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1. Executive Summary

This plan sets out a Paid Community & Membership Business  in India — a subscription community for a defined
professional or interest group, providing peer access, expert access, structured programming, accountability,
events and a searchable body of answers , sold on monthly and annual plans with a premium tier.

This is the third distinct set of economics in the vertical, and it is genuinely different from both plans before it.
A self-paced course sells a one-time product; a cohort sells a scheduled service. A membership sells continuing access
— which means churn is not a metric within the business, it IS the business. The consequence is that the correct
instrument panel is SaaS-like rather than education-like: monthly recurring revenue, churn, member lifetime
and LTV against CAC, not enrolments and completions. The arithmetic is unforgiving in both directions: at 8.2% monthly
churn the average member stays 12 months; at 3.9% they stay 26 months. Same product, same price — and the
entire value of the enterprise sits in that difference.

The second structural fact is one that operators of this model routinely mistake: a community's value is
created by its members, not by its owner. The founder's job is hosting, not teaching — convening, moderating,
introducing, prompting, and getting out of the way. And it follows that this product does not die from bad content; it
dies from silence. A community where nobody posts is worse than no community at all, because the member is paying a
subscription to watch an empty room and is reminded of it every month. The hardest period is therefore the
beginning, when there are not yet enough members to create value for one another — the cold start — and the
founder must manufacture, at their own cost and by hand, the activity they eventually hope members will
generate.

Third, and the sharpest contrast with the cohort plan: monthly pricing makes cancelling frictionless in a way a
₹66,000 cohort fee never is. A bootcamp student decides once. A member decides twelve times a year, and every
one of those decisions is a small moment where the value must be evident. This is why annual plans matter far more
than their discount suggests — an annual plan converts twelve renewal decisions into one, and the discount
offered for it is not a price concession, it is a payment for churn reduction. Annual share of subscriptions is grown
here from 35% to 45% for exactly that reason.

And the hardest thing this model must do: transition from founder-led to member-led. Early members almost
always pay for access to the founder. If that remains true, the founder can never take a week off, the community
cannot grow beyond their attention, and the business cannot be sold. This plan tracks the shift explicitly —
member-generated posts rise from 38% to 78% of all activity while founder-authored content falls from 44% to
12% — and treats that migration as the central strategic project rather than a natural consequence of growth.

This plan models a business requiring ₹38 lakh (₹24 lakh promoter + ₹8 lakh term/investor funding + ₹6 lakh working-
capital finance), moving from ₹1.62 crore revenue and a ₹14 lakh loss in Year 1 to ₹5.45 crore revenue and ₹71
lakh profit by Year 3, with roughly 8,800 members. (Subscription community; churn- and engagement-driven — figures

illustrative.)

2. Business Description, Vision & Legal Structure

Concept: A paid membership community — peer network for a defined group, expert and founder access, structured
programming (sessions, AMAs, challenges, cohort-style sprints within the community), accountability groups, a searchable
archive, online and in-person events, and a premium tier; sold on monthly and annual subscription.
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Vision: To build a room people would miss if it closed — and where most of what happens is not us.

Mission: Host rather than lecture; measure silence as carefully as revenue; make annual the default; and work
continuously to matter less to the community than its members do to each other.

Legal structure options

Private Limited — recommended: recurring payment infrastructure, deferred revenue accounting, sponsorship
contracts and any external funding.
LLP — workable for a small founder-led community without external capital.
Proprietorship — feasible initially, though subscription billing and deferred revenue are easier to run inside a
company.

Regulatory anchor: the specific obligations here attach to recurring payments and to what happens inside the
community. RBI rules on recurring card mandates require an e-mandate with pre-debit notification and
customer authentication, so auto-renewal cannot be silent — and involuntary churn from failed or expired
mandates is a real, avoidable revenue leak that must be operationally managed. Subscription terms, renewal dates,
cancellation method and refund policy must be published clearly under consumer-protection and e-commerce rules; a
cancellation flow that is harder than the signup flow is a dark pattern and is treated as one. As a platform
hosting user content the business carries intermediary-style obligations in practice — moderation of unlawful
content, a grievance mechanism, and takedown on notice — and its terms should reserve the right to remove
members. Data protection applies to member profiles, discussions and payment data. Where sponsors or partners
pay for access to members, disclosure is required and member consent to being marketed to should not be
assumed. GST applies to subscription services.

