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Al INNOVATION AT EVERY SCALE

Speed to Impact

Ten ideas spanning Al quick wins to deep internal data intelligence. Each one produces a
concrete deliverable - not a roadmap, not a POC, not a strategy deck. Three sections build
progressively: start with rapid public-data wins, advance to deeper analytics with moderate
PTG input, then unlock the full potential with PTG's internal data. Pick one and start, or run
several as a continuous innovation pipeline.
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Three Tiers of Opportunity

10 Al ideas organized by data access and engagement scope - from immediate public-data wins to deep solutions powered by PTG's internal data.

SECTION 1 SECTION 2 SECTION 3

Al Quick Wins Al Accelerators Al + Your Data

Rapid delivery. Pure external data. Immediate Al proof External data with moderate PTG input. Deeper Requires internal data access. Highest potential

points that demonstrate innovation and deliver intelligence, tools, and capabilities that compound over impact. Unlocks intelligence from PTG's own data
intelligence at a speed manual approaches can't time. Each showcases a distinct Al capability while assets using Al capabilities that were not accessible at
match. building persistent competitive assets. this cost 12 months ago.

3 Ideas - Competitor radar, Al disruption tracker, PE consolidation 5 Ideas - Hiring signal intelligence, synthetic campaign testing, Al 2 Ideas - Brief calibrator, risk reason miner

transition war room, segmentation, technology affinity
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10 Ideas At a Glance

Each idea produces a concrete deliverable. Click any card to see the complete scorecard.

== Al Quick Wins == A| Accelerators == Al + Your Data

( ( ( ( (
n QUICK WIN a QUICK WIN a QUICK WIN n ACCELERATOR a ACCELERATOR

Competitor Change Radar

Diff-style monitoring of competitor
features, pricing, and hiring

Competitive intelligence at machine
speed, not meeting speed

a ACCELERATOR

Al Transition War Room

Practitioner sentiment + competitive
intelligence during the Al shift

Perishable intelligence from a market in
transition

Al Disruption Tracker

Al entrants scored by threat level, plus
opportunity scan

Control the Al narrative with evidence,
not headlines

ACCELERATOR

Segmentation Head Start

Pre-populated briefs that activate the new
segmentation

Segment-first thinking becomes the
default

PE Consolidation Radar

How PE roll-ups are reshaping the
customer base

See the consolidation wave before it
reshapes the market

n ACCELERATOR

Technology Affinity Intelligence

Software ecosystem signals for acquisition
and retention

Technology stacks decoded into
targeting advantage

Hiring Signal Intelligence

Job posting signals reveal technology
shifts across the market

A segmentation vector no traditional
method captures

a YOUR DATA
Brief Calibrator

Al coaching that improves briefs and
teaches segmentation

Builds campaign capability while
ensuring brief quality
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Synthetic Campaign Tester

Al personas stress-test messages before
media spend

The most novel Al application in the
portfolio

m YOUR DATA

Risk Reason Miner

NLP on 4 years of churn data Marketing
hasn't accessed

The richest churn intelligence source,
newly unlocked




Al Quick Wins

Three high-impact ideas using pure external data. Each represents a rapid-delivery proof
point that demonstrates Al innovation while delivering immediate intelligence. Designed to
earn trust and create momentum for the portfolio.
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1 Competitor Change Radar VALUE DRIVERS

Diff-style change detection across the competitive landscape

Leadership Visibility
A PROBLEM

COMPETITOR MOVES TRACKED BY MEMORY, NOT SYSTEMS Sy o [FHs @it
PTG's competitive awareness typically relies on people noticing things and mentioning them in meetings. That works until it doesn't. Competitive Edge
When competitors shift pricing, release features, or redirect hiring, the lag between their move and PTG's awareness is measured in
months - not because the team isn't paying attention, but because manual monitoring can't match the pace of change. Intelligence Depth

Recurring Value

O SOLUTION
=< Al-POWERED COMPETITIVE CHANGE DETECTION

. . - - . .. EXE TION PROFILE
Ml builds a diff-style competitive radar that detects and classifies changes across competitor product pages, release notes, pricing curio 0

signals, and hiring patterns - delivering competitive intelligence at a speed and granularity that would take a full-time analyst to replicate.

e |nitial baseline: Audit of four primary competitors - Drake, UltraTax, CCH, TaxAct Pro - across features, pricing, messaging, and investment signals DL IO

e Change detection: Subsequent scans compare against baseline, surfacing what shifted and what it signals about competitor strategy

¢ Investment signals: NLP classification of job postings reveals where competitors are directing resources before products ship ANALYTICAL COMPLEXITY

. . S v
e Implications analysis: Each detected change assessed for impact on PTG's messaging and product priorities

PTG INVOLVEMENT

TIME TO DELIVER
v

IMPACT SCORE
COMPETITIVE NERVE CENTER

VALUE

COMPETITIVE INTELLIGENCE AT Al SPEED

Each scan adds a layer of competitive change history that no single engagement could produce. Over time, PTG sees not just

* % %k K

where competitors are, but the direction and velocity of their movement - at a pace that keeps strategy conversations current.




