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THE MARKETING VALUE
CREATION SERIES

Five practical field guides for owners who want marketing to create
more than activity

THE CENTRAL IDEA

Marketing earns strategic relevance when it improves the
economics, durability, transferability, and future options of
the business.

ANTONIO ADAMS

Practical guidance for owners and senior leaders
Oxogin - Growth & Enterprise Value




THE MARKETING VALUE CREATION SERIES SERIES OVERVIEW

FIVE GUIDES - FIVE DECISIONS

Use the guide that matches the constraint

0 1 How Marketing Increases Enterprise Value

Which commercial capability would most improve durable cash flow, confidence, transferability, risk, or strategic options?

0 2 Profit-Focused Marketing

Which price, conversion, customer, offer, resource, or cash lever can improve contribution without damaging future value?

03 Durable Business Marketing

Does the investment strengthen understandable economics, a real advantage, owner cash, accountability, and long-term
compounding?

The $0-$100M Marketing Growth Roadmap

What is the current constraint, work mode, next unlock, talent need, and graduation evidence?

0 5 Exit-Ready Marketing

Will the growth story, proof, systems, brand, customers, and data survive diligence and a change of ownership?
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THE MARKETING VALUE CREATION SERIES SERIES OVERVIEW

THE OPERATING SYSTEM

Diagnose before prescribing

The series is designed to turn a vague request for 'more marketing' into a bounded value-creation decision.

THE BETTER QUESTION

What is the dominant marketing-controlled constraint, what value is at stake, and
what evidence would prove the next intervention worked?

1 Diagnose the stage 2 Name the value lever

Revenue is a clue. The dominant constraint and Demand, margin, revenue quality, market confidence,
graduation evidence tell you what the company actually transferability, risk reduction, or strategic optionality.
needs.

3 Choose a work mode Run a bounded test

Discovery, stabilization, optimization, scale, Protect cash, define ownership, set stop conditions, and
architecture, or the next growth curve. measure incremental economics where possible.

5 Retain the evidence

Turn activity into playbooks, proof, data, operating
rhythm, and decisions another capable team can use.
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THE MARKETING VALUE CREATION SERIES SERIES OVERVIEW

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

MARKETING LEADER | GROWTH & ENTERPRISE VALUE

| built these guides from operating experience across early-stage
companies, growth-stage businesses, and $100M+ business units.
They are meant to help an owner see where marketing can create
economic value - and where it cannot.

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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GUIDE 01 | THE MARKETING VALUE CREATION SERIES

HOW MARKETING
INCREASES ENTERPRISE

VALUE

A practical guide to making growth more durable, credible,
transferable, and valuable

Marketing creates its highest strategic value when it
improves durable cash flow, strengthens revenue quality,
reduces dependency, and expands the company's credible

future options.

DEMAND MARGIN REVENUE QUALITY TRANSFERABILITY

ANTONIO ADAMS
Practical guidance for owners and senior leaders
Oxogin - Growth & Enterprise Value



THE MARKETING VALUE CREATION SERIES ENTERPRISE VALUE

Marketing does not set valuation

It can improve the commercial and operating evidence that owners, lenders, investors, and acquirers
evaluate.

CONCEPTUAL BRIDGE

Stronger enterprise-value potential comes from more durable cash flow, greater
confidence in its durability, more strategic options, and less perceived risk.

1 Improve durable cash flow

Qualified demand, conversion, pricing power, retention,
expansion, mix, and selling efficiency.

3 Reduce dependency and risk

Move trust, demand, customer knowledge, and process
from individuals into company-owned systems and
proof.
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2 Improve quality of earnings

Better-fit customers, recurring or repeatable revenue,
healthier margins, lower concentration, reliable
payback.

Expand strategic optionality

Create credible paths into new segments, channels,
offers, partnerships, markets, and adjacent revenue.



