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The goal is not to be a machine, but to use machines to be a better human.
Start your journey at www.aithoughtpartner.co ]
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The Fusion of Human Insight
and Machine Clarity

Why the way you think—not the tools
you use—will define your future.
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I've always thought of Al as the most
profound technology humanity is
working on ... more profound than fire

or electricity or anything that we've
done in the past.

— Sundar Pichal, CEO of Alphabet
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Generative Al is the next new frontier of a long Al journey.

Artificial intelligence timeline

vy

Artificial intelligence
The broad field of
developing machines
that can replicate human
behavior, encompassing
perceiving, reasoning,
learning, and problem
solving

Machine learning

Major approach to achieve
Al by teaching machines
to learn relationships
hidden in data and build
approximate models of
real systems

Deep learning

Branch of machine
learning that uses “neural
networks” to model real
systems by mimicking
how the human brain
works, utilizing millions

of computational "neurons”

Generative Al

Branch of deep learning that uses
exceptionally large neural networks
called large language models (LLMs)
(with hundreds of billions of neurons)
that can learn especially abstract pat-
terns,; applying these LLMs to interpret
and create text, images, video, and data
has become known as generative Al



NVIDIA's

AGENTIC Al:

ROad m ap « Coding Assistant
e Customer Service
FOr AI . Patient Care

GENERATIVE Al:

« Content Creating
« Digital Marketing

PERCEPTION Al:

« Speech Recognition
« Medical Imaging



Agentic Al: From Idea to Execution

Generative Al Agentic Al

Generates Content Acts with Autonomy
& ldeas to Complete Tasks



PHYSICAL Al:

« Self-Driving Cars
 General Robotics

NVIDIA's

AGENTIC Al:

ROad m ap « Coding Assistant
e Customer Service
FOr AI . Patient Care

GENERATIVE Al:

« Content Creating
« Digital Marketing

PERCEPTION Al:

« Speech Recognition
« Medical Imaging
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TESLA OPTIMUS
Company: Tesla

Market cap: $1.57 Trillion
Target robot price: $20,000 - $30,000
Focus: Mass-scale humanoid robot production

1XTECHNOLOGIES
Robot: NEO

Valuation: $10 Billion (target)
Estimated price: $20,000

Focus: Home humanoid robot for daily assistance



UNITREE ROBOTICS
Robot: G1

Price: $13,500
Robot: H1
Price: $90,000
Valuation: $7 Billion
Focus: General purpose humanoid robots
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APPTRONIK
Robot: APOLLO

Valuation: $5 Billion
Estimated price: $50,000 - $100,000
Focus: Warehouse and industrial automation



BOSTON DYNAMICS
Robot: ATLAS

Status: Not commercially sold
Robot: SPOT
Price: $74,500
Valuation: $90 Billion+
Focus: Advanced robotics and Al mobility

FIGURE ROBOTICS
Robot: Figure 02

Price: $26,970
Robot: Figure 03
Price: $41,760
Valuation: $39 Billion
Focus: General humanoid labor automation
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The Evolution of Al in Business

- From Reactive Tools to Autonomous Intelligence

i 3. Al Agents
N P (The Decision-Maker)

f 2. Al-Powered Workflows
(The System) :
1. Generative Al f0b . :
(The Brain) . :\__ Q_jf / e~
—d—t=f dabl - 4. Multi-Agent Intelligence

(The Al Team)

Coordinated Al systems
collaborating

-

Goal-driven systems
that act and adapt

Al embedded into

Al that responds repeatable processes
when prompted



PHASES OF ARTIFICIAL INTELLIGENCE: A PROGRESSIVE SYSTEM

ChatGPT
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GENERATIVE Al AGENTIC Al MULTI-AGENTIC Al . DEPARTMENTAL Al |

ORGANIZATIONAL Al
single Al output, autonomous action, coordinated Al systems Al embedded across Al operating as an
content creation, | goal execution, task collaborating topather functional teams and integrated intelligence
assistance - completion. workfiows. layer across the entire
organization,

2024 2025 2026
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THE ENTIRE US ECONOMY
RIGHT NOW IS 7 COMPANIES

SENDING TRILLIONS BACK
AND FORTH TO EACH OTHER









Why does the world

feel fast, loose, and
unsettled?

