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This report synthesizes cross-platform AI intelligence analysis,  
combining real-time market data with strategic framework evaluation 

across multiple independent models. Platform-specific findings are 
weighted and reconciled to produce the unified strategic verdict  

presented below.

Illustrative Sample Report

Fictional Company  ·  Demonstration Only

MeridianOps is a fictional composite created to demonstrate the structure, rigor, and 
strategic value of a Signal Diagnostic™. All names, people, investors, funding 
amounts, dates, events, and product details in this sample are fictional and 

illustrative. References to real institutions (HubSpot, SaaStr, and others) are used 
only as familiar reference points to demonstrate analytical context, these institutions  

have no relationship to the fictional MeridianOps. Any resemblance to actual  
companies, persons, or events is coincidental.

Strake Partners protects client confidentiality. Real client engagements are prepared 
for private executive use and are never shared publicly without explicit client  

approval.



EXECUTIVE VERDICT

MeridianOps has outgrown the category AI still assigns to it.

In February 2026, the company closed a $42M Series B led by a tier-1 enterprise 
SaaS venture firm, with participation from two category-focused investors. The 
round was used to publicly reposition the company from “AI support automation” 
to “AI Customer Operations Intelligence.” Founder and CEO Maya Chen, formerly 
VP Customer Operations at HubSpot, announced the shift with a sharp public POV: 
customer operations is the next operating layer that will define how SaaS 
companies retain, expand, and grow. The product expanded in parallel. The Pulse 
module, launched in late 2025, identifies at-risk accounts an average of fourteen 
days earlier than CRM-driven indicators. The Signal layer connects support, 
success, and revenue data into a single operational view. The new homepage leads 
with “The Intelligence Layer for Customer-Facing Teams.”

The strategic move is real. The market has not yet metabolized it.

In this illustrative diagnostic, MeridianOps is still being compressed into the older 
language of chatbots, ticket deflection, and support automation across the AI 
platforms buyers and investors now use to research vendors. The product pages 
still speak in efficiency. The sales narrative still anchors to support leaders. The 
proof architecture still measures resolution times and ticket volume. The new 
category claim lives on the homepage. The old conversion language still does most 
of the selling work below it.

This is what Strake names Category Compression Risk: the condition where a 
company’s newer, higher-value category claim is flattened into an older, lower-
value market frame because the public signal has not caught up to the strategic 
ambition.

MeridianOps is trying to sell an operating layer while the market still 
hears a support tool.

That gap is not cosmetic. A CFO approving budget hears chatbot. A Chief 
Customer Officer evaluating consolidation hears help desk. An investor 
researching the customer-ops category may miss the move entirely and place 
MeridianOps in a crowded automation comparison set where larger incumbents 
already own the safer narrative. The company is being measured against the 
problem it used to solve, not the problem it now claims to solve.

The repositioning bought MeridianOps twelve months of strategic breathing room. 
It does not automatically translate to expanded ACV, executive-tier deals, or 
analyst recognition unless the public signal architecture catches up.

MeridianOps repositioned its story and left its proof  
unrepositioned.

The product moved upmarket. The market has not been taught how to see 
it yet.



CROSS-PLATFORM CONSENSUS

Four independent strategic analyses converge on the same core diagnosis. The 
findings below represent the highest-confidence layer of this audit, the 
unambiguous truths that any strategic response must address.

1. AI still describes MeridianOps as support automation.

Across structured prompt scenarios, “what does MeridianOps do,” “compare 
MeridianOps to Intercom and Gainsight,” “what category does MeridianOps belong 
in”, the dominant interpretation remained too narrow. MeridianOps was 
repeatedly anchored to ticket deflection, chatbot workflows, and support 
productivity. The newer “customer operations intelligence” frame appeared in only 
one of four analysis layers, and even there it was hedged.

Strategic implication: the market is hearing the old product more clearly than the 
new strategy.