2 Al Disruption Tracker

Al entrants scored, mapped, and assessed - plus emerging opportunities for PTG

A PROBLEM
Al ANXIETY WITHOUT AIINTELLIGENCE

The 'Al will disrupt tax software' narrative is everywhere, but the conversation runs on headlines rather than evidence. Which Al tools are
actually entering the professional tax space? How adopted are they? Which represent real threats versus noise? And which new Al
capabilities could strengthen PTG's own products? Without structured answers, leadership is navigating by headline.

O SOLUTION
< AIENTRANTS SCORED AND MAPPED

MI builds a curated threat and opportunity matrix covering Al tools and startups entering the professional tax preparation space - plus a
quarterly scan of emerging Al capabilities PTG could leverage.

e Comprehensive scan: What each Al entrant does, who's behind it, and public adoption signals - reviews, downloads, job posting mentions, funding data
e Threat assessment: Ml's assessed threat level to each PTG product specifically - not generic industry analysis, but product-by-product evaluation

e Opportunity map: Where new Al capabilities create opportunity for PTG - features and approaches that would strengthen products rather than threaten
them

e Leadership-ready format: One-page matrix designed for leadership conversations, with detailed appendix. Updated quarterly as the landscape shifts

VALUE

CONTROL THE NARRATIVE WITH EVIDENCE

Al monitoring the Al disruption landscape is itself a proof point. This tracker turns vague anxiety into a specific, scored
landscape - giving leadership evidence instead of headlines. The quarterly cadence means PTG stays current as new entrants

appear, pivot, or fade.

VALUE DRIVERS

Leadership Visibility
Speed to First Output
Competitive Edge
Intelligence Depth

Recurring Value

EXECUTION PROFILE

DATA SOURCING

ANALYTICAL COMPLEXITY

v

PTG INVOLVEMENT

TIME TO DELIVER

IMPACT SCORE
NARRATIVE CONTROL
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3 PE Consolidation Radar

How PE roll-ups are redrawing PTG's customer map

A PROBLEM
THE BUYER IS DISAPPEARING

Private equity firms are aggressively rolling up accounting and tax practices, converting independent practitioners into multi-office
operations with centralized purchasing. This structural shift changes who PTG's customers are and how they buy - and it's moving faster
than the go-to-market model has adapted.

O SOLUTION
< THE ROLL-UP LANDSCAPE, QUANTIFIED

MI builds a consolidation landscape report using trade press, SEC filings, and M&A announcements - leveraging Al to assemble the
picture significantly faster than traditional methods.

e Active roll-ups: Which PE vehicles are most active, which firms are being acquired, and geographic concentration patterns

e Scale estimation: Approximation of how many PTG customers may already be under centralized purchasing control

e Strategic implications: What consolidation means for pricing, packaging, and the enterprise sales motion PTG will need

e Speed advantage: Al aggregation across trade press, SEC filings, and deal announcements produces this landscape in a fraction of the time manual
methods would require

VALUE

ADAPT BEFORE THE SHIFT IS COMPLETE

The consolidation trend is accelerating. Understanding its current scale and trajectory gives PTG the lead time to adapt its go-

to-market approach before centralized purchasing decisions are locked in with competitors.

VALUE DRIVERS

Leadership Visibility

Speed to First Output

Competitive Edge
Intelligence Depth

Recurring Value

EXECUTION PROFILE

DATA SOURCING

ANALYTICAL COMPLEXITY

v

PTG INVOLVEMENT

TIME TO DELIVER
v

IMPACT SCORE
STRUCTURAL SHIFT INTEL

* % % ¥




SECTION 2

Al Accelerators

Five ideas that combine external data with moderate PTG input. These produce deeper
intelligence, tools, and capabilities that compound over time and build persistent competitive
assets. Each stands alone but reinforces the others when combined - and each showcases a
distinct Al capability.
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4 Hiring Signal Intelligence

Job postings decoded into technology adoption signals

PROBLEM
A TRADITIONAL SEGMENTATION CAN'T SEE TECHNOLOGY ADOPTION

PTG's customer base is in technological transition - some firms adopting Al tools, some still on legacy workflows. Traditional
segmentation methods can't capture this shift in real time. Job postings are an untapped signal: they reveal actual technology investment
decisions as firms hire for new capabilities, producing intelligence that moves at the speed of the market.

