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Levelling the Playing Field with Gen Al

Use-cases in SCM Analytics, Automation, and Data Storytelling






Exercise: Al Best
Practices Discussion

Instructions

1. Inthis exercise, you'll work
with your small group to
research and discuss the
concerns listed in your
workbook.

After, be prepared to share
your insights, suggestions,
and best practice
recommendations.

S SAIT

Skill 12: Use Al Tools

» A writing tool

» Generates human-like, but not
human text.

» Trained on vast amounts of text
data generated by humans,
using code created by humans

* Humans have biases,
unconscious or not

* Many Al tools have been
rogrammed, unconscious or not,
o have biases

What must we do to
ensure human tone
remains in our writing
when using Al tools?

Instructions

Individually, use what you've
learned from these skills to
complete the Final Project Part
3: Al Response Analysis.




lan Gonzalez

« Mechanical Engineer (2003)
« Executive MBA (2008)
* Diploma in Purchasing & Supply (2010)
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 Certificate in Business Analytics (2018)

Harvard Business School

« 20 years in Qil and Gas, Aviation, & Chemicals Mfg.
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« Passionate about data storytelling, data visualization,
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NOVA Chemicals

» Coding support (Power Bl, Power Query, Power Automate, SQL, etc.)

» Excel-based analysis (Supply chain spend analytics, Customer complaints

analysis, Finance variance analysis etc.)

» Data engineering (Databricks Genie Al workspaces)



NOVA Chemicals

» Coding support (Power Bl, Power Query, Power Automate,
« Excel-based analysis (Supply chain spend analytics, Custon
analysis, Finance variance analysis etc.)

» Data engineering (Databricks Genie Al workspaces)

Tas
- |

Levelling the Playing Field with Gen Al
Use-cases in SCM Analytics, Automation, and Data Storytelling



Al is the defining invention of the 21st
century—while other technologies

optimize, only Al lets you leapfrog the
competition.

- Someone at a conference lan attended



Use Case 1:

SCM Analytics



The biggest reasons why people are hesitant to use Gen Al

« Privacy and Data Security Concerns
« Hallucinations and Misinformation

« Bias and Fairness

« Lack of Understanding

« Job Replacement Fears

« Overreliance and Complacency

* Ethical and Existential Concerns



« Hallucinations and Misinformation



« Hallucinations and Misinformation




Al hallucinations are not just a flaw, but also a feature.
We don’t want Al to just repeat what it’s seen. We want
it to be able to generate new ideas, to be creative. That’s

part of the reason hallucination happens — it’s a side
effect of that creativity.

- Mustafa Suleyman, CEO of Microsoft Al




That’s useful in creative or exploratory
settings, like brainstorming, writing, or
design...but problematic in factual or
safety-critical contexts.

- lan



.” K;alyst Agent



"’ K;alyst Agent

Built on OpenAl’s 03-mini model, which allows it to iteratively reason
through complex problems using Chain-of-Thought architecture.



Microscft Copilot in Bing

https://m365.cloud.microsoft
Copilot | Microsoft 365 Copilot

X @
T M365 Copilot 0
Q Search

| ® Chat

.-‘_-gents

& Researcher

- Analyst Hi lan, what can | help you with?

™ Visual Creator
All agents
Create agent

Conversations

Reasons for Hesitancy in Al A...

Material Pricing Raw Data.xlsx ’ 4 a= 4

Analyze the text in the following Prepare a brief of today's news Write some funny QOut of Office

Cost Sheet 1.xlsx Pricing She... ) . . . .
0st Sheet TxdsxFricing she and make suggestions on how t... from the finance industry... email responses to use while I'...

Sharpen your writing Maonitor industry news Going on holiday?

Cost Sheet.xlsx Pricing Sheet ...
Pricing Sheet 1.xlsx
See more v

All conversations

Pages

B MNotebooks

o lan Gonzalez




Really? No hallucinations? Let’s put that to the test.

Upload to Copilot Chat

Category Level 1
Category Level 2

Category Level 3
Category Level 4

File name:
Aggregated by Supplier
2022-Present.xlsx

Upload to Copilot Analyst Agent

Dimensions:
|2 columns

Fea e To validate Copilot’s response, | performed the analyses manually
File size:

3B using Excel formulas, PivotTables, and advanced forecasting methods.



