
How To Get To 
$15M Revenue 
Completely From 
Inbound
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We are a 
research-driven 
growth agency



100% is 
inbound 

Marketing
Team

Sales
Team Pipeline
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What is Inbound?
“They came to usˮ
Examples: organic website visits, cold customer email or 
LinkedIn message TO a salesperson (or Ethan), direct webinar 
registration.



The Typical 
Marketing 
Playbook



Graphite does almost none of these…









What works for Graphite:

Content 



10x’ing The Content Strategy

OTHERS

 
■ Re-purpose other people’s content 

(especially studies) 
■ Cite same data from major research 

publications 
■ Hire ghost writers to post weekly generic 

information  
■ Post ”sort of interesting” content just 

because  
 

GRAPHITE

 
■ Original, never been done before 

research from PhDs 
■ Collaborate with data partners to get 

the best data 
■ Doing rigorous analysis in-house 
 
■ Cherry on top: Leadership personally 

writes everything  
 



10x’ing The Content Strategy



How others measure content

Source: Ahrefs

https://app.ahrefs.com/v2-site-explorer/overview?backlinksChartMode=metrics&backlinksChartPerformanceSources=domainRating%7C%7CurlRating&backlinksCompetitorsSource=%22UrlRating%22&backlinksRefdomainsSource=%22RefDomainsNew%22&bestFilter=all&brandedTrafficSource=target-brand&chartGranularity=monthly&chartInterval=2015-06-01%7C2025-12-01&competitors=&countries=&country=all&entitiesCategory=organisations&generalChartBrandedTraffic=non-branded%7C%7Cother-brands%7C%7Ctarget-brand&generalChartMode=metrics&generalChartPerformanceSources=organicPages%7C%7CorganicTraffic&generalCompetitorsSource=%22OrganicTraffic%22&generalCountriesSource=organic-traffic&generalEntitiesChartMetric=Traffic&generalPagesByTrafficChartMode=Percentage&generalPagesByTrafficSource=Pages%7C%7CTraffic&highlightChanges=1m&intentsMainSource=informational&keywordsSource=all&mode=subdomains&organicChartBrandedTraffic=non-branded%7C%7Cother-brands%7C%7Ctarget-brand&organicChartMode=metrics&organicChartPerformanceSources=organicTraffic&organicCompetitorsSource=%22OrganicTraffic%22&organicCountriesSource=organic-traffic&organicEntitiesChartMetric=Traffic&organicPagesByTrafficChartMode=Percentage&organicPagesByTrafficSource=Pages%7C%7CTraffic&overviewSerpChartMode=Own&overviewSerpChartSpec=AIOverview%7C%7CAdwordsBottom%7C%7CAdwordsTop%7C%7CDiscussions%7C%7CFeaturedSnippet%7C%7CImagePack%7C%7CKnowledgeCard%7C%7CKnowledgePanel%7C%7CLocalPack%7C%7CPaidSiteLinks%7C%7CPeopleAlsoAsk%7C%7CShoppingAds%7C%7CShoppingOrganic%7C%7CSitelinks%7C%7CThumbnail%7C%7CTopStories%7C%7CTweets%7C%7CVideoPreview%7C%7CVideos&overviewSerpManyChartSpec=Own%7C%7CTotal&overview_tab=general&paidSearchPaidKeywordsByTopPositionsChartMode=Percentage&paidTrafficSources=cost%7C%7Ctraffic&target=graphite.io&topLevelDomainFilter=all&topOrganicKeywordsMode=normal&topOrganicPagesMode=normal&trafficType=Organic&volume_type=monthly


Upside helped us understand what content is driving 
deals 

Recorded touchpoints

Mentions in calls or emails

+





What works for Graphite:

Referrers



53% 

of Graphiteʼs deals in the past 2 years came from referrals.



53% 

of Graphiteʼs deals in the past 2 years came from referrals.

Almost none showed up in a standard systems.



53% 

of Graphiteʼs deals in the past 2 years came from referrals.

Almost none showed up in standard systems.

Upside looks at emails, call transcripts and SFDC notes to find all 
our referrers.



How do you get referrers?



How do you get referrers?

Build an amazing product that 
people are willing to refer.



Upside helped us 
understand how 
we have been 
engaging our 
referrers.





What works for Graphite:

Events



Bespoke > “Premium” Events

OTHERS

 
■ Book the most expensive steakhouse in the 

city  
■ Invite their top 10 sales targets + sales 

teams 
■ Send sales email after dinner  
■ Sell during the dinner 
 

GRAPHITE

 
■ Authentic, bespoke events 
■ Invite interesting people not just 

potential clients 
■ No sales people 
■ No sales pitches  
■ After dinner email is centered on 

connection, not sales  
 
 





Events didn’t show up in first, last or 
event regular multi-touch attribution at 
all, BUT with Upside: 



We also 
learned that 
events help us  
build 
champions. 



