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[bookmark: _Toc180228400]Introduction 
Travel Management industry has undergone a significant transformation lately with the advent of BI. Business intelligence (Larson & Chang, 2016) refers to processes, methods, and technologies that combine enormous amounts of data processing into information we can use for instantaneous decision-making. The more the travel industry is applying technology to deliver enhanced customer experiences and processes, the more relevant business intelligence (BI) will become (Nyanga, Pansiri and Chatibura, 2019).  Focusing on classification of various types of big data, tools and platforms, as well as future of data driven decision making in this organisation, this report investigates recent trends in Business Intelligence for Tourism Industry. Using it to help businesses anticipate consumer needs and deliver superior service, the study explores the ways in which BI is changing the travel industry.
[bookmark: _Toc180228401]Discussion
[bookmark: _Toc180228402]Travel business trends 
· Big data and big data / advanced analytics have brought BI adoption rate for the travel industry to a temporary. Successful businesses rely on the capacity to pull, analyse and react on massive quantities of real-time data as customer expectations get high and competition demands increase. Volume, variety and speed  these are the big data characteristics (Larson & Chang, 2016). Tourism companies need lightning-fast, scalable, powerful data-collection solutions for their instant decision making and personalised customer service. 
· Predictive analytics is a big BI for travel: Companies can make forecasts for the future based on previous and current customer numbers, travel, and expenditure data. Travel companies can leverage predictive analytics to predict traveller needs and deliver personalized services. With this historical data, predictive algorithms could help hotels and airlines provide personalized offers to the customer (Puklavec et al., 2018). These companies can also quickly process data to comply with changing customer tastes and thus enabling sales last minute or trend campaigns. 
· AI is one of the rising trends in BI. The artificial intelligence powered sentiment analytics solutions aid travel businesses in analysing social media comments and interactions (B.I.T.S.S., 2009).
· Automated customer satisfaction measurement: (Eidizadeh et al., 2017) gives companies a power to adjust on the fly to their marketing, product and customer care initiatives. The hotel company can use AI to monitor review scores on multiple channels and adapt ads or quality of service. For the customer-centric business, rapid response times have become an economic advantage. 
Even more popular are scalable, flexible, cloud-based BI solutions. Because they don’t need expensive hardware to store terabytes of information from booking platforms, customer-management systems and social media channels, tourism agencies are moving towards cloud services. With analytics available in real time and from any location using cloud technology, the travel industry can monitor bookings, measure performance, and drive the highest marketing performance (Hernández-White and Rodríguez-Díaz, 2023).  The cloud helps to shape contemporary tourism through its increased data storage and multi-national team communications. Moreover, tourism companies are responsible for huge amounts of organised and unorganized big data .
[bookmark: _Toc180228403]Raw data structures are demographics, transaction histories and bookings.
· The information from reserve systems can be used by tourism businesses to estimate the demand and alter their rates and services. This enables companies to adapt to changing customer preferences, market conditions, seasonality (Puklavec and colleagues, 2018). 
· Tourism firms not only work with structured data but also with messy data. These data may include customer testimonials, social media profiles, images and videos. Customer reviews, social media posts, and travel blogs could provide insight on customer sentiment and satisfaction that could be used to enhance the customer experience or create new marketing strategies (Korte, Ariyachandra and Frolick, 2013). Unstructured data can give qualitative insights from organised data that are more difficult to grasp, however. 
· Tourism is also built on geospatial information: tourist trails, live traffic, visitors’ origins and destinations. Geospatial data is required for personalised suggestions and travel route optimization. Geospatial data enables the tourism operators to identify attractions and means of transport around a traveller’s current location. This is done with geospatial data that allows airlines and travel providers to take maximum advantage of routes and remove delays  which improves customer satisfaction (Larson & Chang, 2016). 
· Behavioural data is another trend in tourism: Tracking customer interaction with websites, apps and booths helps tourism operators understand user behaviours and bottlenecks. By making holiday packages, hotels, and attractions based on a user’s browsing history, OTAs like Expedia and Booking.com are able to use consumer behaviour data to personalise the browsing experience (Rebón, et. Al., 2015). 
[bookmark: _Toc180228404]Tourism tools and marketplaces 
Tourism enterprises are increasingly deploying Business Intelligence (BI) tools to process their vast amounts of data. 
· Business insights based on data and interpretations can enhance the performance of the operation and the consumer engagement. Additionally, to reflect the behaviour of travellers searching for and registering places, websites and user behaviour are tracked by Google Analytics, for instance (Eidizadeh et al., 2017). Google Analytics data allows travel agencies to use their online advertising budget as efficiently as possible and reach the right clients at the right time. 
· Amadeus, a travel technology company globally, specialises in managing reserves, inventories, and revenues  is one of the leading tourism BI platforms. Amadeus aggregates airline, hotel, car rental and travel agency data to assist travel agencies in operational management. Analysis of Amadeus travel data, customer behaviour, and market dynamics helps companies to pinpoint and run marketing campaigns  (Martins, Ramos and Rodrigues, 2015). As a dynamic industry, tourism brands must compete through data aggregation. 
· Additionally, important to tourism are also BI-powered mobile applications gathering real-time passenger data. Hotel software might analyse guests’ usage to tailor services or recommend a suitable option. These tools could also measure customer satisfaction via post-stay surveys, giving timely information to optimise services (Korte, Ariyachandra and Frolick, 2013).
· Therefore, popular KPI dashboard systems include Dashboards allow the tourism managers to view customer happiness, booking and revenue data patterns and take informed decisions. Power BI and Tableau also allow users to build custom visualisations to consolidate difficult datasets. Agile decisions are enabled by the managers’ agility to identify trends, bottlenecks, and opportunity for improvement (Larson & Chang, 2016). 
[bookmark: _Toc180228405]Travel market misrepresents the future 
· Artificial intelligence, machine learning and predictive analytics will drive the future of tourism business intelligence. Hyper-personalization (in which travel agencies anticipate and deliver for tourists) will certainly characterise the sector. Artificial intelligence powered travel assistants can possibly look at a guest’s past decisions and recommend them the best discounts or locations, simplifying and customising the booking process (Munawar, et.al, 2022). These apps recommended flight, hotels, activities and restaurants based on the user’s interests based on powerful algorithms. 
· Another business opportunity arising from traveling is sustainability analytics. Since the green movement has become the norm, the tourism industry has turned to BI technology to assess their carbon footprint. Data can help airlines go green; hotels can track electricity consumption and go green. Such initiatives satisfy consumer expectations for sustainable travel, and BI enables travel agents to manage sustainability and profitability (Eidizadeh et al., 2017). Sustainable travel is a strength and a need of the future. 
Eventually, the use of real-time data will become even more valuable to travel agencies. Edge computing and data processing at the edge accelerate insight and decisions. With real-time passenger flow data, airport management can maximize check-ins and alleviate traffic congestion at security checkpoints. 
[bookmark: _Toc180228406]Conclusion 
Business intelligence is now the must-have for the travel industry in general as big data informs the business to make the best possible decisions. This domain has been increasingly utilizing BI tools and systems for real-time data analysis, customer profiling, and predictive modelling. Additionally, the AI and predictive algorithms would be incorporated into the constantly evolving travel space, so companies can offer highly personalised services and adopt environmentally sound business practices. The continued use of BI in tourism will likely impact the industry direction and provide new opportunities for growth and innovation.
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