The current volatility isn't just market noise; it is
the friction of tectonic plates moving. We are
experiencing the tremors of a collapsing era.




The Great Shift: Industrial Age vs. The Rl Era

.
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_ From: The Industrial Era_

i'; Value: Labor-Driven (Physical work & manufacturing) Value: Intelligence-Driven (Data, algorithms, agents)
@ Systems: Centralized (Authority & control) »;éi Systems: Distributed (Autonomous agent networks)
¢ Progress: Slow & Contained (Skill scarcity) Progress: Continuous & Abundant (Limitless knawdadaot



The World Feels ‘Loose’ Because the Chains Are Off

The current volatility
isn’t just market
noise; it is the
friction of tectonic
plates moving. We
are experiencing the
tremors of a
collapsing era.

Do not cling to the collapsing ruins of the
Industrial Era. Build for the Agentic Era.

A NotebookLM



Al, The Fourth Industrial Revolution

“The last major paradigm shift in how
humanity integrated knowledge came
with the 1st Industrial Revolution,
birthing the industrial age. While it
propelled unprecedented progress, it
also led to two world wars and countless
challenges as societies struggled to
adapt. Today, as we stand on the brink of
transformative advancements in Al
bioengineering, and quantum
technologies, we must reflect on that
history.

Al will surpass the last 3 industrial

revolutions in significance, and we
carry the responsibility to learn from the

past, ensuring these technologies are
harnessed wisely and ethically. The
stakes couldn’t be higher, and the
opportunity to shape a brighter future
couldn’t be greater.”




Exposure to generative Al across US counties

Gen Al exposure share

0:2 0.34 0.47

Source: Authors' analysis of task exposure data from OpenAl
and employment data from Lightcast U.S. Census Bureau 2021
boundaries. Simple Maps.

B Brookings Metro

1. Existing Gen Al already has the
potential to significantly disrupt a
wide range of jobs. We find that
more than 30% of all workers
could see at least 50% of their
occupations tasks be disrupted.

2. Unlike previous automation
technologies that primarily
affected routine, blue collar work,
generative Al is likely to disrupt a
different array of “cognitive” and
“nonroutine” tasks, especially in
middle-to higher-paid professions.



From Physical Work to Knowledge Work:
The Next Industrial Revolution

The First Three Industrial
Revolutions- Impacted

Physical Work
b

Steam, Electricity, Automation.
Defined by mechanization and
and manual labor.
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4th Industrial Revolution =

EO Aarn i s

Al will impact Cognitive Work

/

——

Artificial Intelligence, Machine
Learning, Data Science.
Defined by automation of

knowledge and decision-ma king/
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Generative Al increases the potential for technical automation most in
occupations requiring higher levels of educational attainment.

Impact of generative Al on technical automation potential in midpoint scenario, 2023

With generative A

B Without generative Al
Education level

Master's, PhD, or higher

Bachelor's degree

Associate's degree

Some college

High school diploma or equivalent

Mo high school degree

Overall technical automation potential,
comparison in midpoint scenarios,
%% in the United States in 2023

57
R
60
I
62
I -
64
I -
64
63

I, 5

Previous assessment of work automation before the rise

Source: McKinsey Global Institute analysis

McKinsey & Company

Share of US
employment, %

13

22

22

24



Top Al Priorities for 2026

BBB Consultation Services

\ o Train Your Entire Team |
?
‘%ﬁ’ Develnp an Al Literacy Plan
=
" |s5ray Update Al Policy |

F

?

Build Al Tech Stack

Make Website Al-Ready (AEO) |

‘ |§Tz} Learn to “Think with Al”

T

‘ &@1 Automate Workflows




Step 1:
Al as a Tool

A productivity multiplier.
Helps complete tasks
faster.

~)

- The Three Steps to Unlock Al Power

(— =l T ==
Step 2: Al as an Step3: Alas a
Operating System "'_‘-Tg-_"f Thought Partner
dhddddid L/ #
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The default system.
Orchestrates tasks,
automates workflows,
and prioritizes decisions.