Really? No hallucinations? Let’s put that to the test.

Filtering, simple aggregation, ranking (top 20)
2-level aggregation

Non-normalized table layout, average calculation

Linear regression

Forecasting using Triple Exponential Smoothing (Holt-Winters method) with seasonality every

12 months.

Variability (coefficient of variation) and identifying statistical outliers (IQR method)



Copilot Chat

- e‘ t Filtering, simple aggregation, ranking (top 20)
\ ¢ e.u 2: 2-level aggregation

¢” | lest2: Non-normalized table layout, average calculation

C. LA e, 4: Linear regression

. e‘ t Forecasting using Triple Exponential Smoothing (Holt-Winters method) with seasonality every

““"12 months.

o e‘ t Variability (coefficient of variation) and identifying statistical outliers (IQR method)
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Copilot Analyst Agent Use Case:

Price Escalation Analysis
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Net Value i

Upload to Copilot Analyst Agent



.% Analyst

Python 0

# Llet's read the content of the Excel file to get its structure.
# Use pandas to open the workbook and to get sheet names, then parse each sheet.
import pandas as pd

# Load the Excel file
file_path = "/mnt/data/Material Pricing Raw Data.xlsx’

# Load the book using py openpyxl engine for xlsx files.
¥l = pd.ExcelFile(file_path, engine="ocpenpyxl')

# get sheet names
sheet_names = x1l.sheet names

# Create a dictionary to store first few rows for each sheet
sheets_preview = {}
for sheet in sheet names:
df = pd.read excel(file path, sheet name=shest, engine="openpyxl"')
# get all columns name
columns = list(df.columns)
# get first few rows
head = df.head().to_dict(orient="records")
sheets_preview[sheet] = {"columns': columns, 'head': head}

# Print out the structure
sheet _names, sheets preview

Status: Success

Result:



Crcy ,

"Supplier/Supplying Plant’,

Analyzing file structure... % Show less

¥ Analyzing file structure

The file "Material Pricing Raw Data.xlsx" contains one sheet, "5heet1”, with detailed columns related to matenal
purchases like 'Doc.Date’, 'Pur.Doc.’ and quantities.

The Excel file "Material Pricing Raw Data.xlsx” contains a single sheet named "Sheet1”. Here's a breakdown

of its structure:

Sheet Name

+ Sheetl

Columns

—_—

. Doc. Date — Date of the purchase document
Pur. Doc. — Purchase document number
Item — ltem number within the document
Material — Material code

Short Text — Description of the material
Matl Group — Material group

PInt — Plant code

SLoc — Storage location

- B A

Quantity — Quantity ordered



7. Plnt — Plant code

oo

. SLoc — Storage location
9. Quantity — Quantity ordered
10. OUn — Order unit (e.g., EA for each)
11. Net Price — Price per unit
12. Crey — Currency (e.g., CAD)
13. Supplier/Supplying Plant — Supplier name and code

14. MNet Value — Total value of the line item

15. Deletion or Block Flag — Status flag (if any)

@, Sample Data Preview

Here are a few example entries:

Doc. Date Material Short Text Quantity

2024-07-31 1011653 WASHER, FLAT, ROUND, 50
CS, .500, BEL HARDENED

2024-07-31 670011 STEAM TRAP, .500NPT, 5
0-600Ps|

Would you like to perform any specific analysis or generate a report or visualization from this data?

g 0 & &




| want to perform an analysis to look for price escalation. To facilitate this,
create 2 groupings from the data. The first group is called Price Groups. Using
MNet Value, group them into a) Less than $250, b) $250-$500, c) $500-%1000, d)
$1000-%$5000, and e) $5000-%$10,000. The second group is by Usage. Using
Doc. Date and Material, count the number of times a Material was ordered
(meaning, there's a record of it) within a calendar year. If it was ordered 2-5
times, it's "Low Usage.” If it was ordered 6-10 times, it's "Medium Usage." If it
was ordered 11-15 times, it's "High Usage.” If it was ordered more than 15

times, it's "Very High Usage.”