2. The category claim is not yet compressed into a retrievable thesis.

“AI Customer Operations Intelligence” is directionally strong. It is not yet a hard 
sentence buyers, investors, and AI systems can grab and repeat. The current 
language gestures toward an operating layer without naming the enemy, the buyer 
tension, or the business outcome with the precision required for category 
ownership.

Strategic implication: in the absence of a repeatable thesis, AI systems default to 
the closest familiar category, which for MeridianOps is the one the company is 
trying to leave.

3. Competitor archetypes are easier to summarize than MeridianOps.

Legacy help desk platforms are understood as systems of record. AI chatbot 
vendors are understood as automation tools. Customer success platforms are 
understood as retention systems. Each owns a single, clear association. 
MeridianOps sits between those frames without yet defining the space it occupies, 
which means buyers using AI to research vendors get a clean summary of 
competitors and a fuzzy summary of MeridianOps.

Strategic implication: competitors do not need to be better. They only need to be 
easier to repeat.

4. Proof exists but is organized around the wrong buyer.

The available proof points, reduced ticket volume, faster resolution times, 
deflection rates, agent productivity, are credible. They are also operational. The 
strategic category requires executive proof: cost-to-serve reduction, churn 
prevention, expansion readiness, escalation avoidance. The product may already 
produce these outcomes. The public proof architecture does not yet make the 
connection.



Strategic implication: MeridianOps has the right product for the upmarket buyer 
and the wrong proof structure to defend the purchase internally.

5. The narrative still speaks to operators, not economic buyers.

The current voice serves the VP Support and the Director of Customer Operations. 
It does not yet serve the CFO, COO, or Chief Customer Officer in the language 
those buyers use to defend strategic investments. The upmarket category claim 
requires a buyer conversation that has not yet been written.

Strategic implication: the company is trying to move upmarket without changing 
the buyer conversation.

These five findings are the bedrock. They are not interpretation, they are 
observation. Any strategic response that fails to address all five is 
incomplete.

NARRATIVE DELTAS

The disagreements between analyses are where the real intelligence lives. A delta 
is not noise. It is signal, evidence that the company is positioned ambiguously on a 
strategic question and that the ambiguity is being resolved in the market against 
its interests.

Delta 1: Is this a support tool or an operating layer?

Three of four analyses described MeridianOps as an AI support automation tool. 
One, the analysis with deepest real-time market access, placed it in the emerging 
customer operations intelligence category. This is the most important finding in 
the audit. The market is not confused randomly. It is defaulting to the older 
category because the older category is more visible. The new positioning is real. It 
has not yet propagated to the surfaces that shape interpretation.

Delta 2: Who is the real buyer?

The analyses pointed to four different primary buyers: VP Customer Support, VP 
Customer Operations, Chief Customer Officer, and Revenue Operations leadership. 
The product may serve all four. The narrative cannot. Support automation buyers 
care about efficiency. Customer operations leaders care about visibility and 
accountability. Executive buyers care about cost-to-serve and retention leverage. 
These are different emotional and economic conversations, and they cannot be told 
simultaneously without diluting all of them.

Delta 3: What is the named enemy?

The product language suggests the enemy is manual support work. The strategic 
ambition suggests the enemy is fragmented customer operations. The executive 
value proposition suggests the enemy is hidden revenue risk across customer 
interactions. These three are related but not identical. Each implies a different 



category, a different competitor set, and a different buyer. MeridianOps has not 
yet chosen, and the market is choosing for it.

The enemy determines the category. MeridianOps must stop 
letting the market choose the enemy on its behalf.

REAL-TIME INTELLIGENCE

The strategic picture changes materially when current market signals are 
incorporated. The following facts are drawn from live public sources and either 
contradict or materially update the analysis any AI model operating on static 
training data would produce.

• February 2026: MeridianOps closed a $42M Series B led by a tier-1 
enterprise SaaS venture firm, with participation from two category-focused 
investors. Total funding now stands at $71M.

