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Disclaimer: PairSoft’'s name, logo, screenshots, and other brand assets are used solely for presentation and commentary purposes; all trademarks, copyrights, and related rights remain the property of PairSoft and their respective
owners.

PairSoft

Brand clarity, architecture, messaging, visual system, reputation and growth-readiness audit

Scope: Public-source brand and business audit. No access to internal analytics, customer research, sales materials, private brand standards, or executive interviews

~
EXECUTIVE THESIS
The central diagnosis
PairSoft does not suffer from a lack of credibility or a lack of brand assets. It suffers from a lack of one current, governing brand story capable of organizing the business it has become. The
company has expanded through merger, acquisition, payments, Al, ERP integrations and new private-equity ownership, while its public brand still alternates among legacy product brands
and several overlapping category definitions. The result is a brand that is recognizable and reasonably consistent visually, but strategically fragmented.
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01 EXECUTIVE DIAGNOSIS

The problem is strategic fragmentation, not aesthetic failure

PairSoft has credible ingredients for a strong enterprise brand: 1,500+ customers, deep native ERP integration, a 4.4/5 G2 rating, multiple legacy products with real installed-base equity, a
growing payments capability, Al features, and a majority growth investor in a TA Associates. Its public visual identity is al so coherent enough to be recognizable. The is that these assets do
not yet resolve into one clear mental model for the buyer. [S1, S5, S8, S19]

CRITICAL FINDING

Primary problem statement

A prospect can encounter PairSoft in 2026 and reasonably conclude that it is (1) AP automation software, (2) a procure-to-pay platform, (3) a document-management layer, (4) a financial-
automation platform, (5) a payments provider, (6) a fundraising automation tool, or (7) an emerging Al platform for the Offic e of the CFO. All of those descriptions contain truth. The brand
problem is that the hierarchy among them is not consistently defined.
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Why this audit matters now

01/ EXECUTIVE DIAGNOSIS

» TA Associates took a majority position in December 2025 to support product innovation and global expansion. That creates a higher bar for category clarity, cross-sell and enterprise

perception. [S5]

» PairSoft acquired Nimbello in March 2026, adding PO-matching expertise and widening ERP reach; APRO had already expanded the company into banking, order-to-cash and global
financial automation in 2024. [S4, S6]

 Brian Rigney became CEO in July 2026 to lead the next growth phase, while current public communications increasingly reference payments, Al and the Office of the CFO. S7. S8]

» The master brand still coexists with PaperSave, WorkPlace, DocuPeak, APRO, PairSoft Pay / PaperSave Pay and acquired technology, which increases the need for explicit portfolio

governance. [S3, S6, S15, S19]

2022

PairSoft formed from
legacy product equity
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2025

TA Associates majority
investment
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2026

Nimbello acquisition
strengthens Al/AP

2026

New CEO leads next
growth phase
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Directional brand-health scorecard

Dimension Directional score Diagnosis

Business / brand alignment 25/5 The business has moved faster than the external narrative.
Category clarity 25/5 Multiple valid category stories compete for primacy.
Brand architecture 20/5 Legacy and acquired product names remain externally active without a visibly simple hierarchy.
Messaging consistency 25/5 Human-centric, P2P, Al, ERP-native and CFO narratives are not yet organized into one message system.
Visual consistency 3.5/5 A recognizable green/mint/yellow system exists, though execution mixes eras and asset types.
Enterprise trust 4.0/5 Strong integrations, investor backing, customer base and review proof.
Differentiation potential 4.0/5 Native ERP integration is a credible and repeatedly validated wedge.
Brand governance visibility 25/5 No public brand manual found; public execution suggests an implicit system more than a clearly governed one.
( )

AUDIT CONCLUSION

EVOLVE - with strategic repositioning & architecture work before visual redesign

The evidence does not support “throw away the brand and start again.” PairSoft already has recognition, installed-base equity and a coherent visual signature. The priority is to clarify what
the master brand means, simplify how products relate to it, codify the message hierarchy, then decide how far the visual identity must evolve to express the new strategy.

- J
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02 RESEARCH SCOPE &
METHODOLOGY

An outside-in audit across the public brand ecosystem

This audit deliberately goes beyond pairsoft.com. It triangulates the story PairSoft talks about itself with the story investors, review platforms, social channels, product collateral and
competitors tell the market. The objective is to identify not only inconsistency, but where inconsistency changes buyer compr ehension or weakens strategic leverage.

Important limitation

No outside-in audit can prove what exists internally. PairSoft may have private brand guidelines, sales messaging, audience rese arch, customer segmentation, win/loss analysis or naming
rules that are not public. Therefore, “no guidelines found” in this document means “no publicly accessible official brand guideline or press/media kit could be verified through targeted
searches, “not” PairSoft definitely has no internal guideline.”
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Public touchpoints reviewed

Research layer Examples reviewed Why it matters

Corporate narrative Homepage, About, Contact, Careers Defines master-brand promise, purpose, audience and self-concept.

AP automation, procurement, payments, document management,

. . ) hows pr xonomy and the v lar r lly en nter.
fundraising, integrations, PaperSave pages Shows product taxonomy and the vocabulary buyers actually encount

Solution & product

2022 PairSoft formation, 2024 APRO acquisition, 2025 TA investment,

2026 Nimbello acquisition, 2026 CEO appointment Tests whether the brand story reflects structural change in the business.

Growth & corporate events

White papers, brochures, webinars, demo landing pages, case studies,

Content & sales collateral Reveals the practical visual/verbal system used repeatedly at scale.

ROI material
Social & thought leadership PairSoft LinkedIn company page and recent updates Shows the newest strategic narrative and day-to-day brand voice.
Market perception G2 profile, reviews, competitor/alternative listings Tests what customers and the category retain about PairSoft.
Competitor benchmark Stampli, Medius, Tipalti, Procurify, AvidXchange Evaluates category clarity and differentiation pressure.