3. Promoter & Ownership

Led by a promoter with standing in the community's subject area and a temperament suited to hosting. Three competences
decide outcomes: convening ability — the willingness to introduce people, prompt conversations and celebrate members
rather than perform expertise; retention instinct, since this business is won by noticing who has gone quiet; and the

discipline to step back, because the founder's centrality is an asset in month three and a liability in year three. Hosting
temperament, engagement design, churn management & the founder-to-member transition are the differentiators.
Ownership, equity & any partner are editable inputs.

4. Market Analysis — India

Demand is driven by professional isolation in remote and hybrid work, the shift from consuming content to wanting
peers, niche professional groups underserved by formal associations, founders and freelancers lacking colleagues, and
the credibility of paid spaces over free ones. Demand is real and growing. The market rewards belonging and access;
it is churn-exposed, engagement-dependent and difficult to start .

Demand drivers

Remote and independent work creating genuine professional isolation — the strongest underlying driver.
Content saturation: people have unlimited free content and no one to discuss it with; the scarcity has moved from
information to peers.

Niche professional groups too small for formal associations but large enough to sustain a community.
Founders, freelancers and solo operators who have no colleagues by definition.
Paid spaces filtering for seriousness — a fee is itself a quality signal, which free groups cannot replicate.
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Market sizing (illustrative framing)

Layer Definition Indicative scale

TAM Indian professionals in the defined niche Niche-bounded by design

SAM Those willing to pay for peer access A minority of the niche

SOM (Yr 1–3) Members retained, not members acquired ~2,900 → ~8,800

Defining the market by members retained rather than acquired is the whole discipline of this model, and it
exposes a paradox worth stating: a growing community gets worse before it gets better. At fifty members
everyone knows everyone; at five thousand, nobody does, the feed is noise, and the intimacy that people joined for has
gone. Scale is therefore not straightforwardly good here — it is a threat to the product, and it must be managed
with sub-groups, city chapters, cohort-style sprints within the community, and topic spaces small enough for a person to feel
recognised. The businesses in this category that fail at scale usually fail because they grew successfully, which is
a genuinely counter-intuitive risk and one that no amount of marketing efficiency addresses.

Target segments

Independent professionals and freelancers — the strongest need, best retention when the community works.
Founders and small-business operators — high willingness to pay, hardest to keep engaged.
Career-stage professionals in a specific function — well-defined peer group, natural sub-communities.
Alumni of courses and bootcamps — a natural feeder, already primed to value peers.
Corporate-sponsored memberships for teams, at better economics and lower churn.

5. Competition & Competitive Advantage

Landscape: free WhatsApp, Telegram, Discord and LinkedIn groups; professional associations; conferences and event
series; other paid communities; and the member's own existing network, which is free and requires no
subscription. The real competitor is not another community — it is doing nothing, which costs nothing.

The business's edge

Curation — who is in the room, which is the entire product and the one thing a free group cannot control.
Programming that creates reasons to return on a schedule rather than hoping people wander in.
Engagement management — noticing silence early and acting on it, which almost nobody does systematically.
Sub-structure that preserves intimacy as the community grows.
Searchable archive, which turns past conversation into a durable asset that grows in value.

It is worth being clear about what members actually pay for, because getting this wrong is the commonest
failure in the category. They do not pay for content — content is free, abundant and better produced elsewhere,
and a community that positions itself as a content library is competing with the internet on the internet's terms. They pay
for four things: peers at their level, access to someone who has done it, accountability, and a fast answer to a
specific question they cannot Google. Every one of those is a function of who else is in the room — which means
admission standards, not production values, are the product decision that matters. A community that admits
anyone who pays will find that the people worth being there for leave first, and their departure is invisible until the members
who remain start asking why it has gone quiet.

