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Introductions

Bio
* Principal Data Analytics & Al Consultant at Vertice.

* Over 10 years' experience working with data across various A
c 0 o o 2024
business sectors including finance, HR and healthcare. Oracle ACE
Associate

* Data Science & Machine Learning experience across roles in
Vertice and NHS Business Services Authority.

 QOracle ACE Associate.

e Qutside of work I’'m a keen photographer and set-up a
photography business in January 2021.
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https://www.etsy.com/shop/pgodfreyphotography

Who We Are

Customer.
Data.
Solutions.

& Y
Oracle Cloud \‘? Succastully *:'_t‘,’
: Oracle Cloud World Firsts in Successive, Multiple Oracle > Oracle. S
Man ’ P Oracle 4
anaged Service 2016, 2017 and 2022 on OCI Global Excellence Awards Ej Expert Services N7

Since 2010

Provider (CMSP)

ORACLE ORACLE ORACLE

2023
Oracle Europe West Oracle UK & Ireland Successive, Multiple Oracle Founded in 2010
Cloud/Tech Partner Award PAutonorr]:o:s Batat;%szeo UK & Irt;.{landAPartr(;er of the All
Innovation artnerofthe Year Sar AWares Oracle Practitioners

Engage the Customer. Enhance the Data. Enable the Solutions.

[ Vertice oracLe | partner



What We Do

AN
A

DATA TRANSFORMATION o DATA PLATFORM
Data Analytics v t * Cloud Strategy
* New Data Platform e r I C e * Multi-Cloud (OCl, Azure & AWS)

* Oracle Financial Services Analytical .. * Hybrid Deployment
Applications * Cloud@Customer (ExaC@C)

* Data Lakehouse * Saas$ Integration
* Data Warehouse
* Data Mesh
DATA MODERNISATION
DATA DIGITAL SERVICES « Technology Debt
* Al, ML, Data Science * Client Modernisation
* Cloud Native * Database Consolidation
* Apps Modernisation Enablement * Cloud Back-up / DR
* DevOps and ML Ops * Cyber Security (Partner)

@ Vertice oracLe | Partner



Alm
* Explain and demonstrate

What is Data Storytelling

Why it’s important

How Oracle Analytics can help

@ Vertice ORACLE | Partner



Definition

Data storytelling is the
art of transforming
complex data sets into
compelling narratives
that resonate with
audiences.

R e .



The 3 components of data storytelling

1 3
Data Visualisation
~
—
— al

Accuracy Context Audience
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1. Data

The data set is the base of a data story.

Data presented on its own rarely communicates meaning for itself.

The storyteller gathers accurate data and analysis from other research, surveys,
charts, graphs and dashboards.

@ Vertice oracLe | Partner



2. Narrative

Aha Moment
o« . . . Major finding or
* This is a verbal or written storyline central insight
that uses data to communicate 2 Rising ™3
insights effectively. ST Solution & Next Steps

that reveal deeper &/ Potential options

insights into the \Q- V 4 *® & recommendation
pr Df)'@ m or XY 4 %
&

opportunity

y
Vi
V 4

* The narrative should be within the Setting
context of the data. & Hook

Background on y

current situation, Audience’s knowledge is
character(s) & & enriched & likelihood to
hook ’ 4 act is increased

* Provide a clear explanation of
what the data means and its
importance.

@ Vertice ORACLE | Partner



3. Visualisations

* Representations of the data
(and the narrative).

 Are used to communicate the
story more clearly.

* Visualizations include graphs,
charts, diagrams, videos and
photos.

@ Vertlce ORACLE | Partner



Data
» Hundreds of Lego pieces, unordered and messy.
» It needs to be sorted and arranged to help create the

narrative.
SORTED
Narrative
3 * Hundreds of Lego pieces can feel overwhelming, but when
ARRANGED — ’ you add in some order, you can understand the pieces (data)
you have to work with and can start to be creative to build a
story.