Targeted searches for brand guide, style guide, identity guidelines, media

Kit, press kit and logo-use standards Assesses whether a public guideline system can be verified.

Brand governance search
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03 BUSINESS EVOLUTION &
STRATEGIC CONTEXT

PairSoft is now a different business from the one its brand was built to explain

The brand has accumulated scope through combinations and acquisitions. That history is central to the current branding proble m because each expansion adds capability, audience, and
terminology that the master brand must organize.

Brand-strategy implication

PairSoft’s brand is being asked to do three jobs simultaneously: preserve trust from legacy products, make a combined platform easier to buy, and create a future-facing enterprise story
around Al, payments and the Office of the CFO. Without explicit architecture and message hierarchy, those jobs compete rather than reinforce one another.
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The About page says PairSoft combined PaperSave, Webiplex

DocuPeak and Paramount WorkPlace in 2020; an official The company-origin story is not self-evident from public materials; legacy brands remain part of the
2020 /2022 :
2022 release says PaperSave and Paramount WorkPlace explanation.
merged in May 2022 to form PairSoft.
2022 PairSoft Pay launched through a Finexio partnership. Paymen‘Fs became.part of the proposition, expanding the brand beyond capture/workflow into
transaction execution.
2024 APRO acquisition expanded global P2P, order-to-cash, The portfolio moved materially toward enterprise financial automation, banking and global
banking integrations and Oracle depth. infrastructure.
2025 TA Assguates acquired a maJ.orlty stake to support The brand must now support a larger enterprise growth thesis and cross-portfolio coherence.
innovation and global expansion.
Ni Il [ for Al- invoi ion, P . . .
Mar 2026 |mbe. © acqwrgd or Al-powered invoice automation, PO More acquired capability enters an already complex architecture.
matching and wider ERP support.
Jul 2026 Brian Rigney appointed CEO. A natural moment to align corporate strategy, category narrative and brand expression.
LinkedIn communications emphasize agentic solutions for . . L . - .
Current 2026 the Office of the CFO, payments, Al and customer The emerging future-facing narrative is broader and more executive than much of the existing site

. taxonomy.
experience.

A notable storytelling inconsistency: the origin date

The current About page says, “In 2020, PairSoft combined three market-leading brands...” while PairSoft's 2022 merger release says PaperSave and Paramount WorkPlace “merged to form
PairSoft” in May 2022. Those facts may be operationally reconcilable, but the public story does not explain the distinction. For a brand built from combinations, the history itself should be
exceptionally clear. [S2, S3]

PAIRSOFT / OUTSIDE-IN BRAND AUDIT / SEPTEMBER 2026 09




MESH & MYTH STUDIO / HEMANTH KUMAR (CREATIVE DIRECTOR) 04 / BRAND FOUNDATION AUDIT

04 BRAND FOUNDATION AUDIT

The human promise is strong — but it is not yet the governing strategic platform

What the public brand appears to stand for

“We help you love your job again.” / “Free your team from manual Distinctly human for a finance-software company; emotionally useful but not consistently

Human promise e .
P processes.” / “Let your software do the heavy lifting. elevated as the master promise.

Automation, native ERP integration, one source of truth, faster

Strong and credible; native integration is the most differentiating repeated proof.
approvals, less manual work.

Functional promise

Improve company-wide efficiency with innovative technology

Clear, but broad enough to fit almost any workflow-automation company.
anyone can use.

Mission / ambition

Values Innovative, supportive, diverse, transparent, advocates. Visible and usable, but only loosely connected to customer-facing positioning.

Accounting, AP, procurement, fundraising; increasingly finance

Audience . Audience hierarchy is changing and needs explicit prioritization.
leaders / CFO office. / ging piettp
Personalit Helpful, optimistic, low-friction, pragmatic, increasingly Two tonal poles coexist: approachable “make work better” and executive “financial
y Al/enterprise oriented. automation / agentic Al.”
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What is missing or under-codified publicly

* A single positioning sentence that all high-value touchpoints consistently use.

» A clear hierarchy between category, corporate promise, solution families and product names.

» Adefined primary buyer — AP manager, procurement leader, controller/CFO, nonprofit/fundraising leader, IT/ERP owner, or a structured hierarchy among them.

» A short set of ownable reasons-to-believe that distinguish PairSoft from generic “Al + automation + ERP integration” language.

» Avisible verbal identity system that governs when to use the human “love your job / mission” story versus the enterprise “Office of the CFO / financial automation” story.

* A public explanation of how legacy brands and acquired products relate to PairSoft today.

MODERATE-TO-HIGH ISSUE

Foundation diagnosis

PairSoft has many useful brand components, but they behave more like a collection of strong messages than a single brand plat form. The opportunity is not to invent a new purpose from
nothing; it is to organize the strongest existing truths into a hierarchy.
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05 POSITIONING & CATEGORY AUDIT

The market is being given too many answers to “What is PairSoft?”

Current category-language inventory

AP automation & document management; AP automation,

Homepage title / hero
Pag procurement and document management

Narrower than the actual portfolio; payments is not part of the hero solution set.

Homepage body Helps AP, procurement and fundraising teams work smarter Introduces fundraising only later, adding another category layer.

Award-winning financial automation solutions / worldwide

About page leaders in autormnation Broader corporate frame than the homepage.
. : “ " Very clear P2P frame, but narrower than broader financial automation and
LinkedIn headline The strongest procure-to-pay platform... y .
fundraising.
LinkedIn About “One of the strongest financial automation platforms...” A different master category on the same channel.
TA investment description Procure-to-pay automation and payment solutions Investor story puts payments at the center of the platform.

CONTINUED
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Global P2P, order-to-cash and bank integration platform /

2024 APRO acquisition . . .
financial automation

Extends beyond P2P into broader financial operations.