THE MARKETING VALUE CREATION SERIES ENTERPRISE VALUE

VALUE CREATION MAP

Seven commercial value drivers

DRIVER MARKETING CONTRIBUTION EVIDENCE TO RETAIN

Demand Repeatable qualified demand and source-to-revenue visibility Pipeline, conversion, repeatability

Margin Pricing, packaging, mix, CAC, payback, retention Margin, CAC, payback, discounting

Revenue quality Customers who retain, expand, refer, and cost less to serve Cohorts, expansion, concentration

Market confidence Positioning, differentiation, proof, category authority Win rate, direct demand, price
realization

Transferability Company-owned systems, knowledge, proof, and trust Playbooks, ownership, data continuity

Risk reduction Diversified customers, channels, claims, and dependencies Concentration, compliance, resilience

Optionality New segments, offers, partnerships, markets, and channels Test evidence, economics, strategic fit
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THE MARKETING VALUE CREATION SERIES ENTERPRISE VALUE

FROM ACTIVITY TO ASSETS

Make recurring work leave durable
capability behind

VISIBLE ACTIVITY TRANSFERABLE ASSET WHY IT MATTERS
Campaigns Documented channel playbooks and performance history A capable operator can repeat and improve the
motion
Leads Source-to-revenue data and agreed funnel definitions Growth becomes measurable and easier to trust
Founder story Company positioning, proof, and sales narrative Trust can move beyond one person
Custom pitches Segment-specific decks, proof, pricing, objections Sales relies less on heroics
Customer wins Permissioned case studies, references, reviews, ROI Customer value is easier to verify
evidence
Reporting Decision-grade dashboards, definitions, ownership The system survives turnover and diligence
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THE MARKETING VALUE CREATION SERIES

DIAGNOSE BEFORE PRESCRIBING

ENTERPRISE VALUE

Find the weakest material value driver

1 Demand durability

Can the company repeatedly create qualified demand
without one founder, relationship, event, or channel?

3 Revenue quality

Which customers retain, expand, refer, and create
strong proof - and which create drag?

5 Market confidence

Is the position specific, differentiated, provable, and
consistently expressed?
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2 Growth economics

Which channels, segments, and offers create
contribution and acceptable payback?

Transferability

Can another capable team understand and operate the
commercial system?

6 Strategic options

Which adjacent growth paths have evidence rather than
optimism?
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THE MARKETING VALUE CREATION SERIES ENTERPRISE VALUE

PRIORITIZE BY VALUE AT STAKE

Convert a request into a value-creation
hypothesis

THE INTERVENTION FORMULA

Weak driver + value at stake + bounded intervention + decision evidence + owner
= a credible operating test.

OBSERVED CONDITION BOUNDED INTERVENTION LIKELY VALUE EFFECT

Founder-dependent growth Prove and document one repeatable demand motion Lower dependency; stronger
predictability

High revenue, weak margin Refocus segment, price, packaging, and channel mix Better earnings quality

Strong customers, weak proof Build quantified case, review, referral, and reference Greater market confidence
system

Many activities, weak data Define funnel, economics, ownership, and review cadence Lower information risk

New market idea Run a narrow segment, message, channel, and price test SOCp;tIi;)n value without premature
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THE MARKETING VALUE CREATION SERIES

ENTERPRISE VALUE SCORECARD

Score each dimension from 1 to 5

DIMENSION

Demand

Economics

Revenue quality

Transferability

Market confidence

Optionality

HOW TO USE IT

1 - FRAGILE

Random/person-dependent

Unknown/unattractive

High churn/concentration

Knowledge lives in people

Generic story, weak proof

No credible next move

3 - DEVELOPING

One working source

Partially visible

Mixed cohorts

Some documentation

Clear story, uneven proof

Ideas, limited tests

ENTERPRISE VALUE

5 - INSTITUTIONAL

Repeatable, diversified, measurable

Clear by channel, segment, offer

Durable retention, expansion, fit

Clear ownership, systems, evidence

Specific position, pricing power

Evidence-backed growth options

The lowest material score is a candidate constraint - not an automatic project.
Confirm value at stake, management readiness, and the evidence required before
allocating resources.
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THE MARKETING VALUE CREATION SERIES ENTERPRISE VALUE

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

MARKETING LEADER | GROWTH & ENTERPRISE VALUE

My approach is to connect marketing work to the company asset
it should create: stronger economics, repeatable demand, trusted
proof, transferable systems, or a credible new option.