.# Analyst

Python (]

# read the data
import pandas as pd

# Load the Excel file
file path = '/mnt/data/Material Pricing Raw Data.xlsx’

# Load sheet
df = pd.read excel(file path, sheet name='Sheetl’, engine="openpyxl’)

# Check dotaframe head to ensure data is available
print{df.head())

# Grouping by price groups based on net value
def price_group(value):

if value < 258:
return "Less than $258° \L

n L o 1

Pur. Doc. Item Material \

Finalizing output... % Show less

+  QOrganizing price groups



Finalizing output...

|+

Show less

+ Organizing price groups

I'm crganizing price groups based on the "Net Value" column, into the following categories: Less than 5250,
$250-%500, $500-31000, $1000-55000, and 55000-510,000.

~  Clarifying the task

The task involves creating two groupings: Price Groups based on "Net Value" with specific ranges, and Usage
Groups (Low, Medium, High, Very High) based on counts within each year.

+  Exploring groupings for output

The task is to show Price Group counts and Usage Group summaries based on material orders within a year,
categorizing usage as Low, Medium, High, or Very High. The output will include counts based on price and usage
group distributions.

~  Finalizing output

The analysis produces two groupings: one showing the counts for each price group. and another summarizing
usage categories for materials per year. The output will be presented in a table format, with consideration for the
"Other” category for values above $10,000.

Python (]

# Let's recalculate and show summary statistics and usage grouping.
# Use previous definitions but here I want to group by usage and price groups.

group_price = df.groupby( 'Price Group').size()
usage group summary = usage count.groupby('Usage Group').size()

e A Y




Presenting final groupings...

|+

Show less

Analyzing usage categories

I'm processing the user's request for price escalation analysis with two groupings: price ranges and usage levels
based on order frequency. They're likely sesking the outcome of grouping materials by usage.

Clarifying usage and price groups

I'm werifying the classification of materials across price groups, usage levels, and handling situations like "Other’
vs. valid price ranges. | also need to consider single-use items and if they should be categorized as "Low Usage.”

Compiling final groupings

I'm organizing the results into two grouping tables based on the price and usage categories, including the specific
counts for each group. | will present these final classifications.

Presenting final groupings

I'm preparing the final answer by organizing the computed results for price and usage groups, along with a
summary of their counts. This includes categorizing the counts per provided price groups and usage levels. |'ll
ensure it's presented clearly.

The data has been successfully grouped into Price Groups and Usage Groups based on your criteria. Here's a

summary of the results:

@& Price Groups (based on Net Value)




& Price Groups (based on Net Value)

Price Range Number of Records
Less than §250 127,115

$250 — $500 25,681

$500 — $1,000 20,508

$1,000 — $5,000 27473

$5,000 — $10,000 6,717

Other (e.g., missing/invalid) 11,398

@ Usage Groups (based on frequency of Material ordered per

year)
Usage Category Number of Materials
Low Usage (2-5) 17,288
Medium Usage (6-10) 2,206

High Usage (11-15) 591




@ Usage Groups (based on frequency of Material ordered per

year)
Usage Category Number of Materials
Low Usage (2-5) 17,288
Medium Usage (6-10) 2,206
High Usage (11-15) 591

Very High Usage (>15) 597

Would you like to visualize these groupings (e.g., bar charts or pie charts), or proceed with a deeper analysis

such as identifying materials with both high usage and high price?

B 0 & ¢ <D




Visualize the data.




Here are the visualizations based on your data:

dd Distribution by Price Group

This chart shows how many records fall into each Net Value range:

Distribution by Price Group
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@ Distribution by Usage Group

This chart illustrates how frequently materials were ordered within a calendar year:

Distribution by Usage Group
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The next thing | want you to do is remove statistical outliers within each Price

Group.