~  Strategy accelerator. ‘ '
2 ik Challenges assumptions, o
= expands ideas, and ——
| enhances creativity. | l
_ ___ — -_-
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Twitter/X

Popular Al-powered
Answer Engines/Chat Bots

J Claude

Anthropic

R perplexity

Apple Intelligence

4 .
Gemini

Loogle

boodlebex

o

Microsoft Copilot



AFTOOL LIST FOR 202b

S Tier (The Foundation):

Al tools everyone must use. These are
the operating systems of the future.

A Tier (The Accelerators):

Al tools most people should use.
High-performance alternatives and
research engines.

B Tier (The Specialists):

Best Al tools for specific niches.
Unbeatable in their specific vertical
(Creative, Dev, Ops).

¥ 3

F Tier (The Liability):
Lagging incumbents that offer
friction rather than flow.




STREAMING
BOWL

OUne Field. Two Giants.
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https://youtu.be/MO2kmdC_wX0

® Sora2

For video generation

Sora 2 is currently the strongest option for Al video
generation. The latest tools create physically
accurate, realistic footage with far fewer flaws, and it
raises the bar further, even letting you add yourself
into videos through cameos.
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| Basics)

(Agentic Al Integration) ‘

Upskilling Resources: Google Career Certificates, Applied Al Training.




JONATHAN's

JOURNEY TO
Al MASTERY

05{ “Vibe" A
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Open Al-Close to AGI?

Artificial General Intelligence (AGl), widely
considered the endgame for Al development.

AGl is the top tier of the Al pyramid. As McKinsey
& Company explains, it will be able to “replicate
human-like cognitive abilities including
reasoning, problem solving, perception,
learning, and language comprehension.”

“AGl tools could feature cognitive and emotional
abilities (like empathy) indistinguishable from
those of a human. Depending on your definition
of AGlI, they might even be capable of
consciously grasping the meaning behind what
they’re doing.”




December 2024

|Q Test Results

acore reflects average of last 7 tests given

g
- @ -O+Ok=
50 60 70 80 90 100 110 120 130 140 150 160
Average 10

Claude-3.5 Sonnet 0 Grok-2 4. Gemini Advanced
1| OpenAl o1 preview @ GPT4 Omni (Vision) @ P14 0mni
@) cracrr (=) Llama-32 (Vision) () Lama-32
(1) Bing Copilot #+. Gemini Advanced (Vision) % Claude-3 Opus

Q Claude-3 Opus (Vision)



April 2025
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50 60 70 80 90 100 110 120 130 140 150 160
Average 1Q
u:;" Gemini Advanced (Vision) ;_; Gemini 2.0 Flash Thinking Exp. §+ Gemini 2.5 Pro Exp.
@ GPT-40 (Vision) @ GPT-40 I Mistral
% Claude-3 Opus O Llama-3.3 @ Bing Copilot
Llama-3.2 (Vision) @ Grok-3 pgo’ OpenAl o1 Pro (Vision)
M OpenAl o1 Pro m OpenAl o1 (Vision) OpenAl o1
Y DeepSeek V3 (& DeepSeek R1 . OpenAl 03 mini
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February, 2026

120 130 140 150

50 60 70 80 90 100 110
Average IQ

_:;“ Gemini 3 Pro Preview (Vision) 1 Gemini 3 Flash Preview §‘ Gemini 3 Pro Preview

b Mistral Medium 3.1 "4
ﬁ GPT-40 . Claude-4.6 Cpus ; Claude-4.5 Sonnet [Vision) l Claude-4.5 Sonnet
Claude-4.6 Opus (Vision) g GPT-4o (Wision) @ Llama 4 Maverick (Vision) @ Bing Copilot
% Perplexity % hanus i;, Qwen 3 Thinking 2 Kimi K2 Thinking
& DeepSeck V3 % DeepSeck R1 Llama 4 Maverick Grok-4 Expert Mode
. Grok-4 Expert Mode (Vision) . Grok-4.1 Thinking (Vision) ? Grok-4.1 Thinking ,E, Openal GPT 5.2 Thinking (Vision)
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Al and
Nonprofits:

Not If Or When, But How



"942% of nonprofits report that they teel urprepared

tor Al and bU0% express wncertainty and mistrust” (Al
Equity Project)




"41% agree that Al would greatly benefit nonprofits and 36%
agree that Al would directly impact their fundraising strategies.”