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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GUIDE 02 | THE MARKETING VALUE CREATION SERIES

PROFIT-FOCUSED
MARKETING

How marketing can improve contribution, cash efficiency, and
customer economics

The strongest growth work does not merely create more
revenue or activity. It improves the economics of every
customer, channel, offer, dollar, and hour.

PRICING POWER CONVERSION CUSTOMER QUALITY RESOURCE FOCUS

ANTONIO ADAMS
Practical guidance for owners and senior leaders
Oxogin - Growth & Enterprise Value



THE MARKETING VALUE CREATION SERIES PROFITABILITY

THE PROFIT BRIDGE

Create revenue quality, not just more
activity

THE BETTER QUESTION

Did the company create more contribution and cash from the same or fewer
resources - without damaging customer value or future growth?

1 Price and offer economics 2 Funnel and acquisition efficiency
Improve value communication, price realization, Convert more existing demand, improve lead quality,
packaging, product mix, recurring revenue, and lower CAC, shorten payback, and reduce sales leakage.

expansion paths.

3 Customer economics Resource and cash discipline

Attract customers who retain, expand, refer, and cost Reallocate budget and time, cut low-value work,

less to acquire, onboard, support, and serve. monetize assets, and improve timing of cash
conversion.
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THE MARKETING VALUE CREATION SERIES PROFITABILITY

LEVER 1

Improve pricing power

THE MARKETING QUESTION

Are we making the value clear enough to support better price realization?

LEVER MARKETING TRANSLATION

Positioning Make the company easier to understand and harder to compare

Proof Use quantified cases, reviews, testimonials, references, and ROl evidence
Packaging Create clear good/better/best choices and implementation tiers
Segmentation Align price to higher-value use cases and willingness to pay

Value messaging Tie the offer to business outcomes and cost of inaction

Sales enablement Help sales defend value without automatic discounting

SIMPLE ECONOMIC LOGIC

A price increase that does not materially increase delivery cost can improve gross
profit faster than adding more lead volume. Test by segment, monitor win rate and
retention, and protect customer value.
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THE MARKETING VALUE CREATION SERIES

LEVERS 2-4

Conversion, CAC, and payback

LEVER QUESTION

Conversion Where does existing demand leak
before revenue or activation?

CAC Which channels and segments create
profitable customers?

Payback How quickly does acquisition cash
return?

ORDER OF OPERATIONS

HIGH-LEVERAGE ACTIONS

Offer clarity, friction removal, nurture,
qualification, proof, onboarding

Targeting, channel mix, creative, landing pages,
sales efficiency

Pricing, billing terms, activation, sales cycle,
delivery mix

PROFITABILITY

EVIDENCE

Stage conversion, cycle,
activation, revenue per lead

CAC by channel/segment;
contribution; incrementality

Months to recover; cash timing;
cohort quality

Fix the leaks in existing demand before buying more traffic. More volume poured
into a weak funnel creates expensive growth.

ANTONIO ADAMS | OXOGIN - GROWTH & ENTERPRISE VALUE
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THE MARKETING VALUE CREATION SERIES

LEVERS 5-8

PROFITABILITY

Customer quality, churn, offer mix, and

handoff

LEVER COMMERCIAL QUESTION

Customer quality Which customers create the best contribution after service
burden?

Churn reduction Are expectations, activation, or value reinforcement causing

preventable loss?

Offer mix Can demand shift toward higher-margin, repeatable, or
expandable offers?

Handoff quality Does revenue become healthy delivery, adoption, and cash?

THE CUSTOMER ECONOMICS TEST

MARKETING ACTION

Segment by margin, cycle, retention, expansion,
support cost

Onboarding, education, lifecycle, progress proof,
payment recovery

Packaging, bundles, subscriptions, add-ons,
premium options

Promise alignment, implementation readiness,
ownership, feedback loop

Revenue is not equally valuable. Compare segments and cohorts on gross
contribution, retention, expansion, service burden, cash timing, and referral

behavior.
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THE MARKETING VALUE CREATION SERIES PROFITABILITY

LEVERS 9-12

Resource focus and cash discipline

9 Channel and campaign focus loTeam, tool, and vendor waste
Scale, improve, pause, or cut based on pipeline quality, Remove, consolidate, renegotiate, or redesign
contribution, retention, and incrementality. meetings, reports, SaasS, agencies, approvals, and

unused assets.