2026 social leadership narrative Agentic solutions for the Office of the CFO Future-facing executive category not yet fully mirrored across core web IA.

A suite combining PaperSave, DocuPeak, WorkPlace and APRO

G2 : )
across multiple software categories

Third-party perception remains portfolio/product-led rather than master-brand-led.

CRITICAL

Critical positioning problem

A buyer should not have to synthesize PairSoft's category from multiple pages. The company needs one sentence that explains the master brand, followed by a deliberate hierarchy for P2P,
AP, procurement, payments, document management, banking/e-invoicing and fundraising.

The strongest differentiating territory is already visible

Across PairSoft’s site, landing pages and G2 feedback, one attribute is unusually persistent: the software integrates deeply with the ERP the customer already uses. PairSoft repeatedly
positions itself as embedded, native, familiar and able to work without forcing a second disconnected system. G2 users specifically praise ERP/accounting integration. This is more ownable
than generic promises such as “save time,” “use Al,” or “streamline workflows.” [$13, $19, S23]
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Three possible strategic territories to validate

PairSoft automates financial work inside the systems finance teams Distinctive, credible, reflected in May undersell broader platform

ERP-native financial automation . e .
already trust. customer feedback and product reality. ambition if framed too technically.

Fundraising, banking/O2C and
other capabilities sit awkwardly
outside it.

Connected procure-to-na One connected path from request to invoice to payment, embedded | Clear and close to investor narrative;

P pay in the ERP. strong commercial category.

Highly crowded claim; requires

Future-facing, executive and expandable. | stronger proprietary proof and
architecture.

Al-driven financial operations that move finance from transactional to

Intelligent Office of the CFO .
strategic.

Recommended direction for exploration: use “ERP-native financial automation” as the differentiating idea, with connected procure-to-pay as a core platform story and “Office of the CFO”
as the executive outcome layer. This should be validated through customer, prospect and sales research before adoption.
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06 BRAND ARCHITECTURE AUDIT

The portfolio currently mixes a branded house with legacy and acquired product equity

Observed public architecture

Master brand PairSoft Clear and established.

AP Automation, Procurement, Document Management, Payments,

Core solution categories . .
9 Fundraising Automation

Reasonably clear, but homepage does not surface all categories equally.

Legacy / inherited product

brands PaperSave, WorkPlace, DocuPeak Still visible in demos, heritage pages, collateral and third-party listings.
Payments naming PairSoft Pay; “PaperSave Pay” appears in webinar/content context The.relanonshlp petween t.he master payment offer and legacy product
environment is not self-evident.
Enterprise / acquired products | APRO Banking Gateway, APRO Imaging; Nimbello technology Expands architecture into banking, O2C, e-invoicing and additional ERP contexts.
Al laver GL coding, PO matching, approver selection, requisition intake and Al is increasingly a horizontal capability but is not yet expressed as a consistently
y other agents named platform layer.
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Why this is more than a naming issue

* Brand equity can leak into product names: customers may identify as PaperSave users rather than PairSoft platform customers.
* Cross-sell becomes harder when the buyer cannot immediately understand which capabilities are part of the same system.

» Acquisitions add terminology faster than the corporate narrative can absorb it.

« Sales, partners and review sites may continue to explain PairSoft differently, preventing one memory structure from forming.

* The market may perceive PairSoft as a holding collection of finance tools rather than a deliberately designed platform.

STRATEGIC RECOMMENDATION

Move toward a clearer branded-house model

PairSoft should be the primary equity carrier. Product and solution names should describe jobs-to-be-done under PairSoft rather than compete with it. Legacy hames with meaningful
installed-base equity can be retained temporarily as migration/endorsement devices (“PaperSave, now PairSoft AP Automation”) bef ore being simplified. APRO and Nimbello should follow
explicit rules based on customer equity, legal/technical constraints and sales realities.
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lllustrative future taxonomy — not a final naming recommendation

Platform / solution family Capability examples

PairSoft AP Automation Invoice capture, coding, matching, approvals, audit trail
PairSoft Procurement Requisitions, PO management, catalogs, supplier workflows
PairSoft Payments B2B payments, supplier enablement, payment controls
PairSoft Document Management Capture, storage, search, workflow, compliance

PairSoft Banking & e-Invoicing Bank connectivity, reconciliation, global e-invoicing
PairSoft Fundraising Automation Gift processing and Blackbaud workflows

PairSoft Al Agents Horizontal agentic capabilities across finance workflows

Before retiring any legacy product name, PairSoft should measure aided/unaided awareness, customer identification, search demand, contractual naming dependencies and partner
reliance. Architecture simplification should preserve useful equity rather than erase it.
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07 MESSAGING & VERBAL IDENTITY
AUDIT

PairSoft has a good human voice — but its messages compete rather than cascade

The strongest recurring verbal pattern

The most ownable emotional idea in PairSoft’s public writing is relief: remove manual work, reduce grunt work, stop dreading audits, make work meaningful, help people love their jobs
again, and let teams focus on their mission. That is unusually human in a category that often speaks only in process and cost language. [S1, S2, $12]
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Where the message system breaks down

“Free your team from manual processes,” “love your job again,”

Value proposition shifts by page “strongest P2P platform,” “financial automation,” “ERP-native AP,” “Office | Each statement is plausible, but repetition does not build one association.
of the CFO.”
Save time, reduce errors, streamline workflows, improve efficiency, use Competitors say the same things; these are table stakes, not a brand

Category benefits dominate Al position.
Native ERP integration is buried as
proof, not always elevated as
strategic difference

Integration pages and landing pages describe being embedded inside

. . This may be PairSoft’s most defensible differentiator.
ERP; reviewers praise it.

