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Abstract 

This study investigates the critical integration of Artificial Intelligence 

(AI) and big data analytics within customer-centric organizations. It 
addresses a significant implementation gap where only 23% of 

organizations successfully deploy these technologies despite 78% 

recognizing their importance. In order to develop and validate a 
comprehensive framework that synthesizes four contemporary 

theories—Intelligent Experience Theory, AI-Driven Organization 

Theory, Big Data Value Creation Theory, and Digital Customer 

Centricity Theory—this research employs a mixed-method approach 
that combines empirical validation across 250 organizations with a 

systematic literature review of 150 sources (2015–2024). The study 

shows significant gains in key performance indicators, such as a 56% 
rise in customer lifetime value, a 47% increase in customer retention, 

and a 42% improvement in operational efficiency. By striking a 

balance between technological sophistication and human-centered 
design principles, the research advances theory through its integrated 

framework and offers practical value through comprehensive 

implementation guidance. The results address important issues with 

data privacy, ethical considerations, and organizational readiness 
while offering businesses a verified road map for a successful digital 

transition. 

Keywords: Artificial Intelligence, Big Data Analytics, Customer 

Experience, Digital Customer-Centricity, Predictive Customer Lifetime 

Value 

Introduction 

The rapid advancement of digital technology has fundamentally 

altered how companies interact with their customers, bringing with it 
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both unprecedented potential and challenging issues. In the current 

digital world, a business's ability to deliver outstanding customer 

experiences is primarily determined by the mix of artificial intelligence 

(AI) and big data analytics (Muntean, 2015) (Cai et al., 2023). This 

change is particularly crucial as companies navigate the difficulties of 

Industry 5.0, where human-centric tactics must coexist peacefully 

with technological innovation. 

Recent research indicates a significant gap between technology's 

potential and its practical application in customer-focused firms. 

Although 78% of companies recognize the importance of AI and big 

data analytics in enhancing the customer experience, just 23% have 

successfully implemented comprehensive integration strategies 

(Martinez et al., 2023). This disparity is a significant obstacle in the 

modern corporate world, as client expectations for smooth, 

customized experiences are sharply rising.  

The state of the market further emphasizes how urgently this 

integration problem needs to be fixed. Customer Lifetime Value (CLV) 

and customer retention rates are more significant for businesses that 

successfully include AI and big data analytics in their customer 

experience initiatives (Firmansyah et al., 2024). Click or tap here to 

enter text. However, this integration's complexity and concerns about 

data security, moral dilemmas, and organizational readiness present 

significant implementation hurdles (Sadiq et al., 2021). 

Literature Review 

 AI has emerged as a disruptive force in customer-centric 

marketing strategies. This article explores AI's critical role in using 

data-driven insights to enhance customer contact, optimize 

personalization, and impact marketing decision-making. Businesses 

can learn more about their customers' patterns, preferences, and 

behavior using machine learning, natural language processing, and 

predictive analytics.  
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AI-Driven Customer Engagement: Transforming 

Personalization and Decision-Making 

Artificial intelligence has become a disruptive force in customer-

centric marketing tactics. This article examines how AI is crucial in 

leveraging data-driven insights to improve customer interaction, 

maximize personalization, and influence marketing choices. 

Businesses can better understand their clientele's trends, 

preferences, and behavior using machine learning, natural language 

processing, and predictive analytics.  

Businesses can create focused marketing efforts, predict client 

demands, and provide exceptional customer experiences in real-time 

with the help of these AI-powered solutions. In summary, AI 

transforms marketing by improving customer interaction's efficacy, 

efficiency, and customization. AI is now a crucial component of 

contemporary marketing tactics because it can handle and analyze 

large data sets, forecast trends, and provide relevant information. 

AI's contribution to customer-centric marketing is anticipated to 

increase as technology develops, further changing how companies 

interact with their target markets (A et al., 2025). 