.4 Analyst

Python d

# Let's use the IQR method to remove statistical outliers within each Price Group in the
dataset.

import pandas as pd

# Read the data

file_path = "/mnt/data/Material Pricing Raw Data.xlsx"

df = pd.read excel(file path, sheet name="Sheetl"”, engine="openpyxl")
df.columns = df.columns.str.strip()

# Create a price group categorization using the boundaries specified
bins = [-float('inf'), 25@, 5@, 160, 500, 10000, float('inf')]

labels = ['«258", "258-588°', 'GCe8-leee’, '1866-5888', 'Soe8-leees’, "»>18888°)

df[ 'Net Value'] = pd.to_numeric(df[ 'Het Value v rrors="'coerce’)

. =

: Success
: {"<258": 127192,
250-588" : 25685,

'Loe-16868" : 208536,
"1800-58808°": 27676,

Final cleaned dataset summary... + Show less

~  Clarifying outlier removal steps
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Show less

Final cleaned dataset summary...

~  Clarifying outlier removal steps

| need to apply the IOR method to remove outliers from the "Net Value" column within each "Price Group” and
create a cleaned dataset with those outliers remowved.

v Re-running outlier removal process

| will re-run the previous code to filter out outliers using the IQR method, ensuring the final dataset is cleaned
and checking the row counts and transformations for each group.

~  Confirming outlier removal method

The cleaned dataset includes outliers removed from each price group using the IQR method, ensuring a range
within 1.5*10R above O3 and below Q1. The dataset now reflects the cleaned groups after outlier removal.

v Summarizing cleaned dataset

The cleaned dataset removes outliers using the |QR method, ensuring that rows with Met Value below Q1 -
1.510R or above Q3 + 1.510R for each group are filtered cut. Row counts per price group after removal are:

» Less than $250: 127192 records
= 3250-3500: 25685 records

« $500-%1000: 20536 records

= 31000-%5000: 27676 records

« $5000-%$10000: 6405 records

£10000: 10326 records

Qutliers have been successfully removed from each Price Group using the Interquartile Range (IQR) method.

Here's a summary of the cleaned dataset:




Qutliers have been successfully removed from each Price Group using the Interquartile Range (IQR) method.

Here's a summary of the cleaned dataset:

il Cleaned Record Counts by Price Group

Price Group Records Remaining
Less than §250 127,192

$250 - $500 25,685

$500 - $1,000 20,536

£1,000 — $5,000 27,676

$5,000 - $10,000 6,405

Greater than $10,000 10,326

@ Sample of Cleaned Data
Here are a few example entries from the cleaned dataset:

« Material: 1011653 — WASHER, FLAT, ROUND, CS, .500, BL HARDENED — Net Value: $148.50
« Material: 670011 — STEAM TRAPR .500NPT, 0-600PS/ — Net Value: $1,276.70




£500 — $1,000 20,536

£1,000 — $5,000 27,676
£5,000 — $10,000 6,405
Greater than $10,000 10,326

@ Sample of Cleaned Data
Here are a few example entries from the cleaned dataset:

« Material: 1011653 — WASHER, FLAT, ROUND, CS, .500, BL HARDENED — Net Value: $148.50
« Material: 670011 — STEAM TRAE .500NPT, 0-600PS] — Net Value: $1,276.70

Would you like to:

« Visualize the cleaned data again?
« Export the cleaned dataset?

« Continue with price escalation analysis using this cleaned data?

g 0 & @ b




MNow, | want you to perform a price escalation analysis. Is there a combination
of Price Group and Usage where the monthly average price (using Net Value)

is rising above the rate of inflation (2%)?




.* Analyst

+|&

Verifying data time range... Show less
~ Interpreting task requirements

The task involves conducting a price escalation analysis by grouping data by Price Group and Usage Group,
calculating the monthly average MNet Value over time, and identifying combinations where the increase exceeds
2% annual inflation.

~  Clarifying dataset details

It locks like the cleaned dataset, referred to as ‘cleaned_df', is available in memory and was generated earlier.
Although it hasn't been saved to a file, the data is accessible for analysis.

v Determining logic for Usage Group

The process involves defining the Price Group based on price bins and then calculating the Usage Group. The
next question is how to define or derive the Usage Group, which needs darification in this context. Let's explore
options for determining it.

+  Considering time series limitations

It seems the dataset only contains records for a single day (July 31, 2024). This would make it impossible to
calculate a monthly average or determine price escalation over time, as the analysis relies on data spanning
multiple months.

+  Simulating analysis steps

The approach involves recreating the cleaned dataset, computing Month-Year classifications, and grouping by
Price Group and Usage Group for analysis. Usage group classification would follow a method similar to how it
was done before, by calculating frequency of orders.

