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[bookmark: _Toc233193976]Executive summary 
This report examines the ways in which Hotel Chocolat could apply Business Intelligence, data warehousing, data mining, predictive analytics and dashboard reporting to support better strategic decision-making. Hotel Chocolat is a premium UK chocolate retailer operating through stores, ecommerce, subscriptions, cafes and international activity. The report recommends a Kimball-style data warehouse, Power BI dashboards, Excel, SPSS and RapidMiner. It also recommends customer clustering and association rule mining to improve segmentation, recommendations, stock planning and marketing. Ethical implementation requires GDPR compliance, access controls, encryption, transparency and clear data ownership.

















[bookmark: _Toc233193977]Introduction 
Hotel Chocolat is a premium chocolate and confectionery organisation founded in the UK. It sells through its own stores, ecommerce platform, subscriptions, cafes, business partners and international channels. The company’s business model is strongly omnichannel, meaning that customers may interact with the brand online, in store, through gift delivery, through Velvetiser subscriptions or through leisure experiences such as cafes and the Saint Lucia cacao estate.
This report analyses how BI, DW, and DM can help Hotel Chocolat make stronger strategic decisions. The report also reviews relevant data mining methods, predicitive analytics tools, ethical and security issues, and dashboard reporting for perfoamnce monitoring.
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Business Intelligence involves collecting, organising and analysing business data so managers can make better decisions. Sharda, Delen and Turban (2018) explain that BI uses data, analytical methods and reporting systems to support organisational decision-making. In a retail business such as Hotel Chocolat, BI is valuable because managers need accurate information about customer, products, sales channels, promotions, stock levels and profitability.
Data warehousing is central to BI because it provides an integrated store of organisational data. Inmon (2005, p.29) defines a data warehouse as a ’’subject-oriented, integrated, non-volatile, and time-variant collection of data in support of management’s decisions’’. This applies to Hotel Chocolat because its data is likely held across ecommerce, point-to-sale, customer relationship management, finance, inventory and supplier systems. A central warehouse would help combine these sources and give managers a clearer view of performance. 
Current BI trends include real-time BI, cloud data warehousing and artificial intelligence integration. Real time BI allows organisations to respond quickly to changes in demand. For Hotel Chocolat, this is valuable during Christmas, Easter, Valentine’s Day and Mother’s Day, when stock availability and promotional timing are critical. Cloud warehousing is also important because it allows data from different stores, online systems and business partners to be consolidated more flexibly. However, cloud BI also increases the need for strong cyber-security and governance.  
AI integration is another major trend. AI can support sales forecasting, customer recommendations, churn prediction and automated reporting. However, AI does not remove the need for human judgement. Davenport and Harris (2007) argue that analytics creates advantages only when it is embedded into organisational processes and decision making culture. Therefore, Hotel Chocolat should avoid treating BI as only an IT project. It should be managed as a strategic business improvement initiative. 
Two useful academic frameworks are Kimball’s dimensional modelling and CRISP-DM. Kimball and Ross (2013) argue that dimensional models are designed around business processes and are easier for users to understand. CRISP-DM is useful because it gives Hotel CHocolat a clear step-by-step method for analytics  projects, from understanding the business problem to preparing data, testing models and using the results. This helps keep data mining focused on business goals instead of becoming only a technical activity.

[bookmark: _Toc233193979]Data warehousing application at Hotel Chocolat 
A data warehouse would allow Hotel Chocolat to consolidate data from stores, ecommerce, subscriptions, customer service, inventory, suppliers and finance. This would improve operational efficiency by creating a single version of truth. At present, the organisation’s omnichannel structure generates large volumes of data, but its value depends on effective integration and analysis.
Figure 1: Hotel Chocolat revenue by channel, FY2023

Figure 1 shows that Hotel Chocolat’s revenue is mainly generated through UK physical retail and UK digital channels. This supports the need for a data warehouse that combines store, ecommerce, partner and international data so managers can compare channel performance and make better decisions about stock, marketing and investment.
Hotel Chocolat data sources for the proposed data warehouse 
	Data source
	Example data collected
	Business use 