O SOLUTION
=< JOB POSTINGS DECODED INTO ADOPTION SIGNALS

Ml analyzes 10,000+ accounting firm job postings to extract technology adoption signals, creating a segmentation vector that classifies
firms by where they are on the adoption curve.

e Technology signals: NLP extraction of technology mentions across postings - cloud tools, Al tools, specific competitor products, legacy systems

e Adoption classification: Each firm scored as Early Adopter, Mainstream, or Traditional based on the technology language in their active postings

e Segmentation vector: Matched against PTG's customer base, this creates adoption-stage targeting - a campaign dimension traditional segmentation can't
produce

e Ecosystem mapping: Which tools firms use alongside tax software reveals integration opportunities and competitive switching barriers

VALUE

SEE THE TRANSITION BEFORE IT'S COMPLETE

Job postings reveal where firms are actually investing, not where they say they're going. The segmentation vector this
produces is genuinely novel - it captures technology readiness from firms' own hiring behavior, a targeting dimension no

existing method provides.

VALUE DRIVERS

Leadership Visibility

Speed to First Output
Competitive Edge
Intelligence Depth

Recurring Value

EXECUTION PROFILE

DATA SOURCING

ANALYTICAL COMPLEXITY

v

PTG INVOLVEMENT

TIME TO DELIVER
v

IMPACT SCORE
UNIQUE SEGMENTATION
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5 Synthetic Campaign Tester

Al-generated audience personas stress-test messages before media spend

A PROBLEM
ONE SHOT PER YEAR TO GET THE MESSAGE RIGHT

The annual tax season cadence gives PTG one window per year to test campaign messages in-market. Campaign teams write messaging
with instinct and experience - but without pre-market validation against specific segments. By the time real performance data comes
back, the season is over.

O SOLUTION
< TEST MESSAGES BEFORE YOU SPEND

MI creates Al-generated CPA personas built from PTG's new segmentation and runs proposed marketing messages through simulated
response evaluation - testing resonance before a dollar is spent.

e Segment-specific personas: Synthetic audiences built from public CPA behavioral data, review language, and forum discussions - each persona grounded
in real practitioner patterns

e Message scoring: Each candidate message scored for resonance by segment, clarity, differentiation, and likely objections - surfacing segment-specific
reactions before market exposure

e Segmentation stress test: Does segment-specific messaging perform differently than generic? A direct test of whether the new segmentation produces
meaningfully different audience responses

e Reusable protocol: The testing methodology becomes a repeatable capability - enabling pre-market message testing for every campaign cycle going
forward

VALUE

THE MOST NOVEL Al APPLICATION IN THE SET

Synthetic audience testing represents a genuinely new Al capability in marketing - one that reached production quality only in
the last year. Beyond immediate message optimization, this demonstrates that PTG is applying Al to real marketing decisions in

ways the industry hasn't adopted yet. The innovation itself is the proof point.

VALUE DRIVERS

Leadership Visibility

Speed to First Output
Competitive Edge
Intelligence Depth

Recurring Value

EXECUTION PROFILE

DATA SOURCING

ANALYTICAL COMPLEXITY
v

PTG INVOLVEMENT
v

TIME TO DELIVER
v

IMPACT SCORE
INNOVATION SHOWCASE
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6 Al Transition War Room

Practitioner sentiment and competitive intelligence captured during a market-defining shift

A PROBLEM
THE PROFESSION IS IN FLUX AND THE SIGNAL IS PERISHABLE

Professional tax preparers are in the middle of a rapid technology transition. What practitioners fear, what excites them, which tools
they're adopting, why they're switching - these signals are live in forums, reviews, and community discussions right now. Hundreds of
reviews contain switching narratives and competitive intelligence that has been available but systematically unmined. In 12 months, this
signal will look different.