1 1 Cost-to-profit conversion Cash timing

Pilot ways existing media, education, events, Improve prepayment, billing terms, activation, cycle
partnerships, or data can offset cost or create adjacent time, payback, and the timing between spend and
profit. collection.

THE RULE

Profit improves when the company stops funding work that does not create a
decision, customer value, learning, or economic return.

ANTONIO ADAMS | OXOGIN - GROWTH & ENTERPRISE VALUE Page 6



THE MARKETING VALUE CREATION SERIES

THE 90-DAY PROFIT SPRINT

One economic constraint. One

cross-functional sprint.

1 0-30 DAYS: BASELINE 2 31-60 DAYS: TEST
Agree on finance definitions. Map Run one bounded price,
contribution by segment, channel, conversion, channel, churn, mix,
offer, and cohort. Identify the or handoff test. Measure

largest leak or highest-confidence incremental behavior, not only
lever. attributed activity.

GUARDRAILS

PROFITABILITY

3 61-90 DAYS:
REALLOCATE

Scale credible evidence. Cut or
redesign low-return spend and
work. Codify ownership,
measurement, and review
cadence.

Protect customer experience, delivery capacity, compliance, data quality, and
future demand. Cost cutting that damages the engine is not profit optimization.

ANTONIO ADAMS | OXOGIN - GROWTH & ENTERPRISE VALUE
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THE MARKETING VALUE CREATION SERIES PROFITABILITY

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

MARKETING LEADER | GROWTH & ENTERPRISE VALUE

My profit lens starts before cost cutting: price realization,
conversion, acquisition efficiency, customer quality, retention,
offer mix, resource focus, and cash timing.

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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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.

ANTONIO ADAMS

Practical guidance for owners and senior leaders
Oxogin - Growth & Enterprise Value




THE MARKETING VALUE CREATION SERIES

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.

ANTONIO ADAMS | OXOGIN - GROWTH & ENTERPRISE VALUE

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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THE MARKETING VALUE CREATION SERIES

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.

ANTONIO ADAMS | OXOGIN - GROWTH & ENTERPRISE VALUE
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THE MARKETING VALUE CREATION SERIES

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

ANTONIO ADAMS | OXOGIN - GROWTH & ENTERPRISE VALUE

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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THE MARKETING VALUE CREATION SERIES

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?

ANTONIO ADAMS | OXOGIN - GROWTH & ENTERPRISE VALUE

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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THE MARKETING VALUE CREATION SERIES

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.

ANTONIO ADAMS | OXOGIN - GROWTH & ENTERPRISE VALUE
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THE MARKETING VALUE CREATION SERIES DURABLE BUSINESS

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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THE MARKETING VALUE CREATION SERIES DURABLE BUSINESS

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

MARKETING LEADER | GROWTH & ENTERPRISE VALUE

| 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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GUIDE 04 | THE MARKETING VALUE CREATION SERIES

THE $0-$100M MARKETING
GROWTH ROADMAP

A stage diagnostic for matching priorities, talent, systems, and
capital to the next constraint

THE CENTRAL IDEA

A company advances when it solves the dominant constraint
limiting its next stage - not when it copies the marketing plan,
team structure, or spending level of a larger business.

ANTONIO ADAMS

Practical guidance for owners and senior leaders GROWTH ROADMAP
Oxogin - Growth & Enterprise Value



THE MARKETING VALUE CREATION SERIES $0-$100M ROADMAP

READ THIS FIRST

Revenue is a clue - not the diagnosis

Two companies with the same revenue can be in different stages. Business model,
margin, regulation, deal size, automation, capital, and market conditions change
what the company needs.