PRESENTED

VISUALLY

Visualisation

* In our example it's a graphic, but in business terms could be a
graphic, dashboard, charts, with a key takeaway (data

EXPLAINED :
storytelling)

WITH A STORY

@ Vertice ORACLE | Partner



5 reasons why
Data Storytelling
IS important?




1: Data presented on its own rarely communicates
meaning for itself
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2: Data and Narrative are sweet-talkers for change

* The point of sharing findings from data is to move from identifying a problem or
opportunity toward a resolution or action.

Data proves patterns,
opportunities, answers

Storytelling moves
people to action

@ Vertic:e ORACLE | Partner



3: Data stories emphasize key insights

* Highlighting important findings.

* Ensuring they stand out and resonate with the audience.

@ Vertice ORACLE | Partner



4: Help foster information retention

* [Increases memorability of data through storytelling
techniques.

* Aids long-term retention of information.

@ Vertice ORACLE | Partner



5: Data stories compliment automated, augmented
insights

* Analytics solutions includes a rich set of features to help:
« Streamlined Al
« Automation
 Machine learning capabilities

@ Vertice ORACLE | Partner



Streamlines the process of transforming raw data into . o
engaging stories that drive informed decision-making.

- v
-
. . . . . . .
-
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Disney Review Data

* Includes 42,000 reviews posted by
visitors on Trip Advisor.

e Dataset is freely available.

e (Can be downloaded

@ Vertice oracLe | Partner



https://www.kaggle.com/datasets/arushchillar/disneyland-reviews/data

The 3 components of data storytelling

[©) Vertice oRrRAcCLE | Partner 55



Oracle Analytics: Data Recommendations

Oracle Analytics Cloud (OAC) incorporates powerful data preparation capabilities that enables Data Storytelling.

Data Preparation: Recommendation

Provides a list of in-built data recommendations which can enrich our dataset.

This can include exploding dates into days / months / quarters / weekends etc or adding geo-spatial features such as Longitude
and Latitude coordinates.
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Oracle Analytics: Data Recommendations

& New Dataset

@ ACC disneyland rev ted
N0aced from oisn

m Tich Reviewsr Locatio.
REASnEr_LOCATON _Cume

B e
o/ al sreps cor

04¢,769,370
020717 A

646,450

624,082,

A Reviewer_Location
o 642,360.1

$42,77R$

Vertice oracLe | Partner

Reviewer_tocar

Feviener Lo
Pound
Foung
Dotar
Euro
Pourd
Daler
Euro
Dotar
Euro
Euro
Eutd
baiar
Euro
Pourd
Doler
Pourg
Euro
Pourg
Poura
Found
Pourd
Dolar
Dotar

Euro

VLN COMTXNG 100% Lnicue

Evien_Text
mg off season is definitely the best time Lo visit disney.
st returned from & Snight stay with my famiy
oS 0 oescTide just how gooc

new year and

| récently Vi
danedans park and mowie park. Ydu hawe 10 pay sepirat
%t Disney pare | nave been to {compared to Anghem, Tokyo Lan

Jy expensive. 107 ket for 3 08y UCket. Queves of 2 hours for Bugz lignty

Disngyiand Pads is an amaling pla end e entire day wih your famiy ane ti.

Fark,, but yea lines are wo

O The CEher YISTOrS JusT Smok

ec o booking

FEOOrkS IMATING. PANGe 3MITiNg The p

weskend Stayed ot @ hotel nearby and enjay the:
My 17 year old had never been 1o Dsneyiand (| heve been to the Americs end Jepane
A3 afan of theme parks you would have thought Disney would seT the stancard but
il preface This resiew Dy SayIng 1am 3 MUK
honest it rainad nearty 9l day, If the weathar was Detter Iri sure my overal imp
e Ttractions that Biew my mind swsy The stirsction i filled with amazn

their frst time 3t 2 Disnsy park. They loved itand R was

a
a
18]
m
(81
m
us]
m
m
m
m
(0]
m
(8]
1]
m
oM

Reviewer_Location (17)

