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Executive Summary

KAOS is not another Al tool. It is the operating system for applied Al execution—a
category-defining position that requires a fundamentally different sales approach than
typical SaaS products. This document outlines the complete go-to-market strategy for
selling KAOS as a system to enterprises experiencing Al fatigue.

The core insight driving this strategy is simple: customers are not buying features, they
are buying relief from Al chaos. The sales motion must reflect this by leading with the
problem (Al Fatigue), demonstrating the cost of inaction, and positioning KAOS as the
inevitable solution.

Part 1: Market Positioning

The Category We Own

KAOS creates and owns a new category: Al Operating Systems for Enterprise Execution.
This is distinct from:

* Al Development Platforms (LangChain, Hugging Face) - Developer tools, not
enterprise systems

* RPA/Automation (UiPath, Automation Anywhere) - Task automation, not agent
orchestration

* Integration Platforms (Zapier, MuleSoft) - Data connectivity, not Al governance

* Enterprise Al Suites (Microsoft Copilot, Google Duet) - Productivity tools, not operating
systems

The positioning statement is clear and repeatable: "KAOS is the operating system that
connects data, workflows, agents, and decision boundaries—so your Al actually
executes instead of creating more work."

The Problem We Solve

The market is experiencing Al Fatigue—not from Al itself, but from:
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Tool Sprawl - Organizations testing 12-17 disconnected Al tools
Integration Failure - Al systems that don't talk to existing infrastructure
Governance Gaps - Shadow Al creating compliance nightmares

Execution Friction - Al that promises automation but requires constant human
oversight

Trust Erosion - Broken promises leading to executive skepticism

This is not a technology problem. This is an execution architecture problem. KAOS solves
it by providing the missing layer between Al capabilities and business outcomes.

The Buyer Personas

KAOS has three distinct buyer personas, each requiring tailored messaging:

Persona 1: The Exhausted CIO

Pain Point: Drowning in Al vendor pitches, struggling to integrate disparate tools, facing
board pressure to "show Al ROI"

Buying Trigger: Failed Al pilot, integration nightmare, compliance scare
Value Message: "Stop adding tools. Start orchestrating the ones you have."

Proof Point: Show the bank loan approval example (7-10 days — 4 hours, 100%
compliance)

Persona 2: The Compliance-Focused CISO

Pain Point: Shadow Al proliferation, audit trail gaps, regulatory risk from ungoverned Al
usage

Buying Trigger: HIPAA/GDPR violation, failed audit, board directive to "get Al under
control"

Value Message: "Governance isn't a feature. It's the foundation."

Proof Point: Show the healthcare HIPAA example ($2.4M fine — zero violations)

Persona 3: The ROI-Driven COO

Pain Point: Al investments not delivering promised efficiency gains, manual work still
high, operational bottlenecks unchanged

Buying Trigger: Quarterly review showing no productivity improvement despite Al
spending

Value Message: "Turn Al promises into operational reality."

Proof Point: Show the manufacturing supply chain example (73% fewer stockouts, 41%
less excess inventory)



Competitive Differentiation

When prospects compare KAOS to alternatives, the response framework is:

Competitor

Zapier

UiPath

LangChain

Microsoft Copilot

Salesforce Einstein

What They Do

Connects apps via
workflows

Automates repetitive
tasks (RPA)

Provides Al
development
framework

Enhances individual
productivity

Al features within
Salesforce

What They Don't Do

No Al orchestration,
no governance layer

No agent
coordination, limited
Alintegration

No enterprise
governance, no
system integration

Siloed within
Microsoft ecosystem,
no cross-platform
orchestration

Locked to Salesforce
data and workflows

KAOS Advantage

KAOS orchestrates
intelligent agents,
not just data flows

KAOS coordinates Al
agents across
complex workflows

KAOS is production-
ready with built-in
compliance

KAOS is ecosystem-
agnostic and
enterprise-wide

KAOS integrates
across all systems,
not just one vendor

The key message: ""We're not competing with these tools. We're the layer that makes

them work together."

