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1. Introduction 

1.1 Background and Importance of Business Intelligence 

Business Intelligence (BI) is a tactical power of the contemporary organisations, and comprises of 

tools, information and technology that transform the crude data into insightful action to arrive at 

superior decisions. In the current day organisations, different digital touchpoints including online 

sales channels, POS terminal and customer relationship management are generating vast volumes 

of transactional, operational and customer related data. However, such data cannot be appropriately 

employed without an analytical study. BI is used to transform raw data into dashboards, visual 

reports and predictive analytics that managers can use to be able to make evidence-based decisions 

promptly. It makes it more responsive and agile when it comes to competition by developing data-

driven culture (Partearroyo and Lopez, 2024; Emma, 2024). 

With the addition of big data analytics, it is also able to track the market trends and customer 

behaviour in real-time, on top of the operational performance. This amalgamation is necessary in 

customer-oriented business-like retail that is involved in a competitive advantage. The 

organisations that apply BI can anticipate the trends in the market and regulate the inventory and 

quickly change the prices according to the customer demand and the performance of the 

competitors. BI is, therefore, a technical and strategic facilitator, which improves quality of the 

decision, effectiveness in operation and organisational resilience in the long-term (Noviany, 2025). 

1.2 Purpose and Scope of the Report 

Its competition among the retail firms is tremendous, consumers are dynamic, price-cutters as it 

is, strategic interpretation of information is vital. The author in this report discusses the subject of 

BI applications in retail and how tools, analytics and processes generate information based 

decision-making and competitive advantage. It also shows that it has been applied in other 



industries, issues and provides four case studies of realistic application of BI, Amazon, Walmart, 

Tesco, and Target. The report relies on the scholarly literature of the academic field and practical 

development, which provides an overview of BI as a method of decision making (Noviany, 2025; 

Emma, 2024). 

2. Understanding Business Intelligence Concepts 

2.1 Core Components of Business Intelligence 

BI is a collaborative system of factors which are required to transform unstructured data into 

functioning knowledge. This starts with the data collection in terms of POS systems, CRM 

databases, online transactions and other databases used in the operation. The information received 

is loaded into data warehouses which are central storage points to standardize data in order to have 

easy access and analysis. ECTL (Extract, Transform, Load) procedures ensure that data is cleaned 

and validated and their formats standardised before being inserted into repositories to enable 

decision-makers to make finished and reliable decisions (Hossin and Dhar, 2024). 

Once formatted, data mining will unveil trends, patterns and correlations that could not have been 

observed in raw data. They derive such findings using useful analytical techniques like descriptive, 

predictive, and prescriptive analytics to provide an insight into the past, the future and what is 

required to be done (Jamarani et al., 2024). Predictive models are also useful in the retail industry, 

particularly in demand forecasting, inventory management and operational risk. The insights are 

summarized in the manner of dashboards and visualizations that enable the managers to perceive 

the complex data within a short period, hence make sound operational and strategic decisions 

(Emma, 2024). 



2.2 Evolution of Business Intelligence 

BI has evolved to be less-basic reporting systems and data-based. Originally employed techniques 

were founded on spreadsheets and minimal frequency of reports that were lengthy, liable to errors 

and shallow in their analysis. Objectives of achieving multidimensional analysis and fast decision-

making became achievable with the development of the data warehouses and online analytical 

processing (OLAP). Cloud computing and big data technologies also delivered the additional 

benefits of enhanced cost-efficiency, real-time processing and scalability (Malawani, Sanguinoa 

and Luis, 2025). 

Artificial intelligence (AI) and machine learning (ML) have been cultivated to support self-service 

analytics, which can be performed by employees since they are able to perform an independent 

analysis. AI-based analytics can automate routine functions and make evidence-driven suggestions 

that would help in proactive decision-making and strategic responsiveness (Islam et al., 2025). BI 

has hence developed to play more of a proactive role in creating organisational knowledge and 

competitive edge. 

3. Business Intelligence Applications 

3.1 BI Tools and Platforms 

BI applies analytical applications and systems in order to convert raw data into actionable 

information. With the help of dashboards, the KPIs and trends can be visualized and hence the 

real-time monitoring can be carried out. Reporting systems are consolidated with sales and 

expenses data, and the activity data, but data mining assists in determining the patterns that were 

not known before in client behaviour. This is because, through customer segmentation, customers 

use specific marketing messages, unlike the predictive analytics, which can predict demand, assess 

risk, and make decisions regarding operations (Tsiu et al., 2025). 



The most significant ones are Tableau and Microsoft Power BI, which offer interactivity and ease 

of use in visualization. The SAP BusinessObjects will be able to help in reporting the enterprise 

level, and another cloud-based analytics provider will be Google Looker, which can be applied to 

the digital-first companies. It has been shown that the organisational performance improving 

through the adoption of such platforms, facilitates the decision-making cross-departmental, and is 

one of the drivers of data informed approaches (Judijanto, Zulkifli and Yusniar, 2024). 

