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1. Executive Summary

This plan sets out an Online Corporate-Training Provider  in India — delivering compliance programmes,
functional and skills training, and leadership development  to enterprise clients through a licensed platform,
blended live and self-paced delivery, custom courseware development, and reporting built for audit.

The defining structural fact: the buyer is not the learner. An L&D manager or procurement team purchases;
employees attend. This is the same split the interior design studio faced between the specifier who chooses and the
contractor who pays — and it means the business must satisfy two audiences on entirely different criteria.
Procurement evaluates budget, vendor risk, security review, reporting and contract terms; the learner evaluates whether
the hour was worth their time. Satisfying one does not satisfy the other, and a provider that optimises only for the
buyer wins contracts it cannot renew, while one that optimises only for the learner never gets past vendor
onboarding.

Second, an uncomfortable truth about a large part of this market: much corporate training is bought for
compliance or budget-cycle reasons rather than learning reasons. POSH awareness, workplace safety, code of
conduct and data-protection training are mandated, not chosen — and a mandated programme's success criterion is a
completion record that satisfies an auditor, not a change in behaviour. A meaningful share of this market is
therefore buying evidence of training rather than training. Pretending otherwise loses tenders to providers who do not
pretend. But selling only evidence is no business either, because evidence is commoditised and the price falls
every year. The workable position is precise: win on compliance credentials and audit-ready reporting; retain on
programmes people found genuinely useful — which is why compliance falls from 43% to 29% of revenue here while
skills and leadership grow.

Third, and a clean inversion of the self-paced plan's central problem: completion is contractually mandated
here. The employer requires attendance, tracks it, and reports on it. This is the only model in the vertical where
completion is somebody else's job — 88% rising to 96%, against a self-paced course's 14% to 38%. The consequence is
that the provider is freed from the completion problem and must instead solve a harder one: whether the
training was any good, which nobody in the purchase chain is measuring. The learner knows; the buyer does not
ask; and the renewal happens anyway. A provider that treats that gap as permission to be mediocre will find
renewals fine for two cycles and then not.

And the commercial fact that decides the year: pilot-to-rollout conversion. Enterprise sales here run 100–150 days
and typically start with a pilot for one function or fifty users. A pilot consumes customisation, integration, reporting
setup and account management, and a pilot that never scales is simply a loss — the full delivery cost of an
enterprise engagement against the revenue of a small one. This plan tracks conversion from 42% to 71%, and treats it as
the single most important commercial metric in the business.

This plan models a business requiring ₹95 lakh (₹45 lakh promoter + ₹25 lakh term/investor funding + ₹25 lakh working-
capital finance), moving from ₹3.35 crore revenue and a ₹32 lakh loss in Year 1 to ₹11.8 crore revenue and ₹1.9
crore profit by Year 3, across 68 enterprise clients. (B2B training; pilot-conversion and retention driven — figures

illustrative.)
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2. Business Description, Vision & Legal Structure

Concept: An enterprise online training provider — a licensed platform with LMS integration and audit-grade reporting, a
library of compliance and skills programmes, blended live and self-paced delivery with facilitators, custom courseware
development, and dedicated customer success.

Vision: To be renewed because employees valued it, not only because the auditor accepted it.

Mission: Pass procurement on their terms and the learner on theirs; report so the compliance officer never has to ask
twice; convert pilots rather than accumulate them; and never confuse a completion record with a result.

Legal structure options

Private Limited — effectively mandatory: enterprise MSAs, security review, data processing agreements, insurance
requirements and vendor onboarding all require an audited company.
LLP / Proprietorship — will not clear enterprise vendor onboarding, which excludes the segment entirely.

Regulatory anchor: compliance content is itself governed. The POSH Act requires employers to conduct workplace
awareness programmes and orientation for Internal Committee members, with records maintained and an
annual report filed — which makes this training a statutory obligation of the client and the provider's records part of the
client's compliance file. Factories Act and workplace safety obligations require documented training, and the
DPDP Act has made data-protection awareness training a live corporate requirement. The provider is therefore a
data processor handling employee personal data, needing a data processing agreement, defined retention, breach
notification and — increasingly — a security posture that survives a client's InfoSec review. Content accuracy in
compliance programmes is a genuine liability: a POSH module that misstates the law is not merely poor
training but exposes the client's compliance position, and legal review of statutory content is not optional.
Commercially: GST on services, contract terms including SLAs and liability caps, and accessibility expectations from larger
clients.

