficult to replace, thus becoming 

non-substitutable. 
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The integration of Big Data with business 

processes enhances operational efficiency and 

strategic decision-making, exemplifying the value 

and inimitability of these resources within firms 

(Wamba & Mishra, 2017). Mikalef and Pateli 

(2017) provide empirical evidence showing that 

IT-enabled dynamic capabilities, including AI and 

analytics, are rare and difficult to imitate, 

supporting RBV’s focus on strategic resources as 

sources of competitive advantage. Additionally, 

Bharadwaj (2000) investigates IT capabilities, 

demonstrating that those aligning with VRIN 

characteristics significantly boost firm 

performance, reinforcing the core principles of the 

RBV. 

2.5. Conceptual Framework 

 

 

 

 

 

 

 

Figure 1.Conceptual Framework. 

The conceptual framework, as shown in Figure 1, 

for this research centers on understanding the 

influence of Artificial Intelligence (AI) and Big 

Data on various facets of the retail sector in Saudi 

Arabia. The framework distinguishes between 

independent variables (AI and Big Data 

technologies), and dependent variables (Marketing 

Effectiveness, Customer Experience 

Enhancement). 

2.5.1 Independent Variables: 

Artificial Intelligence (AI): This encompasses 

advanced technologies such as machine learning, 

natural language processing, and AI-powered 

analytics tools, which are crucial for driving 

innovation and operational strategies in retail. AI 

technologies facilitate the automation of complex 

decision-making processes, thereby enhancing 

efficiency and strategic insights in retail operations 

(Russell & Norvig, 2016; Kapoor et al., 2018). 

 

Big Data: Represents the vast arrays of data that 

are analyzed to uncover insights, trends, and 

patterns critical for strategic decision-making and 

personalized customer experiences. The strategic 

use of Big Data allows retailers to make informed 

decisions based on consumer behavior and market 

trends, thus improving competitiveness and 

operational efficiency (Chen et al., 2012; McAfee 

et al., 2012). 

 

2.5.2 Dependent Variables: 

2.5.2.1 Marketing Effectiveness: 

This variable measures the impact of AI and Big 

Data on enhancing the marketing strategies within 

retail. It focuses on how these technologies 

improve customer targeting, campaign 

personalization, content relevance, and ultimately, 

the effectiveness of marketing campaigns as 

evidenced by increased conversion rates, improved 

customer acquisition, and higher ROI on 

marketing spend. AI and Big Data significantly 

transform marketing by enabling data-driven 

decisions, predictive analytics for customer 

behavior, and personalized marketing approaches 

that meet modern consumer expectations (Kumar 

et al., 2016; Davenport, et al., 2020). 

 

2.5.2.2 Customer Experience Enhancement: 

This variable assesses the improvements in 

customer experience directly attributable to the 

application of AI and Big Data. It includes metrics 

such as customer satisfaction, service quality, 

customer retention rates, and overall customer 

journey enhancement across various touchpoints in 

the retail sector. AI and Big Data enhance this 

interaction by providing insights into customer 

preferences and behaviors, enabling real-time 

response mechanisms, and facilitating a seamless 

and personalized customer experience across 

online and offline channels (Huang & Rust, 2018; 

Berman, 2012). 

2.6. The Future of Retail and Marketing 

Strategies 

Building on the discussions in the previous 

sections, this part of the chapter speculates on the 

future trajectories of AI and Big Data in retail and 

marketing, drawing on insights from McKinsey 

and Company (2022), Suciu et al. (2020), and 

additional sources. These technologies are poised 

to continue evolving and potentially transform 

retail and marketing. Key areas of focus include: 

Artificial Intelligence 

/ Big Data 

Marketing 

Effectiveness 

Customer 

Experience 

Enhancement 
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 Omnichannel Experiences: AI and Big Data 

will likely play a crucial role in creating 

seamless omnichannel experiences for Saudi 

consumers, integrating online and offline 

touchpoints for a unified shopping journey 

(Grewal et al., 2017). 

 Augmented Reality (AR) Integration: AR 

technology, powered by AI, could revolutionize 

product visualization and in-store experiences 

in Saudi retail, allowing customers to virtually 

try on clothes or interact with products before 

purchase (Pillai et al., 2020). 

 Ethical Considerations of AI: As AI becomes 

more prominent in retail, ethical considerations 

regarding data privacy, algorithmic bias, and 

transparency in AI decision-making need to be 

addressed to maintain consumer trust within the 

Saudi context.  

 Personalized Marketing: The ability of AI to 

analyze consumer data will lead to more 

personalized and effective marketing 

campaigns, enhancing customer relationships 

and business growth (Davenport et al., 2019). 

 Sustainable Practices: Big Data analytics will 

drive more sustainable business practices in 

retail by optimizing resource use and reducing 

waste, contributing to the environmental goals 

of Vision 2030 (Silva et al., 2019). 