3.2 Applications in the Retail Sector 

BI can be of help to retailers since such businesses are distinguished by elevated rates of 

transactions, diversity of consumer groups, and volatile market trends. Demand forecasting 

predicts high demand products at the same time inventory optimization makes sure that stocks are 

kept up to avoid overstocks and shortages. Customer behaviour analysis is a division that employs 

past purchasing and browsing records with the view of formulating a customized marketing and 

loyalty plan (Mirza et al., 2025). 

The AI-based BI gives an opportunity to price it dynamically based on the demand and 

competition. The sales dashboards monitor the values of the sales, staff productivity, and 

productivity of the processes in order to make quick changes. BI assists in loyalty programs and 

also monitors the engagement and reward of the customers with personalized reward, thus keeping 

them. The growth hacking plan will be supported by real-time analytics to research the campaigns 

and enhance them, ensure operational reactions are quicker to react to (Cristofaro, Giardino and 

Barboni, 2024). 

3.3 Applications in Other Industries 

BI is applied in a wide sense, other than retail. Finance BI is used to identify fraud, control risks 

and regulations management. Healthcare is time saving concerning the flow of patients, allocation 



of resources and reduces waiting time. In manufacturing, the predictive maintenance system is 

employed in predicting equipment failures and streamlining the supply chain (Al-Daraba et al., 

2025). BI within these fields is based on readiness of the organisation, technology and analytical 

capabilities of personnel that explains the necessity in building strategic capability. 

4. Real-World Case Studies 

4.1 Amazon 

Amazon collects the mass customer data in respects to purchase history, browsing and reviews. 

Individual recommendations of products boost interaction and retention and revenues. Predictive 

logistics identify the distribution centre on which the inventory is located and reduce the 

inefficiencies and delivery time. Real-time dashboards assist in monitoring the stock, sales, and 

market trends and have the benefit of making agile decisions (Emma, 2024). 

The strategic use of BI in Amazon indicates that efficiency in operations, customer satisfaction, 

and profitability is enhanced. The predictive analytics provided by AI increase the responsiveness 

of supply chain, optimization of inventory as well as proactive business planning, which proves 

the strength of AI in changing BI in substantial scale retail (Hossin and Dhar, 2024). 

4.2 Walmart 

Three examples of systems implemented by Walmart are the Retail Link, in which real-time 

inventory and sales information is provided to suppliers and managers to enable the cutting 

shortening of the stocks, reducing instances of stockouts and making the products available. Live 

dashboards are used in the course of sales, performance, and demand forecasting to control pricing 

and inventory and promote the product (Partearroyo and Lopez, 2024). 

The adoption of BI is less expensive in terms of costs of operations, it is more coordinated and 

strategic planning is enhanced. The predictive analytics, quality monitoring and dashboard can 



facilitate the anticipating response to the market amendment and consequently, the BI can provide 

organisation wide benefit, i.e., cost reduction or customer satisfaction. 

4.3 Tesco 

The type of BI Tesco is implementing is the loyalty scheme under the credit card name Clubcard, 

which is collecting the finer details of their purchases. The data analysis of this information is 

employed in the making of the decisions regarding the personalized marketing, promotion, and 

anticipating the demand. The inventory optimization strategy will enable access of the product in 

all stores and minimize waste. The dynamic price is that which varies with the demand trends and 

this is ensured to bring a competitive advantage. BI information has been extracted, as also to make 

decisions in stores layout and placement of products, assessment of campaigns, which reveal the 

strategic impacts at the retail level (Noviany, 2025). 

The example of the implementation of the BI by Tesco demonstrates that the collection of the data 

on the loyalty, predictive analytics, and operational insights should be engaged to sustain the 

loyalty of the customers, raise revenues, and enhance the operations of the supply chain. When 

used systematically, BI makes use of customer-centered orientation and displays the 

transformational results of data-intervention decisions. 

4.4 Target 

Target uses BI and predictive analytics in the analysis of customer behaviour, chain supply chain 

optimization and marketing campaigns. In Store visit and social media plus, online transactions 

create big data to be used in prediction of demand and personalization of promotions. The 

predictive models will uncover trends and risks that can be applied in proactive decision making 

in terms of operations. The BI dashboards of Target monitor the success of the sales, stock, and 



effectiveness of the promotional campaigns that had been employed to increase the responsiveness 

of the strategies (Mirza et al., 2025). 

The example of Target reveals the relevance of BI in multichannel retail business where predictive 

analytics, customer and operation visibility and monitoring increases agility, profitability as well 

as competitiveness. The BI application as an integral part of business processes can be used to 

sustain Target at the long-term strategic advantage. 

5. Benefits and Challenges 

5.1 Benefits of Business Intelligence 

BI aids in the decision making and performance of organisations through different means. It 

enables utilization of evidence-based choices, cutting expenses since inefficiencies are revealed 

and reporting automation and provides practical proposals in terms of customer behaviour towards 

customized services. BI assists in creating sustainable competitive advantage facilitating the 

development of quicker, wiser, and nimbler approaches (Hossin and Dhar, 2024). 

A combination of big data, AI, and predictive analytics makes the responses to the market changes 

even more responsive, and it can be achieved by means of proactive planning and prompt strategy 

realignment. BI is hence nimble in organisations, effective and competitive in long term 

(Malawani, Sanguinoa and Luis, 2025). 

