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[bookmark: _Toc169774426]Introduction
In the rapidly evolving world of business, business intelligence is changing and evolving constantly. There are many trends in business intelligence that mark the difference between success or not, these amounts of data and intelligence drive the decision making of businesses, offering insight in the status of the business. This assignment will talk about the trends of business intelligence in the hair and beauty sector, giving examples and how they are used in practice. I will also talk about big data types that apply to this sector and discuss future prospects of business intelligence and how it will evolve.


[bookmark: _Toc169774427]Trends in business intelligence
[bookmark: _Toc169774428]Personalization through customer data analytics
The hair and beauty sector can use business intelligence in different ways to gather data on preferences of customers and their behaviour. This can mean understanding what their favourite products are, and how they would like the experience to be different. This data can then be used to advertise in personalized ways. According to Larson & Chang (2016) ‘this approach ensures that marketing remains relevant and effective’.
[bookmark: _Toc169774429]Loyalty programs
Data-driven loyalty programs are made to reward recurrent customers which enhances the chance of them coming back and becoming a regular.
[bookmark: _Toc169774430]Inventory management
Business intelligence tools can help beauty businesses in predicting the future demand for products, helping it prepare inventory easier. For example, by ensuring the most commonly used items are always in stock. Puklavec et al. (2018) say that ‘this enables businesses to respond promptly to trends and customer needs, enhancing service delivery and customer satisfaction’.
These tools are also used to analyse the performance of suppliers, helping the business make better decisions on how to reliably maintain optimal stock levels.
[bookmark: _Toc169774431]Operational efficiency	
Tools are used to optimize appointment time in hair and beauty salons, for example by tracking how much a certain treatment or service takes, data can be averaged to find out the estimated time a certain treatment will take, helping prepare better more accurate time schedules for the following clients. This reduces waiting times and maximizes the number of appointments to be carried out in a day.
Tracking how much time employees take to finish a process and comparing to the satisfaction of the customer in that session, salons can also manage employee’s and find out who might need extra training.
[bookmark: _Toc169774432]Marketing and sales analytics	
The effectiveness of marketing campaigns is recorded and analysed to allow the beauty businesses to adjust the campaign and better relate to their audience. This can be analysing which methods are more effective at reaching a wider audience, and which are better liked by customers. 
Analysing service sales is also used to identify trends that can be exploited, for example the busiest times of the day, or the most popular service data can be used to plan around it.
[bookmark: _Toc169774433]Customer experience enhancement
Using data to analyse customer feedback in many ways such as reviews or questionnaires can allow a beauty business to analyse itself and find out areas for improvement. Considering different types of data collection methods is useful in this trend, such as online feedback, mobile apps, paper forms, etc. This is what would be called data integration, and according to Eidizadeh et al. (2017) ‘effective data integration provides a holistic view of the business, facilitating better decision-making and strategic planning’.
[bookmark: _Toc169774434]Financial performance monitoring
Financial data analysis can give a hair and beauty business a good insight of the workings of their business. From revenue streams, to profit margins to expenses and costs. This data can be used to identify the most profitable services and indicate areas where the costing needs to be reviewed or the pricing adjusted. 
[bookmark: _Toc169774435]Adoption of advanced technologies
In every sector including hair and beauty AI can be used to sort out data and do predictive analysis, helping the decision-making process. These tools are used to predict trends and optimize pricing, they have also improved the experience of mobile apps therefore making it a better data collection point.
[bookmark: _Toc169774436]Big data types
In the hair and beauty sector, there is mainly 4 types of big data available, customer, operational, sales and marketing data.
Customer data are things like demographics, so the age, location and gender of customers. Their preferences such as eco-friendly products, booking patterns and purchases. And lastly, feedback from customers also falls under this type of data.
Operational data is about the operations of the business, like appointment data, booking times, number of no-shows, the busiest hours of the day, etc. Staff performance is also tracked, and the service duration and customer satisfaction ratings fall under this category. Inventory levels of hair dye and other products, the frequency with which stock needs to be replaced and usage rates are also operational data.
Sales data is sales figures, seasonal trends like more people getting their hair done on summer, and average service cost. In sales data there is also financial data such as costs and expenses of material used, or labour employed.
Marketing data consists of campaign data such as how many people clicked on a web, or how many customers resulted from a campaign. Social media data can also be used and be classified as marketing data through things such as likes, post engagement, comments and shares.
[bookmark: _Toc169774437]Tools and platforms
[bookmark: _Toc169774438]Appointment and scheduling software
Mindbody is a software that can be used to provide scheduling, staff management and customer data to the business.
[bookmark: _Toc169774439]Analytics tools
Google analytics are used to track traffic on a website, which can signify engagement. This can then be visualized easily.
[bookmark: _Toc169774440]Inventory management
TradeGecko can be used to manage payments and inventory levels to track stock and keep a healthy level of it.
[bookmark: _Toc169774441]Marketing platforms
Hootsuite is another software used to manage social media posts, check and track engagement, and have all engagement metrics from different sources displayed in one organized way. Alpar and Schulz (2016) say ‘tools like dashboards and interactive reports make it easier to visualize and interpret data’.
[bookmark: _Toc169774442]Future prospects 
[bookmark: _Toc169774443]AI Learning
AI will be used to enhance the collection and analysis of data, helping with decision making processes. AI is directly being trained for this, according to Duan et al. (2019) ‘the rise of super computing and Big Data have empowered AI in recent years”. AI will enhance the chance to predict customer behaviour in the future, as well as highlighting possible demand and seasonal trends.
AI will also be able to collect data to personalize marketing and cater them specifically to niches and populations.
[bookmark: _Toc169774444]Innovations in services
Big data analytics will help identify trends better in the future, catching trends as they are emerging so they can be capitalised on and stay ahead of the market. Data collection can also lead to highly personal and customized services for individuals who request them. 

[bookmark: _Toc169774445]Conclusion
Business intelligence provides information essential for the decision-making process of any hair and beauty sector business. Using platforms to manage inventory, client appointments, and receive feedback are all essential tools in improving the business and relating to the customers, creating a repeat clientele. Big data is evolving a lot lately and has future prospects with AI, which will massively improve the way we deal with data even more than it already is, helping businesses predict trends and optimize efficiency.
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