From Experimenting
to Building

Becoming an Al-Native
Marketing Team

Marc Knoll-Hock
Sr. Director Growth Marketing, Taxfix
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escape the Al =IiF ?
competency trap —
without getting our

brains fried
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The competency trap

“‘We’re so busy doing the work the old way that we can’t find time to learn the new way — even though the new way is 10x faster.”

Too busy executing
with current skills

Catching up feels No time to learn and

overwhelming apply new Al skills

Competency gap
widens

Levitt & March, 1988
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The gap widens & standards go up

Those who invest early in Al skills get faster, take on more, learn more — and that advantage compounds.

Early Al Adopters

Learn more. Do more.
Compounding advantage.

Standards
What‘s acceptable.

Laggards
Slower speed.
Increasing relative costs

Productivity & Value

tavfix Time



The ‘red queen
effect’

The pace of Al innovation seems so
relentless that even significant effort to
keep up barely maintains your current
position — let alone gets you ahead.

"Now, here, you see, it takes all the running you can do, to keep in the same
place." — Lewis Carroll, Through the Looking-Glass
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Al capabilities far
exceed actual
usage

The capability is here. What’s missing is the
redesign — of workflows, of roles, of how
teams operate.

There’s still time to catch up.

tavfix

Theoretical capability and observed usage by occupational category

Management
Transportation Business & finance

Production Computer & math

Installation & repair Architecture & engineering

Construction Life & social sciences

Agriculture Social services

Office & admin Legal

Sales Education & library

Personal care Arts & media

Grounds maintenance Healthcare practitioners

Food & serving Healthcare support

Protective
service

—e— Theoretical Al coverage
—m— Observed Al coverage

Source: Anthropic



Even adopters face

a hidden risk:
Al Brain Fry

6%

of marketing professionals report Al brain
fry — the highest of any function.

tavfix

Employee-reported Al brain fry, by industry role

Marketing 25.9%

Human resources/
people operations

Engineering/software
development

Finance/
accounting

Information
technology (IT)

Sales/business
development

Customer service/
support

Service provider/
consultant

Product
management

Management/
leadership

Source: BCG study, Jan 2026
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Steuern einfach machen

Europe's leading financial platform for digital
tax solutions, active in Germany, the UK and
Spain.

Range of DIY and expert assisted tax filing
products, both for consumers and
freelancers / small businesses.

400+ employees across 5 offices

8+ million tax submissions handled
4.5 billion EUR tax refund recovered

tavfix




Five levels of Al maturity

1. Exploration

General awareness. Basic
usage of text and image
generators.

tavfix

2. Experimentation

Wider testing of different
Al tools and solutions.
Smaller proof of concepts

3. Implementation

Implementation of
customized Gen Al
solutions for specific use
cases.

Al adoption across
departments.

4. Integration
Al embedded in daily
operations.

Deploying and scaling Gen
Al solutions.

Gen Al becoming integral
part of the organization.

5. Transformation

Deeply integrated and
scaled Al solutions,
providing competitive
advantage.

Org, processes and tech
stack redesigned
around Al.

Source: AIM Research



Five levels of Al maturity

1. Exploration

General awareness. Basic
usage of text and image
generators.
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2. Experimentation

Wider testing of different
Al tools and solutions.
Smaller proof of concepts

4. Integration

Al embedded in daily

3. Implementation :
operations.

. Deploying and scaling Gen
Implementation of Al solutions.

customized Gen Al

solutions for specific use Gen Al becoming integral
cases. part of the organization.

Al adoption across
departments.

ﬁ

Taxfix Marketing Team

5. Transformation

Deeply integrated and
scaled Al solutions,
providing competitive
advantage.

Org, processes and tech

stack redesigned
around Al.

Source: AIM Research




So how did we get here?

