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[bookmark: _Toc180062371]INTRODUCTION
Business Intelligence casts a pivotal role in exploiting data to inform managerial decision making procedures, particularly in landscape of big data (Deepa, and.et.al. 2022). The report will be examining the existing patterns in the Business Intelligence in the retail sector, emphasising towards Tesco, a dominant UK player. As businesses in the industry are increasingly identifying complexities of big data, productive business intelligence approaches have become necessary for operational effectiveness. In addition, report will seek key literature, comprising insights regarding agile business intelligence strategies and roles of data execution & predictive assessment. It will evaluate the tools & channels used by organisations for managing big data & show future perspectives for business intelligence in retail sector, emphasising the continuous analysis and significance of data driven approaches in sustaining the competitive landscape.  
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[bookmark: _Toc180062373]Current Trends in Business Intelligence
The whole retail sector is experiencing a transformative change influenced by the technological developments and remarkable growth of big data, Organisations has clasped different business intelligence patterns to boost their workings and promote customer interaction. Various major trends are structuring the organisations approach towards business intelligence: 
Real Time Analysis- Organisations exploits real time assessment to respond rapidly towards the transforming customer behaviour and market situations. This ability permits the organisation in industry to monitor sales patterns, customer perspectives and inventory turnover ratio in real time, accelerating agile decision forming. In such regards, during peak shopping times or promotions, real time assessment enables entities to tailor their pricing & inventory level (Wang, and.et.al. 2022).
Predictive Assessments- Predictive analysis casts a crucial role in organisation business intelligence approach. By assessing the past information & considering trends, companies can anticipate future demands for products, boosting their inventory management and lowering out of stock or overstock cases. This patterns lowers the wastage as well as ensures that customers find the products they need, thereby improving the overall satisfaction. 
Data Integration- A critical concept of organisations business intelligence efforts in implementation of data from different channels, comprising of virtual shopping, loyalty programs and in store transactions. This extensive view of customer engagement allows entities to form specialised marketing approaches (Bharadiya, 2023). In such context, insights gained from data enables the organisation to adjust promotions on basis of individual shopping behaviours, nurturing customer loyalty.
Agile BI Approaches- The implementation of agile methodologies in business intelligence permits the organisations to respond immediately to emerging market situations. Agile BI highlights the continuous development & feedback systems, enabling teams to follow vastly & make informed decisions on the basis of present information. 
[bookmark: _Toc180062374]Classification of Big Data Types
Structured Data- This comprises of standardised datasheets, like sales transactions, records of stock and customer information (Sandhu, 2021). It is necessary for operational assessment, making organisation to monitor their revenue performance, assess stock levels and utilise supply chain. Structured sales allows the organisation to locate the top selling items of their portfolio of products & inform restocking decisions. 
Semi-Structured Data- Buyer feedbacks collected by surveys and digital media platforms shows semi structured data. Entities evaluates this feedback to understand buyer sentiments & perceptions, using the insights to inform product offerings & marketing (Eidizadeh, 2017). This types of data is crucial for boosting the customer engagement & promoting marketing approaches.
Unstructured Data- Unstructured data comprises of consumer reviews, digital media engagement & reach. Organisations natural language processing methods to integrating information from unstructured data, assisting the organisation to understand customer opinions and patterns (Antunes, 2022). By assessing this data, entities can increase their customer service & adjust their offerings on basis of real time feedbacks. 
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Data Warehousing Solutions- Tesco optimises data storage technologies to integrate data from different sources into the core repository. The integration accelerates authentic reporting and assessment, insuring that decision makers have access to individual source of truth.
Business Intelligence Software- Business intelligence tools like tableau & Microsoft power business intelligence are core to the organisation data presentation & reporting exertions. This channels allows the company to form interactive dashboards that offer real time understanding into the key performance indicators, enabling stakeholders to form informed decision rapidly (Puklavec, 2018). 
Machine Learning & Artificial Intelligence- Company adopts machine learning algorithms into their business intelligence procedures to assess the buyer behaviour trends. In such context, machine learning models can anticipate with products of the organisation will be demandable on the basis of past sales data and seasonal patterns. This predictive skills aids in inventory management & rises the productiveness of marketing programs. 
Cloud Computing- The integration of cloud based solutions boosts the entity capabilities to expand their data analysis skills. Cloud platforms like Microsoft azure and AWS, offer the adaptability and resources essential for processing large volumes of data effectively. This expandability backs the organisation emerging data requirements as their consistency to scale virtual & offline workings. 
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Enhanced Personalisation- As data collection tools become more complex, organisations in the industry are expected to make emphasis of personalised marketing approaches. By assessing the customer data at coarse level, entity can offer adjusted promotions and suggestions, improving customer experience & higher loyalty (Holmlund, and.et.al. 2020). 
AI-Driven Insights- The execution of artificial intelligence into the business intelligence procedures will enable wider understanding and more authentic expectations. Company is likely to exploit AI for tasks comprising of demand prediction, customer segmentation & detection of fraud, increasing their operations effectiveness and customer service abilities. 
Sustainability Analytics- With rising customer awareness of sustainability, entities may optimise big data assessment to utilise their supply chain and lower its environmental footprints. By evaluating the data in relation to usage of resource, transportation and waste management, organisation can locate opportunities for environment friendly approaches that corresponds with the demands of buyers and regulatory norms. 
Improved Customer Experience- Future business intelligence initiatives will emphasis on boosting the customer whole journey by simplified omnichannel experiences. By executing the data from different touchpoints, companies can insure an authentic & customised shopping experience, whether buyers are purchasing virtually or in store. 
Dynamic Pricing Strategies- One major future prospect for big data analytics in retail sector is execution of dynamic pricing approaches. Organization can optimise real time data assessment to tailor their prices on the basis of different factors such as demand changes, price offered by rivals & inventory levels. By integrating the algorithms that evaluate such variables, organisation can utilise their pricing approaches to rise sales & their profit margins while insuring the competitive pricing (Niu, and.et.al. 2021). This approach boosts the revenue potential as well as rises the customer satisfaction by providing prices that show current market situations. As technology nurtures, the capacity to execute dynamic pricing strategies in practical market will become highly attainable for organisations. 
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Big data analytics is essentially reshaping the retail sector by exemplifying how the strategic data optimisation can influence the operational effectiveness & boost customer experiences. By exploiting the real time assessment, predictive modelling & adopted data sources, organisation has better equipped to gain insights regarding the customer behaviour, utilised stock levels, and customised marketing approaches. In addition, the report has incorporated advanced technologies like artificial intelligence and dynamic pricing approaches increase the organisation competitive position. The emphasis on sustainability as well as improved customer interactions has also casts a significant role in structuring the future business intelligence interactions. As the retail framework has continue to emerge, the productive usage of big data assessment will remain necessary for retailers exploring to follow transforming customer demands & market conditions. Eventually, company competence towards the exploiting power of data has positioned themselves a leader in industry, demonstrating the transformative potential of big data evaluation in influencing innovation & growth. 
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