• March 2026: The company publicly repositioned from “AI Support 
Automation” to “AI Customer Operations Intelligence.” The homepage 
refreshed. The category claim is now explicit.

• Pulse module: Launched late 2025, identifies at-risk accounts an average 
of fourteen days earlier than CRM-driven indicators. Product is real, recent, 
and central to the upmarket story.

• Signal layer: Connects support, success, and revenue data into a unified 
operational view. This is the technical foundation of the customer operations 
intelligence claim.

• Maya Chen (CEO and co-founder): Former VP Customer Operations at 
HubSpot, publicly active on the customer operations thesis through LinkedIn 
essays and a recent SaaStr keynote. Founder POV is the most defensible 
asset MeridianOps is currently underusing.

• Public coverage: Generally positive but nascent. Press attention has 
covered the funding announcement, not the category move. The category 
narrative is being authored by MeridianOps and has not yet been validated 
by analysts, customers, or competitors.

Strategic implication: any advice that treats MeridianOps as a static support 
automation company is already wrong. The company is mid-motion. The question is  
no longer whether MeridianOps should reposition. It already has. The question is 
whether the repositioning has reached the surfaces that convert.

CURRENT NARRATIVE DECONSTRUCTION

MeridianOps is currently telling three stories at once, and they are not yet aligned.



Story One: The New Category Story

Lives on the refreshed homepage: customer operations intelligence as the next 
operating layer, AI-augmented visibility for customer-facing teams, the move from 
reactive support to proactive operational intelligence. This is the sharp, forward-
leaning story built for an AI-native, upmarket buyer. It is the story the funding 
round was raised against.

Story Two: The Support Automation Story

Still dominates the product pages, the integrations section, much of the sales 
enablement, and most of the documentation. This story frames MeridianOps as a 
tool that helps support teams automate repetitive work, reduce ticket volume, and 
improve resolution times. It is the pre-repositioning voice, and it is calcified from 
years of category-generic language. It is also doing most of the conversion work.

Story Three: The Executive Visibility Story

Appears in fragments, a few customer quotes, occasional founder posts, a buried 
section on the solutions page. It suggests MeridianOps helps leaders see customer 
risk earlier, coordinate teams faster, and connect operational signals to revenue 
outcomes. This is the story most likely to support upmarket movement, but it has 
not yet been built out with proof, business language, or executive framing.

A buyer touching all three surfaces in a single evaluation experiences Category 
Whiplash. The homepage says intelligence. The product page says automation. The 
proof points say efficiency. The economic buyer needs risk, retention, and revenue.

The new brand story is genuinely strong. The problem is that it is not yet 
the dominant voice. It is one of three competing narratives, and the two 
older voices are still carrying most of the buyer experience.

ICP RECONSTRUCTION

“Customer-facing teams”, the implied audience, is a census category, not a target 
market. The real buyer, reconstructed from cross-platform signals, is more specific 
and more urgent.

Primary: The Chief Customer Officer Under Retention Pressure

Chief Customer Officer or VP Customer Experience at a B2B SaaS company 
between 200 and 2,000 employees. Responsible for retention, expansion, and 
customer experience while reducing cost-to-serve. Has board visibility on net 
revenue retention. Has watched at least one strategic account churn in the last six 
months for reasons that were visible operationally before they became visible 
financially.

“I do not need fewer tickets. I need earlier visibility into where customer 
friction becomes revenue risk. I need an operating layer that helps my 
team see, prioritize, and act before churn or escalation becomes 



inevitable, and I need to defend the investment to the CFO in business 
terms, not support terms.”

Secondary: The VP Customer Operations or Support Operations Leader

Owns operational efficiency, routing, automation, and resolution quality. Often the 
technical evaluator and internal champion. May enter through the support 
automation story but needs language to explain the upward business case.

“I can see the operational value. I need help explaining this to my 
leadership in a way that justifies the budget beyond support 
productivity.”