Part 2: Product Packaging

The Offering Structure

KAOS is sold in three tiers, aligned with organizational maturity and complexity:

Tier 1: KAOS Foundation

For organizations starting their Al orchestration journey

What's Included:

* System Integration layer connecting up to 5 enterprise systems

* Agent Orchestration for up to 3 concurrent workflows

* Basic Enterprise Governance (audit trails, role-based access)



* Standard support (email, 48-hour response)
® Quarterly business reviews
Ideal Customer:
* Mid-market companies (100-500 employees)
* 1-2 departments adopting Al
* Clear, defined use cases (e.g., customer onboarding, invoice processing)

Pricing: $50K-$100K annual license + $25K-$50K implementation

Tier 2: KAOS Enterprise

For organizations scaling Al across multiple departments
What's Included:

* System Integration layer connecting unlimited enterprise systems

Agent Orchestration for unlimited concurrent workflows

Advanced Enterprise Governance (compliance monitoring, bias detection, decision
boundaries)

® Priority support (phone, 24-hour response)

Monthly business reviews
* Dedicated customer success manager
Ideal Customer:
* Enterprise companies (500-5,000 employees)
* 3-5departments adopting Al
* Complex, regulated environments (healthcare, finance, government)

Pricing: $250K-$500K annual license + $100K-$200K implementation

Tier 3: KAOS Platform

For organizations building Al as a core competitive advantage
What's Included:

* Everythingin KAOS Enterprise

* Custom agent development and training

* White-label deployment options

* APl access for custom integrations



® 24/7 premium support
* Weekly strategic reviews
* Dedicated technical account manager
Ideal Customer:
* Large enterprise (5,000+ employees)
* Al as strategic differentiator
* Custom workflows and proprietary processes

Pricing: S1M+ annual license + custom implementation (typically $500K-$1M)

The Implementation Model

KAOS is not a "self-service SaaS tool." It requires structured implementation to ensure
success. The standard implementation follows a four-phase model:

Phase 1: Discovery & Mapping (Weeks 1-2)
* Map existing systems and data flows
* |dentify high-value use cases
* Define governance requirements
* Establish success metrics
Phase 2: Integration & Configuration (Weeks 3-6)
* Connect KAOS to enterprise systems
* Configure agent workflows
* Set up governance policies
* Build initial dashboards
Phase 3: Pilot Deployment (Weeks 7-10)
* Deploy KAOS for 1-2 use cases
* Traininitial user group
* Monitor performance and refine
* Document learnings
Phase 4: Scale & Optimize (Weeks 11-12)
* Expand to additional use cases

®* Onboard broader user base



* Optimize workflows based on data
* Establish ongoing support cadence

Total Time to Value: 12 weeks from contract signature to production deployment.

Part 3: Sales Motion

The Sales Process

KAOS follows a consultative enterprise sales motion, not a transactional SaaS sale. The
typical sales cycle is 90-120 days and involves 6-8 stakeholders.

Stage 1: Problem Validation (Weeks 1-2)
Objective: Confirm the prospect is experiencing Al Fatigue and has budget authority.
Activities:

* |nitial discovery call with primary contact (typically ClIO, COO, or Head of Al)

® Conduct Al Maturity Assessment (see Sales Enablement section)

* |dentify 2-3 high-value use cases

* Confirm budget range and decision timeline

Exit Criteria: Prospect confirms Al Fatigue problem, has budget for 2024/2025, and agrees
to executive briefing.

Stage 2: Executive Briefing (Week 3)
Objective: Present KAOS to decision-making committee and secure pilot agreement.
Activities:
* Deliver KAOS Three Pillars presentation (customized to their industry)
* Show relevant case studies (healthcare, finance, manufacturing, or government)
* Conduct live demo of KAOS orchestrating a workflow similar to their use case
* Propose pilot scope and success metrics

Exit Criteria: Executive committee agrees to pilot, assigns internal champion, and commits
timeline.

Stage 3: Pilot Design & Contracting (Weeks 4-6)
Objective: Define pilot scope, secure legal/procurement approval, and finalize contract.

Activities:



Work with internal champion to map pilot workflow

Define success metrics (time savings, error reduction, compliance improvement)

* Negotiate pilot contract (typically $25K-$50K for 60-day pilot)

Obtain legal and procurement sign-off

Exit Criteria: Signed pilot contract, access to systems granted, kickoff scheduled.

