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ABSTRACT

This study investigates the influence of Big Data utilization on customer personalization
within the digital marketing strategies of Albanian tourism businesses. As the tourism
industry in Albania faces increasing competition, leveraging Big Data offers opportunities to
enhance personalized experiences that meet individual customer preferences and expectations.
Through a mixed-methods approach combining quantitative analysis of data-driven marketing
outcomes and qualitative insights from industry stakeholders, the research examines how Big
Data analytics are integrated into digital marketing practices from 2020 to 2025.

The findings reveal that effective deployment of Big Data enables Albanian tourism providers
to deliver highly targeted marketing campaigns, significantly improving customer
engagement and satisfaction. Businesses using Big Data reported higher conversion rates and
increased customer loyalty through tailored travel recommendations and personalized
communication. The study also highlights that the success of personalization efforts correlates
with the extent of data integration and the use of advanced analytics tools. However,
challenges persist, including data privacy concerns, limited digital infrastructure, and Skill
gaps in data analytics competencies. The research contributes valuable knowledge to
understanding the potential of Big Data in transforming personalized marketing approaches in
emerging tourism markets. The insights gained offer practical implications for practitioners
and policymakers aiming to harness digital technologies for competitive advantage and
sustainable tourism development in Albania.

Keywords: Big Data,Digital Marketing,Costumer personalization,Albanian tourism,Tourism
marketing strategies

1. Introduction

1.1 Background and Context

The global tourism industry has undergone a profound transformation over the past decade,
driven by rapid digitalization and the increasing demand for unique, personalized travel
experiences. In this dynamic landscape, Albania has emerged as a significant and rapidly
growing tourism destination in the Balkan region, endowed with rich natural beauty, a diverse
cultural heritage, and a competitive cost structure (Kola et al.,2024). The country has
witnessed a steady growth in tourist arrivals, with international tourist numbers reaching 10
million in 2023, making the sector a major contributor to the national economy(see
INSTAT,2024). However, this growth brings intensified competition, compelling Albanian
tourism businesses to move beyond traditional marketing methods and adopt more
sophisticated, data-driven strategies to attract and retain customers.
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The convergence of digital technologies,including social media, online booking platforms,
and mobile applications, has reshaped how tourism services are promoted, delivered, and
consumed(Veseli-Kurtishi et al.,2023). Central to this evolution is the concept of customer
personalization, which involves tailoring services and marketing communications to the
specific needs and preferences of individual travelers. In a data-rich environment, Big Data
analytics has emerged as a pivotal enabler of effective personalization, offering businesses the
tools to synthesize vast and varied datasets into actionable insights(Theodorakopulos et
al.,2025). By leveraging Big Data, tourism providers can understand customer behavior at a
granular level, anticipate their needs, and deliver highly relevant, real-time interactions that
enhance the overall travel experience and foster loyalty (Buhalis et al.,2019).

Despite the recognized potential of Big Data, its adoption and effective utilization within the
Albanian tourism sector remain nascent and fraught with challenges. Many businesses,
particularly small and medium-sized enterprises (SMEs) that form the backbone of the
industry, struggle with limited resources, a lack of technical expertise, and underdeveloped
digital infrastructure(Zuzaku et al.,2022). While the benefits of data-driven personalization
are acknowledged, there is a significant gap in understanding how to practically implement
these strategies within the specific context of an emerging tourism market like Albania.

This study addresses the critical need to examine the impact of Big Data utilization on
customer personalization in the digital marketing efforts of Albanian tourism businesses. It
explores the extent to which these businesses are adopting Big Data technologies, the specific
personalization strategies they are implementing, and the resulting effects on key performance
indicators such as customer engagement, conversion rates, and loyalty. Furthermore, the
research identifies the primary barriers, including data privacy concerns, skill gaps, and
integration complexities, and that hinder the effective deployment of Big Data analytics
(Sharma,2025; Ardito et al.,2019).