Org-Wide Transformation Efforts Training & Support System

* Al embedded in company OKRs, performance management & hiring * Bi-weekly to monthly ‘Al hackathon days’
* 20% capacity allocated to Al upskilling & building * Internal Al champions network
* Fast tooling review and approval chain * Role-specific learning paths
» Tooling standardization (Langdock, Notion Al, Claude, Google Al Suite, » Hands-on workshops tied to actual workflows (by internal and external
n8n, Lovable etc.) experts)
» Specialized tooling (Higgsfield, ElevenLabs, HeyGen, Superscale etc.) + Safe space to ask ‘stupid’ questions and showcase ‘embarrassing’
prototypes

B4 =800 %W
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Al building
examples

From workflow automations to agentic
systems

taxfix




(1) Agentic influencer outreach
— from first outreach to signed deal

The challenge we faced
() Steuerbot

Rabattcode: Steuerfabi26
293,08 € Lohnsteuer

8.000 € Bruttogehalt
Was wiurde ohne

Steuern g

* ~50% more channel budget vs last year
* Two German brands to manage (Taxfix & Steuerbot)

* Single headcount

) slinajochimsen Follow |
ANZEIGE | Ein Haus zu bauen helBt planen, priorisieren & den Uberblick ... more *

tavfix 9 April 2026 13



(1) Agentic influencer outreach
— from first outreach to signed deal

Requested
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Hey Svenja,
mega cool, dass du uns schon kennst und genutzt hast.

Apropos gute Vibes: Ich hab mir nochmal deine Insights und die Audience-Daten angeschaut und bin zu 100% {iberzeugt, dass filr unsere Q1-Kampagne uns
ist einfach jinger und spricht genau die Leute an, die du erreichst. 1

Um die Kampagne darauf optimal auszurichten, habe ich das Paket auch direkt angepasst, damit wir die bestmoglichen Ergebnisse erzielen. Wir wiirden uns

- 1x Reel (mind. 30s)

Solution built with n8n, Gsheet as the database, Gmail for - 1x Reminder (2 Snippets 4 155)
creator & management comms.

ir dieses spezifische Setup kénnen wir dir ein Budget vor anbieten. Lass mich gerne wissen, wie das fiir dich klingt. Ich bin Uberzeugt, dass wir da v
Beste Grile,
Marc
© 2 SansSerif ~ 7T~ B I U A~ =~ i = w =X

m.Aa‘/@@@@Qﬁ?BDE




(1) Agentic influencer outreach
— from first outreach to signed deal

Measurable impact & learnings

() Steuerbot

Rabattcode: Steuerfabi26
293,08 € Lohnsteuer

* 75% increase in creater outreach and closed deals
* 100% increase in booked content pieces

* 100% of channel budget closed

8.000 € Bruttogehalt
Was wiurde ohne

Steuern g

* The solution is scalable, expandable and consistently increases
productivity.

* Human-in-the-loop efforts underestimated. Implications and risks
of solution not thought-through enough.

1) atinajochimsen  Fallow |
ANZEIGE | Ein Haus zu bauen helBt planen, priorisieren & den Uberblick ... more *

* Building meaningful, complex solutions takes time, follow-through
and lots of troubleshooting.

taxfix 9 April 2026 15



(2) E2E agentic creative production system

PHASE 1
Pre-sprint research
v Week 1 '
The challenge we faced
PHASE 6 PHASE 2
Scaling & iteration Sprint planning
Ongoing -» feeds phase Week 1-2

1
» Solid creative testing process, but with high creative demand.

* Three markets to supply with creatives.

| & .
* Target: >50% performance creatives 100% Al produced with
minimal human-in-the-loop.

 We only have one creative strategist, can become a - .