3. Promoter & Ownership

Led by a promoter with corporate L&D, enterprise sales or instructional-design background. Three competences decide
outcomes: enterprise selling — navigating procurement, InfoSec, legal and the L&D sponsor simultaneously across a four-
month cycle; content credibility, particularly on statutory subjects where an error is the client's problem as well as yours;
and account expansion, since the economics turn on growing inside won accounts rather than on winning new ones.
Procurement navigation, pilot conversion, compliance-content accuracy & account retention are the differentiators.
Ownership, equity & any partner are editable inputs.

4. Market Analysis — India

Demand is driven by statutory training obligations, large-scale hiring requiring standardised onboarding, skill gaps in
fast-moving functions, distributed workforces needing remote delivery, and L&D budgets shifting from classroom to
blended formats. Demand is substantial and partly non-discretionary. The market rewards reporting, credibility and
integration; it is procurement-gated, cycle-driven and budget-exposed .

Demand drivers

Statutory obligations — POSH, safety and data protection — which create demand that exists whether or not the
client wants it.
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Distributed and hybrid workforces making classroom delivery impractical at scale.
Large-scale hiring requiring standardised, repeatable onboarding and functional training.
Skill gaps in fast-moving functions where internal capability lags requirement.
Audit and reporting pressure, which favours providers whose records satisfy an inspection without further work.

Market sizing (illustrative framing)

Layer Definition Indicative scale

TAM Indian corporate L&D spend Very large

SAM Clients whose vendor onboarding the business can clear Credential-bounded

SOM (Yr 1–3) Accounts won & expanded 18 → 68 clients

The SAM constraint is a vendor-onboarding gate, and it works exactly like the prequalification barrier in the
office fit-out plan. Enterprise clients assess financial standing, security posture, data-processing terms, insurance,
references and sometimes an on-site or virtual audit — and a new provider cannot show a reference client it has not
been permitted to serve. That circularity makes the first two years genuinely hard. But once cleared, the same gate
protects the margin: it excludes the low-cost providers who would otherwise compete price down, and it makes displacing
an incumbent expensive for the client. Investment in security certification and compliance readiness is therefore
best understood as buying entry to a smaller, better-defended market rather than as overhead.

Target segments

Large enterprises and GCCs — biggest contracts, hardest onboarding, best retention.
Mid-market companies — faster cycles, less procurement friction, growing budgets.
Manufacturing and industrial clients with heavy statutory safety training requirements.
BFSI and regulated sectors, where compliance training volume is highest and standards strictest.
Fast-growing companies needing onboarding at scale — urgent, less price-sensitive.

5. Competition & Competitive Advantage

Landscape: global content libraries and enterprise platforms, Indian L&D providers, traditional classroom training firms
moving online, consulting firms with training arms, and free or near-free compliance content that satisfies the letter
of the requirement. The floor of this market is set by whoever will produce an acceptable completion record
most cheaply, and competing there is a race worth losing.

The business's edge

Audit-grade reporting — completion, attempts, scores and evidence in the form a compliance officer can hand to an
auditor unmodified.
Content accuracy on statutory subjects, legally reviewed, which is a liability protection the client is genuinely
buying.
Integration depth — SSO, HRIS and LMS interoperability that makes the service invisible to the employee.
Blended delivery with facilitators for subjects where self-paced does not work.
Customer success, which is what converts a compliance entry point into a skills and leadership relationship.
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The strategy this plan follows is worth stating explicitly because it runs counter to how most providers
position: enter on compliance, expand into skills. Compliance training is the easiest thing to sell — the client must
buy it, the budget exists, and the decision is comparatively quick — and it is the worst thing to depend on, because
it is commoditised, price-eroding and switchable. But it puts the provider inside the account, integrated with the
LMS, known to the L&D team and already cleared through procurement — which is precisely the position from
which functional, skills and leadership work can be won without another vendor-onboarding cycle. Compliance is the door;
it is not the room. A provider still at 43% compliance revenue in Year 5 has not expanded its accounts, and is one
procurement review away from being replaced by whoever quoted less.