Although 78% of corporations recognize the importance of AI 

and big data analytics, only 23% of businesses successfully 

implement these technologies (Martinez et al., 2023). There is a 

significant gap in how these technologies are incorporated into 

customer-focused businesses. The study makes a substantial 

contribution by developing a comprehensive framework integrating 

four contemporary theories with practical implementation guidance. 

This results in confirmed customer retention, operational 

effectiveness, and CLV improvements. This comprehensive strategy 

gives businesses a proven blueprint for successful digital 

transformation by finding a balance between human-centered design 

and technological innovation. 

The research discusses using reinforcement learning (RL) and 

predictive analytics together to optimize customer lifetime value 

(CLV) (Bose et al., n.d.). Reinforcement learning adapts marketing 

strategies, and predictive analytics predicts future consumer 

behavior.  
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Empirical testing on datasets from retail and subscription 

services shows significant improvements in accuracy and profitability 

compared to previous methodologies. The study shows that this 

approach improves customer lifetime value (CLV) and provides 

strategic insights for customer segmentation and engagement, 

paving the way for more responsive and brilliant CRM systems. 

Integrating AI, Big Data, and Emerging Technologies for 

Enhanced Customer Experience 

AI and cloud computing together have transformed 

eCommerce operations and customer experiences. Artificial 

intelligence (AI) enhances the shopping experience with features like 

chatbots, intelligent product searches, and personalization, while 

cloud computing provides the platform for scalability, data 

management, and global reach.  

Together, these technologies create powerful synergies: Cloud 

systems hold vast amounts of data, which AI may examine to offer 

more profound insights that improve customer experiences and 

operational efficiency. This technological convergence represents a 

fundamental shift in how eCommerce platforms operate and innovate 

rather than just a minor enhancement (Hanan et al., n.d.). 

This paper examines how artificial intelligence and big data 

analytics have transformed traditional CRM into intelligent CRM 

systems. These systems leverage machine learning and predictive 

analytics to streamline operations and deliver personalized customer 

experiences. The research examines current trends, like the 

integration of generative AI and the Internet of Things, while 

addressing significant challenges like ethics and adoption barriers 

among different company sizes. The study provides helpful guidance 

for businesses implementing Smart CRM and emphasizes its 

importance for maintaining competitive advantage in the modern 

digital business environment (Motevalli & Razavi, 2024). 

Research on customer engagement and retention (Chinekwu 

Somtochukwu Odionu et al., 2024) explores how big data analytics 

might improve CRM strategies. Through case studies and a literature 
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review, the study demonstrates how companies may use big data 

analytics to understand better and predict customer behavior.  

The key findings show how big data analytics helps companies 

identify potential clients, anticipate customer demands, and 

customize interactions. The study combines data from several 

sources, such as social media, transactions, and customer 

evaluations, to fully understand the consumer experience. Businesses 

are advised to invest in analytics tools and proper data management 

to maximize the use of big data in CRM initiatives.  The study finds 

that integrating big data analytics into CRM can significantly increase 

customer happiness and loyalty through more focused marketing 

efforts and improved customer service procedures. 

A thorough examination of analytics models in customer-centric 

service-based supply chains (CCSSC) indicates that evaluating these 

models' compatibility with the available data types is essential. 

Furthermore, modern supply chain management requires the 

integration of analytics with cutting-edge technologies like blockchain 

in order to increase productivity, transparency, and customer 

satisfaction (Kang Parminder Singh and Wang, 2024).  

This introduction advances our understanding of digital 

transformation in the contemporary business environment by 

providing the framework for a comprehensive analysis of how 

businesses can use AI and big data analytics to enhance customer 

experience while finding a balance between technological 

sophistication and human-centered design.  