Python (]




|+

Extracting unique combinations... Show less
~  Investigating price escalation

I'm considering evaluating group combinations with monthly price changes over the inflation threshold of about
0.165%. The task seems to involve computing monthly growth rates for average prices and identifying those
exceeding this rate.

~  Summarizing qualifying combinations

I'm working on aggregating the unigue Price Group and Usage Group combinations with monthly average price
increases above 0.165%. I'll check the results, sort them, and summarize qualifying combinations.

~  Analyzing unigue combinations

I'm reviewing the ‘result’ dataset to extract the unigue Price Group and Usage Group combinations. From there, I'll
check if any group pairs show a monthly price increase abowve inflation (0.165%) and analyze further if the overall
trend is upward.

~  Extracting unique combinations

I'm focusing on parsing the "Price Group' and 'Usage Group' from the ‘result’ dataset to get all unique
combinations. I'll then run the code to verify if any of these combinations show a rise above the inflation rate and
proceed with analysis.

Show less

+|&

Clarifying final answer...

~  Clarifying analysis approach

| need to confirm: We aim to analyze if the monthly average price per Price Group and Usage group is
increasing above 0,165% (inflation rate of 2% annually) over time in a multi-year dataset.

~  Summarizing escalation results




+|+

Show less

Clarifying final answer...

~  Clarifying analysis approach

| need to confirm: We aim to analyze if the monthly average price per Price Group and Usage group is
increasing above (0.165% (inflation rate of 2% annually) over time in a multi-year dataset.

~  Summarizing escalation results

The analysis identified combinations of Price Group and Usage where the monthly average price exceeds
inflation (0.165% per month). The summary includes details such as mean monthly increase, max, min, and
combinations like "Less than $250" and "High Usage.”

~  Finalizing escalation answer

The final answer will highlight Price Group and Usage combinations where the monthly average price increase
exceeds the inflation threshold. We will list each relevant combination and provide their average change stats
from the summary data.

~  Finalizing price escalation answer

Based on the analysis, numerous combinations of Price Group and Usage show monthly average price increases
above the inflation threshold of 0.165%. For example, the combination ‘Less than $250' price group with "High
Usage' had an average monthly increase of approximately 12.9%. Other combinations also showed similar
trends with varying growth rates. Here's a summary of these combinations: [list summary].

v Clarifying final answer
The analysis shows that several Price Group and Usage combinations exceed the inflation threshold with a

monthly price increase above 0.165%. For instance, the 'Less than $250' Price Group with "High Usage' had an

Yes, the analysis reveals that all combinations of Price Group and Usage Group experienced monthly
average price increases exceeding the 2% annual inflation rate (equivalent to ~0.165% per month). Here's a

summary of some notable findings:




Yes, the analysis reveals that all combinations of Price Group and Usage Group experienced monthly
average price increases exceeding the 2% annual inflation rate (equivalent to ~0.165% per month). Here's a

summary of some notable findings:

~ Examples of Price Escalation Above Inflation

4 N
Price Group Usage Group Avg Monthly Increase Max Monthly Spike
Less than $250 Very High Usage 28.5% 84.1%
$250 — $500 High Usage 5.3% 10.9%
$500 — $1,000 Medium Usage 3.5% 8.2%
$1,000 — $5,000 Very High Usage 13.0% 34.5%
$5,000 — $10,000 High Usage 24.1% 69.5%
- J

@ Interpretation

« All 24 combinations of Price Group x Usage Group showed statistically significant price increases.
« The most volatile group was Very High Usage in the >$10,000 range, with extreme monthly spikes.

« Even Low Usage items in the Less than $250 range showed consistent increases above inflation.




$1,000 — $5,000 Very High Usage 13.0% 34.5%

$5,000 — $10,000 High Usage 24.1% 69.5%

@ Interpretation

« All 24 combinations of Price Group x Usage Group showed statistically significant price increases.
« The most volatile group was Very High Usage in the =$10,000 range, with extreme monthly spikes.

« Even Low Usage items in the Less than $250 range showed consistent increases above inflation.