DIAGNOSTIC INPUT WHAT IT TELLS YOU HOW TO USE IT
Approximate scale and resource availability Normalize for business model and revenue
quality
Management load, specialization, and operating risk Account for automation, outsourcing, and
regulation
The bottleneck with the largest downstream effect Use as the primary stage diagnosis

The observable condition proving the constraint is solved Require before copying the next-stage
playbook

Discovery, stabilize, focus, systemize, optimize, Match talent, cadence, and capital posture
architect, scale
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THE MARKETING VALUE CREATION SERIES

ROADMAP AT A GLANCE

$0-$100M ROADMAP

Stages 0-4: from evidence to focus

STAGE NAME

Market Discovery

Commercial Validation

Demand Repeatability

Revenue-System Alignment

Market Focus

REVENUE

$0

$0-$100K

$100K-$500K

$500K-$2M

$2M-$5M

ANTONIO ADAMS | OXOGIN - GROWTH & ENTERPRISE VALUE

DOMINANT CONSTRAINT

No validated market signal

Interest has not become paid proof

Customer acquisition is inconsistent

Demand, sales, delivery, and success are

misaligned

The company serves too many customer
types equally

GRADUATION EVIDENCE

People respond, try, and confirm the
problem matters

Multiple customers pay and confirm
value

One channel repeatedly creates qualified
demand

The system converts and fulfills with less
heroics

A priority segment clearly outperforms
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THE MARKETING VALUE CREATION SERIES $0-$100M ROADMAP

ROADMAP AT A GLANCE

Stages 5-9: from systems to the next
value curve

STAGE NAME REVENUE DOMINANT CONSTRAINT GRADUATION EVIDENCE

Offer Scalability $5M-$10M Value is too custom or hard to repeat The offer is easier to sell, deliver,
measure, and expand

Growth-Economics $10M-$25M Growth works, but efficiency is weak The company knows which motions earn
Optimization more capital
Enterprise Architecture $25M-$50M Complexity hides value and risk Leaders can see and manage the

portfolio economics

Functional Specialization $50M-$100M Generalists cannot carry enterprise Specialists improve performance without
complexity fragmentation

Strategic Capital Deployment $100M+ The current engine may not create the A new option has evidence, economics,
next value curve ownership, and capital logic
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THE MARKETING VALUE CREATION SERIES $0-$100M ROADMAP

THE 0-TO-1 FRAMEWORK

Discovery can happen at any stage

A 0-to-1 problem exists when the desired output is clear but the inputs required to
create it reliably are unknown or misdiagnosed.

DIMENSION DISCOVERY / 0-TO-1 EXECUTION / SCALE
High; the thesis may be wrong Lower; inputs and outcomes are understood
Customer and operating diagnosis Process discipline and quality control
Self-directed builder and systems thinker Operator, manager, optimizer, specialist
Small, reversible tests and fast learning Larger allocation against proven thresholds
Activity without changed understanding Inconsistent execution or capacity limits
Inputs are understood and a play can be codified The system is stable enough to optimize or scale

A Stage 9 company can still face a 0-to-1 problem when entering a new market,
integrating an acquisition, launching a new product, or building a new channel.
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THE MARKETING VALUE CREATION SERIES $0-$100M ROADMAP

STAGES 0-1

Market Discovery and Commercial
Validation

Stage-fit priorities across marketing, sales, product, talent, systems, and capital.

STAGE O STAGE 1

MARKET DISCOVERY COMMERCIAL VALIDATION

DIRECTIONAL REVENUE DIRECTIONAL REVENUE
Dominant constraint Dominant constraint
No validated market signal Interest has not become paid proof
Next unlock Next unlock
Prove an urgent problem and meaningful engagement Validate offer, value, price, and delivery
Graduation evidence Graduation evidence
People respond, try, and confirm the problem matters Multiple customers pay and confirm value
PRIMARY WORK MODE PRIMARY WORK MODE
DISCOVERY DISCOVERY
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THE MARKETING VALUE CREATION SERIES $0-$100M ROADMAP

STAGES 2-3

Demand Repeatability and
Revenue-System Alignment

Stage-fit priorities across marketing, sales, product, talent, systems, and capital.