AiSevak.in  ·  by ABL Digital Technologies Business Plan  ·  Page 4 of 14



6. Membership & Revenue Model

Line Model Basis

Monthly membership Recurring, cancel anytime Easy entry, 12 renewal decisions

Annual membership Paid upfront, discounted 35% → 45% — the churn strategy

Premium / pro tier Higher price, deeper access Best members, best margin

Events, meetups & gatherings Ticketed, member-priced In-person bonds retain hardest

Courses, workshops & partner revenue Sold into the community Adjacent, handle carefully

Two revenue decisions in this model are really retention decisions in disguise. The first is annual pricing: the
discount is not a price cut, it is the cost of removing eleven cancellation opportunities, and it should be evaluated
against churn saved rather than against revenue foregone. A member on annual who would have churned at month five
instead pays for twelve — and, importantly, often stays past renewal because they have been present long
enough for the community to become a habit. The second is partner and sponsor revenue, which must be
handled with unusual care: members joined for peers, not to be an audience, and a community that starts
monetising access to its members has begun selling the thing its members are. Modest, disclosed, genuinely
relevant partnerships are fine; the moment members suspect they are the product rather than the customer, the
trust that makes the community work is gone, and it does not come back.

7. Go-to-Market — Cold Start, Then Compound

The cold start (the hard part)

Founding-member cohort recruited personally, often at a discount, with the explicit understanding that they are
helping build something.
Manufactured activity — the founder posts, asks, introduces and responds relentlessly, because an empty
community cannot bootstrap itself.

Narrow first: a small, specific niche produces conversations; a broad one produces silence.
Programming from day one — scheduled sessions give people a reason to appear before organic activity exists.

Then compounding

Member referral, which works unusually well here because people want their peers in the room.
Public artefacts — visible outputs, discussions made public with consent, member wins celebrated.
Course and cohort alumni as a feeder, already convinced of the value of peers.
Events, which recruit and retain simultaneously.

Sales approach

Recruit founding members by hand → programme relentlessly through the cold start → grow by referral once conversations
sustain themselves → push annual plans as the default → build sub-groups before scale destroys intimacy → and resist the
temptation to grow faster than the community can absorb. The specific failure to avoid is running a large
acquisition campaign into a community that is not yet alive: the new members arrive, find a quiet room, and churn
within two months — having consumed acquisition budget, damaged the community's apparent vitality, and told
their networks it was not worth it. In this model, acquisition should follow engagement, not lead it.
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8. Operations Plan (host, programme, engage, retain)

Onboarding: introductions, first post prompted within 48 hours, matched to a sub-group — the single highest-
leverage retention intervention in the model.

Programming calendar: recurring sessions, AMAs, challenges, sprints and office hours that give members scheduled
reasons to return.
Moderation: tone, quality and safety — including removing members who damage the room, which is unpleasant and
necessary.
Engagement monitoring: activity tracked per member, with intervention triggered on silence rather than
on cancellation.

Sub-group management: topic spaces, city chapters and small accountability pods that preserve intimacy at scale.
Events: online regularly, in person periodically — in-person contact produces the strongest retention effect
available.

Billing operations: mandate management, pre-debit notices, and failed-payment recovery, which is pure
recovered revenue.

Archive: discussions organised and searchable so accumulated conversation becomes an asset.

Member lifecycle

Stage Activity Control point

Acquire Referral, content, events CAC vs. LTV

Onboard Introduce, prompt, match to sub-group First post within 48 hours

Engage Programming & peer contact Active in last 30 days (52% → 79%)

Detect Silence flagged at 21 days Re-engagement attempts & success

Renew Monthly or annual Monthly churn (8.2% → 3.9%)

Advocate Referral & public advocacy Member-generated activity share

The most useful operational fact in this business: silent members churn, and the silence is observable weeks
before the cancellation. A member who has not logged in for twenty-one days has already left; they simply
have not cancelled yet — and by the time the cancellation arrives, the decision is months old and no retention offer will
reverse it. This makes engagement the leading indicator and churn the lagging one, which is precisely backwards from how
most operators watch their dashboard. The intervention that works is early, human and specific: a real message
referencing something the member said, an introduction to someone relevant, an invitation to a session on their topic. What
does not work is a discount, because the member did not leave over price — they left because nothing in the room
was for them, and a cheaper subscription to the same irrelevance is not an offer. Alongside this sits the unglamorous twin:
involuntary churn from failed cards and expired mandates, which is not a decision at all and is recoverable
with retry logic and a human follow-up. It is the cheapest retention available and is routinely ignored.