Would you like to:

+ Visualize these trends over time?
« Export the summary data?

« Drill down into specific materials or suppliers driving these increases?

g 0 & & o




Give me the top 20 suppliers associated with the highest price escalation,

including a sample (3 records) of what we are buying from them.




|+

Presenting top 20 suppliers with sample materials... Show less
v Reviewing previous analysis results

I'm checking the results from the previous analysis, which included the linear regression slope for price
escalation and detailed information on suppliers, slopes, and materials.

~  Reviewing output structure

I'm examining the output of my previous code, where | retrieved the suppliers and their materials. Some
suppliers have fewer than 3 materials listed, which may require adjustments in formatting.

~ Formatting top 20 suppliers

I'll prepare a neatly structured response, listing the top 20 suppliers based on price escalation slope, along with
up to 3 sample materials they provided. Each entry will be formatted accordingly to show both the supplier and
the materials.

~  Presenting top 20 suppliers with sample materials

I'll structure the final answer with the top 20 suppliers sorted by price escalation slope, including up to 3 sample
materials from the 'Short Text’ column.

Here are the top 20 suppliers associated with the highest rates of price escalation, along with a sample of 3

materials (from the Short Text column) purchased from each:




Here are the top 20 suppliers associated with the highest rates of price escalation, along with a sample of 3

materials (from the Short Text column) purchased from each:

Total Processing Time: 15 minutes.




Use Case 2:

Automation
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Situation: Potential drastic increase in orders in response to tariffs.

Manual processing of orders is an intensive process that involves mining data from muiltiple

Excel spreadsheets, SAP reports, and the US Customs and Border Control website. It

takes an individual approximately to complete. Orders are processed

approximately once every other day.

The amount of orders is expected to reach 300 per week, or



Solution: Power Automate with Copilot

Power Automate lan Gonzalez == O X

we,
4

Environments o : N .
2 5 X $03% Settings g) Copilot
@ lan Gonzalez's Environment ™ e P

Welcome to Power Automate, lan Gonzalez

With Power Automate, you can automate all mundane tasks and focus your attention where it's needed most. Learn how to build automations that
will free up your valuable time.

G} Watch a 1 minute video

Begin your automation journey

Get familiar with Power Automate and begin your automation journey.

Get started tour Build desktop flows

rag and drop actio form th S our automation and form a

Start with an example seeall

Base your automations on ready-made flows. Get ideas on what to automate in the major automation categories.




Solution: Power Automate with Copilot

File Edit Debug Tools View Help Power Automate | VAD3 VLO6F US Customs 2025 & lan Gonzalez's Environ... — O X
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Run delay
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Solution: Power Automate with Copilot
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Before and After






Use Case 3:

Data Storytelling
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Can we turn this into a STORY?



SUPPLY CHAIN
CANADA

Storytelling with Data:

Empowering SCM
Decisions and Change

Presented by: ngmﬁ/&z_




What kind of story do you want to tell? What are the themes? How do
you want to make the audience feel?

“It’'s a journey.”

“To evolve, we have to get
out of our comfort zone.”



THE SHAPE OF A STORY
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* Show the benefit of taking risks

In Media Res * Take the audience on a journey
* Demonstrate how you learned something new

. * Show how you overcame many challenges
Sparkllnes * Keep your audience interested by building tension
* End with a satisfying conclusion
* Doesn’t have a happy ending

The Mountain * Reinforce a concept by using parallel stories or analogies
* Explain the process of how you were inspired or came to a conclusion
from different sources
* Want better retention of information
Nested Loops
* Inspire an audience to action
* Create a following
* Create a sense of hope and excitement
False Start
* Grab attention from the start
* Keep the audience craving for a resolution

* Show how great minds came together

* Highlight convergence, rather than parallelism
* Demonstrate cooperation between teams

* Show symbiotic/synergistic partnerships

The Monomyth

pyramid Structure * Show that you failed, but got back up and learned from the experience
* Show the benefit of a flexible approach
Surprise the audience into paying closer attention

Have multiple speakers
Petal Structure * Demonstrate interconnectedness

* Magnify the important of a message through the feeling of awe and
discovery

Converging Ideas Persuade an audience

* Communicate complex ideas clearly and efficiently
* Presentinformation and evidence in a logical way