Tertiary: The COO or CFO Evaluating Cost-to-Serve

Not evaluating chatbot workflows. Evaluating operating leverage and revenue 
protection.

“Can this reduce friction, protect retention, and improve team efficiency 
in a way that shows up in business performance? If yes, what is the 
proof?”

The ICP problem in one sentence: MeridianOps’ new positioning is built for 
the upmarket executive buyer, but its conversion funnel is still built for the 
operational practitioner. These are different buyers with different rituals, 
and one funnel cannot serve both without friction.

COMPETITIVE NARRATIVE BENCHMARKING

The competitive problem facing MeridianOps is not that there are too many 
competitors. The problem is that each competitor archetype owns one part of the 
story more clearly than MeridianOps owns the whole.

Archetype Narrative Posture Strategic Threat Recent Posture

Legacy Help Desk 
Suite

Safe, established, 
system of record

High, wins on 
procurement 
familiarity and 
platform 
consolidation

Quietly stable; 
positioning as the 
“complete” platform

AI Chatbot Vendor Modern, 
automation-first, 
easy to summarize

High, wins top-of-
funnel AI 
retrievability with 
simple category 
language

Aggressive content 
production around 
“AI for support”

Customer Success 
Platform

Retention, account 
health, expansion-
focused

Medium-High, owns 
executive 
vocabulary around 
customer value

Moving toward 
“revenue platform” 
framing



Archetype Narrative Posture Strategic Threat Recent Posture

Workflow 
Automation Layer

Flexible, horizontal, 
integration-heavy

Moderate, can 
absorb workflow use 
cases when 
categories are 
unclear

Stable; not actively 
threatening

The legacy help desk archetype wins when buyers prioritize stability. The AI 
chatbot vendor wins on shortform retrievability, “AI chatbot for support” 
compresses cleanly into AI recommendations. The customer success platform owns 
the executive conversation around retention and expansion. The workflow 
automation layer fills in when category definition is weak.

MeridianOps sits adjacent to all four and is specifically displaced by all four in 
different buyer scenarios. This is not a product problem. It is a category-definition 
problem.

In recommendation systems, compression beats completeness,  
and right now MeridianOps is the most complete and least  

compressed option in the consideration set.

TRUST COLLAPSE POINTS

Trust Collapse Points are the places where buyer confidence weakens because the 
story, proof, category, or conversion path does not yet support the company’s 
strategic ambition.

Severity reflects both how many independent analyses flagged the issue and how 
urgent the correctable revenue impact is. A TCP flagged by four of four analyses 
represents systemic failure. A TCP flagged by two represents emerging risk worth 
monitoring.

TCP #1: Category Compression Risk

Severity 10/10  ·  Cross-Platform Confidence 4 of 4

MeridianOps wants to be understood as customer operations intelligence. The 
market still has an easier time understanding it as support automation. That 
compression lowers perceived strategic value and pushes the company into 
crowded comparison sets where automation vendors, chatbots, and help desk 
suites already own clearer category language. Every other TCP downstream of this 
one is harder to fix until this one is fixed.

“This sounds like another AI support automation tool. How is this 
different from what we already have?”

TCP #2: Executive Proof Gap

Severity 9/10  ·  Cross-Platform Confidence 4 of 4



The available proof is operational: faster resolution, lower ticket volume, better 
routing, improved team productivity. The upmarket buyer needs business proof: 
cost-to-serve reduction, churn risk prevention, expansion readiness, escalation 
avoidance, customer health visibility. The product likely produces these outcomes 
already. The public proof architecture does not yet structure them in language an 
executive buyer can take to a budget conversation.

“I believe this helps the team. I don’t yet know how to defend it as a 
strategic investment.”