9. Regulatory, Payments & Conduct (India)

Recurring payments: RBI e-mandate framework with pre-debit notification and authentication — auto-
renewal cannot be silent, and mandate failures are a recurring revenue leak to be managed operationally.
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Subscription transparency: renewal dates, pricing, cancellation method and refunds published clearly; a
cancellation flow harder than the signup flow is a dark pattern and is treated as one.

Content & moderation: as a host of user content the business carries intermediary-style obligations in practice —
removal of unlawful content, a grievance mechanism, takedown on notice — and terms reserving the right to
remove members.
Data protection for member profiles, discussions and payment data; member directories require consent.
Sponsor & partner disclosure: paid placements disclosed, and member consent not assumed for marketing
access.

Confidentiality expectations inside the community set explicitly, since members share commercially sensitive
material.
GST on subscription services; correct deferred-revenue accounting for annual plans.

10. Organisation & Manpower Plan

Role Yr 1 Yr 2 Yr 3

Promoter / founder-host 1 1 2

Community managers & moderators 6 11 18

Programming & content 4 7 11

Marketing & growth 4 7 12

Member success & retention 3 6 10

Events & member experience 2 4 7

Technology & platform 2 3 5

Admin & accounts 2 3 5

Total 24 42 70

Community management and member success together are 40% of headcount — the operational expression of a
business where retention is the entire economic engine. A membership business staffed like a media business will
produce content nobody asked for and lose the members who wanted conversation.

11. Implementation Timeline & Milestones

Phase Timeline Milestone

Cold start Month 0–4 Founding members recruited by hand, programming live, platform running

Establish Month 4–12 ~2,900 members; ₹1.62cr revenue, ₹14L loss; churn 8.2%

Compound Year 2 Churn 5.6%, member-generated activity 61%; ₹3.15cr, ₹17L profit

Scale Year 3 ₹5.45cr, ₹71L profit; churn 3.9%, LTV:CAC 4.6, member-generated 78%
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12. Financial Plan (Illustrative)

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

Churn, engagement, annual-plan share and CAC are the levers — and churn is upstream of everything, since it

determines member lifetime and therefore LTV.

12.1 Project cost & means of finance

Capital requirement ₹

Brand, marketing & member acquisition 13,00,000

Working capital (salaries & operations) 9,00,000

Community platform, tooling & technology 6,00,000

Content, programming & founding-member seeding 5,00,000

Events, meetups & member experience 3,00,000

Legal, registrations & launch 2,00,000

Total project cost 38,00,000

Promoter contribution 24,00,000

Term loan / investor funding 8,00,000

Working-capital finance 6,00,000

12.2 Projected Profit & Loss (3 years)

Particulars Year 1 Year 2 Year 3

Monthly membership subscriptions 62,00,000 1,02,00,000 1,58,00,000

Annual membership subscriptions 48,00,000 1,08,00,000 2,05,00,000

Premium / pro tier subscriptions 26,00,000 52,00,000 92,00,000

Events, meetups & gatherings 14,00,000 28,00,000 48,00,000

Courses, workshops & partner revenue 12,00,000 25,00,000 42,00,000

Total revenue 1,62,00,000 3,15,00,000 5,45,00,000

Marketing & member acquisition 58,00,000 98,00,000 1,52,00,000

Salaries (community, programming, ops, admin) 52,00,000 88,00,000 1,42,00,000

Community programming, hosting & member experience 22,00,000 38,00,000 62,00,000

Technology, platform & tools 14,00,000 22,00,000 34,00,000

Events & meetups 12,00,000 22,00,000 36,00,000

Payment processing & refunds 8,00,000 14,00,000 23,00,000

Office, overheads & admin 6,00,000 10,00,000 16,00,000

Depreciation, interest & other 4,00,000 6,00,000 9,00,000
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Total expenses 1,76,00,000 2,98,00,000 4,74,00,000