Stage 4: Pilot Execution (Weeks 7-14)
Objective: Deliver measurable results that justify full deployment.
Activities:

* Implement KAOS for defined use case

* Train pilot user group

* Monitor performance daily

Collect quantitative and qualitative feedback
* Present pilot results to executive committee

Exit Criteria: Pilot demonstrates measurable ROI (typically 3-5x cost savings or efficiency
gains).

Stage 5: Full Deployment Contracting (Weeks 15-18)
Objective: Convert pilot to full enterprise license.
Activities:

* Present full deployment proposal (Tier 1, 2, or 3)

* Negotiate multi-year contract

* Finalize implementation timeline

* Secure executive sign-off

Exit Criteria: Signed multi-year contract, implementation kickoff scheduled.

The Sales Team Structure
KAOS requires a specialized sales team structure:
Role 1: Account Executive (AE)
* Responsibility: Own the full sales cycle from discovery to close

* Quota: S$1M-$2M annual contract value (ACV)



* Compensation: $150K base + $150K variable (50/50 split)

* Profile: 5-10 years enterprise software sales, experience selling to CIO/COO level
Role 2: Solutions Architect (SA)

* Responsibility: Conduct technical discovery, design pilot workflows, deliver demos

* Quota: Support 2-3 AEs, contribute to $3M-$5M pipeline

* Compensation: $120K base + $80K variable (60/40 split)

* Profile: Technical background (engineering or consulting), strong communication skills
Role 3: Customer Success Manager (CSM)

* Responsibility: Own post-sale implementation, adoption, and renewal

* Quota: 95% gross retention, 120% net retention (expansion)

* Compensation: $100K base + $50K variable (70/30 split)

* Profile: Project management background, technical fluency, relationship builder
Initial Team (Year 1): 2 AEs, 1 SA, 1 CSM

Scaled Team (Year 2): 5 AEs, 2 SAs, 3 CSMs
Mature Team (Year 3): 10 AEs, 4 SAs, 8 CSMs

Part 4: Marketing & Demand Generation

The Marketing Strategy

KAOS marketing follows a category creation playbook, not a feature/benefit SaaS
playbook. The goal is to educate the market on Al Fatigue and position KAOS as the
inevitable solution.

Pillar 1: Thought Leadership
Objective: Establish C51 Consulting and KAOS as the authority on Al Execution.
Tactics:

* Executive bylines in CIO Magazine, Harvard Business Review, Forbes

* Speaking engagements at Gartner Symposium, AWS re:Invent, Microsoft Ignite

* Research reports on Al Fatigue (partner with Forrester or Gartner)

Linkedin content from founder/executives (3-5 posts per week)

* Podcast appearances on enterprise tech podcasts (Acquired, al6z, etc.)



KPIs: 50K LinkedIn followers, 10 speaking engagements per year, 3 published research
reports

Pillar 2: Content Marketing
Objective: Create high-value content that educates buyers and generates inbound leads.
Tactics:

* Case studies (one per quarter, industry-specific)

* White papers ("The Al Execution Gap," "Governance for Al at Scale")

* Webinars (monthly, featuring customer stories)

* Blog posts (weekly, SEO-optimized for "Al orchestration," "Al governance," "Al
integration")

* Video content (explainer videos, customer testimonials, product demos)

KPIs: 10K monthly website visitors, 500 MQLs per quarter, 20% MQL-to-SQL conversion

Pillar 3: Account-Based Marketing (ABM)
Objective: Target high-value accounts with personalized campaigns.
Tactics:
* Target account list (100 enterprises in healthcare, finance, manufacturing, government)
* Personalized outreach (custom landing pages, industry-specific case studies)
* Executive gifting (send "Al Fatigue Survival Kit" to ClOs)
* LinkedIn ads targeting decision-makers at target accounts
* Direct mail campaigns with QR codes to custom demo videos

KPlIs: 30% of target accounts engaged, 10% of target accounts in active sales cycle

Pillar 4: Partner Ecosystem
Objective: Leverage system integrators and consulting firms to expand reach.
Tactics:

* Partner program (referral fees, co-selling agreements)

* Target partners: Deloitte, Accenture, KPMG, PwC (Big 4 consulting)

* Joint go-to-market (co-branded case studies, joint webinars)

* Partner enablement (training, certification, sales tools)

KPlIs: 5 active partners, 20% of revenue from partner channel by Year 2



Part 5: Pricing Strategy

The Pricing Philosophy

KAOS pricing is value-based, not cost-plus. The price is anchored to the cost of inaction
(failed Al pilots, compliance fines, operational inefficiency) rather than the cost of building
the software.