6. Services & Revenue Model

Line Model Basis

Compliance programmes (POSH, safety, conduct, data protection) Per-seat / annual licence 43% → 29% — the door

Functional & skills training Per-programme / licence Growth engine

Leadership & managerial development Blended, facilitator-led Highest value per learner

Custom courseware development Project fee Sticky, integrates deeply

Platform licence & reporting subscriptions Annual recurring Recurring & renewal anchor

Custom courseware deserves a caution alongside its appeal. It is well paid, it embeds the provider deeply in the
client's processes, and it is genuinely hard for a competitor to displace. But it is a services business hiding inside a
product business — it consumes instructional designers, does not scale, and cannot be resold. A provider that lets custom
work grow unchecked finds its margin structure quietly converting from a licensing business into an agency, with
utilisation problems and no leverage. Held at roughly 12% of revenue here, it does what it is good at — deepening
accounts and creating switching costs — without becoming the business. The test is simple: custom work should
be won because it makes the licence stickier, not because it fills a revenue gap.

7. Go-to-Market — Four Months, Four Stakeholders

Winning the account

Compliance as the entry point — a defined need, an existing budget line and a shorter decision.
Vendor onboarding cleared early: security questionnaire, DPA, insurance and financials prepared before they are
asked for.
Four stakeholders satisfied — the L&D sponsor wants outcomes, procurement wants price and terms, InfoSec wants
a defensible posture, legal wants the contract.
A pilot designed to convert, scoped narrowly enough to succeed and instrumented to prove it did.

Expanding it

Reporting that makes the L&D team look good internally — an underrated driver of renewal.
Learner feedback captured and shared, since it is the only evidence the buyer does not otherwise have.
Adjacent functions approached through the existing sponsor rather than through procurement again.
Custom work to embed, used deliberately rather than opportunistically.
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Sales approach

Prepare vendor-onboarding materials before selling → enter on compliance where budget already exists → scope pilots to
succeed and instrument them → convert pilots deliberately rather than hoping → expand within the account into skills and
leadership → hold platform licence as the renewal anchor. The discipline that matters most is refusing pilots that
cannot convert. A pilot with no defined rollout path, no budget behind it and no executive sponsor is an unpaid
customisation project dressed as an opportunity — and this business can only run a limited number of pilots at once,
so every non-convertible pilot occupies a slot a real one would have used.

8. Operations Plan (onboard, integrate, deliver, report, renew)

Client onboarding: requirements, learner data, programme mapping and reporting configuration.
Technical integration: SSO, HRIS sync and LMS interoperability (SCORM/xAPI) — invisible to the employee
when done well, and a support burden when not.
Content configuration: localisation, language versions, role-based curricula and client branding.
Delivery: self-paced modules, live facilitated sessions and blended programmes with scheduling.
Compliance content maintenance: statutory modules reviewed against current law on a defined cycle.
Reporting: completion, scores, attempts and evidence packs — generated for audit rather than assembled on
request.
Customer success: usage monitoring, nudges to the client's own managers, quarterly reviews and expansion planning.
Renewal management: engagement evidence assembled well before the budget cycle, not at renewal.

Account lifecycle

Stage Activity Control point

Qualify Vendor onboarding & stakeholders Sales cycle days

Pilot Narrow scope, instrumented Pilot-to-rollout conversion (42% → 71%)

Integrate SSO, HRIS, LMS Time to first learner

Deliver Self-paced, live, blended Completion; learner rating

Report Audit-ready evidence packs Reports requiring rework (target nil)

Renew & expand Quarterly reviews, adjacent functions Net revenue retention (94% → 128%)

Technical integration is a switching cost that cuts both ways, and it should be entered into with that
understood. Once a provider is wired into a client's SSO, HR system and LMS, with role-based curricula mapped and
reporting configured, replacing it is a project rather than a decision — which is the strongest retention mechanism this
business has, stronger than content quality or price. But the same fact makes onboarding slow, front-loads cost
before revenue, and means every new client consumes engineering attention that does not scale linearly. Two
consequences follow. Integration effort must be estimated honestly at contract stage, because a client whose HRIS
is non-standard can absorb weeks nobody priced. And the switching cost is only earned once the integration is
complete — a client who leaves during a slow onboarding leaves easily, which is why time-to-first-learner is a retention
metric and not merely an implementation one.
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9. Regulatory, Data & Content Compliance (India)

POSH Act: employers must conduct workplace awareness programmes and IC orientation, maintain records and file an
annual report — which makes the provider's records part of the client's statutory compliance file.