| Reviewer_Location wit

0 Reviewer_Lecation
wo2
£ Reviewer _Loacation

50 nUMeNC

£nvicn Reviewer_Location »
fips

Evicn Reviewer_Loacation =
country_name

E£nvicn Reviewer_Location
capital

0 Reviewer_Location wit

square_km

Ench Reviewer_Location w
populstion

Ervich Reviewer_Location
continent

7 Reviewer_Location wet

| Reviewer_Lotation

currency_abbe

1 Reviewer_Location
phone_country_code
v Reviewer_Location
postal_code_format
£ Reviewer_Location w
postal_code_regex
Ennicn Reviewer_Lecation »
Lnguages
£nien Reviewer_Location «
reonameid

Ennch Reviewer_Location wit

neighboring_countries

27



Data Prep can be iterative...

B Dsneyland Revew Demo datasst

s sy 3¢

260 170M Sdned

T R Locetso.
Ry Locsion Lo,

e _Monts St 2

2T COUTI «

serame CoLmn «
=k e

Et—-ﬂ‘..

\

[ Vertice oracLe | Partner

romanieg B

THE COMO COMTAS 1O LNQue Vit

Spcev_Tes!
rg off s2eson s Oty
2% rebrod Friom & 4 DR ey
0| 58N
Where Su ) ket
=t heve &
3 gvkaren ond tad 3 BLAST! tre place 13 ) 30X o
BostArful Lime 20 yaars 490 i DHNRy Aghtin
seyand Pe g Gonmiet fast. = s ur #fTh
Boent, vERe8 DAty t By Pviend e Jound It very sty 30 £0d by
2 T0 POy 8D
0 10 ATAnekN,
107 tiches Yor 9 ey Teket. Oueues of 2 howrs for by
W] DN ONe Sy wiEn yOur famby and fr
§ "0z the reviens 3 Terd 10 agree with some of th
4 2000 affer S0 TN Fadw YRAY/ ERCUGRE X wiuke
of 3 Daney Park St every year Ines oy the O
WY SIS RT Rk
hee mies —e : Lengene 10 Dixey
it 5 COMBaNng CLY 1o Dev
Wated 157 30meTITR 10 F¥T 8 GUOT Cen! for
P20 0 TNE huts YRR M TNE 50601 SArT
Swady wonih the wat dor Tinwy St perty @ b v ted 8l b the kong Keng p
CaMe 10 et 3 DADey Meehiendd STapSd 2% 3 NOUS fedrDy 400 enpdy Ty free &
WA AT ywer i bt rever Smer 10 D sty (| Peve been 30 the Amerion g apers
&5 8 Tan of heme DANS you otue PeUEt Doy winid set the 53
FRSETES 1 Ty En2AriEnes | | vt retAce S rev ke DY SIS LA 0
0 De RONeST I rained nearly 3 Dy, (TR WANTIAT Was DErtar fin Sure my o
ANAOITE AR IONS AR Sl My MING Saviy T ARARLSON B FUas it kevisrg o
e famiy T0 park $or Thelr fIrst Kime 3 2 Disney pYE. TTey oved Tana X ms

NN VTR G IS DArK 50 f YO A T e % 188 [t cows i

m
m
s}
m
m
m
m
m
m
m
m
m
m
m
m
m

Year (18) [y

v b Remmver Location
L2

Eveh Reviewer_Location

moi

10 mameric

EvEh hedewer_Location
e

£veh Redewer_Looation o

Coumtry_name

Evch Rewewer_Locrtion o

capital

EEn REAtwe_LOCITION W

sqare_km

Evich Redewet_LoGation o

maoulation

T 2T REvee_LOCATIoN |

continest
Revewer_Loction
Bedewes_Location

P _coumtry toce

B ) Remewer Location

postal code famnet

BV O e _Location

pactal_code_repex

LN Wediewes_LoGation

lenguages

ot P Lucation

peinarad

v ch Reviewes_LoGaticn

nehboing countres

+ Rewewer_Location o

28



Oracle Analytics: Data Flow

Oracle Analytics Cloud (OAC) incorporates powerful data preparation capabilities that enables Data Storytelling.