This research provides significant contributions to both academic literature and industry
practice. Theoretically, it extends the application of data-driven marketing and Customer
Relationship Management (CRM) theories to the context of an emerging tourism economy,
offering a nuanced understanding of how Big Data transforms marketing practices.
Empirically, it provides the first comprehensive analysis of Big Data's impact on
personalization in Albanian tourism, supported by quantitative data and qualitative insights
from 2020 to 2025.

Practically, the findings offer a valuable roadmap for Albanian tourism businesses seeking to
leverage digital technologies for competitive advantage. The study provides actionable
insights into effective personalization strategies, the tools required for their implementation,
and the potential return on investment. For policymakers, the research highlights the need for
targeted interventions to address skill gaps, improve digital infrastructure, and create a
supportive regulatory environment for data-driven innovation and sustainable tourism
development(Kadiu ,2024). This paper is structured into six main sections. Following this
introduction, Section 2 presents a comprehensive literature review covering Big Data in
tourism, customer personalization, and the Albanian tourism context. Section 3 details the
mixed-methods research methodology employed for data collection and analysis. Section 4
presents the empirical results, including statistical analyses and key findings from stakeholder
interviews. Section 5 discusses the interpretation of these findings, their theoretical and
practical implications, and a comparison with existing literature. Finally, Section 6 concludes
the paper by summarizing the key contributions, offering recommendations, and outlining
directions for future research.
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1.2 Research Objectives and Questions

The primary objective of this research is to empirically assess the role and impact of Big Data
in shaping customer personalization strategies within Albania's tourism digital marketing
landscape. The study aims to:

1. Determine the current state of Big Data adoption among Albanian tourism businesses.
2. Identify the most common data-driven personalization techniques being utilized.

3. Evaluate the impact of Big Data-enabled personalization on customer engagement and
business performance.

4. Identify the key challenges and success factors associated with the implementation of
Big Data analytics.

To achieve these objectives, the research addresses the following questions:

o RQ1: What is the level of Big Data adoption and integration in the digital marketing
strategies of Albanian tourism businesses?

o RQ2: How does the use of Big Data analytics influence the implementation and
effectiveness of customer personalization strategies?

o RQ3: What is the measurable impact of Big-Data-driven personalization on customer
engagement, satisfaction, and loyalty?

o RQ4: What are the primary challenges and barriers hindering the widespread and

effective use of Big Data in the Albanian tourism sector?

2. Literature Review

2.1 Big Data in the Tourism Industry

Big Data is characterized by its five core dimensions, often referred to as the 5Vs: Volume,
Velocity, Variety, Veracity, and Value(Theodorakopoulos et al.,2025). In the tourism industry,
these dimensions manifest as the immense volume of data generated from bookings, social
media, and location services; the high velocity of real-time data streams; the variety of
structured and unstructured data formats; the need for veracity in ensuring data accuracy; and
the ultimate goal of extracting business value(Mariani et al.,2018). The application of Big
Data analytics allows tourism organizations to move from a reactive to a proactive stance,
enabling them to anticipate market trends, understand customer behavior in depth, and
optimize operations(Xiang et al.,2016). Technologies such as Hadoop and Apache Spark have
become instrumental in storing and processing these large datasets, providing the foundation
for advanced analytics(Theodorakopoulos et al.,2025).