Freytag’s Pyramid * Show events chronologically
* Keep abalanced and familiar pace



* Show the benefit of taking risks

In Media Res * Take the audience on a journey
* Demonstrate how you learned something new

. * Show how you overcame many challenges
Sparkllnes * Keep your audience interested by building tension
* End with a satisfying conclusion
* Doesn’t have a happy ending

The Mountain + Reinforce a concept by using parallel stories or analogies
* Explain the process of how you were inspired or came to a conclusion
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Nested Loops
* Inspire an audience to action
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* Highlight convergence, rather than parallelism
» Demonstrate cooperation between teams
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» Show the benefit of a flexible approach
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* Keep a balanced and familiar pace



In Media Res

Sparklines

The Mountain

Nested Loops

False Start

The Monomyth

Pyramid Structure

Petal Structure

Converging Ideas

Freytag’s Pyramid

Show the benefit of taking risks
Take the audience on a journey
Demonstrate how you learned something new

Show how you overcame many challenges

Keep your audience interested by building tension
End with a satisfying conclusion

Doesn’t have a happy ending

Reinforce a concept by using parallel stories or analogies

Explain the process of how you were inspired or came to a conclusion
from different sources

Want better retention of information

Inspire an audience to action
Create a following
Create a sense of hope and excitement

Grab attention from the start
Keep the audience craving for a resolution

Show how great minds came together
Highlight convergence, rather than parallelism
Demonstrate cooperation between teams
Show symbiotic/synergistic partnerships

Show that you failed, but got back up and learned from the experience
Show the benefit of a flexible approach
Surprise the audience into paying closer attention

Have multiple speakers

Demonstrate interconnectedness

Magnify the important of a message through the feeling of awe and
discovery

Persuade an audience
Communicate complexideas clearly and efficiently
Present information and evidence in a logical way

Show events chronologically
Keep a balanced and familiar pace

“It's a journey.”

“The world is changing
around us; we must
adapt.”

‘“To evolve, we have to
get out of our comfort
zone.”



How can Al help develop the story?



Chain-Of-Thought (CoT) Prompting
Few-Shot Prompting

Guardrails

Meta Prompting

Multimodal CoT (Chain-Of-Thought)
Problem Decomposition
Program-Aided Language Models (PALM)
Prompt chaining

Reflexion

Retrieval-Augmented Generation (RAG)
Role-playing & Persona Assignment
Self-consistency

Simple Role Assignment

Zero-Shot Prompting



Retrieval-Augmented Generation (RAG)



Retrieval-Augmented Generation (RAG)

Combines Al's generative capabilities with information retrieval techniques.
This approach allows the Al to pull in relevant information from external sources
to enhance the accuracy and depth of its responses.



What can you tell me about the Monomyth or Hero’s Journey story shape?




% copilot

The Monomyth, or Hero's Journey, is a narrative structure identified by mythologist Joseph Campbell in his
book The Hero with a Thousand Faces (1949). Campbell analyzed myths and stories from various cultures and
found a common pattern that many of them follow—a universal storytelling framework that resonates deeply

with human psychology and experience.

=] The Three Main Acts of the Hero's Journey

The Hero's Journey is often broken into three major acts, each containing several stages:

1. Departure (or Separation)
The hero leaves the familiar world behind.

« The Ordinary World: The hero’s normal life before the adventure begins.

» The Call to Adventure: Something disrupts the hero’'s world, prompting a journey.

» Refusal of the Call: The hero hesitates or refuses the call due to fear or insecurity.

« Meeting the Mentor: A guide or mentor provides wisdom, tools, or encouragement.

» Crossing the First Threshold: The hero commits to the journey and enters the unknown.

2. Initiation
The hero faces trials and gains new insights.

« Tests, Allies, and Enemies: The hero meets friends and foes, and faces challenges.
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The hero faces trials and gains new insights.

« Tests, Allies, and Enemies: The hero meets friends and foes, and faces challenges.
« Approach to the Inmost Cave: The hero prepares for a major challenge in a dangerous place.
+ The Ordeal: A critical crisis or confrontation—often a life-or-death moment.