Workplace safety: documented training obligations under factories and safety legislation for industrial clients.
DPDP Act: data-protection awareness training as a live corporate requirement — and the provider itself is a data
processor of employee personal data, requiring a DPA, defined retention, breach notification and a security posture
that survives InfoSec review.
Content accuracy on statutory subjects is a liability, not a quality matter: a compliance module that
misstates the law damages the client's compliance position as well as the provider's reputation — legal
review of statutory content on a defined cycle is not optional.
Contracts: MSA, SLAs, liability caps, data-processing terms, audit rights and exit/data-return obligations.
Accessibility expectations from larger and multinational clients.
GST on services; correct treatment of annual licences and deferred revenue.

10. Organisation & Manpower Plan

Role Yr 1 Yr 2 Yr 3

Promoter / managing director 1 2 2

Sales & enterprise business development 12 22 36

Content development & instructional design 10 18 30

Facilitators & trainers (core + panel) 9 16 27

Customer success & account management 7 13 22

Programme operations & delivery 6 11 18

Technology & integrations 5 9 15

Admin, finance & accounts 4 7 11

Compliance & security 2 4 6

Total 56 102 167

Sales and customer success together are 35% of headcount — the signature of an enterprise business, where
winning takes four months and keeping takes a permanent relationship. In the consumer plans of this vertical,
marketing replaced both; here neither can be automated.

11. Implementation Timeline & Milestones

Phase Timeline Milestone

Setup Month 0–5 Platform, compliance library, security posture, DPA templates, sales team

Entry Month 5–12 18 clients, ~42,000 learners; ₹3.35cr revenue, ₹32L loss; pilot conversion 42%

Expand Year 2 38 clients, NRR 112%; ₹6.8cr, ₹60L profit
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Scale Year 3 68 clients; ₹11.8cr, ₹1.9cr profit; pilot conversion 71%, NRR 128%

12. Financial Plan (Illustrative)

All figures are illustrative model assumptions for an Indian context, shown so the promoter can replace them with live rates.

Pilot conversion, net revenue retention, sales cycle and compliance-to-skills mix are the levers — and net

revenue retention above 100% is what makes this the best-margin model in the vertical.

12.1 Project cost & means of finance

Capital requirement ₹

Working capital (salaries & receivables — enterprise pays slowly) 34,00,000

Content library development & courseware 22,00,000

Technology (platform, LMS integrations, SCORM/xAPI, reporting) 16,00,000

Sales, marketing & enterprise business development 12,00,000

Security, compliance certification & vendor-onboarding readiness 6,00,000

Legal, contracts, DPAs & registrations 3,00,000

Office & operations setup 2,00,000

Total project cost 95,00,000

Promoter contribution 45,00,000

Term loan / investor funding 25,00,000

Working-capital finance 25,00,000

12.2 Projected Profit & Loss (3 years)

Particulars Year 1 Year 2 Year 3

Compliance programmes (POSH, safety, conduct, data protection) 1,45,00,000 2,10,00,000 3,45,00,000

Functional & skills training programmes 1,18,00,000 1,85,00,000 3,20,00,000

Leadership & managerial development 72,00,000 1,20,00,000 2,25,00,000

Custom courseware development 58,00,000 82,00,000 1,35,00,000

Platform licence & reporting subscriptions 42,00,000 83,00,000 1,55,00,000

Total revenue 3,35,00,000 6,80,00,000 11,80,00,000

Salaries (content, delivery, ops, admin) 1,05,00,000 1,78,00,000 2,88,00,000

Sales, enterprise BD & marketing 82,00,000 1,42,00,000 2,18,00,000

Content development & refresh 52,00,000 82,00,000 1,28,00,000

Facilitator & trainer costs (live/blended delivery) 42,00,000 78,00,000 1,32,00,000