2.7. Workforce Development and Skill 

Requirements in the AI and Big Data Era 

The integration of Artificial Intelligence (AI) and 

Big Data in the retail sector is not only 

transforming business processes but also 

significantly affecting workforce development and 

skill requirements. The evolving landscape 

demands a workforce that is adept at navigating 

the complexities of AI and Big Data, highlighting 

the need for enhanced skill sets and continuous 

learning. 

 

AI and Big Data are driving the need for skills in 

data analytics, machine learning, and strategic 

decision-making. The retail sector, in particular, 

requires professionals who can interpret complex 

datasets, derive actionable insights, and leverage 

AI for predictive analysis and personalized 

customer experiences. Johnson et al. (2021) 

emphasizes the growing demand for AI and Big 

Data practitioners, underlining the skills gap as a 

critical barrier to leveraging these technologies for 

economic growth. 

 

To address these challenges, educational and 

training programs must evolve to equip the 

workforce with the necessary skills. This includes 

not only technical skills related to AI and Big Data 

analysis but also soft skills such as critical 

thinking, problem-solving, and adaptability to 

rapidly changing technologies. The study by Pillai, 

Sivathanu, and Dwivedi (2020) highlights the 

importance of consumer understanding and 

engagement in AI-powered retail environments, 

suggesting a need for skills in customer-centric 

technology deployment. 

 

Furthermore, the workforce must be prepared for 

ethical considerations and data privacy issues 

associated with AI and Big Data. As these 

technologies become more integrated into retail 

operations, employees need to understand and 

navigate the ethical implications, ensuring trust 

and transparency in AI applications. 

 

METHODOLOGY 

This study adopted the qualitative methodological 

approach to explore the impact of Artificial 

Intelligence (AI) and Big Data on the retail and 

marketing sectors within the Saudi Arabian 

context. It employs semi-structured interviews to 

gain deeper insights into how AI and Big Data are 

being integrated and utilized in these sectors. This 

approach allows for a more nuanced exploration of 

the practical applications and implications of these 

technologies, capturing the experiences, 

perceptions, and challenges faced by professionals 

in the field. 

 

The qualitative framework is designed to provide a 

comprehensive understanding of the 

transformative effects of AI and Big Data, offering 

rich, contextual data that can inform strategic 

implementations in retail and marketing. Ethical 

considerations are meticulously addressed to 

ensure the integrity and ethical compliance of the 

research process. 
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3.1. Research Approach 

This study adopts a qualitative research approach 

which is specifically tailored to explore the depth 

and traces of the impacts of Artificial Intelligence 

(AI) and Big Data on retail and marketing sectors. 

According to Creswell and Creswell (2017), 

qualitative methods like semi-structured 

interviews enable a comprehensive exploration of 

complex phenomena by collecting detailed 

narratives directly from the participants. This 

approach is preferred for its ability to provide 

insights into the subjective experiences and 

perceptions that quantitative methods might 

overlook, thus enriching the understanding of 

theoretical constructs within real-world settings. 

3.1.1 Implementation of the Interview 

Approach: 
 Collection of In-depth Data: The study utilized 

semi-structured interviews to gather rich, 

qualitative data. These interviews enable open-

ended responses that can be probed further, 

offering a profound depth of understanding. 

Semi-structured interviews are favored in 

qualitative research for their flexibility and 

ability to explore complex issues deeply, making 

them suitable for examining the nuanced 

integration of AI and Big Data in the retail and 

marketing sectors (Brinkmann, 2014; Creswell 

& Creswell, 2017). 

 Exploration of Impacts and Challenges: 

Through interviews, this research would delve 

into personal and organizational experiences 

with AI and Big Data, exploring both the 

benefits and the challenges encountered. This 

qualitative method is effective for uncovering 

detailed insights into operational, strategic, and 

customer-related impacts, providing a richer 

understanding than quantitative methods alone 

(Maxwell, 2012). 

 Thematic Analysis: The data collected from the 

interviews were analysed using thematic 

analysis. This method is instrumental in 

identifying patterns and themes within 

qualitative data, allowing for a nuanced 

articulation of the dynamics and implications of 

technology use (Braun & Clarke, 2006). 

Thematic analysis is highly regarded for its 

robustness in qualitative research, facilitating an 

in-depth exploration of complex phenomena 

(Nowell et al., 2017). 

 

By explicitly adopting a qualitative interview 

approach, this study aims to capture the complex, 

multifaceted impacts of AI and Big Data in retail 

and marketing, providing a nuanced understanding 

that can inform strategic decision-making and 

theory development in the field. The chosen 

methodology ensures that the research captures 

detailed, personal experiences and professional 

strategies shaped by these transformative 

technologies, thus contributing valuable insights 

into their practical and theoretical implications. 

 

3.2. Research Design 

The research design has been structured as a 

qualitative framework with an emphasis on semi-

structured interviews. This approach, suggested by 

Babbie and Mouton (2008), ensures a thorough 

and nuanced integration of various components of 

the study, allowing for deep exploration into the 

impacts of Artificial Intelligence (AI) and Big 

Data in retail and marketing. 