Net profit / (loss) before tax (14,00,000) 17,00,000 71,00,000

Net margin (8.6%) 5.4% 13.0%

Monthly churn — the business 8.2% 5.6% 3.9%

Average member life (months) 12.2 17.9 25.6

LTV (₹) / Blended CAC (₹) 5,680 / 4,100 8,700 / 3,450 13,200 / 2,900

LTV : CAC 1.4 2.5 4.6

Members active in last 30 days — the leading indicator 52% 68% 79%

Member-generated share of all posts 38% 61% 78%

Founder-authored content as % of total 44% 24% 12%

Annual plans as % of subscriptions 35% 41% 45%

Members (year end) / ARPU (₹ p.a.) ~2,900 / 5,590 ~5,400 / 5,830 ~8,800 / 6,190

12.3 Unit economics & break-even

Churn determines everything downstream. Falling from 8.2% to 3.9% monthly more than doubles member life from
12 to 26 months, which more than doubles LTV — and it is that, not any change in price or acquisition skill, that
takes LTV:CAC from an unviable 1.4 to a healthy 4.6.

LTV:CAC below 2 is not a business, it is a treadmill. Year 1 operates at 1.4 and is loss-making for exactly that
reason; the model only works once retention improves, which is why spending more on acquisition in Year 1 would
have made things worse rather than better.

Annual plans do double duty — cash collected upfront and eleven cancellation decisions removed — which is why
their share is grown deliberately rather than left to member preference.
Engagement is the only forward-looking number here. Active-in-30-days at 52% rising to 79% predicts the churn
figures a quarter ahead, and it is the metric to manage rather than watch.
Break-even: Year 2. Year 1's loss is the cold start made visible — programming, seeding and acquisition all
funded before the community can generate its own value or retain at a viable rate.

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

Particulars (₹) Q1 Q2 Q3 Q4

Opening balance 26,00,000 16,00,000 10,00,000 7,00,000

Collections 36,00,000 39,00,000 41,00,000 43,00,000

Marketing, salaries, programming, events & overheads 46,00,000 45,00,000 44,00,000 41,00,000

Closing balance 16,00,000 10,00,000 7,00,000 9,00,000

Cash here is better than the P&L suggests, and there is a specific danger in that. Annual plans collect twelve
months upfront, so a growing community holds cash it has been paid for service it has not yet delivered —
which is genuinely useful working capital and is also a liability, not a surplus. A business that spends annual collections as
though they were earned is funding this year's operations with next year's obligations, and the shortfall appears
at exactly the moment growth slows — because that is when new annual collections stop covering the service owed to
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last year's cohort. The disciplines are ordinary and non-negotiable: account for deferred revenue properly, recognise
monthly, and treat the annual float as financing rather than profit. The second point is smaller and pure upside:
failed-payment recovery is the cheapest revenue in the business. Expired cards and lapsed mandates cause churn
nobody chose, and a retry sequence with a human follow-up recovers a meaningful share of it at almost no cost
— routinely ignored because it is unglamorous and does not feel like growth.

12.5 Key Performance Indicators to Monitor

Retention (the business): monthly churn, voluntary vs. involuntary; average member life; LTV:CAC; annual-plan
share; failed-payment recovery rate.
Engagement (the leading indicator): active in last 30 days; first post within 48 hours of joining; members silent
for 21+ days and re-engagement success; posts per active member.
Community health: member-generated share of activity; founder-authored share (must fall); sub-group
participation; members removed for conduct.
Growth quality: referral share of new members; CAC by channel; event attendance; premium-tier conversion.

13. Funding Requirement & Bankability

Total ask: ₹8 lakh term/investor funding plus ₹6 lakh working-capital finance against ₹24 lakh promoter
contribution — a very small requirement, and the file should be read accordingly. Four points. First, there is no security
whatsoever: the assets are a member list, an archive and a reputation, none of which can be hypothecated — an
MSME/CGTMSE proposition assessed on retention. Second, the metric to underwrite is churn, not revenue. A
community growing revenue on rising churn is buying members faster than it loses them, which is a treadmill
that stops the moment acquisition spend does — and the P&L will look fine throughout. Third, deferred revenue
must be understood correctly: annual collections improve cash and are a liability, so a healthy-looking bank balance
can coexist with an obligation to serve members for another eleven months. Fourth, founder dependence is
the valuation question. Early on the founder is the product, and the honest test is what member-generated
activity share would be if the founder posted nothing for a month — the plan's shift from 38% to 78% is the
deliberate work of making that answer survivable, and a lender or acquirer should look at that number before any other.