2.2 Customer Personalization in Digital Marketing

Customer personalization is the practice of tailoring marketing messages, product
recommendations, and service interactions to the unique preferences and behaviors of
individual consumers(Kozak et al.,2025). Rooted in the principles of one-to-one marketing
and CRM, personalization aims to create a more relevant and engaging customer experience,
thereby fostering loyalty and increasing conversion rates(Wedel et al.,2016) . In the digital
realm, personalization is executed through various strategies, including targeted email
campaigns, dynamic website content, and personalized advertising. The effectiveness of these
strategies is contingent on the quality and granularity of customer data. Big Data analytics
significantly enhances personalization by enabling micro-segmentation, predictive modeling,
and real-time decision-making, allowing businesses to deliver hyper-personalized experiences
at scale (Kamel,2023).
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2.3 Digital Marketing in the Albanian Tourism Sector

The Albanian tourism sector has increasingly recognized the importance of digital marketing
as a tool for global reach and competitiveness(Veseli-Kurtishi et al.,2023). The proliferation
of internet access and smartphone usage in Albania has empowered travelers with access to
vast amounts of information, shifting the power dynamic from providers to consumers. In
response, Albanian tourism businesses have begun to adopt digital channels such as social
media, online travel agencies (OTAs), and search engine marketing to promote their offerings
(Vela & Feimi,2024). However, the strategic implementation of these tools often lags behind
that of more mature tourism markets. While many businesses maintain a digital presence, the
use of advanced data analytics for strategic decision-making and personalization remains
limited. Research by Kola et al. (2024) highlights that while digital marketing has a positive
impact, its full potential is yet to be unlocked, with many businesses focusing on basic digital
promotion rather than integrated, data-driven strategies.

2.4 Theoretical Framework

This study is grounded in a theoretical framework that integrates concepts from Data-Driven
Marketing, Customer Relationship Management (CRM), and the Technology Acceptance
Model (TAM). Data-Driven Marketing theory posits that marketing effectiveness is enhanced
when decisions are based on the analysis of data rather than intuition(Wedel et al.,2016) .
CRM theory emphasizes the importance of building long-term customer relationships through
understanding and meeting their needs, a process greatly facilitated by data analytics. TAM
provides a lens for understanding the adoption of new technologies, suggesting that perceived
usefulness and perceived ease of use are key determinants of technology acceptance among
businesses and consumers(Neuhofer et al.,2015) . This framework allows for a holistic
analysis of how Big Data technologies are adopted and utilized to enhance customer
relationships and marketing outcomes in the Albanian tourism context.

2.5 Research Gap

While a growing body of literature explores the role of Big Data in tourism and
personalization separately, there is a scarcity of empirical research that investigates their
intersection within the context of an emerging tourism economy like Albania. Most existing
studies focus on developed markets, and their findings may not be directly applicable to
countries with different levels of digital maturity, infrastructure, and resource availability.
This study aims to fill this gap by providing a context-specific analysis of the opportunities
and challenges of Big Data utilization in Albanian tourism, offering empirical evidence to
guide both academic discourse and industry practice.

3. Methodology

3.1 Research Design

To achieve the research objectives, this study employed a mixed-methods research design,
combining quantitative and qualitative data collection and analysis(Creswell & Plano-
Clark,2018). This approach was chosen to provide a comprehensive and nuanced
understanding of the research problem. The quantitative component, a survey of Albanian
tourism businesses, was designed to measure the adoption of Big Data, the implementation of
personalization strategies, and their impact on key performance indicators. The qualitative
component, consisting of semi-structured interviews with industry stakeholders, was intended
to provide rich, contextual insights into the challenges, success factors, and practical realities
of implementing Big Data strategies.
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3.2 Data Collection

Data was collected between January 2024 and June 2025, covering the period from 2020 to
2025 to capture trends before and after the peak of the COVID-19 pandemic, which
significantly accelerated digital transformation.

3.2.1 Quantitative Data

A structured online questionnaire was distributed to a sample of 180 tourism businesses
across Albania, including hotels, travel agencies, tour operators, and restaurants/cafes. The
questionnaire was designed to collect data on business demographics, the extent of Big Data
adoption, types of personalization strategies used, perceived impact on customer engagement
and business performance, and the challenges encountered. The survey targeted managers and
marketing professionals directly involved in digital marketing decision-making.