Data Preparation: Data Flow

Provides ability to create a data flow to help order, filter and enrich our dataset.

This can include joining datasets together, as well as filtering / renaming columns, and this can then be saved into a dataset
once the Data Flow has been executed.

B Mew Data Flow

o
=]

Dwtssets Coreections Duls Flows Segeences Dats Replostions
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Oracle Analytics: Data Flow

®
Disneyland Dataflow
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The 3 components of data storytelling
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Oracle Analytics: Explain

Oracle Analytics Cloud (OAC) incorporates powerful Al capabilities that enables Data Storytelling.

Augmented Analytics: Explain

OAC leverages augmented analytics to automate data preparation, discovery, and visualization.

Right click on the field of interest and select Explain

— | mew workbook

| Vertice oracLe | Partner



Oracle Analytics: Explain

These insights are generated utilizing Machine Learning algorithms.

Out of the box, this will provide us with information on:

e Basic Facts — think of these as summary statistics and key insights.
e Key Drivers — what in the dataset is the most important features that impacts that given column.
e Segments — are there any segments or clusters of data that are of interest.

e Anomalies — are there any outliers or unusual data points that have been identified.

@ Vertice ORACLE | Partner



Oracle Analytics: Explain

Explan -‘..ih\.'

Anomates of Rating
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The 3 components of data storytelling
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Oracle Analytics: Auto-Insights

Oracle Analytics Cloud (OAC) incorporates powerful Al
capabilities that enables Data Storytelling.

We found the following insigh

dataset

Distribation of Reviewer_Location Redards

Augmented Analytics: Auto-Insights

Auto-Insights is an artificial intelligence-powered feature that automatically generates
insights and recommendations based on the data in a workbook.

It makes use of Machine Learning algorithms to analyse data and identify patterns, trends,
and correlations, and then presents the insights in a visual format.

Pareto of Reviewer_Location

._._-l--l

> 8@ 5v 9 @ By @ hl/
| ——
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Oracle Analytics: Auto-Insights

Oracle Analytics Cloud (OAC) incorporates powerful Al capabilities that enables Data Storytelling.

+ K New Workbook Do Visusize  Present

Reviewer_Location Scatter Plot Chart

* You can add multiple
visualisations to your
canvas.

(o]

Then re-position the
data visualisations
where you want them
to help tell your data
story.

8O0 for Rating

@ Vertice oracLe | Partner 37
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Oracle Analytics: Auto-Insights

* Another helpful offering is Auto-Insight Settings.

* Toggle fields you are interested in (or not interested in):

* Include / Exclude certain types of charts
*  Which Attributes you want to include
*  Which Measures you want to include

e Calculations

* Any columns that have been excluded by Oracle Analytics.

Auto Insights Settings *

select/Unselect the type of Auto Insights that

you would like to see.

bl & 4 K E

24 28 |a []

select the columns yvou would like to rum Auto
Insights with.

4 Megsures (1,3 selected)
£ Rating

4 Generalized Calculations (1,1 selected)
#  Row Count Caloulations

F Time Artribu

pus Tor
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Oracle Analytics: Auto-Insights
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k% New Workbook
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Search | 2

4 5 Disneyland Review Demo d...
# Review_ID
# Rating

£ wear_morth

P A Reviewer_Location
A Reviewer_Location_cur...
A Reviewer_Location_cur...
A Review_Text

4 F5 My Calculations

A Rating Row Quintile
A Top 10 Reviewer_Locati-..

© valueLabels
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50 Tile
[0 Treliis Columns
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4 Color
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7 size (width)
E] Tooltip
== Detail

W Fitters

@click here

drag data to add a fifter
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Visuglize Present

Oracle Analytics: Custom Calculations
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The 3 components of data storytelling
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Oracle Analytics: Language Narrative

Oracle Analytics Cloud (OAC) incorporates powerful Al capabilities that enables Data Storytelling.

Machine Learning & Al: Language Narrative

OAC leverages machine learning and artificial intelligence to transforms data insights into easily understandable written
explanations using natural language processing.