(Unelause)




"IE% of nonprofits do not have
an Al policy.”

(State of Al in Nonprafits, 20Za)
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"40% of nonprofits say

that no one in their

organization is educated
in A" (boogle.org)

‘..




The State of
Al In Nonprofits:

2025

techsoup i TAPP Network
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WAYS TO USE Al
FOR NONPROFITS

- Screen Donors & Predict
Donor Behavior

- Direct Online Giving
- Automate Routine Tasks

- Enhance Your Website's User
Experience

- Personalize Fundraising Asks

- Manage Your Social Media
Strategy

- Detect Unusual Financial
Activity

- Keep Data Organized

- Evaluate Programs
- Plan Events
- Engage Volunteers




A need for Al strategy

While interest in Al i1s growing, most nonprofits lack a clear path forward:

85% have a high
interest in tools
like Generative
Al and Predictive
Analysis

80% have no
Al-acceptable
use policy.

76% do not have
an Al strategy.

76 80

Financial concerns are a key barrier

Many nonprofits are concerned about the cost of Al

47% believe Al
30% see 25% worry : :
. : can improve their
3 0 financial 2 5 about the 47 oraanization’s
constraints as potential social g .
: . efficiency and
a barrier. impacts of Al.

productivity.

The State of Al in Nonprofits, 2025



How are nonprofit organizations
currently using Al?

Al Adoption in Nonprofits: Slow but Steady Progress

24% of organizations are making a specific
effort to begin using Al, demonstrating that
Over a Quarter Yet to Begin with Al nearly a quarter of nonprofits are actively

pursuing Al integration to enhance operations

and mission delivery.

26% of nonprofits are not currently using Al,
showing that many organizations have yet to

start exploring Al technologies. Successful Al Adoption

Remains Limited
Grassroots Interest in Learning Al

Only 7% of nonprofits have successfully
42% report that one or two people in their

organization are trying to learn Al. This
highlights that individual initiative often drives
early Al exploration within nonprofits.

adopted Al to address operations and
mission delivery challenges. This reflects that,
while interest is growing, comprehensive Al
implementation is still in its early stages.

The State of Al in Nonprofits, 2025



How are nonprofit organizations
currently using Al?

Al Adoption in Nonprofits: Slow but Steady Progress

Minimal Opposition to Al

Only 1% of nonprofits oppose Al technology,
indicating minimal resistance to adopting Al
within the sector.

The State of Al in Nonprofits, 2025



The Roles Al Plays In Fundraising

7. Measures your
1. Saves time and 3. Personalizes the 5. Levels up your organization’s
money supporter experience marketing efforts impact

2. Automates 4. Provides accurate 6. Taps into exciting
mundane tasks and actionable insights new donation
methods

[D DONORSEARCH
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https://www.donorsearch.net/

salesforce

SEVENTH EDITION

Nonprofi
Trends
Report

How Nonprofits are Building
Momentum for a Changing World




NOMPROFIT TRENDS REPORT, 7™ EDITION

Fundraising surpasses staffing challenges for

the first fime in 4 years. Fundraising is back as
the number one challenging issue for nonprofits.
Fundraising concern is highest among those
without government support, which accounts for
48% compared to 37% with support.

Top 5 Challenges Nonprofits Face

Raising sufficient
funds

Managing workload
Recruiting staff

Retaining staff

Supporting staff and
their well-being

Workforce challenges are widespread.

64% of nonprofits experience challenges around
staff recruiting, retaining, and supporting their well-
being. Staffing pressure is reported as highest in the
UK and Germany.

As nonprofits are under pressure to do more with
less, another significant operational issue shared
by many nonprofits is managing workload, with a
third reporting it as one of their top concerns. This
pressure intensifies in larger organizations and
nonprofits in regions with less support from their

governments. Nearly half of nonprofits in Australia

find it challenging to manage their workload.




NOMPROFIT TREMDS REPORT, 7™ EDITICN

The maijority of nonprofits are adapting their fundraising
strategies and expanding their channel mix to address
fundraising challenges. Across the world, a hybrid
fundraising model remains the norm, as it has for many
yedars. However, what's trending up is the diversification
of fundraising strategies towards digital.