	Point of sale systems
	Store sales, transaction time, basket value, product category
	Monitor store performance and customer buying patterns

	Ecommerce platform
	Online orders, abandoned baskets, search behaviour, subscription data
	Improve online conversion and personalised recommendations

	Customer relationship management system
	Customer profiles, loyalty behaviour, email responses, purchase history
	Segment customers and improve marketing effectiveness

	Inventory and supply chain systems
	Stock levels replenishment, supplier delivery times, waste
	Reduce stock-outs, overstocking and operational inefficiency

	Finance system
	Revenue, margins, costs, profitability by channel
	Support strategic decisions about product and channel investment


 
Table 1 shows that Hotel Chocolat’s data warehouse should integrate both customer-facing and operational data. A Kimball-style star schema would be suitable. Fact tables could include sales transactions, online orders, stock movements, campaign responses and supplier deliveries. Dimension tables could include customer, product, store, date, channel, promotion and supplier. This structure would enable managers to analyse profitability, seasonal product performance, stock issues and customer value more effectively.
The warehouse would also improve decision-making by linking operational information with strategic objectives. Hotel Chocolat’s FY2023 revenue shows that UK physical retail is the largest channel, while ecommerce remains a significant contributor (Hotel Chocolat Group plc, 2023). A warehouse could compare channel performance using metrics such as average transaction value, repeat purchase rate, campaign return on investment, stock turnover and gross margin. These insights would support investment and product portfolio decisions. 
The warehouse would also support supply chain and sustainability objectives by storing supplier audit data, cacao sourcing records, delivery performance and waste metrics. Implementation should be phased: first, Hotel Chocolat should audit data sources and identify data owner; second, build a secure cloud warehouse; third, create sales, customer, stock and finance data marts; and finally, connect dashboards and predictive models. This would improve data quality, reporting speed and user adoption. 

[bookmark: _Toc233193980]Data mining techniques
Data mining helps organisations examine large datasets to find useful patterns and relationships. Fayyad, Piatetsky-Shapiro and Smyth (1996) link this to knowledge discovery, where valid and useful patterns are identified from data. For Hotel Chocolat, this is useful because sales, online behaviour, stock records and campaign data can reveal insights that normal reports may miss.
Table 2: recommended data mining techniques for Hotel Chocolat
	Technique 
	How it works
	Application to Hotel Chocolat
	Strategic benefit

	Customer clustering 
	Groups customers with similar behaviours or characteristics
	Segment customers into groups such as gift buyers, frequent self-treat buyers, Velvetiser users, seasonal buyers and lapsed customers
	Enables more targeted marketing and improves customer retention

	Association rule mining
	Identifies products frequently bought together
	Finds product combinations such as Velvetiser plus sachets, gift boxes plus cards, or seasonal bundles
	Improves product recommendations, store layout, building and average order value



The two most suitable data mining techniques are customer clustering and association rule mining. Clustering could group customers into segments such as gift buyers, frequent self-treat customers, Velvetiser users, seasonal buyers and lapsed customers. Association rule mining could identify products frequently bought together, such as Velvetiser products and sachets. These techniques would support targeted marketing, product recommendations, seasonal bundles and improved average order value.
These techniques must be applied carefully. Clustering can oversimplify customer behaviour if models are poorly designed, while association rules identify correlations rather than casual relationships. Consequently, insights should be validated through testing before informing major strategic decisions.