. . AP, procurement, fundraising, mid-market, enterprise, CFO/finance Without audience hierarchy, messages risk trying to satisfy everyone on the
Audience language is broad
teams. same page.
. - Al, machine learning, intelligent bots, ntic solutions ear acr With roprietary Al narrative, the lan e can blend int r
Al language is additive matefi;s e lea g, intellig ots, agentic solutions appear across hy:)eoutap oprietary arrative, the language can blend into category

The master-brand story can feel like a wrapper around multiple older

Legacy vocabulary persists PaperSave, DocuPeak, WorkPlace and APRO still appear in public content. oroducts
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Recommended messaging hierarchy

1. Category Tell the market what PairSoft is ERP-native financial automation platform

2. Promise Tell buyers what changes for them Turn transactional finance work into connected, controlled workflows.

3. Differentiator Explain why PairSoft Works inside the ERP your team already trusts — across AP, procurement and payments.

4. Business outcomes Translate capability into value Faster close, lower processing cost, stronger controls, less manual work, better supplier experience.

5. Human payoff Make it memorable Give finance teams time back for higher-value work.

6. Proof Make it believable :éiia+ customers, native ERP depth, customer results, integrations, Al capabilities, payments and global

Tone-of-voice recommendation

* Plainspoken before technical: explain the business outcome first, then the workflow/Al mechanics.

+ Confident, not superlative-heavy: replace generic “leading / strongest / best” claims with provable differentiation.

* Human without becoming casual: preserve the “make work meaningful” idea while speaking credibly to CFO-level risk, control and scale.
» Al-specific, not Al-decorative: describe which decision or workflow the agent improves and what control remains with the user.

» Consistent vocabulary: standardize P2P vs purchase-to-pay vs procure-to-pay; ERP vs CRM; PairSoft vs PairSoft; PairSoft Pay vs PaperSave Pay.
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08 VISUAL IDENTITY & IMAGERY AUDIT

A recognizable visual system exists — but it looks more governed by habit than by publicly visible standards

Observed public visual language

Logo Green outlined diamond mark paired with black PairSoft wordmark Simple, scalable and consistently recognizable across public collateral.

Color Dark/fresh greens, pale mint backgrounds, warm yellow accents, Distinctive enough within B2B Saa$, though green remains common in
white/cream and black text finance/efficiency categories.

Typography Heavy, clean sans-serif headlines with neutral sans-serif body copy Accessible and modern; strong hierarchy in brochures/social.

Isometric finance/workflow objects, documents, dashboards, devices | Creates a coherent technology language; risks becoming generic as Al/SaaS

lllustration . . : . . .
and automation motifs competitors use similar 3D/isometric systems.

Circular portraits embedded into illustrations plus conventional

. Humanizes a technical product but mixes distinct visual eras/styles.
stock/business photography on blog/careers P y

People imagery

CONTINUED
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ERP and PairSoft interface screenshots in desktop frames, webinar

: Strong proof of embedded integration; sometimes visually dated and dense.
captures, workflow diagrams

Product imagery

Large bold headlines, pale backgrounds, rounded cards/illustration

panels, green/yellow accents Public assets show a repeatable design grammar.

Layout

CTA treatment Green CTA buttons; occasional warm yellow highlight blocks Generally consistent and readable.

Approximate public palette — observation only, not official values

These swatches are approximate visual observations from public marketing collateral and social assets. They are not presented as official PairSoft color specifications.
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Visual strengths

* The green diamond mark and green/mint/yellow palette create relatively fast recognition across brochures and LinkedIn graphics.
* Public collateral often combines human faces with system/automation imagery, supporting the verbal promise of making work easier for people.
* Product screenshots reinforce a genuine product differentiator: PairSoft lives inside familiar ERP environments.

» The system is flexible enough for white papers, landing pages, social tiles and product education without losing the master brand entirely.

Visual weaknesses / risks

« Legacy product names remain printed in the footers of some white papers (“PaperSave / WorkPlace / DocuPeak”), visually reinforcing the old portfolio rather than PairSoft as the sole
equity carrier.

+ The public asset library mixes polished isometric illustration, circular portrait collage, generic stock photography, raw ERP screenshots and older product Ul; without explicit rules, the
brand can feel assembled from multiple content eras.

« The Al story has been added to the existing visual language, but there is no obvious public visual code that makes PairSoft’s Al uniquely recognizable.
» Older product screenshots can undermine the desired perception of an Al-driven, enterprise-grade future even when the underlying product value is strong.

« The current palette is friendly and approachable, but the brand may need additional enterprise depth if the strategic target is increasingly the CFO suite and global financial operations.
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~
RECOMMENDATION

\§

Visual Conclusion

Do not redesign the logo first. The bigger visual task is system rationalization: define what imagery represents “platform,” “Al,” “ERP integration,
then modernize the system only where the new strategy requires it.

” o«

people,

”

proof,” and each solution family;

Meet the PairSoft leadership team.

Brian Rigney

Chief Executive Officer

Brian is a four-time Saas CEQ,
previously chief executive at CAl
Software, FASTR, and a fintech
payments startup he founded.

Kristian “KO"” O'Meara
Chief Commercial Officer

KO drives PairSoft's commercial
strategy with knowledge spanning
over three decades in the procurement
space, mosk notably at JAGGAER.

Vijay Vidiyala
Chief Product & Technology OFficer

Vijay leads PairSoft's product and tech
suite, bringing decades of product
leadership in the fintech Saas space at
companies like Model N and SAP.

Claire Hawkins
Chief Customer Officer

Claire brings over 25 years of
experience in leading customer
services and support, with extensive
knowledge in using Al to scale.

Tom Woiteshek
Chief Financial OFficer

Tom brings financial leadership and
strategy experience from his roles at
companies like Owl Practice Suite,
Marxent, and Carvana.

B
Kim Claditis
Chief Marketing Officer

Kim leads our marketing and branding,

with over 25 years' experience in the
digital and SaaS spaces — most
recently at BetterCloud.
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Where we started.