Picking up speed of change in fundraising.

85% of organizations reported changes in their fundraising strategies,
with 53% reporting 3 or more changes. Some nonprofits reported
over 7 categories of changes in their fundraising strategies. The primary
change reported is increased investment in fundraising, marketing, and
communications. Digital fundraising shifts are the strongest among
smaller nonprofits and those with government support.

Fundraising is now digital-first, but not digital-only.

Digital fundraising matures while channel mixes continue to expand
and diversify. Although digital fundraising is now mainstream, many
nonprofits still count on traditional channels too. US nonprofits are
leading in fundraising innovation, especially in channels and digital
payment options. Traditional channels are still common, but surprisingly
less so outside of the US.

&

Top Changes in Fundraising Strategies

30*

Investing more In
fundralsing, marketing,
and communlications

29"

Dlversifying to
Include a wider milx
of channels

28"

Increasing focus on
digltal channels




NOMPROFIT TRENDS REPORT, 7™ EDITION

Fundraising channels

Social media 539 19% 9%

(Facebook, Instagram,

Twitter, etc.) 47% 18% m
] 50% 18%
Website Print advertising Chatbot
44%%0 18%
2%
, 49% Video calls (Zoom, 16%
Email Other 194
£0% Teams, Skype, etc.)
L5 Instant messaging 1696 10%
Face-to-face (Facebook Messenger, Mone of the above
33% WhatsApp, Viber, etc.) 20% -
Social medi 36% 14%
octa !'n.e @ 5MS or text messages
advertising 18%%
13%
Mail Display advertising
Online or 11%

digital advertising

Telephone

Virtual or online events

Crowdfunding

TV advertising

Radio advertising

2024
B 2025
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Intent Is the
New keyworc

How Al Is Rewriting the
Rules of Marketing




Keyword Marketlng VS. Intent Marketlng

- The Al Transformation

The Future of Marrketmg It isn't louder Its smarter It's not about bemg seen It's about belng selected.

PAST STATE

- Keyword Marketmg
~ & - Traffic-focused O

& - Rank-driven

.- Static pages

. -

£ - Volume-based strategy

R

In the age of Al, the question isn’t
whether customers can find you.

. And Al is_the‘decisrion engine.

E e Mg 3 o, L] . -
.  Ea .. T TE T .l-. ‘n..L_. fa i

FUTURE STATE >

It’s whether their Al chooses you. .

Intent is the new keyword. Trust is the new SEO.

Intent Marketing

@ - Conversion-focused
@ - Decision-driven
@ - Behavioral signals .

- @ - Dynamic personalization -

@ - Trust-based'ﬁltering-

The dlfference One chases VISIbIlIty The other dnves action.




THE OLD WAY | THERIGHT WAY

YOUR BUSINESS '\
STRATEGY ., |
L]

YOUR
BUSINESS
STRATEGY
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WINNER IN THE Al SKILLS RACE

1 Learning to Learn

2 Creativity
3 Adaptability
4 Find Purpose and Meaning

R

Al Ninja—Using Al tools so wellyou £0 s
% M basically become Superhuman! =~
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The Future of Productivity with Al
Adoption

400% projected increase in
productivity will occur by 2030

trom workers Al adoption.
Deloitte. 7075

"-\
y ¥ N

WE WILL SEE 30% PRODUGTIVITY
GROWTH PER YEAR, SOMETHING
EGONOMISTS HAVE NO MODELS FOR.
WE HAVE NEVER SEEN IT BEFORE. IT’S
UNBELIEVABLE WHAT WILL HAPPEN




Al-Fluent Power Users
Lead the Productivity Shift

Al power users make up a small percentage of

workers. But they see big productivity gains. How power users are leveraging Al
69% =
13% 0000000000000 Communication
Drafting emails Responding to chats
of workers _ ponding fo ehe!

are Al fluent, using Al in advanced
ways that others are not.

53% Y
Content ideation and creation
Generating ebook topics Drafting social posts
T+ Mmoo
® iterate o
hours saved weekly ~ ; 894t 52% %}
Power users save 81% more time % Automat|on
T 6.3 Alfamiliar

than less fluent colleagues.