TCP #3: Competitor Defaulting

Severity 8/10  ·  Cross-Platform Confidence 3 of 4

When category language is unclear, buyers and AI systems default to familiar 
names. The legacy help desk suite becomes the safe enterprise choice. The AI 
chatbot vendor becomes the modern automation choice. The customer success 
platform becomes the executive retention choice. MeridianOps risks becoming the 
interesting-but-unclear alternative, the one that gets briefly considered, then 
quietly cut from the shortlist because no one can explain it confidently to the team.

“I understand why the others are on the list. I’m not sure where 
MeridianOps fits.”

TCP #4: Buyer Translation Gap

Severity 8/10  ·  Cross-Platform Confidence 3 of 4

Support leaders, customer success leaders, CFOs, and COOs each need different 
language. MeridianOps currently runs one blended narrative attempting to serve 
all of them. The result is partial resonance with multiple audiences but insufficient 
precision for any single audience to carry the business case internally.

“I can see the use case for my team, but I don’t know how to make the 
strategic case to leadership.”

TCP #5: Founder POV Underused

Severity 7/10  ·  Cross-Platform Confidence 3 of 4

Maya Chen is publishing on the customer operations thesis on LinkedIn, on 
podcasts, and at conferences. The POV is sharp. It is also barely visible on the 
company’s own surfaces. The founder is doing category-building work, and the 
company is not yet using that work to anchor its public positioning. This is the 
most easily corrected gap in the audit.

“The CEO seems to have a clearer view of the category than the website 
does.”

TCP #6: AI Retrieval Layer Not Architected

Severity 7/10  ·  Cross-Platform Confidence 2 of 4

Recommendation systems increasingly mediate initial vendor consideration. 
MeridianOps’ content is not yet structured for machine retrieval. The new brand 
voice is sharp but not phrase-disciplined. In an environment where AI compresses 



brands into dominant phrases, MeridianOps is giving recommendation systems a 
gestural category rather than a clean handle.

“I asked an AI assistant for customer operations recommendations. 
MeridianOps wasn’t in the answer.”

THREE STRATEGIC MOVES

Move #1: Compress the Category Into a Single Distributable 
Thesis

Priority: Immediate  ·  Timeline: 30 days  ·  Investment: Low-Medium  ·  Impact: 
High

The Diagnosis

“Customer operations intelligence” is currently a visual identity and a homepage 
claim. It is not yet a strategic thesis. In an AI-mediated buyer environment where 
recommendation systems reward compressible language, MeridianOps must 
translate its new voice into one hard sentence that buyers, investors, and machines 
can all retrieve.

The Move

Architect a single organizing thesis that unifies every product capability under one 
buyer-relevant problem statement. Based on cross-platform analysis, the strongest 
available thesis is:

Customer teams don’t have a ticket problem. They have an 
operations visibility problem, and by the time support sees the 

symptom, revenue is already at risk. MeridianOps is the 
intelligence layer that gives customer leaders early visibility  

into where friction becomes churn.

Deploy this thesis consistently across the homepage, solution pages, the demo 
funnel, sales enablement, and, critically, in machine-readable content designed for 
AI retrieval. Publish explicit comparative content: when to choose MeridianOps 
over a chatbot, when help desk consolidation no longer solves the problem, when 
customer success platforms need an operational layer underneath. Every product 
capability becomes a proof point for the thesis.

Expected Impact

Compressible narrative gravity in both human and AI recommendation 
environments. Recovery of category ownership currently being absorbed by 
adjacent archetypes. A framework that supports three years of brand-aligned 
content production.



Conservative estimate: for a $30M ARR mid-market SaaS company in active 
category repositioning, the difference between a clearly retrievable 
category claim and a fuzzy one typically supports a 15–20% lift in qualified 
inbound pipeline and a 10–15% lift in new-logo ACV over a twelve-month 
window. For MeridianOps, that range corresponds to roughly $2.5M–$4M 
in expanded annual contracted value across new and expansion bookings.