3.2.1 Interview Design: 

3.2.1.1 Semi-structured Interviews: The study 

utilized semi-structured interviews to allow for 

both guided questions and spontaneous discussion, 

enabling participants to share their experiences 

and insights in-depth. This format was particularly 

effective for exploring complex topics like the 

utilization and effects of AI and Big Data in a 

dynamic sector such as retail and marketing. Semi-

structured interviews are renowned for their 

flexibility and depth, making them ideal for 

gaining a comprehensive understanding of 

emerging phenomena in business settings (Harvey, 

2011; Qu & Dumay, 2011). 

3.2.1.2 Topics Covered: Interviews explored 

various aspects of AI and Big Data applications, 

such as their impact on marketing strategies, 

customer engagement, operational efficiency, and 

the challenges and benefits these technologies 

bring. This method allows for a nuanced 

exploration of how these technologies influence 

organizational processes and decision-making 
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(Johannessen & Olsen, 2010; Newell & Marabelli, 

2015). 

3.2.1.3 Development of Interview Questions 

The interview questions were precisely crafted to 

address the core objectives of the study, ensuring a 

thorough exploration of the roles and impacts of 

AI and Big Data within the retail and marketing 

sectors. The development process involved several 

key steps: 

1. Literature Review: Initial questions were 

based on themes and gaps identified from a 

comprehensive review of existing literature 

on AI and Big Data applications in retail and 

marketing. This ensured that the questions 

were grounded in theoretical relevance and 

addressed contemporary issues in the field. 

2. Expert Consultations: Preliminary questions 

were refined through consultations with 

experts in AI, Big Data, and retail marketing. 

These experts provided insights into current 

industry practices, emerging trends, and 

critical areas of impact, helping to focus the 

questions on practical and strategic aspects of 

technology implementation. 

3. Finalization of Questions: The final set of 

questions was categorized into different 

sections to systematically cover all research 

objectives. This included: 

 Demographic Questions: To establish the 

background and context of each respondent. 

 Specific Impact Questions: Focused on 

understanding the direct effects of AI and 

Big Data on marketing effectiveness and 

customer experience enhancement. 

 General Questions: Aimed at gathering 

broader insights into the operational 

challenges, future prospects, and strategic 

advice related to the integration of these 

technologies. 

The number of questions was intentionally limited 

to 15 main queries, to allow for deep, focused 

discussions without overwhelming the 

interviewees. This number strikes a balance 

between comprehensiveness and practicality, 

facilitating detailed conversations within the 

typical duration of a professional interview. Each 

question was designed to investigate specific 

aspects of AI and Big Data utilization, ensuring 

that the discussions could yield insights aligned 

with the study’s aim. 

 

3.2.2 Sample Size and Representation: 

 Target Group: The study targeted around 20 

professionals within the retail and marketing 

sectors in Saudi Arabia who have direct 

experience with AI and Big Data. This number 

ensures a manageable yet sufficient range of 

perspectives to form a comprehensive 

understanding. 

 Selection Criteria: Participants were selected 

based on their roles and experience in utilizing 

AI and Big Data, aiming to include a diverse mix 

of job titles and experiences to reflect a broad 

spectrum of insights. 

3.2.3 Data Collection Procedure: 

 Interview Format: Interviews were conducted 

using video conferencing tools to accommodate 

the geographical spread of participants, ensuring 

flexibility and convenience for all involved. 

 Duration and Detail: Each interview was 

expected to last between 45 to 60 minutes, 

providing sufficient time to dive into detailed 

discussions on specific topics. 

3.2.4 Data Analysis: 

 Thematic Analysis: The interview transcripts 

were analyzed using thematic analysis to identify 

key themes, patterns, and insights related to the 

impact of AI and Big Data. This qualitative 

analysis approach is highly effective for 

interpreting complex data and drawing 

meaningful conclusions about the phenomena 

under study. Thematic analysis provides a 

flexible yet rigorous tool for qualitative research, 

making it suitable for studies that seek to 

uncover deep insights into technological impacts 

(Braun & Clarke, 2006; Guest, MacQueen, & 

Namey, 2012). 

 Software Support: Data analysis was supported 

by qualitative data analysis software such as 
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Excel which aids in organizing, coding, and 

retrieving data efficiently. 

3.3 Ethical Considerations: 

All interviews were conducted following ethical 

standards, ensuring participants' confidentiality 

and anonymity. Informed consent was obtained 

from all participants before the interviews, and all 

data was handled with the utmost care and 

integrity. 

3.4 Limitations and Mitigations: 

 Recognition of Limitations: Potential 

limitations such as interviewer bias and the non-

generalizability of findings due to the qualitative 

nature of the study are acknowledged. 

 Mitigation Strategies: Strategies to mitigate 

these limitations include careful question design, 

interviewer training, and the use of multiple 

analysts to check for consistency in theme 

identification. 