In 2020, PairSoft combined three market-leading brands in APIA and
procurement — PaperSave, Webiplex DocuPeak, and Paramount
WorkPlace — to give users a 360-degree view of the spend
management cycle.

Learn more about each brand and how they contributed to our
market-leading automation solutions:

PaperSave >
Webiplex DocuPeak >

Paramount WorkPlace >
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09 BRAND GUIDELINES VERIFICATION

No public official brand-guideline document could be verified

Targeted searches were run for PairSoft “brand guidelines,” “brand guide,” “brand standards,” “identity guidelines,” “style guide,” “brandbook,” “press kit,” “media kit,” “brand assets,” and
“logo usage,” including searches restricted to pairsoft.com and PDF files. No publicly accessible official PairSoft brand manual or media/press kit surfaced. A third-party Brandfetch listing
exists, and PairSoft’s partner page references marketing collateral, but neither constitutes an official public brand standar ds document. [S22]

Verification status

PUBLIC GUIDELINES: NOT FOUND. This is not proof that PairSoft lacks internal standards. The safe conclusion is that no public brand manual could be verified during this audit.
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Do public materials behave as though guidelines exist?

Consistency observed What it suggests

Logo High Likely controlled logo assets and basic usage rules exist internally.

Core colors High A defined palette or established production habit is very likely.

Headline typography / hierarchy Moderate-high Repeated bold sans hierarchy suggests templates or design conventions.

lllustration language Moderate-high Recurring green isometric finance/automation illustrations suggest an established asset system.
Photography Moderate Styles vary between stock editorial photography, portraits, Al generated images and illustration hybrids.
Product naming Low-moderate Legacy/master-product usage varies by context; this points to a governance issue more than a graphic issue.
Messaging hierarchy Low-moderate The same company is categorized differently across major touchpoints.

Capitalization / editorial details Moderate “PairSoft” and “Pairsoft” variants appear in public copy; product/category terminology also varies.
Acquisition integration Low-moderate APRO, Nimbello and legacy brands need a clearer visible assimilation framework.
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What a modern PairSoft Brand Guidelines should include

01 Brand strategy: purpose, promise, positioning, primary audience and reasons-to-believe.

02 Message house: category statement, corporate narrative, solution-level value propositions, proof hierarchy and approved terminology.
03 Brand architecture: master brand, solution families, product names, acquired brands, endorsement and sunset rules.

04 Logo system: primary/secondary lockups, clear space, minimum size, partner/co-branding and acquisition transition rules.
05 Color and typography specifications with digital accessibility requirements.

06 Imagery rules: product Ul, customer photography, people, isometric illustration, Al visualization and stock-photo exclusions.
07 Iconography and data-visualization rules for finance, procurement, payments and Al topics.

08 Voice and tone by audience: CFO/finance leader, AP, procurement, nonprofit/fundraising, IT/ERP, partners.

09 Editorial standards: PairSoft capitalization, procure-to-pay terminology, ERP names, Al nomenclature and product naming.

10 Templates: social, white papers, webinars, sales decks, case studies, event booths, partner collateral and product launch kits.
11 Digital product-brand principles so Ul and marketing feel like the same company.

12 Governance: owner, review process, DAM/source-of-truth location, acquisition onboarding checklist and quarterly audit.
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10 DIGITAL TOUCHPOINT & CONTENT
AUDIT

The website is content-rich, but the information architecture reflects accumulated products more than a simplified buyer
story

Homepage

» The hero clearly identifies a problem (“manual processes”) and offers a human outcome, but it names only AP automation, procurement and document management — not payments,
despite investor and corporate narratives placing payments inside the core P2P proposition. [S1]

» The homepage later mentions fundraising teams, creating another audience/category without explaining how fundraising relates to the central P2P/finance platform. [S1]
» The strongest differentiator — native embedding in the ERP — appears throughout the site but could be elevated sooner and framed more sharply as the reason PairSoft is different. [S1]

« Proof points such as 90% more efficient filing, 70% faster approvals and $62,000 annual employee-time savings are concrete, but they anchor the brand in operational efficiency more
than strategic finance transformation. [S1]
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Solution navigation

The solution pages are individually clear, but together they expose the architecture challenge. Procurement presents an end-to-end P2P module set; AP automation presents Al-powered
invoice workflows; payments is a separate PairSoft Pay experience; fundraising addresses donor workflows; document management acts across several functions. The buyer must construct
the platform relationship themselves. [S9, S10, S11, S12]

Content engine

PairSoft has a substantial resource library spanning AP automation, Al, audit/compliance, document management, ERP integration, fundraising, OCR, procurement, spend management and
vendor management. Recent content shows a meaningful shift toward Al agents, e-invoicing, CFO-level guidance and product demos. This is strategically useful, but it also amplifies the
need for a clear point of view that connects all topics to one master-brand idea. [S15, $16, S17]

Landing pages vs. corporate site

Performance-oriented “try.pairsoft.com” landing pages often sharpen the message to “AP automation built directly inside your ERP” and combine specific quantified benefits with
integrations. In some cases, these pages express the differentiation more directly than the corporate homepage. This suggests the strongest positioning may already exist inside campaign
execution but has not been fully promoted to master-brand level. [S23]

Social presence

PairSoft’s LinkedIn is active and current, with ~47,000 followers at the time of research. Recent posts signal growth, new le adership, B2B payments, Al-native frameworks, customer
experience and “agentic solutions for the office of the CFO.” The social channel therefore tells a more future-facing story than some older core-site language and collateral. [S8]