PHASE 5 PHASE 3
bottleneck. Results & analysis Briefing &
End of month production
Week 2-3
v —_— P
PHASE 4

Launch & testing
Week 3—4 (full month)

taxfix 9 April 2026



Partnering with
Superscale.ai
— building their product

with our needs in mind.

tavfix

& Superscale

Create winning ads in minutes with Al

Meet your specialized Al agent for scaling social marketing

[3] Research & Writing ~* Trend Reports <+ Ad Creation

STRAYA

Track Your Pragress,
Achieve Your Goals.
ivrbuzorIrsaven




(2) Building the
agentic layer with
Superscale.ai

tavfix

1 — INSIGHTS AND AGENT WORKFLOW

Trend research — own &

Internal performance data

Public or external competitor
data

\2

Data ingested from ad platforms

Insights and traction layer

Understand competitor Identify which ads have Spot trends gaining Find durable cross-
launches scaled traction market winners

Agent analyzes insights

\2

Agent proposes gaps, concept ideas, and actions

broader industry




(2) Building the 2 — CREATIVE PRODUCTION
ag e n t i c I aye r Wit h Video workflow — manual Static workflow — agent-led
S u p e rs ca I e ° ai Agent generates video script Agent generates clear static brief

\ v
Manual production process Agent creates statics in DE market
v \
Create footage in generation Quick check — select preferred
modules asset
\ v
Assemble in internal creative studio Trigger platform-specific resizes
editor
.
\

Bulk export static assets
Export video assets

APPLIES TO BOTH WORKFLOWS

In development — naming In development — auto-upload to In development — launch ads
convention Meta and TikTok automatically

tavfix



tavfix

r/de
u/PendlerLeid99 * 12h

2 Euro fiir den Liter? Mein Pendler-Budget ist offiziell am Ende.

~uper Cy

¢a20 & O2 ® o

@ Autofahrer_Berlin - 10h

Ich fahre schon extra langsam, aber es tut trotzdem bei jedem Tanken weh.
“Reply £ € 1250 &

"’ Sparfuchs_Max - 9h

Hol dir zumindest die Pendlerpauschale zuriick. Mit der Taxfix App geht das in
15 Minuten auf dem Handy.
a0 4890 &

Join the conversation B

Lohnt sich ne
Steuererkldrung?

Im Schnitt

1.172€

@Steuerbot O i

Yippie, geschafft!

RUCKERSTATTUNG

1.172,00 €

(O Steuerbot

Hol dir in 20 Minuten
@ 1.172 € von der
Steuer zuriick.

Wousstest du?

172

durchschnittliche
Steuererstattung

In nur 20 Minuten mit Taxfix

taxfix

4.7 Sterne bei 255.000+ Bewertungen

Foto. Chat.
Cash.

Lohnsteuerbescheinigung
fotografieren. Lohnsteuerbescheinigung
Easy Fragen beantworten.
Erstattung sichern.

@ Steuerbot




(3) Investing into new
superpowers — agent
skills

» Skills provide Al agents with domain-specific
expertise: workflows, context, and best
practices.

 They transform general-purpose agents into
specialists.

» Skills load on-demand and eliminate the
need to repeatedly provide the same
guidance.

tavfix

Al agent architecture: MCP + Skills

How modern Al agents connect data and expertise

User request

"Give me a MoM performance channel
analysis and put it into a dashboard"

l

Al agent (Claude / OpenAl / Custom)
Orchestrates between MCP (data) + Skills (expertise)

\

MCP: Data & Tool access layer Skills: Knowledge layer

(Open standard protocol) (Modular expertise packages)

MCP Server: Slack MCP Server: Notion Skill: Data Analysis Skill: Brand Guidelines
Messages & channels Docs & databases Statistical methods, KPI Colors, typography, Cl rules
tracking
MCP Server: Looker MCP Server: Google
Bl & analytics Workspace Skill: Data Visualization Skill: Performance
Drive, Calendar, Gmail Charts, dashboards, visual Feedback
best practices Coaching frameworks, review

templates

v Standardized interfaces v Real-time data access
¥ Audit trails & logging v Security & permissions

v Reusable workflows v Domain expertise v Token-efficient
¥ Quality control

Output: Complete solution

v Data-driven - ¥ Expert methodology - v Compliant - v
Auditable




(3) Investing into new superpowers — agent skills

Paid Channel Performance Dashboard

March vs February 2026 - Month-over-Month - Registration-Cohorted (MTA)