STAGE 2 STAGE 3

DEMAND REPEATABILITY REVENUE-SYSTEM ALIGNMENT

DIRECTIONAL REVENUE DIRECTIONAL REVENUE
Dominant constraint Dominant constraint
Customer acquisition is inconsistent Demand, sales, delivery, and success are misaligned
Next unlock Next unlock
Prove one repeatable acquisition motion Align funnel, handoffs, CRM, proof, and onboarding
Graduation evidence Graduation evidence
One channel repeatedly creates qualified demand The system converts and fulfills with less heroics
PRIMARY WORK MODE PRIMARY WORK MODE
STABILIZE STABILIZE
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THE MARKETING VALUE CREATION SERIES $0-$100M ROADMAP

STAGES 4-5

Market Focus and Offer Scalability

Stage-fit priorities across marketing, sales, product, talent, systems, and capital.

STAGE 4 STAGE 5

MARKET FOCUS OFFER SCALABILITY

DIRECTIONAL REVENUE DIRECTIONAL REVENUE

$2M-$5M $5M-$10M

Dominant constraint Dominant constraint

The company serves too many customer types equally Value is too custom or hard to repeat

Next unlock Next unlock

Focus ICP, position, proof, and channel strategy Productize offers and increase customer value

Graduation evidence Graduation evidence

A priority segment clearly outperforms The offer is easier to sell, deliver, measure, and expand
PRIMARY WORK MODE PRIMARY WORK MODE
FOCUS SYSTEMIZE

ANTONIO ADAMS | OXOGIN - GROWTH & ENTERPRISE VALUE Page 8



THE MARKETING VALUE CREATION SERIES $0-$100M ROADMAP

STAGES 6-7

Growth-Economics Optimization and
Enterprise Architecture

Stage-fit priorities across marketing, sales, product, talent, systems, and capital.

STAGE 6 STAGE 7

GROWTH-ECONOMICS OPTIMIZATION ENTERPRISE ARCHITECTURE

DIRECTIONAL REVENUE DIRECTIONAL REVENUE

Dominant constraint Dominant constraint

Growth works, but efficiency is weak Complexity hides value and risk

Next unlock Next unlock

Reallocate toward profitable, predictable growth Clarify segment, product, brand, channel, data, and

journey

Graduation evidence Graduation evidence

The company knows which motions earn more capital Leaders can see and manage the portfolio economics
PRIMARY WORK MODE PRIMARY WORK MODE
OPTIMIZE ARCHITECT

ANTONIO ADAMS | OXOGIN - GROWTH & ENTERPRISE VALUE Page 9



THE MARKETING VALUE CREATION SERIES $0-$100M ROADMAP

STAGES 8-9

Functional Specialization and Strategic
Capital Deployment

Stage-fit priorities across marketing, sales, product, talent, systems, and capital.

STAGE 8 STAGE 9

FUNCTIONAL SPECIALIZATION STRATEGIC CAPITAL DEPLOYMENT

DIRECTIONAL REVENUE DIRECTIONAL REVENUE
$50M-$100M $100M+
Dominant constraint Dominant constraint
Generalists cannot carry enterprise complexity The current engine may not create the next value curve
Next unlock Next unlock
Build specialized capability and governance Build the next market, product, partner, M&A, or

category thesis

Graduation evidence Graduation evidence

Specialists improve performance without fragmentation A new option has evidence, economics, ownership, and
capital logic

PRIMARY WORK MODE PRIMARY WORK MODE

SCALE / GOVERN PORTFOLIO / 0-TO-1
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THE MARKETING VALUE CREATION SERIES

PEOPLE AND OPERATING MODEL

$0-$100M ROADMAP

Talent changes as the constraint changes

STAGES COMMERCIAL FUNCTIONS THAT BECOME CENTRAL

Discovery, positioning, offer, pricing, founder sales, early proof

Demand generation, revenue operations, enablement, onboarding,
basic analytics

Segment strategy, product marketing, packaging, lifecycle, customer
proof

Marketing operations, analytics, brand architecture, channel portfolio,

RevOps

Specialized teams, governance, portfolio strategy, M&A integration,
next-curve work

ANTONIO ADAMS | OXOGIN - GROWTH & ENTERPRISE VALUE

TALENT MODE

Builder / discovery

Operator / manager

Cross-functional leader

Functional leader

Executive / architect

LEADERSHIP JOB

Learn quickly and validate
value

Create repeatability and
alignment

Focus and systemize value

Optimize economics and
architecture

Allocate capital and create
options
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THE MARKETING VALUE CREATION SERIES $0-$100M ROADMAP

OWNER'S DIAGNOSTIC

Name the next constraint before hiring or
spending

Current stage signal

What do revenue, complexity, customer behavior, and market conditions suggest?