RESULTS AND ANALYSIS  

The goal is to explore the transformative impact of 

Artificial Intelligence (AI) and Big Data on these 

industries. By employing thematic analysis, this 

chapter seeks to identify and discuss key themes 

that emerged from the interviews, offering insights 

into how AI and Big Data are currently utilized, 

the benefits they bring, the challenges 

encountered, and the potential future 

developments in these fields. The responses from 

20 industry professionals provide a comprehensive 

perspective on the practical applications and 

implications of these technologies. Graphical 

representations of the data are included to illustrate 

trends and patterns, enhancing the understanding 

of the impacts and aiding in the discussion of the 

results. This analysis not only develops our 

understanding of AI and Big Data's roles in retail 

and marketing but also informs strategic decision-

making for businesses operating within these 

sectors. 

4.1 Participant Overview 

The primary data for this study were collected 

through semi-structured interviews, aimed at 

uncovering the diverse experiences and insights of 

professionals involved in the retail and marketing 

sectors in Saudi Arabia. A total of 20 interviews 

were conducted, with participants representing a 

variety of roles from project coordinators and 

CEOs to data analysts and marketing 

professionals. This diverse sample ensured a 

comprehensive understanding of the impact of 

Artificial Intelligence (AI) and Big Data across 

different levels and functions within the industry. 

4.1.1 Participant Demographics: 

Table 1. Demographic Information of 

Interview Participants 

Participan
t Code 

Job Title Years 
in 

Secto
r 

Sector of 
Operation 

Role in AI & 
Big Data 

Initiatives 

P1 Project 
Coordinator 

6 Furniture Integration 
with social 

media 

P2 CEO 10 Car Spare 
Parts 

Using latest 
apps for 

organization 

P3 Credit 
Analyst 

3 Financial 
Services 

Credit risk 
analysis using 

AI 

P4 Geophysicis
t 

6 Oil and 
Gas 

Industry 

Optimizing 
well-log data 

P5 Marketing 
Assistant 

3 General 
Marketing 

Database 
access 

optimization 

P6 Property 
Manager 

4 Real Estate Coordinating 
marketing 
strategies 

P7 Engineer 3 Banking Applying 
machine 

learning in 
banking 

P8 AI and Big 
Data 

Analyst 

3 E-
commerce 

Enhancing 
customer 

experience 

P9 Business 
Owner 

10 Apparel 
and 

Accessorie
s 

Strategic 
implementatio

n of AI 

P10 Planner 2 Real Estate Decision 
maker 

P11 Secretary 6 Medical Data-driven 
marketing 
strategies 

P12 Internal 
Audit 

Director 

2 Various Data analysis 
and insights 

P13 Senior 
Project 

Manager 

8 Security Data analysis 
in security 

P14 Section 
Head 

1 Customer 
Care 

Maintenance 
and planning 

P15 Digital 
Marketing 
Manager 

5 Apparel Lead 
strategist in 
marketing 
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P16 Retail 
Operations 

Analyst 

8 Consumer 
Electronics 

Data analytics 
oversight 

P17 Customer 
Experience 

Director 

7 Home 
Appliances 

Supervising 
customer data 

platforms 

P18 E-
commerce 
Strategy 

Lead 

4 Online 
Retail 

Managing 
digital 

transformation 

P19 Brand 
Manager 

6 Beauty and 
Personal 

Care 

Marketing 
automation 

P20 Marketing 
Technology 
Specialist 

7 Sports and 
Fitness 

Equipment 

Charge of 
data-driven 
initiatives 

 

As Table1 shows, the interviews were structured to 

gather rich, qualitative data, allowing participants 

to discuss their experiences with AI and Big Data 

in depth. The conversations covered topics such as 

the integration of these technologies into business 

practices, the observed changes in marketing 

strategies, customer engagement enhancements, 

and the operational efficiencies achieved through 

data-driven approaches. 

4.2 Thematic Analysis of Interview Data 

The thematic analysis revealed significant insights 

into how Artificial Intelligence (AI) and Big Data 

are impacting marketing effectiveness and 

enhancing customer experience in the retail sector. 

Below, deeper insights into each identified theme 

are investigated into, improved with illustrative 

quotes from the participants to provide a strong 

account of their experiences and perceptions. 

4.2.1. Theme 1: Enhanced Marketing 

Effectiveness 

Marketing effectiveness has markedly improved 

through the integration of AI and Big Data, as 

evidenced by increased precision in consumer 

targeting and campaign personalization. 

Participants highlighted how these technologies 

enable more accurate consumer insights and 

efficient resource allocation. 

Quotes supporting enhanced marketing 

effectiveness: 

 P15, Digital Marketing Manager: "Utilization 

of predictive analytics for targeted ad 

placements has allowed for greater campaign 

precision and lower cost per acquisition. This 

has led to enhanced customer profiling based on 

purchasing behavior." 

 P8, AI and Big Data Analyst: "AI and Big 

Data have significantly enhanced our marketing 

strategies through several methods: Customer 

Segmentation and Personalization: AI is used to 

analyze customer data, enabling precise 

segmentation and personalized marketing 

communications." 

 P19, Brand Manager: "AI tools for analyzing 

market trends and consumer feedback have 

enabled more agile marketing responses to 

consumer trends, utilizing data analytics for 

segmentation and targeting, leading to a 20% 

increase in ROI from a personalized marketing 

campaign." 

