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Introduction
Business intelligence is the key to unlocking the hidden secrets of a company’s data, empowering managers to make better decisions faster. Integration of capabilities that allow firms and organisations to collect up-to-date data and present them in easy-to-understand forms allows those in the management and decision-making positions to determine the strategic and tactical business decisions that would aid in increasing dominance and competitive advantage. For an operational manager and decision-maker in a modern business, the significance of business intelligence cannot be underestimated; making data-driven business decisions aids in delivering accurate and enhancing reporting capabilities. This report critically evaluates why Business Intelligence (BI) trends, tools and applications are the future for modern retail businesses and assesses five key BI trends that can enable retail managers to make timely and effective decisions.
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Business intelligence is growing rapidly in businesses across different sectors. The trend is attributed to the availability of cheaper and powerful analytics platforms and accessibility to increasing data volumes, which makes it easy for decision-makers to respond to complex business operations. BI solutions in a business include a wide range of analytical software utilised in collecting, consolidating, and analysing data in ways that make it easy for managers to make better decisions (Banerjee and Mishra, 2017). Key drivers of BI for modern retail include gaining insights from big data to assess market dynamics and understand customers' buying patterns. For instance, a retail business may rely on BI systems to determine and predict changes in customers' preferences; aligning operations with buyers’ purchasing desires is fundamental in preventing a possible decline in sales in the future. BI-based technologies help in tracking key performance indicators (KPIs) in real-time to allow administrators and managers to make timely data-driven solutions. The application of BI improves supply chain visibility, which is needed to increase efficiency and avoid delays that may undermine customers’ confidence.
The integration of predictive analytics allows retail businesses to assess risks and forecast business trends. Predictive analytics can project future trends and customer behaviour by analysing past data. Predictive algorithms rely on past observations to aid in connecting inputs and outputs based on the needs ahead (Bradlow et al., 2017). For example, Tesco has established itself as one of the largest food retailers in the United Kingdom; the company’s success is attributed to the use of technology and data, which allow the company to track customer activities (Marr, 2016). Tesco has approximately 35,000 stores in the United Kingdom, and every store has about 40,000 products; tracking sales involves the establishment of millions of data points. Thus, the application of BI, such as database analytics, enables Tesco to ensure products are predictable and always in stock (Marr, 2016). Key challenges which retail businesses may experience are continuing to update technologies to gain a better understanding of customer behaviours and adapting BI to meet emerging business models. Therefore, a modern retail business may rely on predictive analytics to propose products to users based on their browsing and purchasing histories. Effective integration of BI in forecasting operations may facilitate higher revenue and improved customer satisfaction.
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Real-Time Inventory Management
Business intelligence enables improved inventory management in modern retail by providing real-time visibility into stock levels, sales, and demand forecasts. Advanced analytics can distinguish between fast and slow-moving commodities, prevent stockouts, reduce waste from overstocking, optimise inventory across locations, and guarantee the proper products are available to fulfil consumer demands (Omar, Minoufekr, and Plapper, 2019). Using BI can allow an operational manager to analyse customer activities and supply chain activities, including logistics and inventory management, to optimise production and service processes (Fink, Yogev, and Even, 2017). Key metrics such as out-of-stock percentages, inventory turnover ratios, and shelf replenishment rates may all be monitored to aid in making informed decisions. Therefore, BI gives managers actionable data for matching inventory to real demand, lowering costs while increasing service levels and revenues.
Enhance Customer Insights
Implementing BI tools in modern the retail shops may improve the capacity to gather and analyse customer data in real time. The information gained can be used to tailor marketing campaigns and improve customer experiences. Managers can capture customer data from different sources, including web traffic, social media, and Point of Sale (POS) systems. Advanced analytics approaches facilitate customer profiling, determine behavioural patterns, and monitor shopping journeys; this data is needed for predicting future purchasing patterns and changes in customer desires (Duan, Cao, and Edwards, 2020). Similarly, a modern retail shop can depend on BI technologies to facilitate personalised promotion and improve customer experience (Xu et al., 2017). Although the initial investment in BI can be expensive, the long-term outcomes are positive; it may facilitate customer retention in a highly competitive industry. Therefore, adopting BI trends would optimise customer interactions; understanding customer needs would help maintain existing clients and attract new ones.
Advanced Visualisation
BI promotes advanced visualisation in modern retail by transforming complex data into intuitive, interactive dashboards, charts, and graphs. These visualisations make it simple for managers to understand crucial facts such as sales drivers, consumer behaviour patterns, and inventory challenges. For instance, an operational manager in a modern retail shop can rely on business intelligence technologies to conduct data analytics and summarise information in simplified charts that aid decision-making (Sun, Sun and Strang, 2018). Diving down into specifics is made possible via interactive features. Data-driven thinking and cooperation are aided by visual analytics. Key retail variables may be observed in real time to allow for quick decisions. Implementing advanced business intelligence visualisation in the shop would enable users of all levels to readily comprehend data, find insights, and make timely data-driven choices.
Location Analytics
Location analytics enable the modern retail shop to optimise site selection, tailor product assortments, design store layouts, and target marketing based on geospatial data analysis. Knowing the customers' demographics and movement patterns and identifying rivals by location enables effective expansion planning and inventory allocation. Key aspects that should be analysed include locations visited, time spent, and how far customers live from the shop (Bradlow et al., 2017). However, privacy worries about tracking customers' locations may result in a backlash. On the other hand, location analytics delivers data-driven insights into catchment regions, consumer traffic, and demand by retailers. Further, non-real-time analytics may be useful in assessing the number of webpage visits and conversion rate; this information would be helpful in influencing marketing decisions (Lee, 2018). Misuse of location data might breach consumer privacy expectations and harm the brand's reputation. Retailers must strike a balance between gaining location-based data and maintaining customers' privacy preferences.
Big Data Analytics
The modern retail shop should adopt BI to facilitate big data analytics. Big data analytics enables businesses to gain a 360-degree customer view by synthesising data from various structured, semi-structured, and unstructured big data sources. This allows for highly targeted marketing, unique consumer experiences, and optimal inventory planning. Big data analytics offers novel and valuable insights needed to identify potential business opportunities (Grover et al., 2018). However, evaluating vast amounts of low-quality, irrelevant big data might result in incorrect conclusions and can undermine the ability of managers to make effective decisions. Effective integration of big data analytics may help in delivering complete insights to increase sales and profitability. Managers in the retail shop must ensure the quality and usefulness of large data when using analytics to identify hidden links and promote fact-based decision-making.
Conclusion
In summary, BI solutions enable businesses and firms to gain value from organisational data assets. The rising maturity of BI technologies, the growing demand for fact-based decisions, and competitive pressures are key drivers that may entice the modern retail shop to embrace BI. Emerging trends like real-time inventory management, improved customer insights, data visualisation, and big-data analytics have the potential to shift traditional reactive decision-making to proactive data-driven management.
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