Technology, platform, hosting & integrations 32,00,000 52,00,000 82,00,000

AiSevak.in  ·  by ABL Digital Technologies Business Plan  ·  Page 8 of 14



Customer success, reporting & account management 24,00,000 42,00,000 72,00,000

Compliance, security audits & certifications 12,00,000 18,00,000 26,00,000

Office, overheads & admin 10,00,000 16,00,000 26,00,000

Depreciation, interest & other 8,00,000 12,00,000 18,00,000

Total expenses 3,67,00,000 6,20,00,000 9,90,00,000

Net profit / (loss) before tax (32,00,000) 60,00,000 1,90,00,000

Net margin (9.6%) 8.8% 16.1%

Sales & BD as % of revenue 24.5% 20.9% 18.5%

Pilot-to-rollout conversion — the commercial metric 42% 58% 71%

Net revenue retention 94% 112% 128%

Client retention (renewal rate) 68% 79% 88%

Completion rate — mandated, vs. 14–38% self-paced 88% 93% 96%

Compliance as % of revenue — must fall 43.3% 30.9% 29.2%

Sales cycle (days) / DSO (days) 148 / 82 122 / 71 105 / 62

Enterprise clients / Learners reached 18 / ~42,000 38 / ~98,000 68 / ~1,85,000

12.3 Unit economics & break-even

Net revenue retention above 100% is what makes this the best-margin model in the vertical. At 128%,
existing accounts grow faster than any are lost — which means revenue increases without a corresponding
increase in sales cost, and it is the reason margin reaches 16.1% where the consumer models struggle past 13%.
Pilot conversion is the sales-efficiency lever. A converted pilot amortises four months of selling and the entire
integration cost across a multi-year account; an unconverted one absorbs both and returns a small fee. 42% to
71% roughly halves the effective cost of winning an account.
Compliance revenue must fall as a share while growing in absolute terms — it is the entry point and a
commoditising one, so a rising compliance share signals accounts that are not expanding.
Completion is free here and quality is not. The employer enforces attendance, so the provider's real task is being
worth attending — the only part of the value nobody in the purchase chain measures.

Break-even: Year 2, comfortably. Year 1's loss reflects a four-month sales cycle running against a full cost
base, security and vendor-onboarding investment before any revenue, and a content library built ahead of
the clients who license it.

12.4 Projected Cash Flow — Year 1 (quarterly, illustrative)

Particulars (₹) Q1 Q2 Q3 Q4

Opening balance 68,00,000 44,00,000 27,00,000 15,00,000

Collections 68,00,000 75,00,000 80,00,000 85,00,000

Salaries, sales, content, facilitators & overheads 92,00,000 92,00,000 92,00,000 88,00,000

Closing balance 44,00,000 27,00,000 15,00,000 12,00,000
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Cash here is the mirror image of every consumer plan in this vertical, and the contrast is instructive. The course
creator collects at the moment of sale; the community collects a year in advance. This business sells for four months,
delivers, invoices, and then waits sixty to eighty days for a payment that must pass through procurement,
receipting and finance — none of which can be hurried. Meanwhile salaries, facilitators and platform costs run
continuously. Working capital therefore funds the gap between a long sales cycle and a slow settlement, and
should be sized to that gap rather than to monthly revenue. Two disciplines follow. Structure contracts with an
advance or an annual licence billed upfront wherever possible — enterprise clients accept this routinely for platform
and licence components, far less readily for services. And watch the budget calendar rather than the contract date:
L&D is habitually among the first budgets cut when a company tightens, and the cut arrives at the start of a
financial year regardless of how well the programme performed. A provider whose renewals cluster in one quarter
has concentrated that risk unnecessarily; staggering renewal dates across the year is unglamorous protection worth
arranging early.

12.5 Key Performance Indicators to Monitor

Commercial: pilot-to-rollout conversion; sales cycle days; net revenue retention; client renewal rate; compliance
share of revenue (must fall).
Delivery: completion; learner rating — the quality signal the buyer does not collect; time to first learner; reports
requiring rework.
Risk: statutory content reviewed within cycle; security review findings; DPA coverage across clients; renewal
concentration by quarter.
Finance: DSO; custom work as % of revenue (capped); facilitator utilisation; account concentration.

13. Funding Requirement & Bankability

Total ask: ₹25 lakh term/investor funding plus ₹25 lakh working-capital finance against ₹45 lakh promoter
contribution. Four points frame it. First, this is the most conventionally bankable model in the vertical: contracted
revenue, creditworthy counterparties who pay slowly but reliably, and recurring licences — a receivable book from large
enterprises is materially better security than anything the consumer models can offer. Second, working
capital is the real requirement, funding a four-month sales cycle plus 60–80 day settlement; a facility sized to monthly
revenue will be inadequate. Third, net revenue retention is the metric to underwrite — above 100% the business
grows without proportionate sales spend, below it the business is running to stand still, and the P&L looks
similar in both cases for about a year. Fourth, the risk that does not appear in the numbers is budget-cycle
exposure: L&D spend is discretionary at the margin and is cut early in a downturn, so compliance revenue (which is
statutory and therefore protected) and renewal-date staggering are genuine credit strengths even though
compliance is the lower-margin line.