 P3, Credit Analyst: "The use of AI has 

differentiated our approach to customer 

segmentation, especially in financing, allowing 

us to tailor offers based on whether the 

applicant works in the private sector or 

government, enhancing the effectiveness of our 

marketing campaigns." 

4.2.2. Theme 2: Customer Experience 

Enhancement 

The role of AI and Big Data in enhancing 

customer experience is profound, with 

technologies facilitating better service delivery and 

customer interaction. Improved personalization 

and responsiveness have been key outcomes, 

leading to higher customer satisfaction and 

retention rates. 

Quotes supporting customer experience 

enhancement: 

 P16, Retail Operations Analyst: "Automated 

customer support via intelligent virtual 

assistants has reduced customer churn by 

improving service response time, enhancing the 

customer service experience significantly." 

 P9, Business Owner: "More personalized 

interactions and quicker customer service 

responses via AI chatbots have enhanced 

personalization and proactive service, which 

have improved satisfaction and boosted 

retention." 

 P13, Senior Project Manager: "AI and Big 

Data have enhanced customer interactions by 
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allowing for personalized recommendations and 

predictive analytics, ultimately leading to a 

better user experience and increased 

satisfaction." 

 P17, Customer Experience Director: 
"Enhanced customer service interactions 

through AI insights have led to a notable 

increase in repeat customers and referrals, 

dramatically improving our customer service 

experience during peak hours." 

4.2.3. Theme 3: Data-Driven Decision Making 

AI and Big Data have empowered organizations to 

make more informed and data-driven decisions. 

This theme captures the strategic use of data 

analytics to optimize business operations and 

marketing strategies. 

Quotes supporting Data-Driven Decision 

Making: 

 P17, Customer Experience Director: 

"Integrating AI to refine customer journey 

mapping has made our marketing touchpoints 

more efficient and effective." 

 P8, AI and Big Data Analyst: "Real-time 

decision-making enabled by Big Data analytics 

has significantly accelerated our ability to 

respond to market changes and optimize 

campaign results." 

 P12, Internal Audit Director: "Data-driven 

decision making has enhanced dynamic pricing 

and customer segmentation, greatly improving 

ROI." 

 P20, Marketing Technology Specialist: "By 

leveraging AI for dynamic content 

personalization, we've seen a measurable 

increase in marketing ROI through more 

targeted customer engagements." 

4.2.4. Theme 4: Challenges in Integration 

Despite the advantages, the integration of AI and 

Big Data into existing systems presents challenges. 

Issues related to data privacy, the complexity of 

data management, and the need for cultural shifts 

within organizations were frequently mentioned. 

Quotes supporting Challenges in Integration: 

 P18, E-commerce Strategy Lead: "Integrating 

disparate data sources has been a challenge, 

requiring careful planning and robust data 

systems to overcome." 

 P9, Business Owner: "Data privacy issues and 

the high costs of AI integration have been 

significant hurdles for us." 

 P16, Retail Operations Analyst: "The initial 

setup costs and the need for ongoing staff 

training present considerable challenges." 

 P7 AI Engineer: "Overcoming resistance to 

new technologies among staff has been a key 

challenge in fully leveraging AI capabilities." 

4.2.5. Theme 5: Future Outlook 

Participants expressed positive views on the future 

role of AI and Big Data in retail. They anticipate 

ongoing advancements that will continue to 

transform the industry, particularly in areas of 

predictive analytics and customer interaction. 

Quotes supporting Future Outlook: 

 P19, Brand Manager: "Advancing towards AI-

driven predictive marketing, we see AI not just 

reacting to customer behaviors but anticipating 

them, which is transforming how we engage 

with our customers." 

 P15, Digital Marketing Manager: "The future 

of marketing will leverage AI to create more 

sophisticated personalization techniques, 

enhancing customer relationships." 

 P8, AI and Big Data Analyst: "I expect AI and 

Big Data to become even more integral to 

marketing, with deeper integration into 

customer service strategies to create hyper-

personalized experiences." 

 P13, Senior Project Manager: "As AI 

technology advances, we foresee its application 

expanding to more complex decision-making 

processes that will further boost efficiency and 

customer satisfaction." 

4.3 Analysis  

The themes reveal a transformative impact of AI 

and Big Data on both marketing effectiveness and 

customer experience within the retail and 

marketing sectors. Marketing strategies 

empowered by AI and Big Data not only lead to 

more efficient campaigns but also ensure that these 

campaigns are effectively tailored to meet 

customer demands. Furthermore, the enhancement 

in customer experience through personalized 

interactions and predictive customer service 

responses underscores the potential of AI and Big 
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Data to significantly improve customer retention 

and satisfaction. 

 

The implications for business strategies are 

intense, suggesting that the integration of AI and 

Big Data is crucial for companies looking to 

maintain competitive advantages in increasingly 

digital marketplaces. However, to fully employ 

these benefits, businesses must navigate 

challenges such as data integration, privacy 

concerns, and the need for continuous investment 

in technology and skills development. 