2 Dominant constraint

What one bottleneck has the largest downstream effect on growth, profit, risk, or enterprise value?

3 Work mode

Is this discovery, stabilization, focus, systemization, optimization, architecture, scale, or a new 0-to-1 curve?

What revenue, contribution, cash, risk reduction, strategic option, or enterprise value could change?

5 Graduation evidence

What observable condition would prove the constraint is solved?

| 4 Value at stake

Talent and ownership

Who is the right type of leader for this work, and who owns the decision?

THE RIGHT MARKETING PLAN IS THE ONE THAT SOLVES THE NEXT REAL CONSTRAINT.
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GUIDE 05 | THE MARKETING VALUE CREATION SERIES

EXIT-READY MARKETING

How marketing helps build a more valuable, transferable, and
diligence-ready company

THE CENTRAL IDEA

Exit-ready marketing helps prove the business can grow,
retain customers, create profit, and keep winning without
depending on one founder, channel, campaign, customer, or
custom process.

ANTONIO ADAMS

Practical guidance for owners and senior leaders
Oxogin - Growth & Enterprise Value




THE MARKETING VALUE CREATION SERIES EXIT READINESS

THE EXIT-READY FRAME

Make future growth easier to believe

THE BUYER'S QUESTION

Will demand, customer value, economics, and market trust continue after
ownership changes - and is the evidence strong enough to survive diligence?

EXIT-READY DRIVER WHAT GOOD LOOKS LIKE

Repeatable demand Demand does not depend only on referrals, founder relationships, one salesperson, or one
campaign

Transferable brand Customers trust the company, the promise is clear, and proof is not tied to one personality

Buyer-grade proof Customer outcomes, reviews, references, retention, and ROI evidence can be verified

Revenue quality Customer mix, concentration, retention, expansion, margin, and service burden are visible

Documented system Funnel definitions, playbooks, data ownership, budgets, calendars, and handoffs can survive
turnover

Credible growth story Future opportunities are supported by tests, economics, capacity, and named ownership

ANTONIO ADAMS | OXOGIN - GROWTH & ENTERPRISE VALUE Page 2




THE MARKETING VALUE CREATION SERIES EXIT READINESS

1. PROVE REPEATABLE DEMAND

Can customers be created consistently?

EVIDENCE WHY IT MATTERS

Lead source by channel Shows where demand comes from

CAC and payback by channel Shows the cost and cash timing of growth
Conversion by stage Shows funnel health and leakage

Pipeline by segment Shows where high-quality demand exists

Sales velocity Shows how quickly demand becomes revenue
Campaign repeatability Shows the play can run again

Channel concentration Shows whether demand depends on one source

BEFORE / AFTER

Before: 'Most leads come from referrals.' After: 'We can show which channels
repeatedly create qualified pipeline, what they cost, how they convert, and where
concentration risk remains.'
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THE MARKETING VALUE CREATION SERIES EXIT READINESS

2. MAKE THE BRAND TRANSFERABLE

Do customers trust the company or only
the founder?

FOUNDER-DEPENDENT TRANSFERABLE

Founder is the brand Company brand carries clear trust and meaning

Founder explains the offer Messaging and product architecture explain the value

Founder closes hard deals Sales proof and enablement support the team

Founder owns relationships CRM, success, and account ownership preserve continuity

Founder creates all authority The company has a credible market voice and proof system

Story changes by seller Positioning, narrative, pricing, and objections are documented
THE GOAL

Preserve the founder's credibility while transferring the customer promise,
relationships, knowledge, and trust into company-owned assets.
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THE MARKETING VALUE CREATION SERIES EXIT READINESS

3. BUILD BUYER-GRADE CUSTOMER PROOF

Can the company prove customers value
it?