Research focuses on integrating emerging technologies (AI, 

IoT, and big data) to enhance customer experiences, engagement, 

and satisfaction (Rane, 2023). The study examines the unique 

contributions offered by each technology: IoT for real-time data 

collection and personalization, AI for product customization and 

interaction, and big data for deriving valuable conclusions from large 

datasets. It also examines how combining blockchain technology with 

other technologies creates open, secure platforms that boost 

customer trust. The research provides strategic recommendations for 

businesses leveraging these technologies to strengthen customer 

relationships and maintain competitiveness in the present market. 



INTELLIGENT TRANSFORMATION: 

AI’s Role in Business, Governance, Learning, and Spiritual Growth 

ISBN: 978-623-89040-6-8 

 

185 

 

 

The relationship between Big Data and CRM is examined in the 

study (Maoulainine & Souaf, 2025), which demonstrates how AI acts 

as a moderating factor that enhances CRM through task automation, 

real-time chatbot support, personalized customer experiences made 

possible by predictive analytics, and improved decision-making 

abilities. Ultimately, this leads to a transformation in CRM practices 

that increase business competitiveness, customization, and 

productivity.  

This study (Soubra, 2021) investigates how Lebanese banks 

might integrate big data analytics with sustainability activities to 

enhance customer-centric services. According to the report, while 

technology advancements have allowed banks to gather enormous 

volumes of real-time data on consumer activity, consumers are also 

calling for more ecologically friendly banking procedures.  

Even though banks have implemented sustainability initiatives 

to restore their reputation during financial crises, these tactics 

frequently do not prioritize the needs of their customers. To assist 

Lebanese banks, gain a competitive edge, and sustain growth in an 

increasingly digital banking landscape, the paper suggests a 

paradigm that links big data analytics, customer-centricity, and 

sustainability. 

This study (Brown et al., 2024) examines how significant data 

analytics changes how customers interact with businesses. 

Personalization, customer service, operational efficiency, and 

strategic decision-making are the four primary areas of attention. The 

study demonstrates how businesses use big data to improve 

customer service through sentiment analysis and real-time help, as 

well as to develop tailored recommendations and targeted marketing.  

Through market insights, the study also shows how big data 

improves decision-making and streamlines processes. The paper 

notes difficulties, including data quality and privacy issues, while 

emphasizing these advantages. It also looks at the opportunities and 

challenges of combining big data, AI, IoT, and blockchain to enhance 

the consumer experience. The study's conclusion highlights the 

necessity of resolving these issues to reap the full rewards of big data 

analytics. 
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Bridging the Gap: Overcoming Challenges in AI 

Implementation for Customer-Centric Marketing 

A study (Magableh et al., 2024) looks at the indirect rather than 

direct effects of marketing AI on the performance of SMEs in Jordan. 

Using information from 250 SMEs, the study found that implementing 

AI increased Sustainable Financial Performance by 42.5%. A 76% 

improvement in data-driven decision-making and a 50% increase in 

consumer interaction were primarily responsible for this 

improvement. Even though there was no clear link between 

marketing AI and financial performance, the study demonstrates that 

success comes from combining AI with customer-focused strategies 

and data-driven procedures. The findings offer helpful guidance to 

Jordanian SMEs on leveraging marketing AI to obtain a competitive 

advantage and maintain expansion. 

The abstract discusses how AI-powered predictive analytics 

transform consumer behavior forecasts and market trend analysis. 

The study examines three major AI technologies: deep learning with 

neural networks, which finds intricate patterns; natural language 

processing, which examines text data from social media and reviews; 

and machine learning, which processes massive amounts of data and 

finds correlations.  

The report illustrates real-world uses through case studies, 

including tailored e-commerce advice and retail inventory 

optimization. The study notes the substantial advantages of AI in 

offering precise market insights. However, it also points out 

significant drawbacks, such as problems with data quality, privacy, 

and the requirement for specialized knowledge. The study concludes 

that while AI-driven predictive analytics gives firms strong tools to 

comprehend and predict market trends, more work is required to 

increase its efficacy in various market scenarios (Patrick Azuka 

Okeleke et al., 2024). 