2 Dt Part Of Week

# of Persons Involved ¥ of Fatalities

et i e

# of Accidents by Dt Date (Month) # of Accidents by Dt Date (Month)

140 The ¢
nteres
-

Vertice ORACLE | Partner Source: Create a language narrative of your visualizations in Oracle Analytics Cloud - https://www.youtube.com/watch?v=EQ6XLM7WBP4



Oracle Analytics: Language Narrative

Oracle Analytics Cloud (OAC) incorporates powerful Al capabilities that enables Data Storytelling.
Key Points

* Level of Detail: Sliding scale between 1 and 7
e 1:Short summary of visualisation
* 4: More detailed, but easily consumed

e 7:Lowest level of detail
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Oracle Analytics: Language Narrative

Oracle Analytics Cloud (OAC) incorporates powerful Al capabilities that enables Data Storytelling.
Key Points

* Analysis Selections: users can select either Trend or Breakdown

* Language Selection: users can select either English or French
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Oracle Analytics: Language Narrative

= B Mew workbook

= o Total Reviews by Month Total Reviews by Month
A [ DERERI NEew DRG0 Low T i Fif prasseis The Ratng for oo seilasng vesr_Mianms
R IG

Rogeihar, i foer Year_PMongin s,
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Al Assistant: Visualising data with Natural Language

Sales Analysis - Il

by Pro

Copiers and Fax

Erwelopes

Labels 1
Offico Furnishings Offcs Furnishings
Office Machines Office Machinies
% Papor \{? W Pagor
Pens & Art Supples Pens & Art Supples
W Rubbar Aands tl Az 498% Rubber Bands

¥ Scmzors, Rulers an.. Scrszors, Rulers an.,

Storags & Orgaza 5.86% Storage & Organiza
- L I Fuctnmar Canmant B Concumar B Comarste B Hama Offica B Gonzil B ieinace Aczw | 2e8k i

) 011/427 = : ne ¢ @ OS]

Generate Visualizations with Oracle Analytics Al Assistant

@ (.)‘ricle Leatrr:mg 1 P 2> Share L Download 3¢ clip [ save
42K subscribers
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\

Determine what
question you want
answered
Make sure that the
problem the company

needs to solve is
clearly articulated.

@ Vertice oracLe | Partner

How to Tell a Great Data Story

PLON
SFS 1M

Determine what data
is needed to answer
the question:

If your company employs
data scientists or analysts,
take advantage of their

expertise and knowledge
of business data.

[dentify your
data sources
As discussed, stories

needn't be limited to
internal data.

Determine your
visualization options

Present data in
customizable charts. The
key is to work with the
person who will be writing
the narrative so the
visuals support the story.

Construct the
narrative

Once you've collected
your data and put together
some useful charts,
adding a creative written
or spoken narrative is the
final step in creating your
data story.
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Oracle Analytics: Interactive Data Storytelling
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Raw Data

< k£ New Workbook

B W ~ & BB sentiment, vear_Mo... ®click here or drag data to add a filter

Data Visualize Present

sz | @ B8 Table sentiment, Year_Month, Review_ID, Rating, Review_Text

4 5 Disneyland Review Enriche. .. %o Ti sentiment

. sentiment

Review_ID

Rating

Year_Month A vear_Month
A Reviewer_Location # Review_ID

\ Reviewer_Location_cur... | N
# Rating
Reviewer_Location_cur...
- ) A Review
A Review_Text
B My Calculations &) color

T value Labels
1 Size
55 shape
E Tooltip

“ Filters

[

Vertice oracLe | Partner
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‘Year_Month

i ey =
spending over 31500 for tidl
ional §1500 for one day of fastpass just to
got Al fi e rubbish, and
£0 2g2in 3z an z The
limitations they pla:
minutes was the max v
almast impossible to get the full value frol
i for things to do in Paris

£45,840,802.00
| can de iz that it
years, or that Parisis 3
he park has a no smoking palicy
ol by

erms of
& floor eating
re major crowd issues in the Disney

640.615,606.00
\, super hy)
Only good thing about this place is leaving

ommend Hongkong Disneyland The
The staffs in Hongkong Disneyland not good like Disneyd
2637 04700 . y y y rude nnot polite. Difficult to 5|
649.697.067.00 E .2, Bett to Dufan Jakarta than Disneyland Hongkon,
who lining the attraction.3. Mo smile from the
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Sort and Arrange our Data mane

ARRANGED
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Visualise our Data PRESENTED l

VISUALLY

“How do our customers feel about our park?