4.3.1 Detailed Analysis of Themes 

This section elaborates on the key themes 

identified in the thematic analysis, focusing on 

how AI and Big Data impact marketing 

effectiveness and customer experience 

enhancement in retail and marketing sectors. 

4.3.2 Marketing Effectiveness 

 Data-Driven Personalization: One of the most 

significant impacts of AI and Big Data is the 

ability to personalize marketing on a scale. By 

analyzing customer data, AI algorithms enable 

marketers to create highly personalized 

marketing messages, which are tailored to the 

preferences, behaviors, and past interactions of 

individual customers. This precision not only 

improves customer engagement but also 

increases the efficiency of marketing budgets. 

 Predictive Marketing: AI and big data tools 

analyze historical data and predict future buying 

behaviors, allowing companies to proactively 

design marketing campaigns. This predictive 

capability enables retailers to optimize their 

marketing efforts, target the right audience at 

the right time, and manage inventory more 

effectively by anticipating future demand 

patterns. 

 Efficiency and ROI: The integration of Big 

Data analytics significantly improves the return 

on investment (ROI) for marketing campaigns 

by providing insights that help fine-tune 

marketing strategies. Analyzing customer 

response patterns assists in reallocating budgets 

towards more profitable channels or tactics. 

Quote from Interviews: 

 P1, Project Coordinator: "On Saudi Arabia 

Day in 2022, we saw what our clients were 

interested in, and in 2023 we focused on it, and 

we made an increase by 300%." 

4.3.3 Customer Experience Enhancement 

 Enhanced Interaction through AI: AI 

technologies like chatbots and virtual assistants 

have revolutionized customer interactions. They 

provide immediate responses to customer 

inquiries, which enhances the customer service 

experience and reduces the workload on human 

agents. 

 Customization of Customer Journeys: Big 

Data analytics allow for the customization of 

the customer journey based on individual 

behavior and preferences. This results in a more 

satisfying shopping experience, as customers 

are presented with products and offers that align 

closely with their needs. 

 Increased Customer Retention: By 

continuously analyzing customer data, AI and 

Big Data enable businesses to offer timely and 

appropriate interventions, such as discounts or 

personalized recommendations, which enhance 

customer satisfaction and loyalty. 

Quote from Interviews: 

 P3, Credit Analyst: "In the past, we needed 

papers and so much more to finish one 

application, now we can finish the application 

even without having physical contact with the 

applicant, and that's happened because of AI 

and Big Data." 

Implications and Strategic Recommendations 

The insights from the thematic analysis suggest 

several strategic implications for businesses in the 

retail and marketing sectors: 

1. Invest in AI and Data Analytics: 

Businesses should continue to invest in AI 

technologies and Big Data analytics to stay 

competitive. This investment should also 

include training for staff to ensure they 

have the analytical skills required to 

interpret data and implement AI solutions 

effectively. 

Quote from Interviews: 

 P8, AI and Big Data Analyst: "We've seen 

higher engagement rates, as personalized 

content resonates more with our target 

audience. Additionally, our ability to forecast 
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trends and prepare for customer needs has led to 

better alignment of our product offerings with 

market demand, ultimately improving customer 

satisfaction and loyalty." 

2. Focus on Data Security: With the 

increasing use of personal customer data, 

companies must prioritize data security and 

ethical considerations to maintain customer 

trust and comply with regulatory 

requirements. 

Quote from Interviews: 

 P12, Internal Audit Director: "Integrating AI 

and Big Data into retail operations presents 

challenges including data quality, scalability, 

talent gaps, system integration, ethical 

considerations, change management, and cost 

assessment." 

3. Enhance Customer Engagement: 

Businesses should leverage AI to enhance 

customer engagement through personalized 

experiences across various customer 

touchpoints. 

 Quote from Interviews: 

 P15, Digital Marketing Manager: "Utilization 

of predictive analytics for targeted ad 

placements has allowed for greater campaign 

precision and lower cost per acquisition. This 

has led to enhanced customer profiling based on 

purchasing behavior." 

4. Continuously Evaluate and Adapt: The 

fast-paced evolution of AI and Big Data 

technologies requires businesses to 

continuously evaluate their strategies and 

adapt to new tools and methods that can 

improve marketing effectiveness and 

customer satisfaction. 

Quote from Interviews: 

 P13, Senior Project Manager: "AI and Big 

Data have boosted customer satisfaction and 

retention by providing personalized 

experiences, predicting customer needs, 

resolving issues faster, and improving overall 

service quality." 

 

4.4 Challenges and Recommendations 

4.4.1 Challenges in Implementing AI and Big 

Data 

Implementing AI and Big Data technologies is not 

without its challenges. Participants in this study 

highlighted several key issues: 

 Data Privacy and Security: As businesses 

collect and analyze vast amounts of customer 

data, ensuring privacy and security becomes 

paramount. Concerns about data breaches and 

misuse can deter customers and damage a 

brand's reputation. 

 Integration Complexity: Integrating AI and 

Big Data systems with existing IT 

infrastructure can be complex and costly. 

Issues arise around compatibility, scalability, 

and maintaining system performance while 

ensuring that new technologies enhance rather 

than disrupt existing processes. 