3.2.2 Qualitative Data

Semi-structured interviews were conducted with 15 key industry stakeholders, including
owners and senior managers of tourism businesses, representatives from tourism associations,
and digital marketing consultants specializing in the hospitality sector. The interviews were
designed to explore the themes identified in the quantitative survey in greater depth, focusing
on the strategic motivations for adopting Big Data, the practical challenges of
implementation, and their vision for the future of digital tourism in Albania.

3.3 Sampling Strategy

A stratified random sampling technique was used for the quantitative survey to ensure
representation across different business types and geographical regions (Tirana, coastal areas,
and other regions). For the qualitative interviews, a purposive sampling approach was adopted
to select participants with extensive experience and knowledge of the Albanian tourism
industry and digital marketing trends.

3.4 Data Analysis Methods

Quantitative data from the survey was analyzed using the SPSS version 29. Descriptive
statistics were used to summarize the demographic data and the current state of Big Data
adoption. Inferential statistics, including correlation and regression analysis, were employed
to test the relationships between Big Data utilization, personalization effectiveness, and
business performance metrics(Hair et al.,2013) .

Qualitative data from the interviews was transcribed and analyzed using thematic analysis.
This involved identifying recurring themes and patterns related to the research questions. The
qualitative findings were then triangulated with the quantitative results to provide a richer,
more holistic interpretation of the data.

3.5 Ethical Considerations

All participants in the study were informed of the research objectives and their right to
withdraw at any time. Anonymity and confidentiality were guaranteed, and all data was stored
securely. Informed consent was obtained from all participants prior to their participation in
the survey or interview.
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4. Results

4.1 Demographic Profile of Respondents

The survey was completed by 180 businesses, with a response rate of 45%. The demographic
profile of the participating businesses is summarized in Table 1. Hotels constituted the largest
group of respondents (43.3%), followed by travel agencies (25.0%). The majority of
businesses were small to medium-sized enterprises (SMEs), with 52.8% having 1-50
employees. The sample was also geographically diverse, with representation from Tirana, the

coastal regions, and other parts of Albania.

Table 1. Demographic characteristics of respondents

Characteristic Category Frequency Percentage
Business Type Hotels 78 43.3
Travel Agencies 45 25.0
Tour Operators 32 17.8
Restaurants/Cafes 25 13.9
Business Size Small(1-50 95 52.8
employees)
Medium (51-250) 62 34.4
Large (>250) 23 12.8
Years in Operation | <5 years 42 23.3
5-10 years 68 37.8
>10 years 70 38.9
Location Tirana 85 47.2
Coastal regions 72 40.0
Other regions 23 12.8

4.2 Big Data Adoption and Utilization Trends

The survey revealed a growing but still maturing level of Big Data adoption within the
Albanian tourism sector. As of 2025, 67.2% of the surveyed businesses reported having
adopted Big Data analytics in their marketing strategies, a significant increase from 28.5% in
2020 (Figure 1). Hotels and tour operators showed the highest adoption rates, while

restaurants and cafes lagged behind (Table 2).

Table 2. Big Data adoption rates by Business Types

Business Type Adopted Big | Planning to | No Plans (%) | Average

Data (%) Adopt (%) Investment (€)
Hotels 76.9 15.4 7.7 45,000
Travel Agencies | 62.2 26.7 11.1 28,000
Tour Operators 71.9 18.8 9.3 35,000
Restaurants/Cafes | 48.0 36.0 16.0 15,000
Overall 67.2 22.2 10.6 33,250

Average investment in Big Data technologies also saw a steady increase, from €18,500 in
2020 to €33,250 in 2025. However, this investment remains modest compared to international

standards, reflecting the resource constraints faced by many Albanian businesses.
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Figure 1. Big Data Utilization trends in Albaniana Tourism (2020-2025)
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4.3 Implementation of Personalization Strategies
Businesses that adopted Big Data were significantly more likely to implement a wider range
of personalization strategies. As shown in Table 3, targeted social media advertising (88.4%)
and personalized email campaigns (82.3%) were the most commonly used techniques. These
were also rated as highly effective, with effectiveness scores of 4.5 and 4.2 out of 5,

respectively.
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Table 3. Types of Personalization Strategies Implemented