13.1 Funding utilisation

Use of funds ₹ % of total

Working capital (salaries & receivables) 34,00,000 35.8%

Content library development & courseware 22,00,000 23.2%

Technology (platform, LMS integrations, SCORM/xAPI, reporting) 16,00,000 16.8%

Sales, marketing & enterprise business development 12,00,000 12.6%

Security, compliance certification & vendor-onboarding readiness 6,00,000 6.3%
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Legal, contracts, DPAs & registrations 3,00,000 3.2%

Office & operations setup 2,00,000 2.1%

Total 95,00,000 100%

14. Risk Analysis & Mitigation

Risk Mitigation

Pilots that never
convert

A pilot consumes customisation, integration, reporting setup and account management — one
that never scales is the full delivery cost of an enterprise engagement against the revenue of a
small one. Scope pilots to succeed and instrument them; refuse pilots with no rollout path, budget or
sponsor — every non-convertible pilot occupies a slot a real one would have used

Serving the buyer
and losing the
learner

Procurement judges price, terms and reporting; the learner judges whether the hour was worth
their time — and satisfying one does not satisfy the other.  Capture learner feedback and share it with
the buyer, since it is the only quality evidence the purchase chain does not otherwise collect

Depending on
compliance
revenue

Compliance is the easiest sale and the worst dependency — commoditised, price-eroding and
switchable. Enter on it, expand into skills and leadership; compliance is the DOOR, not the ROOM, and a
provider still at 43% compliance in Year 5 is one procurement review from replacement

Statutory content
error

A POSH or safety module that misstates the law damages the CLIENT's compliance position, not
just the provider's reputation — legal review of statutory content on a defined cycle, with version control
and update notification to clients

L&D budget cuts
L&D is habitually among the first budgets cut, and the cut arrives at the start of a financial year
regardless of how well the programme performed.  Compliance revenue is statutory and therefore
protected; stagger renewal dates across the year rather than concentrating them in one quarter

Slow onboarding
losing a new client

The switching cost is only earned once integration is complete — a client who leaves during a
slow onboarding leaves easily; time-to-first-learner treated as a retention metric, and integration effort
estimated honestly at contract stage

Custom work
consuming the
business

It is a services business hiding inside a product business  — consumes designers, does not scale,
cannot be resold. Cap at ~12% of revenue; win it because it makes the licence stickier, not to fill a
revenue gap

Data protection &
security failure

The provider is a processor of employee personal data: DPA, retention limits, breach notification, and a
security posture that survives InfoSec review — a breach here ends enterprise relationships
permanently

Enterprise DSO &
cash strain

Advance or upfront annual licence billing where accepted; WC sized to the sales-cycle-plus-settlement gap,
not to monthly revenue

Account
concentration

A few large clients can dominate revenue; cap single-client share, expand the mid-market base, and treat
NRR expansion as a supplement to new-logo growth rather than a substitute
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15. SWOT Analysis

Strengths

Best margins in the vertical (16.1%) driven by 128% net
revenue retention; completion is contractually mandated
— the only model here where it is somebody else's job ;
statutory demand is non-discretionary; integration creates
genuine switching costs; creditworthy counterparties; vendor
onboarding protects margin once cleared.

Weaknesses

Four-month sales cycles against a full cost base; buyer
and learner judge on different criteria and neither
substitutes for the other; 60–80 day DSO; compliance entry
revenue is commoditised; custom work threatens the margin
structure; vendor onboarding makes the first two years
genuinely hard.

Opportunities

DPDP driving new data-protection training demand; GCC
expansion creating large standardised training needs; mid-
market adopting platforms previously reserved for enterprises;
expansion from compliance into skills within existing accounts;
regional-language delivery for distributed workforces; blended
leadership programmes at higher value.

Threats

L&D budgets cut early in a downturn; global content
libraries competing on breadth and price; free compliance
content satisfying the letter of the requirement; a client's
InfoSec review failing; procurement-driven price compression at
renewal; account concentration.

16. Recommended AiSevak Tools for This Business

This corporate training provider would use AiSevak's E-learning and HRtech vertical tools in operations:

Commercial: pilot-to-rollout conversion tracker, sales-cycle and stage analysis, net revenue retention
dashboard, renewal calendar with staggering view.

Delivery: completion and score reporting configured for audit, learner-rating capture and buyer sharing, time-to-
first-learner tracking, facilitator utilisation.