SOLUTION
Q COMPREHENSIVE INTELLIGENCE SCAN WHILE THE SIGNAL IS FRESH

MI conducts a comprehensive intelligence scan of practitioner discussions, reviews, and forums - capturing both Al transition sentiment
and competitive switching intelligence while the signal is fresh.

e Al adoption signals: How practitioners are actually using (or resisting) Al in their workflows, in their own words - fears, excitement, and workflow changes
captured in real time

e Competitive switching intelligence: Why customers leave and which competitors they move to - from hundreds of reviews across G2, Capterra,
TrustRadius, and professional forums

e Strengths and weakness mining: What real customers say they love and hate about PTG products, organized by product and severity - usable directly in
campaign copy

e Raw language appendix: The actual phrases practitioners use to describe their situation - raw material for campaign writers who need to speak in the
customer's voice

VALUE

PERISHABLE INTELLIGENCE FROM A MARKET IN TRANSITION

This is specifically timed to capture the profession's response to rapid Al adoption. The competitive intelligence and

practitioner sentiment it surfaces becomes a foundational asset, compounding with periodic refresh as the transition evolves.

VALUE DRIVERS

Leadership Visibility
Speed to First Output
Competitive Edge
Intelligence Depth

Recurring Value

EXECUTION PROFILE

DATA SOURCING

ANALYTICAL COMPLEXITY

v

PTG INVOLVEMENT

TIME TO DELIVER
v

IMPACT SCORE
TRANSITION INTELLIGENCE
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7 Segmentation Head Start VALUE DRIVERS

Every brief starts segment-aware from the first draft
Leadership Visibility

PROBLEM
A\

THE SEGMENTATION IS DONE. ADOPTION IS KEY. Speed to First Output

The new market segmentation is complete but operational adoption is just getting started. Team members start briefs from blank Competitive Edge
templates. The segmentation sits in data science output while campaign teams write generic messaging - not because they don't want
segment-specific work, but because translating segments into campaign language takes expertise they're still building. Intelligence Depth

Recurring Value

O SOLUTION
=" BRIEFS THAT START SEGMENT-AWARE

. . . . e . . EXE TION PROFILE
MI builds a context assembly tool that pre-populates campaign briefs with segment-specific intelligence - so every brief starts segment- curio 0

aware from the first draft.

e Segment activation: When a team member selects a target segment, the tool surfaces the relevant profile, messaging themes, and competitive context BAAICODRCING

automatically M

e Brief acceleration: Competitive landscape, seasonal patterns, and recommended KPIs assembled in the background - dramatically reducing the research ANALYTICAL COMPLEXITY
phase of brief writing v

¢ Built-in learning: The team learns the segmentation by using it - each brief reveals how segments differ in practice
PTG INVOLVEMENT

e Compounding value: The tool gets stronger as Ml's intelligence library grows from other engagements in this portfolio v

TIME TO DELIVER
v

VALUE

TRAINING WHEELS FOR THE NEW SEGMENTATION

IMPACT SCORE

SEGMENTATION ACTIVATION
This is more than a productivity tool - it's a segmentation activation mechanism. It makes segment-specific thinking the path of

least resistance, teaching the team to think segment-first by building that context into their daily workflow. And because the
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team uses it daily, it doubles as a visible Al innovation proof point.




8 Technology Affinity Intelligence VALUE DRIVERS

The software ecosystem around tax practices, mapped into acquisition and retention signals

Leadership Visibility
A PROBLEM

PTG MARKETS IN ISOLATION FROM THE ECOSYSTEM S 5 [ G
Tax practices build ecosystems of practice management, client portals, document management, and bookkeeping tools around their tax Competitive Edge
software. PTG has limited visibility into which tools typically co-exist with its products vs. competitors'. That ecosystem data contains
untapped targeting signals for both acquisition and retention. Intelligence Depth

Recurring Value

O SOLUTION
< TECHNOLOGY STACKS DECODED INTO TARGETING SIGNALS

. . . . EXECUTION PROFILE
MI maps the software ecosystem surrounding professional tax preparation and translates technology co-occurrence patterns into

acquisition and retention signals - sharing the job posting data pipeline built for Hiring Signal Intelligence (#4).

e Ecosystem mapping: Which tools tax practices run alongside their tax software - practice management (Canopy, Karbon), client portals (SafeSend, BAAICODRCING

SmartVault), document management, and bookkeeping - extracted from job postings and professional forums

e Acquisition targeting: Firms using Intuit-compatible adjacent tools but on a competitor's tax software are lower-friction switching targets - their stack is ANALYTICAL COMPLEXITY
already aligned v

. . . : - S - .
Retention signals: Current customers drifting toward competitor-adjacent tools flagged as early churn indicators before they actually switch S e T

TIME TO DELIVER
v

VALUE

TURN THE ECOSYSTEM INTO A COMPETITIVE ADVANTAGE

IMPACT SCORE

ECOSYSTEM INTELLIGENCE
Technology stacks are loyalty signals. Firms that build their workflow around Intuit-compatible tools have higher switching

costs and stronger retention. This intelligence turns that ecosystem from background noise into an actionable acquisition and

% % Kk Kk

retention asset - and the shared data pipeline with Hiring Signal Intelligence keeps the incremental investment low.