5.2 Challenges and Solutions 

BI implementation is also not without challenges, such as low data quality, excessive system costs, 

lack of proficiency and change resistance, as well as cybersecurity risks (AL-maaitah, 2025). 

Education of the workers, the use of cloud-based BI, effective data governance, ethical balance of 

data management, and advanced data cleaning techniques are the potential solutions. BI value can 

be derived to the largest by developing an organisational-culture that focuses on data thinking, 



supporting the notion of thinking analytically, and incorporating BI into the strategic processes in 

such a way that the organisations shatter the walls and make use of BI to the fullest to achieve a 

competitive advantage (AL-maaitah, 2025; Hossin and Dhar, 2024). 

6. Conclusion 

The use of BI enhances dynamism, mental decisions and feasible competing power. The synergy 

between AI, predictive analytics, and self-service dashboard means that BI becomes more of a 

power of strategic first mover. Organisations that have invested in scalable BI systems, creation of 

analytical capabilities, and data quality would be in good position to obtain success with the 

competitive markets. BI must be constantly innovated, offer real-time analytics, and be totally 

coupled with predictive intelligence, resulting in the organisation being successful during the long 

run. 

References 

AL-maaitah, T.A. (2025). Determinants of business intelligence adoption in the public Jordanian 

Universities. Discover Sustainability. [online] doi:https://doi.org/10.1007/s43621-025-

02327-x. 

Cristofaro, M., Giardino, P.L. and Barboni, L. (2024). Growth hacking: A scientific approach for 

data-driven decision making. Journal of Business Research, [online] 186, p.115030. 

doi:https://doi.org/10.1016/j.jbusres.2024.115030. 

Emma, L. (2024). Data-Driven Decision-Making and Business Intelligence in Modern 

Organizations. [online] ResearchGate. Available at: 

https://www.researchgate.net/publication/386385015_Data-Driven_Decision-

Making_and_Business_Intelligence_in_Modern_Organizations. 

Henny Noviany (2025). A Narrative Review of the Integration of Big Data Analytics and Business 



Intelligence in Organizational Decision-Making. Data : Journal of Information Systems 

and Management, [online] 3(4), pp.198–210. doi:https://doi.org/10.61978/data.v3i4.710. 

Hossin, M.E. and Dhar, S.R. (2024). Business Intelligence and Analytics: Enhancing Decision-

Making in Competitive Markets. Journal of Information Technology Management and 

Business Horizons, p.16. doi:https://doi.org/10.63471/jitmbh24004. 

Islam, A., Akhir, A., Rahman, F., Nashid, S. and Khan, S. (2025). Empowering Strategic Decision-

Making Through AI- Driven Business Analytics. [online] 

doi:https://doi.org/10.25163/paradise.1110333. 

Jamarani, A., Haddadi, S., Sarvizadeh, R., Kashani, M.H., Akbari, M. and Moradi, S. (2024). Big 

data and predictive analytics: A sytematic review of applications. Artificial intelligence 

review, [online] 57(7), pp.1–77. doi:https://doi.org/10.1007/s10462-024-10811-5. 

Judijanto, L., Zulkifli, Z. and Yusniar, Y. (2024). The Effect of Business Intelligence System 

Implementation on Organizational Performance in the Digital Age. West Science 

Information System and Technology, 2(03), pp.398–404. 

doi:https://doi.org/10.58812/wsist.v2i03.1532. 

Khaled Al-Daraba, Samer Ali Al-shami, Rashid, N. and Qureshi, M.I. (2025). Systematic review 

of factors influencing adoption of business intelligence systems. Discover Sustainability, 

6(1). doi:https://doi.org/10.1007/s43621-025-01876-5. 

Luay Malawani, Ramón Sanguinoa and Luis, J. (2025). A Systematic Literature Review on the 

Impact of Business Intelligence on Organization Agility. Administrative Sciences, [online] 

15(7), pp.250–250. doi:https://doi.org/10.3390/admsci15070250. 

Mirza, J., Hasan, M., Hassan, A., Paul, R., Hasan, M., Khan, N. and Islam, A. (2025). Advanced 

International Journal of Multidisciplinary Research AI-Driven Business Intelligence in 



Retail: Transforming Customer Data into Strategic Decision-Making 

Tools. AIJMR25011123 Advanced International Journal of Multidisciplinary Research. 

[online] doi:https://doi.org/10.62127/aijmr.2025.v03i01.1123. 

Partearroyo, M.J. and López, A.M. (2024). Leveraging Business Intelligence Systems for 

Enhanced Corporate Competitiveness: Strategy and Evolution. Systems, [online] 12(3), 

p.94. doi:https://doi.org/10.3390/systems12030094. 

Tsiu, S.V., Ngobeni, M., Mathabela, L. and Thango, B. (2025). Applications and competitive 

advantages of data mining and business intelligence in smes performance: A systematic 

review. Businesses, 5(2), pp.22–22. doi:https://doi.org/10.3390/businesses5020022. 

 