Compliance: statutory content review cycle with version control and client update notification, DPA coverage
register, security-review findings log.

Account: compliance-vs-skills revenue mix, custom-work cap monitor, account concentration, expansion pipeline by
function.

Finance: DSO by client, deferred revenue on annual licences, WC planning against sales-cycle-plus-settlement gap
(with Finance vertical).

17. Key Assumptions & Notes

Online corporate-training provider: compliance programmes (POSH, safety, conduct, data protection), functional and
skills training, leadership development, custom courseware, and platform licence with audit-grade reporting; blended
live and self-paced delivery to enterprise clients.
⚠ THE B2B ENTERPRISE MODEL — THE FOURTH DISTINCT ECONOMICS IN THIS VERTICAL. DEFINING
STRUCTURAL FACT: THE BUYER IS NOT THE LEARNER — an L&D manager or procurement team purchases while
employees attend, the same split the interior-design-studio faced between the SPECIFIER who chooses and
the CONTRACTOR who pays — so the business must satisfy two audiences on entirely different criteria:
procurement evaluates budget, vendor risk, security review, reporting and terms; the LEARNER evaluates
whether the hour was worth their time, and a provider optimising only for the BUYER wins contracts it
cannot RENEW, while one optimising only for the LEARNER never gets past VENDOR ONBOARDING.
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AN UNCOMFORTABLE TRUTH ABOUT A LARGE PART OF THIS MARKET: MUCH CORPORATE TRAINING IS
BOUGHT FOR COMPLIANCE OR BUDGET-CYCLE REASONS RATHER THAN LEARNING REASONS. POSH, safety,
conduct and data-protection training are MANDATED, NOT CHOSEN, and a mandated programme's success
criterion is A COMPLETION RECORD THAT SATISFIES AN AUDITOR, not a change in behaviour — so a
meaningful share of the market is BUYING EVIDENCE OF TRAINING RATHER THAN TRAINING. Pretending
otherwise loses tenders to providers who do not pretend; but selling ONLY evidence is no business either,
because evidence is COMMODITISED and the price falls every year → workable position: WIN ON COMPLIANCE
CREDENTIALS AND AUDIT-READY REPORTING; RETAIN ON PROGRAMMES PEOPLE FOUND GENUINELY
USEFUL (compliance falls 43%→29% of revenue while skills and leadership grow). COMPLIANCE IS THE DOOR; IT IS
NOT THE ROOM — a provider still at 43% compliance in Year 5 has not expanded its accounts and is one
procurement review away from being replaced by whoever quoted less.

A CLEAN INVERSION OF THE SELF-PACED PLAN'S CENTRAL PROBLEM: COMPLETION IS CONTRACTUALLY
MANDATED HERE — the employer requires attendance, tracks it and reports on it, so THIS IS THE ONLY MODEL IN
THE VERTICAL WHERE COMPLETION IS SOMEBODY ELSE'S JOB (88%→96% against self-paced's 14%→38%).
Consequence: the provider is FREED from the completion problem and must instead solve a HARDER one —
whether the training was any good, WHICH NOBODY IN THE PURCHASE CHAIN IS MEASURING. The learner
knows; the buyer does not ask; the renewal happens anyway — and a provider treating that gap as permission to
be mediocre will find renewals fine for two cycles and then not. Hence learner rating is captured and SHARED
with the buyer, since it is the only quality evidence the purchase chain does not otherwise collect.

THE COMMERCIAL FACT THAT DECIDES THE YEAR: PILOT-TO-ROLLOUT CONVERSION. Enterprise cycles run
100-150 days and typically start with a pilot for one function or fifty users; a pilot consumes customisation,
integration, reporting setup and account management, so ONE THAT NEVER SCALES IS THE FULL DELIVERY
COST OF AN ENTERPRISE ENGAGEMENT AGAINST THE REVENUE OF A SMALL ONE (42%→71%, roughly halving
the effective cost of winning an account) → REFUSE pilots with no defined rollout path, no budget and no
executive sponsor — such a pilot is AN UNPAID CUSTOMISATION PROJECT DRESSED AS AN OPPORTUNITY,
and since only a limited number can run at once, EVERY NON-CONVERTIBLE PILOT OCCUPIES A SLOT A
REAL ONE WOULD HAVE USED.