Move #2: Build the Executive Proof Architecture

Priority: 30–60 Day  ·  Timeline: 60 days  ·  Investment: Medium  ·  Impact: High

The Diagnosis

MeridianOps has operational proof and needs executive proof. Efficiency claims do 
not defend strategic budget. The upmarket buyer is asking a different question 
than the operational buyer, and the public proof architecture is not yet answering 
it.

The Move

Build a proof architecture organized around executive outcomes, not operational 
metrics. The target outputs:

• Cost-to-serve reduction: translate ticket and routing efficiency into per-
account economics.

• Churn risk prevention: show the cases where Pulse identified at-risk 
accounts before traditional indicators.

• Expansion readiness: demonstrate how operational signal predicts upsell 
timing.

• Escalation avoidance: quantify the cost of escalations the operational layer 
prevents.

• Customer health quality: show signal accuracy compared to CRM-driven 
health scores.

Recommended core asset: a Quantified Trust Anchor page or executive proof brief 
that translates support and operations data into business outcomes in language a 
CFO, COO, or CCO can take directly to a budget conversation. Each existing case 
study should be rewritten with the executive outcome above the operational 
metric.

Expected Impact

Stronger internal business case for the buyer. Higher CFO and COO credibility. 
More defensible upmarket positioning. Reduced sales-cycle friction in deals over 
$100K ACV, where the executive defense matters most.

Move #3: Activate the Founder POV as Category Authority

Priority: 60–90 Day  ·  Timeline: Six-month campaign  ·  Investment: Medium  ·  
Impact: Transformative



The Diagnosis

Maya Chen has earned voice in the customer operations category, through her 
HubSpot tenure, her LinkedIn essays, her SaaStr appearance, her recent podcast 
circuit. That voice is currently doing category-building work for the market without 
being structurally tied back to MeridianOps’ brand surfaces. This is the single most 
underutilized strategic asset in the audit. In a category that does not yet have a 
defined leader, authenticity cannot be manufactured. It can only be claimed by the 
founder who has lived it.

The Move

Execute a Founder Authority Activation: a public, sustained, structured 
reclamation of Maya Chen’s role in defining customer operations intelligence as a 
category.

• Part One. Integrate Maya Chen’s POV directly into the primary brand 
narrative. Founder essays prominent on the homepage and category page, 
not buried in a blog. Her thesis becomes the company’s thesis.

• Part Two. Build the Customer Operations Authority Library, a sustained 
content program around the category, anchored in Maya’s POV. Comparison 
frameworks, category definition pieces, executive op-eds, structured 
analysis of where customer operations sits in the modern SaaS stack. Built 
for retrieval, not for engagement metrics.

• Part Three. Maya leads three category-defining moments in the next six 
months, one analyst briefing, one keynote, one published thesis piece in a 
tier-1 business or category publication. Each moment is amplified across 
MeridianOps surfaces, not left isolated on Maya’s personal channels.

Expected Impact

Repositioning from “one of several AI support vendors” to “the customer 
operations intelligence platform built by the team that named the category.” This 
is the move that makes the upmarket positioning defensible against well-funded 
incumbents who can outspend on advertising but cannot manufacture a 
comparable category origin story.

THE ONE MOVE

If MeridianOps executes only one action in the next 30 days:

Compress “Customer Operations Intelligence” into one 
repeatable thesis sentence and make it the dominant organizing 

claim across the homepage, the comparison surfaces, and the 
AI-retrievable content layer.

This is the highest-leverage intervention available. Every other correction depends 
on it. Without a compressible category thesis, the proof architecture has nothing to 



organize around, the founder POV has no destination to point toward, the 
competitive framing has no anchor, and AI systems will continue defaulting to the 
closest familiar category, which for MeridianOps is the one the company has just 
left.

Every other move in this report is more valuable in absolute terms. This one is 
most valuable in immediacy terms.

Do it first.