 Talent Shortage: There is an ongoing 

challenge in acquiring skilled personnel who 

understand both the technical aspects of AI and 

Big Data and the strategic needs of the 

business. This talent gap can hinder the 

effective implementation and use of these 

technologies. 

 Resistance to Change: Organizational 

resistance to adopting new technologies can be 

a significant barrier. This resistance often 

stems from a lack of understanding of AI and 

Big Data capabilities or fear of job 

displacement. 

Quote from Interviews: 

 P3, Credit Analyst: "The resistance of old 

employees for these kinds of things, the cyber 

security is a very big challenge." 

4.4.2 Recommendations for Overcoming 

Challenges 

To address these challenges, several strategies are 

recommended: 

 Strengthen Data Governance: Implement 

robust data governance policies to ensure data 

integrity and security. Regular audits and 

compliance checks can help prevent data 

breaches and increase customer trust. 

 Invest in Training and Development: To 

bridge the talent gap, companies should invest 

in ongoing training and development programs. 
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These programs should focus on upskilling 

existing staff and attracting new talent with the 

necessary expertise in AI and Big Data. 

 Enhance Change Management Practices: 

Effective change management practices are 

crucial for encouraging the adoption of new 

technologies. This includes clear 

communication of the benefits of AI and Big 

Data, as well as involving employees in the 

transition process to alleviate fears and build 

internal advocates. 

 Leverage External Expertise: Small and 

medium-sized enterprises (SMEs) or businesses 

with limited internal resources should consider 

partnering with external experts or vendors. 

These partnerships can provide the necessary 

technical expertise and support for 

implementing AI and Big Data solutions. 

Quote from Interviews: 

 P8, AI and Big Data Analyst: "Be more 

efficient, be aware of the power of AI. Start 

small, ensure data privacy, scale gradually, and 

invest in training for the team." 

 

AI and Big Data in the retail and marketing 

sectors, underscoring both the challenges and the 

extensive opportunities these technologies present. 

The practical and theoretical insights gathered 

from this analysis yield a strong framework for 

businesses aiming to navigate the complexities of 

digital transformation. As the landscape 

progresses, continuous innovation and strategic 

implementation of AI and Big Data will remain 

critical for businesses striving to enhance customer 

experiences and secure sustainable growth in the 

digital era. 

 

DISCUSSION AND CONCLUSION 

This study explores the comprehensive discussion, 

interpretation, and validation of the findings 

derived from the interview results. It provides a 

detailed analysis of how Artificial Intelligence 

(AI) and Big Data are reshaping marketing 

strategies and enhancing customer experiences in 

the retail sector. This discussion extends to 

evaluate the study's limitations and the potential 

directions for future research.  

5.1. Discussion 

The findings from the interviews intensely 

illustrate the thoughtful impact of Artificial 

Intelligence (AI) and Big Data on the retail and 

marketing sectors, underscoring a significant 

transformation in marketing strategies and 

customer experience enhancement. This discussion 

delves into the synthesis of these findings with the 

extensive literature review section, which 

highlights similar transformations across different 

sectors. 

5.1.1. Integration and Impact on Marketing 

Strategies 

Interviewees reported significant enhancements in 

marketing effectiveness through the use of AI and 

Big Data, echoing the insights from Santoro et al. 

(2019) and Shankar (2019), who noted that these 

technologies are reshaping organizational practices 

and decision-making in retail. For instance, a 

Project Coordinator described an initiative where 

targeted marketing on a significant cultural day led 

to a 300% increase in focus and subsequent sales. 

This reflects the literature's emphasis on the power 

of AI to enable more accurate consumer insights 

and efficient resource allocation, fundamentally 

shifting the marketing approach (Davenport et al., 

2020). 

 

The ability to segment customers more precisely, 

as noted by the CEO of a car spare parts company, 

aligns with findings from the literature that Big 

Data analytics significantly improve market 

segmentation and campaign ROI (Memish et al., 

2021; Alheadary, 2024). This precision in 

marketing aligns with Al Anezi's (2021) 

observation of AI's role in enhancing economic 

diversification and efficiency in the Saudi market. 

5.1.2. Enhancement of Customer Experience 

Across the interviews, a consistent theme was the 

enhancement of customer experience through 

personalized service facilitated by AI tools. For 

example, an AI and Big Data Analyst detailed how 

real-time decision-making and personalized 

customer interactions have significantly improved, 

a phenomenon supported by Rahman and Al-Borie 

(2020), who highlighted similar advancements in 

other sectors like healthcare and education in 

Saudi Arabia. 
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The deployment of AI in customer service, such as 

AI-driven chatbots mentioned by several 

participants, including a Retail Operations Analyst, 

supports Alotaibi and Alshehri's (2023) discussion 

on the pivotal role of AI in revolutionizing 

customer interaction paradigms. This mirrors the 

broader literature on AI's role in fostering 

enhanced customer satisfaction and retention, 

emphasizing the shift from traditional reactive 

service models to proactive customer engagement 

strategies (Basri, 2020). 