13.1 Funding utilisation

Use of funds ₹ % of total

Brand, marketing & member acquisition 13,00,000 34.2%

Working capital (salaries & operations) 9,00,000 23.6%

Community platform, tooling & technology 6,00,000 15.8%

Content, programming & founding-member seeding 5,00,000 13.2%

Events, meetups & member experience 3,00,000 7.9%

Legal, registrations & launch 2,00,000 5.3%

Total 38,00,000 100%

14. Risk Analysis & Mitigation

Risk Mitigation
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Churn — the
business itself

At 8.2% monthly a member stays 12 months; at 3.9%, 26 — same product, same price, and the
entire enterprise value sits in that difference. Manage engagement as the leading indicator; annual
plans to remove renewal decisions; onboarding as the highest-leverage intervention

Death by silence

This product does not die from bad content; it dies from silence, and an empty community is
worse than no community because the member pays monthly to watch an empty room.
Programming calendar; manufactured activity through the cold start; sub-groups to keep conversation
dense

Silent members
already gone

A member who has not logged in for 21 days has already left and simply has not cancelled.  Flag
on silence, not on cancellation; intervene early, human and specific — a discount does not work,
because they did not leave over price; they left because nothing in the room was for them

Founder
dependence

If the founder remains the product, they can never take a week off, the community cannot
outgrow their attention, and the business cannot be sold.  Deliberate migration to member-led
(member-generated 38% → 78%, founder-authored 44% → 12%); community managers; member-led
programming

Growth destroying
the product

A growing community gets worse before it gets better — at 50 members everyone knows
everyone; at 5,000 nobody does. Sub-groups, city chapters, sprints and topic spaces small enough to
be recognised in; the businesses that fail at scale usually fail because they grew successfully

Acquiring into a dead
room

New members arriving to a quiet community churn within two months, having consumed
budget, damaged apparent vitality and told their networks it was not worth it.  Acquisition follows
engagement; never lead with a campaign into a cold community

Involuntary churn
from failed
mandates

Expired cards and lapsed e-mandates cause churn nobody chose; retry sequences plus human follow-
up are the cheapest retention available and are routinely ignored because they do not feel like growth

Monetising
members to
sponsors

Members joined for peers, not to be an audience — the moment they suspect they are the
product rather than the customer, the trust that makes the community work is gone and does
not come back. Modest, disclosed, genuinely relevant partnerships only

Admission standards
eroding

Admit anyone who pays and the people worth being there for leave first — invisibly, until the
remaining members ask why it has gone quiet. Curation is the product; removal of damaging
members is unpleasant and necessary

Deferred revenue
spent as profit

Annual collections are a liability, not a surplus; account and recognise monthly — spending them
funds this year with next year's obligations, and the gap appears exactly when growth slows

15. SWOT Analysis

Strengths

Recurring revenue with LTV:CAC reaching 4.6; annual
plans collect cash upfront and remove eleven churn decisions;
value compounds as the archive and network grow; referral
works unusually well because members want their peers
present; very small capital requirement; a paid gate filters for
seriousness in a way free groups cannot.

Weaknesses

Churn is the whole business and is unforgiving; cold
start is genuinely hard — the founder must manufacture
the value they hope members will create; founder
dependence limits growth and saleability; scale threatens the
intimacy people joined for; no security and no tangible
assets; deferred revenue is easily mistaken for profit.
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Opportunities

Remote and independent work creating genuine isolation; the
scarcity moving from information to peers; corporate-sponsored
memberships at lower churn; in-person events as the strongest
retention mechanism; alumni of courses and bootcamps as a
natural feeder; premium tiers for the most engaged members.

Threats

Free groups offering the same conversation at no cost ;
member fatigue and subscription rationalisation; a founder
departure or reputational issue; a competing community
capturing the same niche's most valuable members; platform
dependence and migration cost; economic pressure making
discretionary subscriptions the first cut.

16. Recommended AiSevak Tools for This Business

This membership community would use AiSevak's E-learning vertical tools in operations:

Retention: churn dashboard split voluntary vs. involuntary, member-life and LTV:CAC tracking, annual-plan
share, failed-payment recovery workflow.