» Reward (Seizing the Sword): The hero gains a treasure, insight, or power.

3. Return

The hero comes back transformed.

» The Road Back: The hero begins the return journey, often facing more challenges.
» Resurrection: The hero faces a final test, emerging reborn or transformed.

» Return with the Elixir: The hero returns home with something to improve the world.

% Why It Matters

The Hero's Journey is used in countless stories—from ancient myths to modern films like Star Wars, The
Matrix, Harry Potter, and The Lion King. It resonates because it mirrors our own personal growth: leaving

comfort zones, facing challenges, and returning wiser.

Would you like a visual diagram of the Hero’s Journey or an example of how it applies to a specific story or

movie?
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SC&P Transformation.docx

The attached document describes NOVA Chemical’s 5-Year Transformational Journey.
Study the data and then map the framework to a Monomyth or Hero’s Journey-style narrative.




o Copilot

Here's a detailed mapping of your SCP transformation strategy to the Hero's Journey, with expanded
insights for each stage. This version is designed to be both inspirational and practical—ideal for storytelling

in presentations, change management workshops, or leadership communications.

© The Hero's Journey of SCP Transformation

1. The Ordinary World

Where we began.

The SCP function operates with dedication but is constrained by:

» People: Skill gaps, informal training, overstretched talent.

« Digital: Underused tools, poor data quality, fragmented automation.
« Execution: Inconsistent processes, unclear policies, siloed teams.

» Value: Tactical cost-saving focus, limited strategic integration.

» Stakeholders: Misaligned goals, reactive relationships, weak feedback loops.

This is the “before” picture—familiar but inefficient.

2. The Call to Adventure

A bold vision emeraes.



2. The Call to Adventure

A bold vision emerges.

“Create a world-class SCP organization through capability building, operational excellence, digital

innovation, and collaboration.”

The mission calls for:

* Elevating maturity.
« Strengthening capabilities.
« Enabling digital innovation.

» Building value-driven partnerships.

This is the moment of awakening—the realization that transformation is not optional, but essential.

3. Refusal of the Call

Doubt and resistance.

Change is hard. The team faces:

* Resource constraints: Limited budget and personnel.
» Operational pressure: Day-to-day demands threaten focus.
» Change fatigue: Too many initiatives, not enough clarity.

+ Stakeholder skepticism: Misalignment and unclear value.

These are the internal and external forces that resist transformation.




5. Crossing the Threshold

Commitment to change.

The organization steps into the unknown:

Launches capability uplift programs.
Builds digital maturity roadmaps.
Simplifies and standardizes execution.
Shifts from cost-saving to value creation.

Engages stakeholders in new ways.

This is the leap from planning to action.

6. Tests, Allies, and Enemies

Challenges and support.

The journey is full of trials:

+ Tests: IT bottlenecks, data issues, cultural resistance.

« Allies: Mentors, digital champions, cross-functional teams.

» Enemies: Legacy systems, siloed thinking, unclear ownership.

The team learns, adapts, and grows stronger through each challenge.

7. Approach to the Inmost Cave

Deen transformation beains.




10. The Road Back

Sustaining the change.

The focus shifts to:

» Scaling best practices.
+ Institutionalizing feedback loops.
= lterating digital and talent strategies.

= Aligning with long-term business goals.

The journey continues, but the path is now clearer.

11. Resurrection

A new identity.

The SCP function is reborn:

« From reactive to proactive.
« From tactical to strategic.
« From siloed to integrated.

* From cost-focused to value-driven.

This is the moment of reinvention—where the organization becomes what it was meant to be.

12. Return with the Elixir

Sharing the transformation.



« From tactical to strategic.
+ From siloed to integrated.

« From cost-focused to value-driven.

This is the moment of reinvention—where the organization becomes what it was meant to be.

12. Return with the Elixir

Sharing the transformation.

The transformed SCP team returns to the broader business:

» Driving enterprise-wide value.
* Inspiring other functions.

» Becoming a model for strategic enablement.

The journey ends not with closure, but with influence and legacy.

Would you like this turned into 34 PowerPoint presentation, |storyboard, or visual journey map? | can

generate that for you! \
Yes!
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Questions?

Follow me on LinkedIn
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