PAIRSOFT / OUTSIDE-IN BRAND AUDIT / SEPTEMBER 2026 29




MESH & MYTH STUDIO / HEMANTH KUMAR (CREATIVE DIRECTOR) 10 / DIGITAL TOUCHPOINT & CONTENT AUDIT

SEO / discoverability risk

Search and review ecosystems retain legacy product taxonomy. G2 describes PairSoft through PaperSave, DocuPeak, WorkPlace and APRO and places it across AP automation, document
scanning, procurement and document management categories. This can be commercially beneficial for legacy search demand, but without a deliberate migration plan it also perpetuates
fragmented category memory. [S$19, S20]
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11T CUSTOMER & REPUTATION AUDIT

Customers validate the core product truth — but historical service friction creates a behavioral brand risk

What customers consistently value

G2’s current summary highlights ease of use, ERP/accounting integration, automation, workflow efficiency and document managem ent. These points support the strategic recommendation
to elevate native ERP integration as a central reason-to-believe. PairSoft’s 4.4/5 score and majority of 4-5-star reviews provide meaningful trust proof. [S19]

Where external perception creates friction

+ Some reviews cite slow loading or performance under high load. [S19]
« Historical negative reviews criticize responsiveness of technical support and account management. [S19]
« One mid-market reviewer in 2024 said they were not sure of PairSoft’s new or upcoming solutions — a small but telling example of product-story visibility. [S19]

« G2 still organizes the brand through multiple legacy product identities, reinforcing the architecture issue. [S19]
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Brand behavior gap

“Supportive” is a stated brand value, so service experience is part of the brand promise

Negative support reviews are not the dominant market signal, and recent reviews are positive. However, when a company explicitly states that it is “supportive,” any recurring service-
responsiveness complaint becomes a brand issue, not only an operations issue. PairSoft’s recent creation of a Chief Customer Officer role is therefore strategically relevant: customer
experience can become a proof point of the evolved brand rather than a reputational vulnerability.

Opportunity

The new brand story should turn customer experience into evidence: implementation speed, support model, adoption, ongoing ERP expertise, payments onboarding, partner ecosystem and
measurable time-to-value. For an enterprise buyer, the brand is the total expectation of the relationship — not just the website.
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12 EMPLOYER & BEHAVIORAL BRAND
AUDIT

The employer story is culturally consistent with the human customer promise, but not yet visibly tied to the growth
narrative

Current employer proposition

PairSoft's careers page frames the company as part of the “digital workplace revolution,” emphasizes remote-first work, collaboration, diversity, support, career advancement and
innovation. This is compatible with the customer promise of reducing tedious work and making people more effective. [S21]
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Opportunity for stronger alignment

+ Connect the employer promise to the same master idea as the customer brand: people should spend less time on transactional work and more time on meaningful contribution.
+ Update employer storytelling around the actual 2026 transformation: new CEO, new product/technology leadership, customer experience leadership, Al, payments and global growth.

+ Use employee expertise as a brand asset: ERP specialists, finance-domain experts and product leaders can provide a distinctive authority platform that competitors cannot easily
replicate.

” o«

» Make values behavioral: show how “supportive,” “transparent” and “advocate” appear in customer experience, implementation, product design and partner relationships.
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13 COMPETITIVE BENCHMARK

Competitors are increasingly winning the category battle with one sharp idea

The category is converging around Al, automation, spend control and ERP integration. PairSoft therefore cannot differentiate merely by adding those terms. The competitive advantage
comes from choosing the most credible intersection of those capabilities and repeating it relentlessly.

Primary public idea What PairSoft can learn

AP automation without reworking your ERP; “Billy” as a named Al

Stampli employee Owns a simple ERP-preservation proposition and gives Al a memorable branded object.

Medius “Autonomous AP, powered by agentic Al” and spend control Strong future-category language and a clear suite story.

Tipalti Al built for finance; one connected finance-operations suite Organizes multiple finance functions under one corporate platform narrative.

Procurify Agentic procurement for total spend control Owns procurement/spend control clearly and maps the full lifecycle.

AvidXchange Al-powered AP built on 25+ years of expertise Combines innovation with category heritage and a clear AP focus.

PairSoft today ERP-native AP/PZE/financial automation across multiple legacy Has strgng diffe.rentiation potential, but the master category and architecture are less
products and audiences immediately legible.
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Directional competitive score

Immediate category clarity 25/5 Lower than focused competitors because several category frames compete.

ERP integration credibility 45/5 One of PairSoft’s strongest advantages and validated by customers.

Al memorability 3.0/5 Capabilities are credible, but no singular branded Al narrative equivalent to Billy / autonomous AP.
Portfolio breadth 45/5 Very broad — but breadth is valuable only if architecture is easy to understand.

Human brand promise 4.0/5 “Love your job / focus on your mission” is more emotionally resonant than much category language.
Enterprise-growth narrative SRSV AS TA, acquisitions and new leadership add credibility; master brand has not fully absorbed the story.
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14 PROBLEM SYNTHESIS &
COMMERCIAL IMPACT

Five problems PairSoft should fix before the next phase of scale

14 / PROBLEM SYNTHESIS & COMMERCIAL IMPACT

s

&

CRITICAL
1. Category ambiguity
The company has too many correct descriptions and no consistently dominant one.

Commercial impact: A buyer must work harder to understand relevance; competitors with one sharp proposition are easier to remember.
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CRITICAL

2. Portfolio / product architecture debt

PairSoft, PaperSave, WorkPlace, DocuPeak, APRO, Nimbello, PairSoft Pay and solution categories coexist with incomplete public hierarchy.

Commercial impact: Cross-sell and platform perception are weakened; acquired growth increases explanation burden.

3. The future story is ahead of the core brand system

Social and leadership communications are moving toward agentic Al, payments and the Office of the CFO while older site/collat eral structures remain AP/document/process oriented.

Commercial impact: Growth narrative, investor narrative and buyer experience risk feeling out of sync.

4. Differentiation is under-leveraged

Native ERP integration is repeatedly validated but competes with generic efficiency and Al claims.