PROOF ASSET WHAT IT SHOULD CONTAIN

Quantified cases Business problem, intervention, outcome, timing, customer context, permission
Reference system Named reference pool, segment coverage, readiness, owner, consent

Reviews and reputation Coverage, recency, response process, issue themes, resolution

Retention and expansion Cohort behavior, renewal, adoption, upsell, cross-sell, contraction

Customer voice Interview library, win/loss insight, objection patterns, proof language

Proof governance Claims substantiation, approvals, source files, expiration and refresh cadence

THE STANDARD

A beautiful case study is not enough. A buyer should be able to trace the claim to a
real customer, real context, real result, and responsible owner.
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THE MARKETING VALUE CREATION SERIES

4. IMPROVE REVENUE QUALITY

EXIT READINESS

Not all growth earns the same confidence

1 Customer concentration

Know revenue, gross profit, relationship ownership,
renewal risk, and replacement difficulty for major
accounts.

3 Cohort quality

Compare retention, expansion, margin, service burden,
payment behavior, and referrals by acquisition source
and segment.

THE DILIGENCE LENS

2 Channel concentration

Know how much pipeline and revenue depends on one
platform, partner, reseller, event, or relationship.

4 Offer quality

Show which offers are repeatable, profitable,
expandable, and easier to deliver without custom
heroics.

Clean growth is understandable: the buyer can see who buys, why they buy, how
demand is created, what it costs, how long customers stay, and what could break.
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THE MARKETING VALUE CREATION SERIES EXIT READINESS

5. DOCUMENT THE GROWTH SYSTEM

Build a diligence-ready commercial data
room

FOLDER DECISION-GRADE CONTENTS
Strategy Market, ICP, positioning, segment logic, offer architecture, growth priorities
Performance Funnel, pipeline, revenue source, CAC, payback, conversion, retention, expansion
Customer proof Cases, references, reviews, interviews, win/loss, claim substantiation
Operations Org chart, RACI, calendars, playbooks, SLAs, budgets, vendors, systems
Brand and IP Guidelines, messaging, domains, content rights, creative files, trademarks
Data and compliance Definitions, owners, access, consent, privacy, attribution, retention
Growth options Test results, market sizing logic, economics, dependencies, capacity, owner

THE TEST

Could another qualified team understand how the company creates demand,
converts it, serves the promise, measures economics, and chooses what to do
next?
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THE MARKETING VALUE CREATION SERIES EXIT READINESS

THE 90-DAY EXIT-READINESS SPRINT

Improve evidence before polishing the
story

1 0-30 DAYS: BASELINE 2 31-60 DAYS: REPAIR 3 61-90 DAYS: PROVE
Inventory proof, funnel Close high-risk evidence gaps. Run the system, retain evidence,
definitions, customer and channel Build cases, references, test the growth thesis, simulate
concentration, brand dashboards, playbooks, diligence questions, and assign
dependencies, data ownership, ownership, claims support, and remediation owners.

and missing source files. customer continuity plans.

ORDER OF OPERATIONS

Fix underlying concentration, dependency, data, and customer-value problems
first. A polished deck cannot make a fragile commercial system durable.
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THE MARKETING VALUE CREATION SERIES EXIT READINESS

EXIT-READY MARKETING SCORECARD

Score each area from 1l to 5

Demand is repeatable, measurable, and not dependent on one person or channel.

The company brand, promise, proof, and customer relationships are transferable.
Customer outcomes and claims are verified, permissioned, current, and easy to trace.
Revenue quality, concentration, retention, expansion, and service burden are visible.
Funnel, systems, playbooks, data definitions, access, and ownership can survive turnover.
The next growth options have tests, economics, capacity, risk, and named owners.

Marketing, sales, product, finance, and customer success tell one consistent buyer story.

READ THE LOW SCORES

A low score is not a reason to manufacture proof. It is a prompt to fix the business
system, retain real evidence, and make the risk visible.
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THE MARKETING VALUE CREATION SERIES EXIT READINESS

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

MARKETING LEADER | GROWTH & ENTERPRISE VALUE

My exit-readiness lens is simple: help the business become easier
to understand, easier to trust, easier to grow, and easier to
transfer - without manufacturing a story the operating evidence
cannot support.

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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