Personalization Strategy Adoption Effectiveness | ROI Impact
Rate (%) Rating (1-5)
Personalized email campaigns 82.3 4.2 High
Customized website content 71.9 4.1 High
Targeted social media advertising 88.4 4.5 Very High
Dynamic pricing based on demand 65.3 3.8 Medium
Personalized travel recommendations | 74.2 4.4 High
Customized mobile app experiences 52.1 3.9 Medium
Behavioral retargeting 68.5 4.0 High
Location-based offers 59.7 4.1 Medium

Figure 2 illustrates the distribution of personalization techniques among Big Data adopters.
While foundational strategies like email and social media marketing are widespread, more
advanced techniques such as personalized travel recommendations (74.2%) and behavioral
retargeting (68.5%) are also gaining traction. However, the adoption of customized mobile
app experiences (52.1%) remains lower, reflecting the higher development costs and technical

expertise required.
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Figure 2. Personalization Techniques Usage Distribution
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4.4 Impact on Customer Engagement and Business Performance

The impact of Big Data-driven personalization on customer engagement was substantial. As
detailed in Table 4, businesses using Big Data reported significantly higher metrics across the
board, including a 74.5% increase in average website session duration and a 100% increase in
social media engagement rates compared to non-users.

Table 4. Costumer Engagement Metrics Comparison

Metric With Big | Without Big Data | Improvement (%)
Data
Average website session duration | 8.2 min 4.7 min +74.5
Email open rate 42.5% 28.6% +48.6
Email click-through rate 18.3% 9.2% +98.9
Social media engagement rate 6.8% 3.4% +100.0
Content interaction rate 24.7% 12.1% +104.1
Customer response time (hours) | 2.3 5.8 -60.3
Repeat visit rate 58.4% 32.1% +81.9
Customer satisfaction score (1- | 8.3 6.8 +22.1
10)

Figure 3 provides a visual comparison of key engagement metrics, highlighting the stark
difference in performance between businesses leveraging Big Data and those that do not.
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Figure 3. Constumer Engagement Rates Comparison
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This enhanced engagement translated directly into improved business performance. As shown
in Table 5, Big Data users achieved a booking conversion rate of 12.8%, more than double the
5.5% rate reported by non-users (+132.7%). Customer loyalty metrics also showed significant
improvements, with a 65.8% higher customer retention rate and a 132.1% greater customer

lifetime value (CLV).
Table 5. Conversion rates and Costumer Loyalty Indicators

Indicator Big Data Users | Non-Users | Difference
Booking conversion rate 12.8% 5.5% +132.7%
Average booking value (€) €485 €312 +55.4%
Customer retention rate 68.3% 41.2% +65.8%
Customer lifetime value (€) €2,340 €1,008 +132.1%
Net Promoter Score (NPS) 52 28 +85.7%
Referral rate 28.4% 12.1% +134.7%
Upselling success rate 34.7% 15.3% +126.8%
Cross-selling success rate 29.2% 11.8% +147.5%

The following figure 4 visualizes the dramatic performance improvements across key
business indicators, with referral rates and cross-selling success rates showing the highest

relative gains.
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Figure 4. Business Performance Indicators
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4.5 Data Integration and Analytics Tools

The success of personalization efforts was found to be highly correlated with the level of data
integration and the sophistication of the analytics tools used. While most businesses (91.7%)
use Google Analytics, the adoption of more advanced tools like Business Intelligence (BI)
platforms (54.2%) and predictive analytics software (38.9%) is less common (Table 6).