Engagement: active-in-30-days monitor and 21-day silence alerts, first-post-within-48-hours onboarding tracker,
posts per active member, sub-group participation.

Community health: member-generated vs. founder-authored activity share, moderation and removal log,
admission-standard checklist.

Growth: referral share, CAC by channel against LTV, event attendance and conversion, premium-tier upgrade tracking.

Finance: deferred-revenue schedule with monthly recognition, MRR and cohort-retention curves (with Finance
vertical).

17. Key Assumptions & Notes

Paid community & membership business: subscription community for a defined professional/interest niche — peer
access, expert and founder access, structured programming, accountability groups, searchable archive, online and in-
person events, premium tier; monthly and annual plans.
⚠ THE THIRD DISTINCT ECONOMICS IN THIS VERTICAL: self-paced sells a ONE-TIME PRODUCT, cohorts sell a
SCHEDULED SERVICE, a membership sells CONTINUING ACCESS — SO CHURN IS NOT A METRIC WITHIN THE
BUSINESS, IT IS THE BUSINESS, and the correct instrument panel is SaaS-like (MRR, churn, member life,
LTV:CAC) rather than education-like (enrolments, completions). The arithmetic is unforgiving both ways: at
8.2% monthly churn the average member stays 12 months; at 3.9% they stay 26 — SAME PRODUCT, SAME
PRICE, AND THE ENTIRE VALUE OF THE ENTERPRISE SITS IN THAT DIFFERENCE. LTV:CAC BELOW 2 IS NOT A
BUSINESS, IT IS A TREADMILL (Y1 runs at 1.4 and loses money for exactly that reason) — which means spending
MORE on acquisition in Y1 would have made things WORSE, not better.

A COMMUNITY'S VALUE IS CREATED BY ITS MEMBERS, NOT ITS OWNER — the founder's job is HOSTING,
NOT TEACHING (convening, moderating, introducing, prompting, getting out of the way) — and it follows that THIS
PRODUCT DOES NOT DIE FROM BAD CONTENT, IT DIES FROM SILENCE: an empty community is WORSE than
no community, because the member pays a subscription to watch an empty room and is reminded of it
every month. The hardest period is the beginning, when there are not yet enough members to create value
for one another — the COLD START — and the founder must MANUFACTURE, at their own cost and by hand,
the activity they eventually hope members will generate. Related failure: running a large acquisition
campaign into a community that is not yet alive — the new members find a quiet room and churn within
two months, having consumed budget, damaged apparent vitality and told their networks it was not worth
it. ACQUISITION SHOULD FOLLOW ENGAGEMENT, NOT LEAD IT.
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SHARPEST CONTRAST WITH THE COHORT PLAN: MONTHLY PRICING MAKES CANCELLING FRICTIONLESS IN A
WAY A ₹66,000 COHORT FEE NEVER IS — A BOOTCAMP STUDENT DECIDES ONCE; A MEMBER DECIDES
TWELVE TIMES A YEAR, and every one is a small moment where the value must be evident → annual plans matter
far more than their discount suggests, because AN ANNUAL PLAN CONVERTS TWELVE RENEWAL DECISIONS
INTO ONE, and THE DISCOUNT IS NOT A PRICE CONCESSION BUT A PAYMENT FOR CHURN REDUCTION
(evaluated against churn saved, not revenue foregone; and a member on annual who would have churned at month five
often stays PAST renewal because they have been present long enough for the community to become a
habit). Annual share grown 35%→45%.
THE HARDEST THING THIS MODEL MUST DO: TRANSITION FROM FOUNDER-LED TO MEMBER-LED. Early
members almost always pay for access to the FOUNDER — and if that remains true the founder can never take a
week off, the community cannot grow beyond their attention, and the business CANNOT BE SOLD → tracked
explicitly (member-generated posts 38%→78%, founder-authored content 44%→12%) and treated as the
central strategic project rather than a natural consequence of growth. Lender/acquirer test: what would
member-generated activity share be if the founder posted NOTHING for a month?

