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Introduction
The technological development of the last 20 years, especially after the advent of the Internet, has led to a huge change, both in our way of life and in our way of communication and commerce. Businesses have navigated e-commerce by seeing the exponential and rising curve, according to Bledsoe (2024), the market has grown from $14,874 billion in 2020 to $24,453 billion in 2024. E-commerce technology can be available in all industries and organizations, the effective and use of is closely related to the overall implementation of modern solutions, such as online supplies and good management and understanding of customer relationships. Because of this expansion, organizations must respond to user demands by identifying which organizational processes are out of sync and trying to increase awareness of their customers' accounts.. The purpose of this report is to explore the relationship between e-commerce and business intelligence. To begin with, it will look at the essence and architecture of business intelligence, how it is trending and how it affects e-commerce.
Business Intelligence and e-Commerce
Business intelligence (BI) is the collection, processing, analysis, and presentation of business data to help organisations make better decisions. BI transforms raw data into actionable insights using a variety of tools, technologies, applications, and techniques, assisting firms in understanding their performance, identifying patterns, optimising operations, and making strategic decisions (Olszak, 2020). Speaking of business intelligence and its structure, data warehouse and data mining should of course be mentioned. Figure 1 shows the structure of BI (Mrdalj, 2011).
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Figure 1: Business Intelligence architecture 

Data Warehouse is a centralised repository for vast amounts of structured data from multiple sources within an organisation. Consolidates data from disparate systems such as sales, marketing, and finance to create a single source of truth, allowing businesses to execute complicated queries, generate reports, and make data-driven decisions (Olszak, 2020). These massive amounts of data must be determined to be correct and helpful to the organisation, and the purpose of data mining is to transform raw data into valuable insights that can assist organisations in making informed decisions, identifying opportunities, and performing predicting future analysis, for example sales or supplies (Han, Pei, and Tong, 2022). Data mining is commonly used in sectors that create vast volumes of data, such as marketing, finance, and e-commerce.
During the process of data consolidation, e-commerce businesses make use of business intelligence (BI) to gather information about their customers and sales. This information includes names, addresses, purchase histories, data on supplier chains, as well as bounce and click-through rates. The system gathers them via smartphone applications, physical store point-of-sale (POS) systems, social media, and other sources (ScienceSoft, 2024). Then it places them in a single spot. BI offers the tools needed to examine data, like as visualisation and artificial intelligence. Enabling e-commerce owners to better analyse consumer and competition behaviour and make educated decisions (Revenue Intelligence, 2024). BI is used for data mining, which entails going through massive datasets to discover patterns in the data. Accurately sorting the right data and reading it allows BI to make correct and accurate predictions about the company's future sales, taking into account consumer behavior and their past and current purchases. This also helps with personalization, as it is very clear to see, based on a specific customer account, what he is looking for, when he shops, and based on this, promotions and planning of the company's marketing strategies can be done.
Impact of BI for e-commerce
When compared to traditional brick-and-mortar enterprises, e-commerce eliminates time and space constraints. E-commerce and business intelligence are strong combination that enables website owners to forecast client behaviour, analyse market movements and trends, discovering consumption patterns and creating marketing strategies to attract customers and increase their consumption (Ferreira, Pedrosa, and Bernardino, 2017). Business intelligence for e-commerce at the company-customer relationship level is crucial benefits as it improves customer relationship management, discovers purchasing patterns, and analyzes customer behavior, enabling a closer approach to the customer and, as a result, increased loyalty. Regarding the structure of the organization, the composite of BI and e-commerce allows to increase competitive advantage, optimize processes, discover trends that drive the market, improve inventory management, increase company financial performance and conduct more targeted marketing campaigns. In Figure 2, we can clearly see what share of BI is employed in different industries. According to Precedence research (2022) in the field of commerce, BI occupies 24 percent, taking the 3rd place of all industries, this comes to show how strong impact and how important BI is for commerce and e-commerce in particular.
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Figure 2: Business Intelligence market size 

In addition to its benefits, BI and its use in e-commerce hides corresponding challenges such as expensive implementation, maintenance and support costs; the likelihood of failure due to lack of knowledge of the positive aspects of these areas, resulting in organisational opposition to the adoption of these technologies. According to Ferreira, Pedrosa and Bernardino (2017) to address issues caused by a lack of defined focus on the implementation of e-commerce, performance indicators such as the number of visits to the site and the time spent on it: number of sales for a year, quarter, specific month or day; percentage of leaving the site without finalizing the purchase (the selected product remains in the basket); best selling products; the quantities of products in the warehouse; developing periods of the day, week with the most visits and purchases. Another disadvantage can be related to the fact that more data does not mean more information, but confusion can occur in the data, since the data covers a wide range and is obtained from the database, which are scattered and independent. The value of reporting data is clear to skilled business personnel. This data, on the other hand, is like a letter from heaven for senior executives and those outside the business. The data is understandable, but its meaning is unclear, and the data report does not provide a huge number of textual analyses (Wang et al., 2024).
 Conclusion
Business intelligence is a game-changing tool in e-commerce, enabling companies to harness the power of data for strategic decision-making, personalised customer experiences, and higher profitability. With the appropriate BI tools, e-commerce businesses can transform raw data into actionable insights, allowing them to remain competitive, responsive to customer requests, and financially stable in a quickly changing digital economy. However, obstacles such as data protection, integration, and cost must be properly controlled in order to maximise the usefulness of business intelligence in e-commerce.
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