Commercial impact: PairSoft may win on a real product advantage without getting full brand credit for it.
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5. Governance is visible in graphics more than in meaning

Logo/color execution is fairly consistent, but naming, category vocabulary, legacy-brand usage and messaging vary.

Commercial impact: The organization can produce branded assets without necessarily producing one brand meaning.

The core business case for fixing the brand

* Reduce sales explanation burden: prospects should understand what PairSoft is before a seller explains the portfolio.

* Increase cross-sell: customers should perceive AP, procurement, payments and adjacent capabilities as parts of one PairSoft system.
» Capture acquisition value: acquired technology should strengthen the master brand instead of adding parallel hames indefinitely.

* Improve enterprise perception: the external brand should match PE-backed, global, Al-driven ambitions.

» Create stronger category memory: repeat one differentiating idea until the market can retrieve it without prompting.

+ Make content more efficient: a clear architecture and message house reduces reinvention across every webinar, white paper, landing page and social post.

» Support customer experience: align brand promise, onboarding, support and customer success under one behavioral standard.
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15 RECOMMENDED BRAND RESPONSE

Evolve the system from “portfolio of automation products” to one organized PairSoft platform

Strategic priority 1: Decide the master category

Conduct customer, prospect, sales and partner research to choose the simplest high-value category frame. The audit hypothesis is “ERP-native financial automation,” supported by a core
“connected procure-to-pay” platform narrative and an executive “Office of the CFO” outcome layer. The final choice must be valid ated before identity work.

Strategic priority 2: Redesign the architecture before redesigning the logo

Define which names remain brands, which become product descriptors, which become technologies, and which are transitioned out. Create explicit endorsement and sunset rules for
PaperSave, WorkPlace, DocuPeak, APRO and Nimbello. Make PairSoft the equity destination.
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Strategic priority 3: Build one message house

+  One master-category sentence.

* One promise and one primary business outcome.

» Three to four reasons-to-believe, led by native ERP integration.

» A solution-level message for AP, procurement, payments, document management, banking/e-invoicing and fundraising.

* An Al narrative that explains what agents do, why PairSoft has the data/context to do it well, and how control is preserved.

» Proof rules: which customer outcomes, scale facts, integrations, ratings and investor/enterprise signals appear where.

Strategic priority 4: Evolve the visual system to match the new meaning

* Preserve recognizable equity unless research shows a reason to replace it.

» Create a more intentional enterprise expression of the existing green/mint/yellow system rather than defaulting to a generic “Al gradient rebrand.”
» Define visual territories for platform, Al, integrations, payments, procurement, fundraising, customer proof and thought lead ership.

* Modernize product screenshot presentation and Ul storytelling so visual proof feels current and premium.

* Reduce reliance on generic stock photography; use customer/employee/domain imagery where it builds authority.

» Design acquisition/co-branding templates so every future acquisition strengthens the same system.
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Strategic priority 5: Create / refresh brand guidelines as a governance product

Whether or not private guidelines already exist, the evolved system should be codified in one live source of truth spanning strategy, architecture, verbal identity, visual identity, templates
and acquisition governance. The objective is not a beautiful PDF; it is faster, more consistent decisions across marketing, product, sales, partners and customer success.

What not to do

* Do not begin by redrawing the logo.

* Do notkill PaperSave or other legacy names overnight without equity research.

* Do not position only around “Al” — competitors can copy the language faster than PairSoft can build memory.
* Do not force fundraising into a P2P story if customer research shows it needs a distinct vertical logic.

* Do not create a new brand system that looks impressive in a launch video but is difficult for a 200-person global organization and partner network to use.
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16 PROPOSED ROADMAP &
ENGAGEMENT SCOPE

A practical path from audit to an investable brand system

Understand business strategy, Leadership interviews; sales/CS/product workshops; existing guideline review;

1. Internal discovery commercial priorities and . 1 week
. acquisition/product map
constraints
Validate how customers/prospects | Customer interviews; win/loss; competitor mapping; brand-perception research; legacy-name
2. Market research . p. P . P ppIng P P gacy 2-3 weeks
categorize and choose PairSoft equity
3. Strategy & Positioning; category; audience hierarchy; brand promise; reasons-to-believe; messagin
- .gy Choose one master story . 9 gory y P ging 1-2 weeks
positioning architecture
4. Brand architecture Make the portfolio understandable Master/product taxonomy; legacy-brand transition; acquisition rules; naming principles 1-2 weeks

CONTINUED
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5. Verbal identity Make the strategy repeatable Message house; voice/tone; key pages; product copy system; Al narrative; editorial glossary 1-2 weeks
6. Visual evolution Make the new meaning visible Identity refinement; typography/color; imagery; illustration; data/Ul system; templates 1-2 weeks
7. Guidelines & rollout Make it governable Digital guidelines; templates; migration plan; launch toolkit; partner/sales enablement 1-2 weeks

First 30 days - highest-value actions even before a full rebrand

01 Align homepage, LinkedIn, investor description and sales pitch on one category sentence.
02 Create a one-page portfolio map showing exactly how PaperSave, WorkPlace, DocuPeak, APRO, Nimbello, PairSoft Pay and solution families relate to PairSoft.

03 Choose and publish an editorial terminology standard: PairSoft capitalization; procure-to-pay vs purchase-to-pay; Al agent naming; ERP and product names.
04 Make “native ERP integration” a first-screen differentiator, not supporting detail.

05 Create a legacy-product content migration plan and update the highest-traffic assets first.
06 Audit customer experience proof and incorporate new Chief Customer Officer initiatives into the brand credibility story.