THE MOST USEFUL OPERATIONAL FACT: SILENT MEMBERS CHURN, AND THE SILENCE IS OBSERVABLE
WEEKS BEFORE THE CANCELLATION — A MEMBER WHO HAS NOT LOGGED IN FOR 21 DAYS HAS ALREADY
LEFT, THEY SIMPLY HAVE NOT CANCELLED YET, and by the time cancellation arrives the decision is months old and
no retention offer reverses it → engagement is the LEADING indicator and churn the LAGGING one, which is
precisely backwards from how most operators watch their dashboard (active-in-30-days 52%→79%).
Intervention that works is early, human and specific; a discount does NOT work, because the member did not
leave over PRICE — they left because NOTHING IN THE ROOM WAS FOR THEM, and a cheaper subscription
to the same irrelevance is not an offer. Twin item: INVOLUNTARY churn from failed cards and lapsed RBI e-
mandates is not a decision at all and is recoverable with retry logic plus human follow-up — THE CHEAPEST
RETENTION AVAILABLE, routinely ignored because it is unglamorous and does not feel like growth.

BE CLEAR ABOUT WHAT MEMBERS ACTUALLY PAY FOR, BECAUSE GETTING IT WRONG IS THE COMMONEST
FAILURE: THEY DO NOT PAY FOR CONTENT — content is free, abundant and better produced elsewhere, and a
community positioning itself as a content library is competing with the internet ON THE INTERNET'S TERMS
. They pay for FOUR things: peers at their level, access to someone who has done it, accountability, and a
fast answer to a specific question they cannot Google — every one a function of who else is in the room, which
makes ADMISSION STANDARDS, NOT PRODUCTION VALUES, the product decision that matters: admit
anyone who pays and the people worth being there for LEAVE FIRST — invisibly, until the remaining
members ask why it has gone quiet.

THE PARADOX OF SUCCESS: A GROWING COMMUNITY GETS WORSE BEFORE IT GETS BETTER. At fifty
members everyone knows everyone; at five thousand nobody does, the feed is noise, and the intimacy people joined for
is gone → SCALE IS NOT STRAIGHTFORWARDLY GOOD HERE, IT IS A THREAT TO THE PRODUCT, managed with
sub-groups, city chapters, sprints and topic spaces small enough to be recognised in — the businesses in this
category that fail at scale usually fail BECAUSE THEY GREW SUCCESSFULLY, a counter-intuitive risk no
marketing efficiency addresses. Also: partner/sponsor revenue must be handled with unusual care, because
members joined for PEERS not to be an AUDIENCE, and A COMMUNITY THAT STARTS MONETISING ACCESS
TO ITS MEMBERS HAS BEGUN SELLING THE THING ITS MEMBERS ARE — the moment they suspect they are
the PRODUCT rather than the CUSTOMER, the trust that makes it work is gone and does not come back.

Cash is better than the P&L suggests and there is a specific danger in that: annual plans collect twelve
months upfront, so a growing community holds cash it has been PAID FOR SERVICE IT HAS NOT YET
DELIVERED — genuinely useful working capital AND A LIABILITY, NOT A SURPLUS. A business spending
annual collections as though earned is funding this year's operations with NEXT year's obligations, and the
shortfall appears at exactly the moment growth slows — because that is when new annual collections stop

AiSevak.in  ·  by ABL Digital Technologies Business Plan  ·  Page 13 of 14



covering the service owed to last year's cohort → account for deferred revenue properly, recognise monthly, treat
the annual float as FINANCING rather than PROFIT. Community management + member success are 40% of
headcount — a membership business staffed like a MEDIA business will produce content nobody asked for
and lose the members who wanted CONVERSATION. Compliance: RBI e-mandate framework (auto-renewal
cannot be silent), published renewal/cancellation terms where a cancellation flow harder than the signup flow is
a DARK PATTERN, intermediary-style moderation and grievance obligations as a host of user content, data protection
and consent for member directories, sponsor disclosure, and confidentiality expectations set explicitly since members
share commercially sensitive material. Lender note: underwrite CHURN not revenue — a community growing
revenue on RISING churn is buying members faster than it loses them, a treadmill that stops the moment
acquisition spend does, and the P&L will look fine throughout. ₹38L, ~2,900→8,800 members, ARPU
₹5.6k→₹6.2k, rev 1.62→5.45cr, Y1 −₹14L → Y3 ₹71L. 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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