GUIDE 03 | THE MARKETING VALUE CREATION SERIES

DURABLE BUSINESS
MARKETING

How marketing can strengthen the economics, advantages, and
systems that compound over time

THE CENTRAL IDEA

A marketing investment is attractive when the company
understands why it should work, can limit downside while
learning, can measure owner economics, and can strengthen
an advantage that becomes harder to copy.
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Practical guidance for owners and senior leaders
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THE DURABILITY TEST

DURABLE BUSINESS

Would this work make the company
stronger if conditions changed?

THE CENTRAL IDEA

Durable marketing creates capabilities and customer value that survive channel
volatility, leadership turnover, competitive pressure, and the end of a single

campaign.

1 Understand before acting

Separate what is known, hypothesized, and unknown.
Operate within real customer, channel, offer, and causal
knowledge.

3 Manage for owner economics

Judge investment by incremental contribution, payback,
durability, cash timing, risk, and opportunity cost.
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2 Strengthen a real advantage

Reinforce product, service, distribution, data,
community, switching cost, brand trust, or operating
capability.

Build systems that compound

Leave behind data, proof, playbooks, audience,
customer insight, and organizational capability.
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KNOW THE WORK MODE

Do not scale uncertainty

MODE WHAT IS KNOWN

Discovery Desired outcome is clear; causal inputs

are not

Systemize A play works; repeatability or economics

are uneven

Scale Inputs, economics, capacity, and
ownership are understood
Architect Complexity hides value, accountability,

or risk

THE MISTAKE TO AVOID

APPROPRIATE WORK

Research, narrow tests, feedback, refinement

Standardize, measure, improve conversion and
handoffs

Expand budget, channels, team, markets, or
volume

Clarify portfolio, segment, journey, data, and
operating model

DURABLE BUSINESS

CAPITAL POSTURE

Small, reversible,
learning-oriented

Fund improvement against
thresholds

Deploy more capital with
controls

Invest in coherence and
governance

Treating a discovery problem like an execution problem. More spend, headcount,
process, or automation cannot rescue a false diagnosis.
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STRENGTHEN A REAL ADVANTAGE

Marketing can reveal and compound a
moat; it cannot invent one

POTENTIAL ADVANTAGE

Brand trust

Switching and workflow

Distribution

Data and learning

Community and network

Operating capability

MARKETING CONTRIBUTION

Consistent position, proof, experience, and category memory

Onboarding, education, adoption, integrations, lifecycle value

Owned audience, partners, referrals, local or vertical access

Feedback loops, segmentation, experimentation, customer

intelligence

Participation, identity, peer value, contribution loops

Documented promise, delivery alignment, proof, and quality
control
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DURABLE BUSINESS

EVIDENCE IT IS REAL

Price realization, preference, direct
demand

Usage depth, retention, expansion

Lower CAC, exclusive access, repeatability

Faster learning, better decisions,
personalization

Engagement, referrals, member-created
value

Consistent outcomes, fewer handoff
failures
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MANAGE FOR OWNER ECONOMICS

Attributed revenue is not enough

DECISION LENS

Cash economics

Durability

Incremental return

Strategic fit

Downside

Opportunity cost

QUESTION BEFORE ALLOCATION

What cash leaves, when does it return, and what variable costs
follow?

Will the customer retain, expand, refer, or require replacement?

What happens because of the spend versus what would happen

anyway?

Does the spend strengthen the constraint that matters now?

What is the loss if the hypothesis is wrong?

What higher-return work will not happen if we fund this?
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DURABLE BUSINESS

EVIDENCE AFTER ALLOCATION

Incremental contribution; payback; cash
timing

Cohort retention; expansion; service
burden

Holdout, baseline, lift, or credible

counterfactual

Stage fit; capacity; leadership attention

Budget cap; stop condition; reversibility

Ranked alternatives; resource conflicts
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AUTONOMY WITH ACCOUNTABILITY

DURABLE BUSINESS

Make ownership and truth visible

1 Clear decision rights

Name who owns the customer context, budget,

execution, measurement, escalation, and final decision.

3 Portable learning

Capture what worked, where it worked, why it may

have worked, and what would invalidate the conclusion.

THE DURABLE STANDARD

2 Candid reporting

Show economics, assumptions, failures, unintended
effects, and changes in the thesis - not only positive
activity.

Capability transfer

Build internal judgment, documentation, data access,
and operating rhythm so support does not create
dependence.

A good outcome is not only a successful campaign. It is a company that can
explain, repeat, govern, and improve the system after the original operator leaves.
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DURABLE MARKETING SCORECARD

Score from 1l to5

We understand the customer, use case, economics, and causal reason the play should work.
The work strengthens an authentic advantage visible in behavior or economics.

We can measure incremental contribution, payback, durability, and cash timing.

Capital is concentrated on the highest expected return rather than spread by habit.
Downside, stop conditions, and opportunity cost are explicit before scaling.

Decision rights, operating ownership, and accountability are clear.

Reporting includes failures, uncertainty, and evidence that changes the thesis.

The work leaves behind data, proof, systems, audience, or capability that compounds.
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A NOTE FROM ANTONIO

Build the system the business needs next

A useful marketing leader does more than create activity. The job is to find the constraint, improve the
economics, and leave a stronger company behind.

Antonio Adams
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| think about marketing as invested owner cash. The work should
create a return, strengthen a real advantage, survive scrutiny,
and leave a capability that compounds.

EXPERIENCE IN PRACTICE

18+ years in marketing. $50M+ generated across my career. Outcomes include
350% more lead flow, 1,400% more booked demos, 45% lower CAC, 88% lower CPL,
and 16x conversion improvement.

One company where marketing is a real constraint - and where a senior leader
can improve growth, profitability, durability, and enterprise value from the
inside.

A SIMPLE CONVERSATION STARTER

Is marketing the thing limiting your business?

If the question is worth exploring, use this guide as a diagnostic. Start with the lowest-confidence area,
define the evidence that would change the decision, and work backward to the smallest credible
intervention.

OXOGIN.COM

Educational framework. Not investment, legal, tax, or valuation advice. Examples are illustrative.
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