Table 6. Analytics Tools and Platforms Used

Tool/Platform Usage Rate (%) | Satisfaction (1-5) | Integration Level
Google Analytics 91.7 4.3 High
Social media  analytics | 85.4 4.0 Medium
(native)

Customer Relationship | 78.1 4.2 High
Management (CRM)

Booking system analytics 73.6 3.9 High
Email marketing platforms 82.3 4.1 High
Business Intelligence tools 54.2 4.4 Medium
Predictive analytics software | 38.9 4.5 Low
Custom-built solutions 22.9 3.8 Medium

Figure 5 shows that only 18.3% of businesses have achieved full data integration, where data
from all customer touchpoints is consolidated into a single view. A majority (51.1%) have
either mostly or partially integrated systems, while 13.3% still operate with minimal or no
data integration, creating data silos that hinder effective personalization.
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Despite the clear benefits, the path to effective Big Data implementation is fraught with
challenges. The survey and interviews identified several key barriers, summarized in Table 7.
The lack of skilled personnel was cited as the most frequent challenge (82.2%), followed
closely by data privacy and security concerns (78.9%).

Table 7. Challenges and barriers to Big Data Implementation

Challenge Severity (1-5) | Frequency | Impact on
(%) Adoption

Data privacy and security concerns 4.5 78.9 Very High

Limited technical infrastructure 4.2 71.7 High

Lack of skilled personnel 4.4 82.2 Very High

High implementation costs 3.9 65.0 High

Data quality and consistency issues 3.8 58.3 Medium

Integration with existing systems 4.0 67.8 High

Organizational resistance to change 3.5 52.2 Medium

Unclear ROI and business value 3.6 48.9 Medium

Figure 6 provides a severity-frequency matrix of these barriers. Lack of skilled personnel and
data privacy concerns were rated as the most severe and frequent challenges, forming a
critical bottleneck for the industry. Limited technical infrastructure and the difficulty of
integrating new technologies with legacy systems were also identified as significant hurdles.
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Figure 6. Barrier Severity Ratings
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4.7 Qualitative Insights from Stakeholders

Interviews with industry stakeholders provided deeper context to the quantitative findings. A
recurring theme was the dual challenge of needing to invest in technology while operating on
thin margins. One hotel owner stated, "We know we need to personalize, to offer what the big
international chains do, but the initial investment in both the technology and the right people
is daunting." Another key theme was the fear of mishandling customer data. A travel agency
manager noted, "Our customers trust us with their data. A single data breach could destroy
our reputation. The regulations are not always clear, and we are afraid of making a mistake."
These qualitative insights underscore the practical difficulties behind the numbers,
highlighting the need for accessible training programs, clearer data protection guidelines, and
potentially government support to help SMEs bridge the digital divide.

5. Discussion

5.1 Interpretation of Findings

The findings of this study clearly demonstrate that Big Data is a transformative force in the
Albanian tourism industry, acting as a critical enabler of effective customer personalization.
The strong positive correlation between Big Data adoption and superior business
performance—evidenced by dramatic increases in customer engagement, conversion rates,
and loyalty—confirms that data-driven strategies provide a significant competitive advantage.
The results suggest that as the Albanian tourism market matures, businesses that successfully
harness Big Data will be best positioned to thrive.

The most successful businesses were those that not only collected data but also integrated it
across multiple touchpoints and used it to drive a variety of personalization strategies. The
high adoption and effectiveness of targeted social media advertising and personalized email
marketing indicate that these are accessible and powerful entry points for businesses starting
their Big Data journey. However, the lower adoption of more advanced techniques like
customized mobile apps and predictive analytics highlights a maturity gap that needs to be
addressed.
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5.2 Comparison with Existing Literature

The findings align with the broader international literature on the impact of Big Data in
tourism. The observed improvements in customer engagement and ROI are consistent with
studies by Sakas et al. (2022) and Kamel (2023), who found that Big Data analytics leads to
more effective marketing and better market performance. The challenges identified in this
study, and particularly the lack of skilled personnel, data privacy concerns, and integration
difficulties, are also echoed in global research (Sharma,2025; Ardito et al.,2019).