* Donut Chart Added * Colour coded review sentiment e Formatted labels to stand
(positive / negative / neutral)

highlight key point
* Added question / title to
the chart
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SORTED

ARRANGED

PRESENTED
VISUALLY

EXPLAINED
WITH A STORY
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EXPLAINED
WITH A STORY

“How do our customers feel about our park? “ " What do our customers tell us?

Sentiment:
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ey S st Universal Food options - 0 Club Level room California Adventure park Disneyland Resort e
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treats ride lighting e books Tours Mix Magic Disneyland park Churros  Book _Adverrcure 1.
Fastpass Disney sxperience Chis Autopia &pm evening parade i
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fieod stores 2
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EXPLAINED
WITH A STORY

YHow do our customers feel about our park?

Sentiment:

What do our customers tell us?

wait times

light show o
8 restaurants

custemer service

lines

Walt Di
SEISNEY parade

Haunted Mansion

wait time st pass Space Mountain theme parks

adventurs Disney park

Security

merch £ost

looks day a PP
ride
prices
FastPass
Maxpass

Staff Orlando

City Hall
Churros
Adventure

Cars
Cruise Bluz Bayou

Tomorrowland
mountain
parades

. service
Disney World |15iana Jones

time
spor  PESS castle
Disney

DISneyla nd Splash Mountain

. fastpass cast members
Fast Pass
'Walt Disney World

disneyland World

places employees

shops

Pirates Mountain Rides
tones Dreakfast Small World

parking fOOd fast passes

. : shows
attractions experience

characters

crowds fastpass system -
fireworks entertainment

fast pass

Visit souvenirs people weather
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EXPLAINED f EE..: Y
WITH A STORY %P ,

YHow do our customers feel about our park? “ " WHhat do our customers tell us?

Sentiment:

wait times

Disneyland
max pass-

employees

attractions

place
park

@ Vertice oracLe | partner .

=

\



Oracle Analytics: Tailored Data Storytelling
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Top tips to keep in mind: Visualisations

Present the key points Ask yourself what is essential to making
your point. Remove what's unnecessary.

only in your chart,
keep what is essential.

This helps make your s /\

data story as easy to
follow as possible.

Top Products by Revenue Top Products by Revenue

( e
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Top tips to keep in mind: Audience at the forefront

Tailor your message based on
the audience's knowledge,
interests, and needs.

Sales Manager

Assess their familiarity with
data and adjust complexity
accordingly.

Data Scientist —
Sales Specialist
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Top tips to keep in mind: Narrative & Visualisations

Include the key message Product C: Revenue grew 94% over the past 8 months

narrative, along with your €120K
visualisation if possible. 100K product ¢

€80K

This helps explain your data, 60K
they key points, and helps to
tell your data story.

€40K

€20K

0
Jan-20 Feb-20 Mar-20  Apr-20 May-20  Jun-20 Jul-20 Aug-20
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EXPLAINED o f E: * 5
WITH A STORY Lb :

6 in 10 customers enjoy our theme park What do our customers enjoy?

Sentiment: Negative, Neutral, Positive

Disneyland
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EXPLAINED
WITH A STORY

3 in 10 customers think we can improve What do our customers want us to improve?

Sentiment:

lines

food castle prices

park rides de
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1% of our customers are neutral What opportunities do we have to improve CX?