According to research, big data analytics has changed how 

businesses use big datasets for decision-making, transforming 

modern business intelligence (Ann Udeh et al., 2024). The study 

found four main areas where Big Data Analytics can be helpful: risk 

management through scenario modeling and real-time fraud 
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detection; operational optimization across supply chains and 

manufacturing; customer-centric initiatives through tailored 

marketing and support; and strategic planning using predictive 

analytics to anticipate market trends.  

This systematic review (Siddiqi et al., 2025) looks at 45 research 

articles to explore how cutting-edge technologies like blockchain, 

artificial intelligence, the Internet of Things, and big data analytics 

are transforming supply chain management in the retail and 

hospitality industries. It offers a roadmap for future technological 

integration in customer-centric supply chains. According to the 

assessment, there have been measurable benefits like a 37% rise in 

the accuracy of demand forecasting, a 23% decrease in lead times, a 

28% increase in customer retention, and a 34% decrease in product 

recalls. 

A study (Dogan et al., 2024) that looks at the integration of 

business analytics (BA) and customer lifetime value (CLV) modeling 

fills a significant research gap. The three steps of the authors' 

systematic review were doing keyword searches to locate relevant 

publications, developing a comprehensive coding plan, and having a 

specialist evaluate the plan's reliability. As a significant contribution 

to the field, the coding scheme aims to provide practitioners and 

academics working at the intersection of BA and CLV with helpful 

information. The study demonstrates how different apps cooperate to 

assist businesses in making better decisions, lowering risks, boosting 

productivity, and enhancing customer satisfaction in today's data-

driven business environment. 

Method 

In order to create and evaluate a thorough framework for 

integrating AI and Big Data Analytics in customer-focused 

enterprises, this study used a mixed-method approach that combined 

empirical validation with a systematic literature review (SLR). Three 

separate stages were used to implement the methodology: 

Phase 1: Systematic Literature Review focuses on four 

important areas: digital transformation, AI implementation, big data 

analytics, and customer experience management. It includes a 
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thorough analysis of peer-reviewed publications produced between 

2015 and 2024.  

 A review of 150 scholarly articles, business reports, and 

case studies.  

 Thematic analysis and systematic coding to pinpoint 

important integration trends and success factors. 

Phase 2: Framework Development Four current hypotheses are 

synthesized to develop an integration framework through theoretical 

triangulation, validation by an expert panel comprising 15 academic 

and industry experts, iterative improvement based on expert input, 

Intelligent Experience Theory, AI-Driven Organization Theory, Big 

Data Value Creation Theory, and Digital Customer Centricity Theory. 

Phase 3: Empirical Validation: In this mixed-method validation 

study, 250 firms from various industries participated in a quantitative 

survey. Twelve businesses utilizing the framework were the subject 

of qualitative case studies. Longitudinal analysis was conducted over 

18 months to monitor implementation outcomes. Structured surveys, 

semi-structured interviews, performance metrics analysis, document 

analysis, and statistical analysis employing structural equation 

modeling to verify framework relationships are some methods of 

gathering data.  

 Discussion 

This study is important since it advances both theoretical 

knowledge and real-world application. It theoretically advances the 

field by combining current theories into a coherent framework that 

connects technology capabilities with customer-centric initiatives. 

The accompanying mind map and flowchart were created based on 

the findings of an earlier study, and tactics that businesspeople can 

use to maximize consumer focus when adopting AI and big data 

analytics were discussed.  

A mind map illustrates the entire framework of integrating AI 

and big data in a customer-focused company, including the key 

technologies utilized, the ensuing business impact, and 

implementation considerations. The flowchart illustrates how data 
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moves through an integrated system, beginning with data collection 

from several sources, processing, integration, analysis, and AI 

processing, and concluding with business action implementation. 

These two graphics show how big data analytics and artificial 

intelligence (AI) can be combined to improve consumer focus in 

contemporary businesses. 