NET REVENUE RETENTION ABOVE 100% IS WHAT MAKES THIS THE BEST-MARGIN MODEL IN THE VERTICAL —
at 128% existing accounts grow faster than any are lost, so revenue increases WITHOUT a corresponding increase
in sales cost, reaching 16.1% margin where the consumer models struggle past 13%. Lender metric: above 100% the
business grows without proportionate sales spend; below it the business is RUNNING TO STAND STILL —
and the P&L looks similar in both cases for about a year.

TECHNICAL INTEGRATION IS A SWITCHING COST THAT CUTS BOTH WAYS. Once wired into SSO, HRIS and LMS
with role-based curricula and reporting configured, replacing the provider is A PROJECT RATHER THAN A
DECISION — the strongest retention mechanism this business has, stronger than content quality or price.
But the same fact makes onboarding slow, front-loads cost before revenue, and consumes engineering
attention that does not scale linearly → estimate integration honestly at contract stage (a non-standard HRIS
absorbs weeks nobody priced), and note THE SWITCHING COST IS ONLY EARNED ONCE INTEGRATION IS
COMPLETE — a client who leaves during a SLOW onboarding leaves EASILY, which makes TIME-TO-FIRST-
LEARNER a RETENTION metric, not merely an implementation one.

CUSTOM COURSEWARE DESERVES A CAUTION ALONGSIDE ITS APPEAL: it is A SERVICES BUSINESS HIDING
INSIDE A PRODUCT BUSINESS — well paid and deeply embedding, but it consumes instructional designers, does not
scale and cannot be resold, so unchecked growth quietly converts the margin structure from a LICENSING
business into an AGENCY, with utilisation problems and no leverage. Held at ~12%: custom work should be won
because it makes the LICENCE stickier, not because it fills a REVENUE GAP.
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Cash is the MIRROR IMAGE of every consumer plan in this vertical: the course creator collects at the moment of
sale and the community a year in advance, while this business sells for four months, delivers, invoices, then
waits 60-80 days for a payment passing through procurement, receipting and finance — none of which can
be hurried → WC funds the gap between a LONG SALES CYCLE and a SLOW SETTLEMENT and must be sized
to that gap, not to monthly revenue; structure advances or upfront annual licences where accepted (enterprises
accept this routinely for platform/licence components, far less for services); and WATCH THE BUDGET CALENDAR
RATHER THAN THE CONTRACT DATE, because L&D IS HABITUALLY AMONG THE FIRST BUDGETS CUT WHEN
A COMPANY TIGHTENS, AND THE CUT ARRIVES AT THE START OF A FINANCIAL YEAR REGARDLESS OF HOW
WELL THE PROGRAMME PERFORMED — so stagger renewal dates across the year rather than concentrating
them in one quarter. Compliance: POSH Act awareness programmes and IC orientation with records and
annual filing — making the PROVIDER'S RECORDS PART OF THE CLIENT'S STATUTORY COMPLIANCE FILE;
factories/safety documented training; DPDP driving data-protection training AND making the provider a DATA
PROCESSOR of employee personal data (DPA, retention, breach notification, InfoSec-survivable posture); and
CONTENT ACCURACY ON STATUTORY SUBJECTS IS A LIABILITY, NOT A QUALITY MATTER — a module that
misstates the law damages the CLIENT'S compliance position, so legal review on a defined cycle is not optional.
Sales + customer success are 35% of headcount — the signature of an enterprise business, where winning takes
four months and keeping takes a permanent relationship; in the consumer plans of this vertical
MARKETING replaced both, and here NEITHER CAN BE AUTOMATED. ₹95L, 18→68 clients, ~42,000→1,85,000
learners, rev 3.35→11.8cr, Y1 −₹32L → Y3 ₹1.9cr. Figures illustrative, exclude GST.

▶ Use these tools now — free on AiSevak

Every tool referenced in this plan is available on aisevak.in. Open the Online Education & Creator Businesses toolkit

to browse and use them all at https://aisevak.in/verticals/elearning — or go straight to any specific tool at
https://aisevak.in/service/<tool-name>. No signup needed to explore; each tool guides you step by step.

Prepared by AiSevak.in — a product of ABL Digital Technologies. AI-powered business services for India. This is AI-assisted guidance; figures are
illustrative and not a guarantee of results. Verify all numbers, licences and regulatory requirements with a qualified professional before relying on this
plan for binding decisions. © 2026 ABL Digital Technologies Private Limited.
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