07 Review whether the current visual system can support enterprise/CFO and Al narratives; define gaps before commissioning new identity work.
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17 SOURCE REGISTER & RESEARCH
NOTES

Primary research sources

S1 PairSoft homepage — current corporate hero, solution set, proof and messaging Open source

S2 PairSoft About — promise, values, leadership, origin story and offices Open source

S3 PairSoft — PaperSave and Paramount WorkPlace merge to form PairSoft (2022) Open source

S4 PairSoft — APRO acquisition and enterprise financial automation expansion (2024) Open source
S5 TA Associates — majority growth investment in PairSoft (Dec 2025) Open source

Sé PairSoft — Nimbello acquisition (Mar 2026) Open source

S7 TA Associates — Brian Rigney appointed PairSoft CEO (Jul 2026) Open source

S8 PairSoft LinkedIn company page — current headline, About and recent 2026 updates Open source

S9 PairSoft AP Automation solution page Open source
CONTINUED
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https://www.pairsoft.com/
https://www.pairsoft.com/about-us/
https://www.pairsoft.com/resources/news-events/papersave-and-paramount-workplace-merge-to-form-pairsoft-the-leading-procure-to-pay-platform-for-middle-market-and-enterprise/
https://www.pairsoft.com/resources/news-events/pairsoft-acquires-apro-expanding-enterprise-financial-automation-and-global-scale/
https://www.ta.com/news/pairsoft-announces-majority-growth-investment-from-ta/
https://www.pairsoft.com/resources/news-events/pairsoft-acquires-nimbello/
https://www.ta.com/news/pairsoft-appoints-brian-rigney-as-chief-executive-officer/
https://www.linkedin.com/company/pairsoft/
https://www.pairsoft.com/solutions/ap-automation/
https://www.pairsoft.com/solutions/ap-automation/
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S10 PairSoft Procurement solution page Open source

S11 PairSoft Payments / PairSoft Pay solution page Open source

S$12 PairSoft Fundraising Automation solution page Open source

S13 PairSoft Integrations page Open source

S14 PaperSave by PairSoft heritage/product page Open source

S15 PairSoft resource library / webinars / white papers Open source

$16 PairSoft — The Modern CFO’s Playbook (2026) Open source

$17 PairSoft — Understanding Al Agents in Spend Management (public PDF) Open source
S$18 PairSoft public brochures / campaign visual system, including AP payments trends and automation collateral Open source
S19 G2 — PairSoft reviews and review summary Open source

S20 G2 — PairSoft seller/product portfolio profile Open source

S21 PairSoft Careers — employer proposition and culture Open source

S22 PairSoft Partner Program — collateral and partner support references Open source
S23 PairSoft campaign landing page — “AP Automation Built Directly Inside Your ERP” Open source
S24 Stampli — AP automation / ERP positioning Open source

S25 Medius — autonomous AP / agentic Al positioning Open source

S26 Tipalti — connected finance automation suite positioning Open source

S27 Procurify — agentic procurement / spend-control positioning Open source

S28 AvidXchange — Al-powered AP positioning Open source

S29 PR Newswire — PairSoft Pay launch with Finexio (2022) Open source

S30 G2 — PairSoft alternatives/competitors Open source
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https://www.pairsoft.com/solutions/procurement/
https://www.pairsoft.com/solutions/payments/
https://www.pairsoft.com/solutions/fundraising-automation/
https://www.pairsoft.com/integrations/
https://www.pairsoft.com/about-us/papersave/
https://www.pairsoft.com/resources/
https://www.pairsoft.com/resources/white-papers/the-modern-cfos-playbook-ap-automation-digital-payments-and-ai-on-the-erp-you-already-own/
https://www.pairsoft.com/whitepapers/understanding-ai-agents-in-spend-management.pdf
https://try.pairsoft.com/brochure-top-10-must-know-ap-payments-trends-for-2024
https://www.g2.com/products/pairsoft/reviews
https://www.g2.com/sellers/pairsoft-0e980ff1-8efc-4d38-862a-c14c9d89043a
https://www.pairsoft.com/careers/
https://www.pairsoft.com/partner-program/
https://try.pairsoft.com/erp-native-ap-automation
https://www.stampli.com/ap-automation/
https://www.medius.com/
https://tipalti.com/
https://www.procurify.com/
https://www.avidxchange.com/
https://www.prnewswire.com/news-releases/pairsoft-announces-b2b-digital-payments-solution-in-partnership-with-finexio-301604825.html
https://www.g2.com/products/pairsoft/competitors/alternatives

MESH & MYTH STUDIO / HEMANTH KUMAR (CREATIVE DIRECTOR) 17 / SOURCE REGISTER & RESEARCH NOTES

Brand-guideline search note

Targeted public searches for PairSoft brand guidelines, brand guide, brand standards, identity guidelines, style guide, brandbook, press kit, media kit, logo usage, and PDF/official-domain
variants did not produce an official PairSoft brand standards document. Third-party logo aggregators were excluded as evidence of official governance.

Research integrity

This audit distinguishes observed fact from strategic inference. Facts are tied to public sources. Recommendations — including proposed category territory, architecture direction and
visual-system evolution — are outside-in hypotheses that should be tested with PairSoft leadership, customers, prospects, partners and internal teams before implementation.

FINAL ASSESSMENT

Bottomline

PairSoft’s brand is not broken. It is carrying the visible seams of a business that has grown through combination, acquisitio n and capability expansion. The branding opportunity is to turn
those seams into a deliberate system — one category, one master-brand meaning, one understandable architecture and one governed expression of an increasingly Al-driven financial-
operations business.
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MESH MYTH

Mesh & Myth is a global creative studio (a division of Wytmode Cloud Private Limited) based in Bengaluru, India, headed by Hemanth Kumar — Founder & Creative Director, focused on
building distinctive and cohesive brand experiences. Its core services span logo design, branding, and visual identity systems, website design, and managed digital infrastructure, allowing

businesses to shape both how they are seen and how they operate across digital touchpoints.

Hemanth Kumar

Founder & Creative Director
Email: hemanth@meshandmyth.com / ihemanth.design@gmail.com
Phone: +91 888 455 7972
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