What works for Graphite:

Swag



Premium > Quantity

OTHERS

 
■ Create tons of low quality 

swag (notebooks, pins, pens, 
stickers, etc) 

■ Aggressively give away at 
every occasion 

 
■ Result: swag gets forgotten 

about/thrown away 

GRAPHITE

 
■ Premium, bespoke “swag” 
■ Swag is given away on 

special occasions only  
■ Centered around experience 

instead of object quantity 
 

■ Result: swag is a 
praise-worthy surprise 



Upside helped us identify 
this as an untapped 
opportunity:



What works for Graphite:

External
webinars



Share Something New Every Time

OTHERS

 
■ Re-purpose the same slides over and 

over  
■ Cite same data seen before 
■ Style instead of substance 
 
 

GRAPHITE

 
■ New + useful information every single 

time 
■ Provide useful, tactical playbooks for 

immediate implementation 
■ Live Q&As to answer real user 

questions  
 
 
 



Share Something New Every Time



Few high quality webinars and podcasts that close a 
lot of deals



Ethan

What works for Graphite:



Useful > Spam

OTHERS

 
■ Post daily about any single update 

happening 
■ Hire ghost writers to post generic 

information weekly on LinkedIn  
■ Post ”sort of interesting” content just 

because 
■ Post, then ghost  
 

ETHAN

 
■ Post only useful content  
■ Less is more  
■ Posts are longer, more thoughtful  
■ Meant to spark conversation and 

provide useful insights  
 
 
 
 



Give Away Free Advice 

Example: Helping for free when offered $100k

https://www.linkedin.com/feed/update/urn:li:activity:7358511562711617537/?commentUrn=urn%3Ali%3Acomment%3A%28activity%3A7358511562711617537%2C7358619343976394754%29&dashCommentUrn=urn%3Ali%3Afsd_comment%3A%287358619343976394754%2Curn%3Ali%3Aactivity%3A7358511562711617537%29




How did they measure all of 
this? 



Traditional models 
struggled to measure the 
real impact of Graphite 
and Ethan’s efforts. 



This is what most people see

Last touch attribution has a narrow window.

1st Touchpoint 
0% CREDIT 

2nd Touchpoint 
0% CREDIT 

 

3rd Touchpoint 
100% CREDIT 

100%  
CONVERSION +  +  = 

BLOG  LINKEDIN POST  EMAIL 



Send more emails

Send more people to website

Get people to fill forms



How we measure what’s working for Graphite 



+

+

+

Opportunity Buying Group

● Intelligent buying group detection

● Identity discovery and deduplication

● Timeline determination

● Activity deduplication across systems

● Extracting missing touchpoints

Healing

How we measure what’s working for Graphite 



Even detecting and reconstructing missing touchpoints

From: Jennifer D.
To: Account Executive

Hi! Just wanted to share some context before we 
meet tomorrow. I first learned about your company 
when I was at GoDaddy. 

I walked past your booth at Dreamforce last week, 
and that reminded me to reach out. We have about 
500 employees but 75 of them are outside the US, so 
we’d love to understand how pricing looks. 

Since our fiscal year starts in Feb, we’d like to start 
working on budget now. 

Thanks,
Jen
Director, People Operations

Direct Email

- “Jennifer D” = “Jen”
- Title = “Director, People Operations”

Primary influence:
Prior Customer, New Role

Secondary influence:
Conference: Dreamforce 2024



+

+

+

Opportunity Buying Group

● Intelligent buying group detection

● Identity discovery and deduplication

● Timeline determination

● Activity deduplication across systems

● Extracting missing touchpoints

Healing

Upside MCP

Dashboard

Custom Apps

How we measure what’s working for Graphite 



Demo



Demo



Finding hidden 
touchpoints and fixing 
the data tells a very 
different story about 
what we should focus on. 





Meaningful 
engagements from the 

buying group



Mada’s 5 Takeaways

1. Less is more - focus on lower quantity, very high 
quality campaigns 

2. Building relationships > being transactional
3. 0 > slop
4. Everything you do will be a reflection of your brand 

and product: Graphite = Premium 
5. Measurement always needs context



What’s next?



Upside Recommendations



Thank you! 

Next webinar: March 11



How To Thought Lead 
In The Age Of AI

+ swyx

March 11, 10am Pacific

upside.tech/webinars