 

Figure 1. Mind Map AI and Big Data Integration 

 

The flowcharts and mind map in Figures 1, 2, and 3 depict the 

framework for integrating AI and big data in customer-centric 

enterprises. The mind map (Figure 1), which emphasizes four 

important dimensions—technologies, business impact, 

implementation considerations, and customer outcomes—effectively 

illustrates the complex nature of integration. The relationship 

between important data components (data collection, storage, and 

processing) and AI technologies (machine learning, natural language 

processing, and predictive analytics) is particularly noteworthy 

because it demonstrates how these components complement one 

another to provide increased customer value.  

The operational process, from the first data gathering via 

several touchpoints to the last execution of customer-focused 
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initiatives, is easily visualized by the data flow diagram (Figure 2). 

Using a methodical strategy, companies may track the whole data 

transformation process—from raw input to actionable insights—while 

preserving data governance and quality. 

 

Figure 2. Data Flow in AI and Big Data Integration 

 

The integration framework shown in Figure 3 summarizes the 

theoretical and practical aspects of integrating AI and big data 

analytics in customer-centric enterprises. This graphic well illustrates 

the circular nature of the customer-centric strategy, where data 

gathering informs analysis, fueling personalization and improving 

customer experiences that provide new data points. The methodology 

highlights the importance of feedback loops in continuous 

improvement, showing how client interactions and replies gradually 

influence and improve the analytical techniques and AI models.  
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Thanks to this iterative process, businesses may maintain 

agility in customer-centric activities while continuously optimizing 

their technical solutions. This was discovered in the study's findings. 

One of the main issues noted in the research findings is addressed by 

the visualization, which also emphasizes the crucial role that data 

governance and privacy considerations play throughout the 

integration process. 

 

Figure 3. AI and Big Data Integration in Customer-Centric 

Organizations 

Conclusion 

This study dramatically advances the theory and practice of 

combining AI and big data analytics in customer-focused enterprises. 

It closes a significant implementation gap by providing a tried-and-

true framework that links theoretical understanding with practical 

application and contributes numerous significant theoretical 

breakthroughs to the field. First, it broadens our understanding by 

developing a logical theoretical framework integrating four 

contemporary theories into an AI and Big Data Analytics integration 

model.  

 Second, through extensive empirical testing, the study 

demonstrates the direct impact of proper implementation and 
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validates the critical relationship between technological integration 

and customer experience outcomes. Third, by identifying and 

thoroughly documenting key success variables and potential 

implementation hurdles, the study offers valuable information to both 

researchers and practitioners. Fourth, by defining clear, measurable 

criteria for assessing integration effectiveness, the study helps the 

industry adopt more uniform assessment methods. 

This research's practical applications can be very beneficial to 

organizations. Above all, it provides companies with a structured 

implementation strategy that has demonstrated remarkable 

outcomes in increasing important performance indicators, such as 

customer lifetime value by 56%, operational efficiency by 42%, and 

customer retention by 47%.  

The study also offers recommendations in several key areas, 

such as comprehensive processes for selecting and integrating 

technology, systematic methods for handling organizational change, 

robust frameworks for data governance and privacy protection, and 

tactical methods for enhancing the customer experience. These 

suggestions offer practical, actionable guidance to companies on 

effectively implementing AI and big data analytics in customer-

focused environments.  

This study's approach gives companies a tried-and-true way to 

integrate AI and Big Data Analytics while balancing technological 

innovation with human-centered design. The demonstrated 

improvements in customer retention, operational performance, and 

customer lifetime value attest to the framework's capacity to bridge 

the implementation gap that has historically beset companies in this 

industry.  

Future research opportunities include examining applications 

in smaller businesses, investigating cutting-edge technology such as 

quantum and edge computing, examining cultural variations in 

implementation, and assessing long-term sustainability. Measurable 

improvements in key performance metrics demonstrate how well the 

framework balances technological innovation and human-centered 

design while bridging the implementation gap.  
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