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	In the recent years, Business Intelligence (BI) has emerged as a mechanism for revolutionising the use of data. It is especially the case when data has become big and all players can now access the cloud. This has made the use of spreadsheets to decrease. Instead the people now use actionable and insightful data that can be visualised. Moreover, there is an increased movement through interactive platforms and business dashboards. While the area of BI has evolved over time, it is now emerging that there is a need to enhance access to the business intelligence analytics (Ali and Khan, 2019, p. 42). However, there would be a need to determine the best BI solutions that are particular to the needs of the business. Moreover, these companies evaluate the uniqueness of each data, security, and a way through which it can be used in a simple way. This report examines five current Business Intelligence Trends that companies have now embraced.
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	The use of Artificial Intelligence (AI) in business analytics has been on the rise, whereby machines are applied in executing the tasks that would ordinarily be carried out through complex human intelligence. Using AI and machine learning has continued to revolutionise the way entrepreneurs and their entities interact with analytics or management of data (Canhoto and Clear, 2020, p. 184). Accordingly, companies increasingly use AI-based business analytics systems to determine the processes that happen in every second and provide alerts to reduce any issues. For instance, some of these businesses or companies rely on AI algorithms that offer higher accuracy in detecting anomalies whenever they occur. This is supported by the fact that the AI system studies the historical trends and patterns that occur within the business. Consequently, adaptive AI systems can assist in the decision-making within the business to ensure that the decisions are ethical and made in the interests of the company. 
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	Business Intelligence (BI) has been found to rely more on big data as the next frontier of doing business. Under this, business enterprises acknowledge that large amounts of data from multiple sources normally accumulate during a company’s operations. Therefore, it is upon these companies to organise and analyse the big data to create business ideas or make strategic planning (Bayer et al, 2017, p. 24). It means that these businesses appreciate the fact that big data exponentially increases in a complex and non-structural format. Therefore, it is upon these companies to determine the meaningful information or conduct data mining. This means that the big data is turned into fluid format that enables the business to drive useful and critical information (Bayer et al, 2017, p. 39). As such, most companies embrace or are aware of the potential value of big data that can assist them to respond to the actual needs or the customers or the market. 
[bookmark: _Toc120907421]Social Media Analytics 
	Social media analytics has emerged as the most prominent BI trend in the world today. In essence, analysing the content that is found within social media has the potential of enabling business enterprises to understand the product issues, changes in the market, consumer purchase patterns and competitor trends (Mirchandani and Gaur, 2019, p. 123). As a BI tool, social media analytics is crucial as it enables business enterprises to take advantage of real-time intelligence to obtain business insights from the social conversations that people have within a particular market. Further, social media is considered as a powerful Business Intelligence tool that can be embraced by companies to create and group certain personas. This can then be used in identifying the consumer trends and establish strategies for pushing products and services.
Besides, Mirchandani and Gaur (2019, p. 123) have observed that social media acts as a virtual broadcasting tool that can bring providers and consumers within a single engagement platform. Therefore, marketers now have the ability to monitor and assess the vast amount unstructured data that is contained in the social media interactions for BI purposes. They analyse and interpret the social media activity such as feeds, likes, clicks, conversation and even the demographic characteristics of these participants (Mirchandani and Gaur, 2019, p. 123). The pros of this is that the company will understand the profile of the prospective and actual audience in order to devise a marketing campaign. Additionally, the social media analytics are crucial in enabling these businesses to design their advertising and promotional activities to attract customer to their brands (Liu, Chou and Liao, 2015, p. 300). It then becomes easier to come up with strategies for product placement by the business enterprises. 
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	This is also an emerging area of BI in that it builds on the concept of business intelligence and social media. According to Guo et al (2019, p. 26607), it is an interdisciplinary approach that that relies more on the knowledge obtained from marketing, management, and computer science. It is at this point that crowdsourced business intelligence comes in to leverage on the diverse data provided by the users to evaluate business dynamics and understand the behaviors of these consumers. Significantly, this data assists in the making of intelligent decisions on how to develop the business. Particularly, the businesses that adopt this BI technology are most likely to harness and leverage on the user-generated data to come up with different themes, understand consumer preferences and visualise the relationships that may exist between them (Guo et al, 2019, p. 26607). Further, this form of determining market intelligence assists in obtaining information about the marketability of a company’s products, consumer sentiments and how to promote them as compared to the competitors. As opposed to the ordinary BI, crowdsourced business intelligence is that it examines a small amount of data by using existing analytical tools to create multi-modal data that has been contributed by the users. This can then be used to enhance the competitiveness of the company’s brand, products, or services.
[bookmark: _Toc120907423]Embedded Analytics
	Businesses now increasingly embrace embedded analytics by bringing together multiple components of BI like reports and dashboards into their application with the aim of enhancing the decision-making processes while at the same time supporting productivity (Davenport, 2018, p. 76). Thus, the embedded analytics are now used to offer higher value within their specific applications. It covers many areas such as the creation of sales reports or sending dashboards. Additionally, this BI feature enables the collaboration between stakeholders by keeping all of them involved or connected within the business processes (Business Week, 2021). The advantage of this is that it is possible for the organisation, its employees, and clients to manipulate this data in an environment that they know. This helps the business in extracting insights from all aspects of the business with an aim of making significant gains in growing revenues, expansion of markets and competitive edge over rivals. Its relevance in the world today is also helped by the fact that it is possible to install it and is easily available amongst vendors. Therefore, it can be used by the business to ensure seamless and less complex ways through which the processes collaborate to achieve a common aim of competitiveness.
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	This report has demonstrated that Business Intelligence is the next big thing in business. BI simply optimize activities, processes or even transactions associated with the transfer of products and services. In a world that is increasingly reliant on technology and big data, the use of Business Intelligence become crucial. Moreover through the report it has been demonstrated that the application of Artificial Intelligence (AI), crowdsourcing, big data, social media analytics and embedded analytics can assist in ensuring that a business uses the data that it gathers to interpret how it can pursue some of its objectives. Usually, this is about improving its processes while at the same time being attractive to the market. Any business that applies these concepts and new trends in BI is likely to succeed or become in a data-driven competitive market. 
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