Sending reminders Summarizing research



In the World of Al
There Are the Haves and the Have-Nots

Have-Nots Haves

Employer has N"ﬂ' Ms& Employer HAS

trained you ~ \ h trained you

onhowtouse Al | on how to use Al

[

Reactive Strategic



L

_ THE FUTURE IS

AL

.
-
-—
a—
-
—_— -— —
S—






https://youtu.be/MO2kmdC_wX0

Three successive generations of Al development show a clear evolution in

task handling.

Three examples of agentic Al use in investigating financial crimes

Traditional Al

Typically used to solve analytical
tasks faster and more efficiently
than humans (eg, classify, evaluate,
predict, or optimize using data)

® Forecasting sales

® Segmenting customers
® Sentiment analysis

McKinsey & Company

Used to create new content (eg,
generating audio, code, images,
text, and videos) and can use
unstructured data more readily

® Designing concepts
® Creating marketing copy
® Generating code

Agentic Al

Has the ability to plan and execute actions
against defined objectives

Can use tools (eg, web search, systems,
and other models or agents)

® Context awareness and memaory

® Language and communication

® Collaboration and coordination

® Tool usage

® Learning, error correction, and adaptability
® Reasoning and problem-salving

® Creativity and innovation



Breaking News

ChatGPT and Gemini Launch
Instant Checkout with Top Retailers!

waimart > JLO NN
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The “Model Context Protoco
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'/l Your Business [ —=""{G 2 (& — s Al Agents
A Data R _ (ChatGPT, Claude, etc)

I” (MCP) Economy

I

e

MCP connects data directly to Al agents. In this economy, if an

' | agent can’t access your business via API, you don't exist. | R
£ NotebookLM




Humans Will Ask Al Agents
to Shop for Them

User Request » Al Agent Processing
(“Find me a blue hiking (Scans MCP-connected

— QY

Transaction
Complete

backpack under $100") q inventories)

P27 77

Companies that ignored mobile died.
Companies that ignore Al agents will too.




Agentic Al is Happening
NOW!

EL e

High Curiosity In I gents: 62% of Business

Respondents say they are experimenting
with Agents.

The state of Al in 2025: Agents, innovation, and
transformation, McKinsey.com
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Business
Engagemen
Navigator




Al Agent Economy Has Begun...

This isn’t a 10-year prediction—it’s
already live.

Al AGENT
ECONOMY

Shopify, Wal-Mart and others are
selling through ChatGPT and Gemini
today.

Businesses that integrate now become
infrastructure. The rest become
irrelevant.




think
betore you trust
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https://youtu.be/xyaSVBXF1K8

EI]gHItIVE Secu”ty The practice of protecting individuals and communities

from manipulation through misinformation,
disinformation, deepfakes, and algorithm-driven

persuasion.

o ALGORITHMIC
! IPULATION ¢

Protecting the mind is the new frontier of security.
— N B There are threats designed to exploit human
" MISINFORMATION. _ = ke i e BT perception, emotion, and decision-making.

_/f\ﬂw

It defends against:
G S SMERHBEE - Misinformation & disinformation
COGNITIVE HACKING i S (o I T esvonoroeic | [ Deepfakes and synthetic media
- A ey A « Algorithmic persuasion and echo chambers
PROTECTING THE MIND_ yea - Cognitive hacking of beliefs and behaviors

; DEFENDING TRUTH &AUTUNOMY e . . . .
Jny Uadn, Siciitt « Emotional and psychological manipulation

Goal: Safeguard clear thinking, trust, and human
autonomy in the digital age.
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Nonprofit Al Strategy Roadmap

7. Measure Impact

n | Evaluate the effectiveness
of strategies.

8. Scale & Sustain
Expand and maintain
successful initiatives.

ﬂ 6. Pilot & Train
F‘__?’_;.l :;stﬂ.stmtegias and train

5. Select Tools

% ! !? Choose appropriate
resources and

technologies.

4. Set Guardrails
Establish ethical and
operational boundaries.

3. Identify

grv-ng Opportunities

Q Recognize potential areas
for growth and

improvemeant.

2. Assess Current
State

Evaluate the
organization’s current
capabilities and
resources.

1. Clarify Mission

Define the organization's
purpose and goals.
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