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Introduction
A BIS is "quality information in well-designed data storage, paired with software tools that allow quick access, effective analysis, and intuitive display of the correct information, enabling users to take the right actions or make the correct decision." BIS is an IS innovation that integrates, and analyses data to help various organizational-level stakeholders make decisions. (2018) (Puklavec, Oliveira, Popovič). Diffusion of Innovation theory explains organisational BI better. DOI theory describes firm-wide innovation dissemination. It says invention goes through a five-stage process to grow and contribute to a country's economic progress, technical advancement, and job creation (Puklavec, Oliveira and Popovič, 2018). This paper looks at how BI and big data analytics transform retail. These tools assist in decision-making processes in an organization since they provide insight into consumer behavior, sales, and production rates. The paper also includes the topics of augmented analytics, embedded BI, and retail data – transactional, customer, and operational. It also discusses organisations' big data tools and platforms and the retail industry's big data analytics opportunities. This study presents the role of big data analytics in the retail sector, its impact on innovation, and enhancing customer experiences.
[bookmark: _Toc182583299]Discussion
Business Intelligence (BI) helps retailers understand consumer behaviour, sales patterns, and inventory management. BI technologies help retailers evaluate their company processes, discover inefficiencies, and make innovative pricing, marketing, and product choices.  BI analyses consumer data including purchase history and browsing behaviour to help merchants design customised advertising that appeal with customers (Tantawy and Ismail, 2021).  
[bookmark: _Toc182583300]Current Trends of BI in the Retail Industry
Retailers are changing how they get knowledge and operate owing to evolving trends. 
Augmented analytics—using AI to automate data preparation, insight finding, and explanation—is used more. This technique lets non-technical consumers engage with complicated data without extensive analytical experience in BI. Augmented analytics democratises BI by simplifying data engagement, allowing all workers to make data-driven choices (Riegger et al., 2021). Self-service BI lets merchants make decisions quicker without waiting for data experts to prepare reports. Instead, Store Managers, Marketers, and Executives may create real-time information for more flexible and responsive company strategies.
In addition, embedded BI—integrating analytics into retail systems and workflows—is gaining popularity. This capability lets organisations utilise CRM systems and inventory management platforms to obtain and act on information (Sailaja, Rao and Suryanarayana, 2017). Embedded BI provides insights at the point of decision, streamlines procedures, and boosts productivity.
Finally, large-scale personalised marketing is transforming retailer-customer relationships. Large amounts of client data are analysed using BI techniques to personalise shopping experiences. The world's biggest convenience shop, 7-Eleven, has been personalising US encounters (PYMNTS, 2024). Last year, the company's revamped app offers more personalised messages based on user behaviour.
[bookmark: _Toc182583301]Types of Big Data in the Retail Sector
[bookmark: _Toc182583302]Transactional data 
Data from transactions is transactional data. It records the transaction's time, location, price, payment method, discounts, and other quantities and characteristics. In the retail industry, transactional data is one of the essential components used to control the level of stocks in the business to avoid cases of high or low stocks. Besides, it offers valuable information on sales, which can be used to evaluate the effectiveness of the stocks to improve the offering to the market. From the transaction data analysis, retailers can also apply dynamic pricing, and its prices change according to demand and customers' consuming habits to achieve the maximum margin (Dichev and Qian, 2022).
[bookmark: _Toc182583303]Customer Data
Customer Data is defined as details concerning consumers' habits, inclinations, and characteristics. This data is usually gathered through loyalty programs, surveys, reviews, and web data. Customer analytics enhances shop operations and profitability by driving layout, campaign testing, price optimization, and personalized suggestions based on customer data (Pallant et al., 2022). Retailers must make informed decisions, offer discounts, encourage new trends, and remember clients' birthdays to remain competitive. By studying customers' opinions and actions, companies can fine-tune their shops and products and make the shopping process a greater one (Riegger et al., 2021).
[bookmark: _Toc182583304]Operational data
Organizational operational data is crucial for retail organizations in logistics, supply chain, and store management. It enhances supply chain efficiency, tracks real-time stock, and provides predictive analytics for automated business processes. This helps retailers predict inventory requirements and optimize operations (Qi, Mak and Shen, 2020). Consumers are most excited, and retailers are most stressed on Black Friday and Cyber Monday. The National Retail Federation estimates that November and December sales account for 30% of retail sales. This data allows retailers to save on costs and better handle their resources. 
[bookmark: _Toc182583305]Tools and Platforms Employed by the Organisations for Handling Big Data
Organizations in the retail sector employ a variety of sophisticated tools and platforms to handle big data effectively. Retail companies use big data technologies like artificial intelligence and machine learning for consumer insights and predictive analytics to improve the shopping experience for customers and merchants.
Contentsquare: Using AI, Contentsquare delivers contextual consumer behaviour, emotions, and intent insights. Its platform learns consumers' intent to assist retail organizations in optimize their digital experiences for customer retention and growth.
Bluecore: Bluecore creates email campaigns for companies and merchants utilising consumer data. The platform helps organisations understand client interests and behaviours using website, product, and customer data. Bluecore optimises campaign scheduling using artificial intelligence and real-time data to increase revenue and improve shopping experiences.
Da Vicni: Da Vicni offers cloud-based warehouse management solutions for e-commerce, retail, and wholesale, managing orders, inventory, fulfillment, shipment, package label printing, delivery schedules, and determining the best online shipping costs.
[bookmark: _Toc182583306]Future Prospects of Big Data Analytics within the Retail Sector
Big data analytics in retail has immense growth and revolutionary potential. According to Mintel (2024), the retail big data analytics industry would rise 23.2% from £6.25 billion in 2021 to £40.88 billion in 2030. This fantastic trend highlights the industry's growing use of data-driven tactics. Edge computing, AI-powered computer vision, quantum computing, and digital twins will transform retail operations by allowing real-time consumer behavior research, near-certain demand forecasts, and optimized store layouts and supply chains. Hyper-personalization, voice commerce integration, and 5G-enabled real-time adjustments will improve consumer experiences. Big data analytics can help businesses streamline supply chains, adopt predictive maintenance, and enhance fraud detection. Retailers must handle data privacy problems and data science talent shortages and integrate new technology with old systems in this data-driven future. Despite these challenges, retail big data analytics has a promising future. Advanced analytics will enable retailers to personalise experiences, optimise processes, and make data-driven choices that boost revenue and consumer happiness in a competitive and data-driven market.
[bookmark: _Toc182583307]Conclusion
The application of big data analytics is revolutionizing the retail industry by creating new opportunities for the industry. Using large volumes of transactional, customer, and operational data, retailers can make decisions that increase profitability, efficiency, and customer satisfaction. New concepts such as edge computing, Artificial Intelligence, and quantum computing are expected to be the new norms of how the retail industry will run in the near future through real-time analysis, highly personalized services, and efficient supply chains. However, the following issues will likely emerge as data takes a central stage in retailing strategies: Data privacy issues and the need for skilled data scientists. Those retailers who will harness the potential of big data analytics will be able to sustain growth in an ever-complex and competitive environment to deliver superior value to the customers. Big data analytics will always retain its utility and remain the most critical enabler in determining the future of the retail industry and how consumption will shape up.
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