Pricing Anchors:

Customer Pain Point Cost of Inaction KAOS Price ROI Multiple

$500K-$1M (wasted
Failed Al pilot budget + $100K-$250K 2-4x
opportunity cost)

Compliance fine $1M-S10M (fines +

(HIPAA, GDPR) remediation) 5250K-3500K 2-20x
Operational $2M-$5M annually

. .. K-S1IM 2-
inefficiency (labor + errors) 3500K-5 X

Pricing Model:
KAOS uses a hybrid pricing model:
1. Annual License Fee - Based on tier (Foundation, Enterprise, Platform)

2. Implementation Fee - One-time, based on complexity (typically 25-50% of annual
license)

3. Usage-Based Add-Ons - Optional charges for API calls, data volume, or custom agents
(typically 10-20% of annual license)

Example Pricing:
Mid-Market Customer (500 employees, 2 departments):
* KAOS Foundation: $75K annual license
* Implementation: $40K one-time
* Year 1 Total: $115K
* Year 2+ Total: $75K annually
Enterprise Customer (2,000 employees, 5 departments):

* KAOS Enterprise: $400K annual license



* Implementation: $150K one-time
* Year 1 Total: $550K
* Year 2+ Total: $400K annually
Large Enterprise Customer (10,000 employees, enterprise-wide):
* KAOS Platform: $1.5M annual license
* Implementation: $750K one-time
* Year 1 Total: $2.25M
* Year 2+ Total: $1.5M annually

Discounting Policy
KAOS follows a strict discounting policy to maintain pricing integrity:
* Maximum discount: 20% off list price

* Discount triggers: Multi-year contract (3+ years), early payment (net 30), reference
customer agreement

* No discounts for: Pilot contracts, single-year contracts, late-stage negotiation pressure

Rationale: Discounting signals lack of confidence in value. KAOS pricing is already
anchored to ROI—further discounts erode margin without increasing close rates.

Part 6: Customer Acquisition Channels

Channel 1: Direct Enterprise Sales

Target: Fortune 2000 companies in healthcare, financial services, manufacturing,
government

Approach:
* Build target account list (100-200 companies)
® Conduct Al Maturity Assessments via outbound outreach
* Leverage C51 Consulting relationships for warm introductions
* Execute ABM campaigns to generate executive meetings

Expected CAC: S50K-$100K per customer
Expected LTV: $1M-$3M over 3 years
LTV:CAC Ratio: 10-30x



Channel 2: Consulting Partner Referrals
Target: Clients of Big 4 consulting firms (Deloitte, Accenture, KPMG, PwC)
Approach:

* Establish partner agreements with 20% referral fees

* Train partner teams on KAOS positioning and use cases

* Co-sell on large transformation projects

* Provide partner-branded sales collateral
Expected CAC: $S20K-$40K per customer (lower due to warm introduction)
Expected LTV: $800K-52M over 3 years
LTV:CAC Ratio: 20-50x

Channel 3: Inbound Marketing

Target: Mid-market companies (500-2,000 employees) searching for Al orchestration
solutions

Approach:

* SEO-optimized content targeting "Al orchestration," "Al governance," "Al integration'
* Gated assets (white papers, case studies) to capture leads

* Webinars and virtual events to nurture leads

* Marketing automation to qualify and route leads to sales

Expected CAC: $10K-$30K per customer
Expected LTV: $300K-$800K over 3 years
LTV:CAC Ratio: 10-30x

Channel 4: Product-Led Growth (Future State)
Target: Small teams (10-50 users) within larger enterprises
Approach:

* Freemium tier (KAOS Foundation with usage limits)

* Self-service onboarding and configuration

* In-product upsell prompts to Enterprise tier

* Viral growth through team invites



Expected CAC: $2K-$5K per customer
Expected LTV: $50K-$150K over 3 years
LTV:CAC Ratio: 10-30x

Note: Product-led growth is a Year 2-3 strategy after the platform is productized for self-
service.