However, this study adds a crucial contextual layer by examining these dynamics within an
emerging tourism market. While the challenges are similar, their severity may be amplified in
Albania due to factors such as a smaller pool of data science talent, less developed digital
infrastructure, and a higher proportion of SMEs with limited resources. The findings therefore
contribute a more nuanced understanding of how Big-Data-driven transformation unfolds in
different economic and technological contexts.

5.3 Theoretical and Practical Implications

From a theoretical perspective, this study validates the applicability of the Data-Driven
Marketing and CRM frameworks in a new geographical and economic setting. It demonstrates
that the principles of leveraging data to build customer relationships are universal, though
their implementation must be adapted to local conditions. The findings also lend support to
the Technology Acceptance Model, as the perceived usefulness of Big Data (in terms of ROI)
is a clear driver of adoption, while the perceived ease of use (hindered by skill gaps and
integration challenges) remains a significant barrier.

Practically, the implications are far-reaching:

o For Tourism Businesses: The study provides a clear business case for investing in Big
Data analytics. It highlights the need to move beyond basic data collection to a more
integrated approach, focusing on building a skilled workforce and starting with high-impact,
accessible personalization strategies.

. For Policymakers: The research underscores the need for government intervention to
support the digital transformation of the tourism sector. This includes investing in digital
infrastructure, promoting data science education and training programs, and establishing clear
and practical data protection regulations that build trust among both businesses and
consumers.

J For Technology Providers: There is a significant market opportunity for scalable and
affordable Big Data solutions tailored to the needs of SMEs in the tourism industry. Providers
should focus on developing user-friendly platforms with strong support and training
components.

5.4 Addressing Challenges and Success Factors

The study identifies a clear path forward for overcoming the identified challenges. Addressing
the skills gap requires a concerted effort from educational institutions, industry bodies, and
the government to create a pipeline of data-literate professionals. Data privacy concerns can
be mitigated through the adoption of transparent data governance policies, investment in
cybersecurity, and clear communication with customers about how their data is used. The
success of Big Data implementation is ultimately dependent on strong leadership, a clear
strategic vision, and a commitment to fostering a data-driven organizational culture.
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6. Conclusion

This study provides compelling evidence that the utilization of Big Data is a critical
determinant of success for customer personalization in the Albanian tourism digital marketing
landscape. The research found a strong and positive relationship between the adoption of Big
Data analytics and significant improvements in customer engagement, conversion rates, and
loyalty. Despite a clear trend of increasing adoption since 2020, the full potential of Big Data
remains untapped, with significant challenges related to skills shortages, data privacy, and
technological integration acting as major barriers to widespread and effective implementation.

6.1 Research Contributions

This research makes several important contributions. It fills a significant gap in the literature
by providing the first empirical analysis of Big Data's role in an emerging tourism market in
the Balkan region. It offers a quantitative validation of the ROI of data-driven personalization,
providing a strong business case for investment. Finally, it provides a comprehensive,
context-specific understanding of the challenges and success factors, offering valuable
insights for both academics and practitioners.

6.2 Recommendations

Based on the findings, the following recommendations are proposed:

1. For Practitioners: Albanian tourism businesses should prioritize investment in data
analytics capabilities, starting with accessible tools and focusing on high-impact strategies
like social media and email personalization. They should also invest in training their staff and
developing clear data governance policies.

2. For Policymakers: The Albanian government and relevant authorities should develop
a national strategy for the digital transformation of the tourism sector, including initiatives to
enhance digital infrastructure, support data science education, and provide financial incentives
for SMEs to adopt new technologies.

3. For Researchers: Future research should explore the role of specific Big Data
technologies, such as Al and machine learning, in greater depth. Longitudinal studies are
needed to track the evolution of Big Data adoption and its long-term impact. Comparative
studies with other Balkan countries would also provide valuable insights.
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