Prompt:

TOTAL SPEND (MAR) REGISTRATIONS NEW BOOKINGS BLENDED CPA BLENDED BOOK. CAC BLENDED CPM
"Give m MoM €1.38M 52,840 1,260 €26.10 €122 €3.42
Ive e a O +8.2% MoM +17.3% MoM +22.8% MoM -7.8% MoM -11.9% MoM -5.0% MoM

performance channel
anaIySiS and put it into a Spend by Ch | — MoM Comparison New Bookings by Channel — MoM Comparison

450 5,000
dashboard" ’
asnopoa
3,500
300
< 2 3,000
¥ 250 g
2 2 2,500
8 200 >
3 £ 2,000
L 1,500
100 1,000
50 . 500
& 0 0
TikTok UAC Google NB Meta Google Brand TikTok UAC Google NB Meta Google Brand
[ B rsecnn Eahriian: B \tarnh | Cahrians )
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(4) Building up internal Al video production capabilities
— at a fraction of cost and time & because we had to

Where we‘re coming from 9 months ago 3 months ago & today

External Agencies Google Veo2/3 Higgsfield

For creative concept & First Al video production cycle. Best models (Kling, Seedance...),
production. Learning what works. character consistency, more

Produced in <1 week by 1 person. control, 2-4 weeks turnaround
time.

tavfix



Upgrading our in-house Al video production
— at a fraction of cost and time

First German Brand to launch
VEO 3 produced creatives in
above-the-line channels (CTV,
YouTube)

From idea to launch:
<1 week
2 people (creative & editor)

tavfix



Upgrading our in-house Al video production
— at a fraction of cost and time

Mit Liebe und Kl gestaltet.

Professionalised internal
production process and
tooling and Al models.

Time to produce:

<1 week

2 people (creative & editor)
Cost: 200€ tool subscription

tavfix



The mistakes we made along the way.

X Mistake #1: Focusing on quantity, not problems X Mistake #2: Unstructured Al time
We blocked "Al time" in calendars. People optimised for

"Build X workflow automations by Y date." Rewarded quantity,
speed to demo, not for solving real pain.

not value. Got demos that never made it to production.

X Mistake #3: Tool hopping X Mistake #4: Ignoring context

We didn't invest early enough in building a solid context and
knowledge library for LLMs and Al agents. Too many Al
interactions started from zero.

Every week a new shiny tool. We'd get excited, start building,
then the next came along. Never enough time understanding

the problems to solve.

“Find solutions to problems you deeply understand.”
taxfix



Three key focus areas for the next 12 months

1

Role-specific
support structure

Tailored training tied to each
function's actual workflows.
Structured, hands-on, continuous.
Paired with clear expectations and
career relevance.

tavfix

2

Agentic workflows
and skills as default

Move beyond deterministic
automation. Build high-leverage agent
skills the team deeply uses daily. Self-
correcting, context-aware systems
become the standard.

3

Foundational semantic
and context layer

Shared knowledge foundation (data
definitions, brand context, process
docs) that Al tools and agents draw
from. A compounding productivity
enabler.




What leaders owe their teams

1

Build a real
support system

Role-specific training, not one-fits-all.

Hands-on, tied to real workflows.
Regular, not one-off.

tavfix

2

Map workflows to
Al opportunities

Help teams identify frequent, manual
processes and problems that are
candidates for Al. Don’t expect people
to figure this out all alone.

3

Protect the time —
and deprioritize

Making Al upskilling a “nice to have
on top of everything” guarantees
failure. Something has to come off the
plate.




Break the trap. Start
building

The competency trap is real.

But the rate of improvement is fastest at the beginning.
Start with one problem — not one tool.

Build something small that solves a real pain.

Then build the next one...

Thank you!

Marc Knoll-Hock
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