Part 7: Sales Enablement

The Sales Playbook
Every KAOS sales rep receives a comprehensive playbook covering:
Section 1: Discovery Questions
Use these questions to uncover Al Fatigue and qualify opportunities:
1. "How many Al tools or pilots are currently active in your organization?"
2. "What percentage of those have delivered measurable ROI?"
3. "How are you currently governing Al usage across departments?"
4. "What's your biggest concern about Al adoption—integration, compliance, or ROI?"
5

. "If you could wave a magic wand and fix one thing about your Al initiatives, what would
it be?"

Section 2: Objection Handling

Objection Response

"That's great—Copilot is a productivity tool for
individual users. KAOS orchestrates Al across
your entire enterprise stack. They're
complementary, not competitive."

"We're already using Microsoft Copilot."

"l understand. Let me ask: what's the cost of

your current Al pilots not delivering ROI? Most
of our customers find that KAOS pays for itself
in 6-12 months by eliminating wasted spend.”

"We don't have budget for another platform.

"Absolutely. Before | show you the platform, let
me ask a few questions so | can tailor the demo
to your specific use case. [Proceed to discovery
questions]"

"We need to see a demo first."

"We're building this internally." "That's a common approach. How long have
you been building, and what's your timeline to



production? Most companies underestimate
the complexity of governance and integration—
those are the hardest parts."

Section 3: Case Study Library
Every sales rep has access to industry-specific case studies:
* Healthcare: HIPAA compliance example ($2.4M fine — zero violations)
* Financial Services: Loan approval example (7-10 days — 4 hours)
* Manufacturing: Supply chain example (73% fewer stockouts)
* Government: (To be developed based on active contracts)
Section 4: Demo Scripts
Standard demo flow (30 minutes):

1. Problem Setup (5 min): Show the "before" state—disconnected tools, manual
handoffs, compliance gaps

2. KAOS Overview (5 min): Explain the three pillars (Orchestration, Governance,
Integration)

3. Live Workflow Demo (15 min): Show KAOS orchestrating a workflow relevant to their
use case

4. Results & ROI (5 min): Show the "after" state—time savings, error reduction,
compliance improvement

The Al Maturity Assessment

The Al Maturity Assessment is a free diagnostic tool offered to prospects during discovery.
It positions C51 Consulting as a trusted advisor and uncovers specific pain points.

Assessment Structure:
Category 1: Al Adoption
®* How many Al tools are currently deployed?
* What percentage of employees use Al regularly?
* How many Al pilots have reached production?
Category 2: Integration
* How many enterprise systems are connected to Al tools?

* What percentage of Al workflows require manual data entry?



* How long does it take to integrate a new Al tool?
Category 3: Governance
* Do you have an Al governance policy?
* How do you monitor Al usage for compliance?
* Have you experienced any Al-related compliance incidents?
Category 4: ROI
* What percentage of Al initiatives have delivered measurable ROI?
* How do you measure Al success?
* What's your biggest barrier to Al ROI?
Scoring:
* 0-25 points: Al Beginner - Focus on education and pilot
* 26-50 points: Al Adopter - Ready for KAOS Foundation
* 51-75 points: Al Scaler - Ready for KAOS Enterprise
® 76-100 points: Al Leader - Ready for KAOS Platform

Deliverable: Custom report with score, benchmarks, and recommendations (including
KAOS as a solution).

Part 8: Success Metrics

Sales Metrics

Metric Target (Year 1) Target (Year 2) Target (Year 3)
Annual Recurring

Revenue (ARR) >2M >10M >30M

New Customers 10-15 30-40 60-80
Average Contract

150K 250K 400K

Value (ACV) 2150 2250 3

Sales Cycle Length 120 days 90 days 75 days

Win Rate 25% 35% 40%

CAC $75K $50K $40K



LTV:CAC Ratio

15x

Customer Success Metrics

Metric

Gross Retention

Net Retention

Time to Value

Customer

Satisfaction (CSAT)

Net Promoter Score

(NPS)