5.1.3. Challenges in Implementation 

Despite the positive impacts, integrating AI and 

Big Data within existing systems presents notable 

challenges, as articulated by the participants. 

These challenges are echoed in the literature, with 

Moshashai et al. (2020) and Hassan (2020) 

discussing the institutional and political hurdles in 

implementing Vision 2030, including the 

adaptation to new technologies. Concerns 

regarding data privacy, system integration 

complexities, and the cultural shift required within 

organizations parallel discussions by Boreik et al. 

(2023), who highlight the need for robust 

technological infrastructure and skilled manpower 

to leverage AI and Big Data effectively. 

5.2. Conclusion 

The synthesis of interview findings with existing 

literature not only reinforces the observed impacts 

of AI and Big Data but also highlights critical 

areas for future research and practice. As AI and 

Big Data continue to evolve, their integration into 

strategic marketing and customer service 

operations will likely define the competitive 

landscape of the Saudi retail sector. This 

discussion underscores the need for ongoing 

investment in technology and talent, as well as a 

strategic focus on overcoming the integration 

challenges to fully capitalize on the potential of 

these transformative technologies. 

5.3. Practical Implications 

The adoption of AI and Big Data presents several 

practical benefits. Primarily, it offers the ability to 

implement more targeted marketing strategies that 

can lead to higher conversion rates and improved 

customer retention. Managers can also use these 

technologies to make informed decisions quickly, 

responding to market changes with agility. 

Importantly, the managerial relevance extends to 

optimizing resource allocation, reducing waste, 

and achieving better ROI on marketing 

expenditures. 

 

The findings from this study have significant 

practical implications for professionals in the retail 

and marketing sectors. As AI and Big Data 

continue to develop, understanding their impact on 

marketing effectiveness and customer experience 

enhancement is crucial for businesses aiming to 

remain competitive, as follows: 

 Enhanced Personalization: AI enables 

businesses to tailor their marketing efforts to 

individual customer preferences, leading to 

more effective and engaging marketing 

strategies. Retailers should leverage AI-driven 

analytics to fine-tune their marketing messages 

and offers. 

 Improved Decision-Making: Big Data 

analytics provide businesses with insights that 

are critical for making informed decisions. By 

integrating Big Data into their operations, 

companies can better anticipate market trends 

and customer needs, thereby optimizing their 

strategic responses. 

 Customer Retention: AI and Big Data 

technologies significantly improve customer 

service interactions and satisfaction, which are 

key factors in customer retention. Retailers 

should invest in AI technologies such as 

chatbots and personalized recommendation 

systems to enhance customer engagement and 

loyalty. 

 Operational Efficiency: AI and Big Data can 

streamline operations, reduce costs, and 

improve efficiency. Retailers should explore 

opportunities to automate routine tasks and 

optimize supply chain management with AI-

driven solutions. 

5.4. Theoretical Implications 

The study also contributes to the theoretical 

understanding of AI and Big Data's role in 

business: 

 Extension of the Technology Acceptance 

Model (TAM): This research extends TAM by 

demonstrating how perceived usefulness and 
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ease of use of AI and Big Data influence 

adoption rates in the retail sector. 

 Contribution to Resource-Based Theory 

(RBT): By showcasing how AI and Big Data 

serve as strategic resources that provide 

competitive advantage, this study enriches RBT 

literature, particularly in the context of digital 

transformation. 

 Enhancement of Customer Relationship 

Management (CRM) Theories: The findings 

illustrate how AI transforms CRM practices by 

enabling personalized interactions at scale, 

thereby adding depth to existing CRM theories. 

5.6. Limitations and Scope for Future Research 

The study presented herein offers significant 

insights into the utilization of Artificial 

Intelligence (AI) and Big Data within the retail 

sector. However, it is important to acknowledge 

certain limitations that might influence the breadth 

and depth of the conclusions drawn. One primary 

limitation is the relatively small and possibly non-

representative sample of respondents, which limits 

the ability to universally generalize the findings 

across the diverse global retail landscape. To 

address this, future studies could aim to include a 

broader and more diverse array of participants 

from different geographical locations and varying 

sectors of retail. This would help in enhancing the 

external validity of the results. 

 

Moreover, the cross-sectional nature of this study 

captures only a snapshot in time. Consequently, it 

does not account for the changing dynamics of AI 

and Big Data technologies or their long-term 

effects on the retail industry. Longitudinal research 

would be invaluable to track these technologies' 

impact over time, providing a clearer view of their 

sustained effects on marketing strategies and 

customer engagement. Such studies could help 

identify trends, predict future changes, and provide 

a more comprehensive understanding of the 

strategic implications of AI and Big Data 

integration in retail. 

5.6.1 Future Directions 

Looking forward, interviewees expressed 

optimism about the evolving role of AI and Big 

Data in marketing and customer service strategies, 

predicting more sophisticated personalization 

engines and predictive analytics capabilities. This 

prospective view aligns with Alomar et al. (2023), 

who foresees the continuous transformation of the 

retail sector through digital technologies, driving 

towards a more integrated and predictive approach 

to customer service and market strategy. 
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