[bookmark: _Toc233193981]Predictive analytics tools
Hotel Chocolat should adopt several analytical tools instead of depending on one system. Excel is useful for quick operational analysis, simple forecasting and data validation. However, it is less suitable for enterprise-scale BI because of risks associated with manual errors, version control and inconsistent reporting.
Power BI should serve as the primary dashboard and visual reporting platform. It supports interactive dashboards, scheduled refreshes and real-time reporting. For Hotel Chocolat, Power BI could track daily sales, stock availability, ecommerce conversion, customer retention and campaign performance, enabling managers to respond more quickly to changing conditions. 
SPSS would be useful for statistical forecasting and predictive modelling. IBM describes SPSS as a tool for advanced analytics, predictive modelling and forecasting (IBM, 2026). Hotel Chocolat could use SPSS to forecast demand for seasonal products, estimate promotional impacts and predict customer churn. RapidMeter/AI Studio would complement this by providing vidual workflows for machine learning and data mining, supporting clustering, classification, recommendation modelling and automated model evaluation. 
Excel is suitable for quick operational analysis and simple forecasting because it is familiar and easy to use. However, it is less reliable for large datasets because of version-control and manual-error risks. Power BI is more suitable for dashboards because it integrates well with Microsoft systems and can support scheduled refreshes and visual reporting. SPSS is useful for statistical forecasting, such as seasonal demand and customer churn analysis. RapidMiner is more appropriate for advanced data mining, including clustering, classification and association rule mining. Therefore, Hotel Chocolat should use Power BI for reporting, SPSS for forecasting and RapidMiner for advanced analytics.

[bookmark: _Toc233193982]Ethical and data security considerations
BI and analytics create ethical responsibilities because Hotel Chocolat would process customer, employee, payment, supplier and operational data. Under UK GDPR, Hotel Chocolat data in a lawful, fair and transparent way, while also limiting data collection to clear business purposes and keeping it secure (ICO, 2023). This means Hotel Chocolat should only collect data that is necessary for clearly defined business purposes.
Customers should be told how their data is used for personalised marketing and should be able to manage their communication preferences. Clear data ownership is also needed so each department knows who is responsible for customer, finance and inventory data. To protect this information, Hotel Chocolat should use role-based access, encryption, multi-factor authentication, audit trails, staff training and clear data retention rules. Internal threats, such as employee misuse, should be considered alongside external cyber-security risks. Laudon and Laudon (2020) argue that information systems require both technical and organisational controls. Therefore, Hotel Chocolat should combine security technologies with effective governance, accountability and staff awareness.

[bookmark: _Toc233193983]Reporting and dashboard solutions
Hotel Chocolat should implement role-based Power BI dashboards for real-time monitoring and strategic communication. Dashboards should be simple, visual and focused on key performance indicators rather than overloaded with unnecessary information.
Table 3: BI dashboard KPI’s for Hotel Chocolat 
	Dashboard area
	Key performance
	Users 

	Sales performance
	Daily revenue, sales by channel, average transaction value, conversion rate
	Senior managers, store managers

	Customer analytics
	Repeat purchase rate, lifetime value, churn risk and campaign response.
	Marketing team, ecommerce team

	Inventory management 
	Stock availability, stock turnover, waste, out of stock incidents
	Operations and supply chain teams

	Ecommerce performance
	Website traffic, abandoned basket rate, online conversion, subscription renewals
	Digital and ecommerce managers

	Strategic performance
	Gross margin, profitability by channel, international growth, sustainability metrics
	Senior leadership team



Table 3 shows that dashboards should be tailored to user needs. Store managers require operational measures such as daily sales, stock availability and average transaction value. Marketing teams need customer metrics such as repeat purchase rate, churn risk and campaign response. Senior leaders need strategic measures such as profitability, channel performance and international growth. These dashboards would help Hotel Chocolat respond faster to seasonal demand, weak campaign performance and stock problems.


[bookmark: _Toc233193984]Conclusion 
Hotel Chocolat can strengthen strategic decision-making through the implementation of an integrated BI and data warehousing environment. A Kimball-style warehouse would consolidate information from stores, ecommerce, customers, inventory, suppliers and finance, creating a reliable foundation for analysis. Customer clustering and association rule mining would help Hotel Chocolat identify customer groups and buying patterns more clearly.
Power BI, SPSS and RapidMiner/AI Studio offer a practical combination of reporting, forecasting and advanced analytics capabilities. To maximise value, these technologies must be supported by effective governance, GDPR compliance, clear data ownership and robust security controls. When implemented responsibly, BI can help Hotel Chocolat improve customer understanding, operational efficiency, profitability and long-term competitiveness.
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