90-DAY POSITIONING ROADMAP

Days 1–30: The Category Compression Sprint

• Lock the organizing thesis across executive team.
• Rewrite homepage headline, subhead, and primary proof section around the 

thesis.
• Replace residual “support automation” language across product pages with 

“customer operations” language.
• Define the named enemy: fragmented customer operations.
• Create the internal vocabulary protocol for sales, marketing, and leadership.

Days 31–60: Executive Proof Deployment

• Build the Quantified Trust Anchor framework.
• Translate three existing customer cases into executive outcome language.
• Create the customer operations value narrative for CFO, COO, and CCO 

audiences.
• Add executive proof above the fold on key buyer pages.
• Update the sales narrative around revenue risk, not support efficiency.

Days 61–90: Founder Authority Activation

• Integrate Maya Chen’s category POV into the brand surfaces.
• Launch the Customer Operations Authority Library.
• Publish the first comparative framework piece (MeridianOps vs. adjacent 

categories).
• Secure one analyst briefing or external category-defining venue.
• Re-run AI position checks to measure whether the intended category is 

becoming more retrievable.

Day 90+: Measure, Reinforce, Decide

• Re-evaluate AI descriptions across major platforms.
• Measure whether competitor framing has shifted.
• Identify remaining stuck surfaces.



• Decide whether the company needs ongoing strategic intelligence support 
or whether the 90-day roadmap is sufficient.

The repositioning was the hard part. The distribution is the test.

APPENDIX

Exhibit A: Cross-Platform Consensus Index

This index documents the cross-platform confidence behind every major finding in 
this report. Findings flagged by four of four analyses represent systemic, 
unambiguous truths. Findings flagged by two or fewer represent emerging signals 
worth monitoring but not yet strategically critical.

Finding Confidence Strategic Tier

Category compression, still understood as support 
automation

4 of 4 Systemic, 
Immediate

Category thesis not yet repeatable 4 of 4 Systemic, 
Immediate

Competitor archetypes easier to summarize 4 of 4 Systemic, 
Immediate

Executive proof gap 4 of 4 Systemic, 
Immediate

Buyer translation gap 3 of 4 Strategic, 60-Day

Founder POV underused on company surfaces 3 of 4 Strategic, 60-Day

Proof architecture organized around operational 
outcomes

3 of 4 Strategic, 60-Day

AI retrieval layer not architected 2 of 4 Emerging, Monitor

Comparison framework absent on key surfaces 2 of 4 Emerging, Monitor

Exhibit B: Recommended Language Infrastructure

MeridianOps needs a disciplined vocabulary protocol: a short list of proprietary 
phrases, named claims, and comparative positions that every piece of marketing, 
sales, and product copy reinforces. Suggested anchors:

• “Customer operations intelligence” as the dominant category phrase, never 
substituted with “support automation” or “AI for support.”

• “Fragmented customer operations” as the named enemy, creating space for 
the unified-platform position.



• “Support issues become revenue problems when no one sees the pattern 
early enough” as the executive tension.

• “The intelligence layer for customer-facing teams” as the shortform 
explanation.

• “From ticket automation to customer operations visibility” as the transition 
frame.

Exhibit C: Methodology Note

The Signal Diagnostic™ is produced through Strake Partners’ proprietary cross-
platform AI intelligence process. Every client narrative is evaluated across multiple 
independent AI platforms with distinct architectures, training data, and real-time 
market access, producing analytical diversity no single model can replicate. At 
least one analytical layer operates on live market data, recent press, leadership 
changes, product launches, competitor moves, correcting for the training-data 
staleness that affects standalone AI analysis. Findings are weighted by cross-
platform confidence. A finding that surfaces across four independent analyses is 
treated as systemic. A finding from a single source is treated as directional. Every 
AI Position Report passes through senior strategist review before delivery. 
Automated intelligence produces the diagnostic foundation. Human judgment 
produces the strategic verdict.

S t r a k e  P a r t n e r s

Confidential Advisory  ·  Prepared for Executive Consideration

Illustrative sample. Created for demonstration only. Real client engagements remain confidential.