Marketing Metrics

Metric

Website Visitors

Marketing Qualified

Leads (MQLs)

MQL-to-SQL
Conversion

SQL-to-Close
Conversion

Partner-Sourced

Revenue

Target (Year 1)
90%
110%

12 weeks

8.0/10

40

Target (Year 1)

5K/month

200/quarter

20%

25%

10%

20x

Target (Year 2)
95%
120%

10 weeks

8.5/10

50

Target (Year 2)

15K/month

500/quarter

25%

30%

20%

Part 9: Implementation Roadmap

Quarter 1: Foundation (Months 1-3)

25x

Target (Year 3)
95%
130%

8 weeks

9.0/10

60

Target (Year 3)

30K/month

1,000/quarter

30%

35%

30%



Objective: Establish sales and marketing infrastructure.
Key Activities:

®* Hire2 AEs, 1SA, 1 CSM

* Build sales playbook and enablement materials

* Create case study library (3 case studies)

* Launch website with KAOS landing page

* Establish partner relationships with 2-3 consulting firms

* Execute first ABM campaign (target 50 accounts)
Success Metrics:

* 10 qualified opportunities in pipeline

* 2 pilot contracts signed

® 1,000 website visitors per month

Quarter 2: Validation (Months 4-6)
Objective: Prove the sales motion and close first customers.
Key Activities:

* Complete 2 pilot implementations

* Convert 2 pilots to full contracts

® Publish 2 customer case studies

* Deliver 3 webinars (50+ attendees each)

* Expand ABM campaign (target 100 accounts)

* Secure 1 speaking engagement at industry conference
Success Metrics:

* $500K ARR closed

* 20 qualified opportunities in pipeline

® 2,000 website visitors per month

Quarter 3: Scale (Months 7-9)
Objective: Scale sales team and expand marketing reach.

Key Activities:



Hire 1 additional AE, 1 additional CSM

Launch partner referral program (onboard 3 partners)

Publish Al Fatigue research report (co-branded with analyst firm)
Execute second ABM campaign (target 150 accounts)

Deliver 5 webinars

Secure 2 speaking engagements

Success Metrics:

$1.5M ARR closed (cumulative)
40 qualified opportunities in pipeline

5,000 website visitors per month

Quarter 4: Momentum (Months 10-12)

Objective: Build momentum heading into Year 2.

Key Activities:

Close 5+ new customers

Expand 2 existing customers (upsell to higher tier)
Publish 3 new case studies

Launch product-led growth pilot (freemium tier)
Secure 3 speaking engagements

Plan Year 2 hiring and budget

Success Metrics:

$2M ARR closed (cumulative)
60 qualified opportunities in pipeline
10,000 website visitors per month

95% gross retention

Part 10: Key Takeaways

The Core Message



KAOS is not sold on features. It is sold on relief from Al chaos. Every sales conversation,
every marketing asset, every customer interaction must reinforce this message:

"You don't need 17 Al tools. You need 2-3 systems that actually work together. KAOS is the
operating system that makes that possible."

The Sales Motion

KAOS follows a consultative, relationship-driven sales motion:
1. Lead with the problem (Al Fatigue), not the product
2. Diagnose before prescribing (use the Al Maturity Assessment)
3. Prove value with pilots (60-day pilots with measurable ROI)

4. Expand through success (land-and-expand model)

The Differentiation

KAOS wins by owning a new category: Al Operating Systems for Enterprise Execution.
The competitive moat is:

1. Category leadership - We define the category, we own the narrative
2. Proven patterns - Built from real client work, not theoretical frameworks
3. Governance-first - Compliance and control built in, not bolted on

4. Ecosystem-agnostic - Works with any tool, any system, any vendor

The Path to $100M ARR
KAOS reaches $100M ARR by following the Atlassian playbook:
* Year 1: 52M ARR from enterprise pilots and consulting-led sales
* Year 2: $10M ARR from productization and partner channel
* Year 3: $30M ARR from scaled sales team and product-led growth
* Year 5: $100M+ ARR from platform expansion and ecosystem partnerships

The key is disciplined execution: no shortcuts, no premature scaling, no deviation from
the proven playbook.

End of Document
Prepared by C51 Consulting

For questions or customization, contact: sales@c51consulting.com
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