Al + Your Data

Two ideas that require internal data access for maximum impact. Each unlocks intelligence
from PTG's own data assets using Al capabilities that were not accessible at this cost 12
months ago. Sections 1and 2 prove MI can deliver; this is what it unlocks.
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O Brief Calibrator VALUE DRIVERS

Al coaching that builds segment-first thinking into every brief
Leadership Visibility

PROBLEM
/A" NO STANDARD FOR WHAT A GOOD BRIEF LOOKS LIKE Speed to First Output

Team members writing strategic briefs have limited calibration on what 'good' looks like for segment-specific work. Briefs that lack clear Competitive Edge
targeting, measurable objectives, or grounded KPls lead to campaigns that can't be evaluated. Improving quality at scale requires a
mechanism beyond senior staff reviewing every draft. Intelligence Depth

Recurring Value

O SOLUTION
< FEEDBACK THAT TEACHES, NOT JUST CHECKS

. . . . . - . . . EXE TION PROFILE
Ml builds an Al coaching tool that evaluates submitted briefs and provides specific, actionable improvement guidance - not a score, but curio 0

feedback that teaches.
DATA SOURCING

v

e Gap identification: The tool identifies specific weaknesses - vague segment targeting, missing measurement baselines, generic messaging that doesn't
leverage the segmentation

e Segment-aware coaching: Feedback references the segmentation directly - flagging when a brief targets a broad audience that the segmentation breaks ANALYTICAL COMPLEXITY
into distinct personas v

e Exemplar library: Calibrated examples showing what strong segment-specific briefs look like - a reference standard the whole team can learn from
PTG INVOLVEMENT

e Progressive learning: Each brief submitted and revised builds the team's capability over time - the tool teaches, not just checks v

TIME TO DELIVER
v

IMPACT SCORE
CAPABILITY BUILDER

VALUE

CAPABILITY BUILDING, NOT JUST QUALITY CONTROL

Every brief becomes a learning opportunity. The coaching mechanism builds the team's ability to write segment-specific,
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measurable campaigns. This is a tangible Al proof point - a tool the team uses in daily work, not a report read once.




10 Risk Reason Miner VALUE DRIVERS

NLP unlocks 4 years of churn intelligence Marketing hasn't accessed
Leadership Visibility

PROBLEM
A\

SALES KNOWS WHY CUSTOMERS LEAVE. MARKETING DOESN'T. Speed to First Output

Sales agents have been logging risk reasons for at-risk customers across TY20-TY24 - years of unstructured text describing why Competitive Edge
customers consider leaving. This data has been used operationally by Sales but hasn't been classified, analyzed by product or tenure, or
shared with Marketing as structured intelligence. It's the richest churn intelligence source in the organization, sitting untapped. Intelligence Depth

Recurring Value

O SOLUTION
=< THE RISK REASON ARCHIVE, DECODED

. . . . . . EXE TION PROFILE
Ml applies NLP to the full corpus of Sales-logged risk reason entries, turning years of unstructured notes into structured, actionable curio 0

churn intelligence accessible to Marketing for the first time.

e Controllability classification: Each reason categorized as controllable, uncontrollable, or unknown - focusing attention on reasons PTG can actually BAAICODRCING
address

e Product and tenure analysis: Risk reasons clustered by product line and customer tenure, revealing which segments face which threats ANALYTICAL COMPLEXITY

e Revenue-at-risk scoring: Top 5 controllable churn drivers by product line, quantified by the revenue at stake v

* Emerging signals: Risk reasons that don't fit the current taxonomy - early warnings of new churn patterns before they become trends PTG INVOLVEMENT

v
TIME TO DELIVER

v

VALUE

A DATA SOURCE THAT HAS BEEN SITTING UNTAPPED

IMPACT SCORE

UNTAPPED INTELLIGENCE
Previous retention analysis used structured data - renewal codes and migration patterns. This unlocks unstructured text that

captures the nuance of why customers consider leaving - in customers' own words, recorded by the people who talk to them
every day.
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