Sentiment:

fast pass system

rides attractions
queues Ride times

food employees
wait times Max pass

333333
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Data Storytelling: Al Avatars

Oracle Analytics
and Synthesia
Putting a face to
data stories with
Al avatars
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Top tips to keep in mind: Call to Action

DN

i i oo “-l-\-\ =E
Conclude with a clear mmﬁ | | \ =z
- =l i * =

call to action or next m., 5

steps for your ) g
TechCast Series = W

Knowledge, Expertise, and Ideas for All

audience.

Encou rage them tO (4 STAY UPDATED ON OUR TECHCASTs) ll;/' TechCasts
act based on the Sign up to Stay in Touch!
insights gained from
the data.

Fill in this infor t k ep you informed of future Techcasts
i [ 1 t rannua\ conferenr.e.
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The Oracle Analytics

‘ Data Visualization Challenge 2025

Get recognized for your Oracle Analytics
skills!

Running February 37— 28th 2025
Registration open NOW

VISUALIZATION

DATA




Summary

Data Storytelling is absolutely a skill that can be mastered.

Provided knowledge of how to tell effective data stories.

Shown how Oracle Analytics provides a suite of tools to help enable
the data storyteller.
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Helpful Links

DISNEYLAND REVIEW DATA
https://www.kaggle.com/datasets/arushchillar/disneyland-reviews/data

Al AVATARS — TELL DATA STORIES WITH ORACLE ANALYTICS AND SYNTHESIA
https://blogs.oracle.com/analytics/post/putting-a-face-to-data-stories-with-ai-avatars-oracle-analytics-synthesia -

ORACLE AUTONOMOUS CLOUD — FREE TIER
https://cloud.oracle.com/tryit

ORACLE ANALYTICS HANDS ON LAB FOR DEVELOPERS
https://learn.oracle.com/ols/course/lab-getting-started-with-oracle-analytics-cloud/89350/101941/152826

ORACLE ANALYTICS CLOUD
Examples: https://www.oracle.com/solutions/business-analytics/data-visualization/examples.html

Copyright © 2019, Oracle and/or its affiliates. All rights reserved. |
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Future & Past g...n o [
T h C t . Gimme a Vector, Victor: Backup, Cloning and ek e -
e C a S S . Leveraging Vector DR for Oracle Unlocking Insights: Mastering Data

Datatypes for Practical . Storytelling with Oracle Analytics
Generative Al Applications Analytics Cloud

ressned by Jim Cauprynski Fresent=d by Jason Lester

Presented by Philip Godfrey

TechCast Archive

2024 2023 2022 2021 2020 2019

Date Title Presenter(s) Replay Download(s)
Nov 7 Gimme a Vector, Victor: Leveraging Vector Datatypes for Practical Generative Al Applications Jim Czuprynski Video Slides

. i Dan Vlamis, Wayne Van Sluys, Cathye Pendley, Tim Vlamis, Mystery Guest: Gautam ) i
Oct 17 Our Favorite New Features in OAC Video Slides

Pisharam

Harnessing Oracle GoldenGate 23ai with Al Automation: A New Era of Intelligent Monitoring, Building, and

Oct 3 . i Bobby Curtis Video Slides
Diagnostics

Sept : ) : . - : . : -

19 Discovering Oracle Fusion Data Intelligence Peter Koutroubis & Jai Gangwani Video Slides

Sept 5 Oracle CloudWorld 2024 Session Analysis and Expert Agenda Recommendations Roger Cressey, Dan Vlamis, Jim Czuprynski, Tim Vlamis, Cathye Pendley Video Slides

Aug 22 Our Favorite Features of OAC Dan Vlamis, Tim Vlamis, Cathye Pendley, & Oracle Analytics Mystery Guest Video Slides

Submit a topic to share at https://andouc.org/techcasts/

¢
@”D’.’ Analytics and Data Orade Spafial & Graph SIG

ORACLE USER COMMUNITY

www.andouc.org




Registration is
now open!

Gip" Analytics and Data

ORACLE USER COMMUNITY

Save the Date

Analytics and Data
Summit 2025

April 8-10, 2025
Oracle Conference Center
Redwood Shores, California

www.andouc.org/analytics-and-data-summit-2025/
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