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W R I T I N G   

7 Ways to Cultivate a Team of Owners 

Creating the right conditions to organically grow employee investment, proactivity and ownership  

 

One of the most important things I’ve learned in leadership is a relatively simple truth: employees that are emotionally invest-

ed in and connected to the business are incredibly valuable, and vital to its success. In our broader team culture, we call those 

people owners. As in, they feel an emotional ownership over their work, their peers, our clients, and our business at large. 

Sometimes, we contrast these people with their not-so-invested counterparts – renters. 

Owners are more likely to proactively identify opportunity, solve problems, bridge gaps, and find new and better ways to exe-

cute on our business goals. They care about the needs of our clients/customers, thinking about how we can drive more value 

and how they can directly impact that value. They are company stewards and good corporate citizens, even off the clock. They 

are ambitious, and they feel pride of ownership in the work they do. The best part? They enjoy it. They are happier, and feel 

more career contentment (from my observations and conversations). 

But you can’t just ask employees (even very good employees) to be owners. It doesn’t work that way. True ownership is much 

more intrinsic. At least the kind that endures. 

So how can we help people along this path? The answer is easy to aspire to but difficult to deliver on: we can try to create the 

right conditions to incubate proactivity, investment, and ownership, and then let it develop organically among a group of good 

people. Doing so can help facilitate a culture where people are more likely to be invested in what they do, proactively leverage 

their skills and talents, and obtain job satisfaction. 

Starting with the assumption that we have the right people in the right seats, here are seven ideas that can help create a cul-

ture of owners: 

1. Define and Articulate Meaning – Job satisfaction is difficult to obtain without a sense of meaning or significance. It’s im-

portant for all of us to understand how our work and efforts can positively impact something larger than ourselves. What 

that something is can vary. It can be the success or well-being of a team/division/company, a set of clients or customers 

supported, or a community. It can be the opportunity to carve out a new process/solution/product or to overcome a diffi-

cult obstacle. It can be several of those things. If employees understand how their contributions positively impact the 

greater good, they can achieve more meaning in their work and have a greater investment in the outcome. 

2. Carve Out Attribution – How do we know that our efforts helped contribute to a successful outcome, or failed to do so? 

Sometimes it’s a very direct correlation, but other times it can be more obscure, especially if the process is very interde-

pendent among many people or variables. It’s important to try to lock in on what an employee can affect, and then close 

the loop by following back up with them on the outcome. The more that we can stamp our identity on an outcome, the 

more valuable (and valued) we feel.  

3. Trust and Empower – To do their best work and to grow and evolve, talented people need space to operate. Train them 

and give good strategic direction, define their playing field and where the boundaries are, and then let people get after it. 

Empower them to independently make decisions and to take actions wherever possible. Encourage ideation and risk-

taking. Forgive honest mistakes and let the employee help identify and execute the solution. Having autonomy and the 

trust of your co-workers and leadership is empowering. It also puts the onus on each of us to be alert, engaged and proac-

tive instead of waiting for someone else to give us direction.  

 

 

Back to Home 

About Project: I have experience writing editorial-style articles and content. This is an excerpt from a personal 

piece posted to LinkedIn that conveys some of the important lessons I have learned during my time in leadership. 



W R I T I N G   

Back to Home 

About Project: I strategized and wrote more than a dozen proposals for the promotional products firm Bensus-

sen Deutsch & Associates (BDA) in its efforts to win new business and retain existing business. Most were ap-

proximately 80-100 pages and were in response to complex RFPs from Fortune 100 businesses and major sports 

leagues. In total, I helped win more than $25MM in revenue.  



W R I T I N G   

Back to Home 

About Project: I have written many press releases, including a series for El Taller Latino Americano in NYC. 

All press releases in this series were crafted by reading transcripts from interviews with the respective artists.  



W R I T I N G   

About the Region 

Tri-Cities 

Located in southeastern Washington, the Tri-Cities is a family-friendly region that has drawn national attention in 
recent years for its strong economy, low cost of living and quality of life offered. The region is comprised of four cities 
– Kennewick, Richland, West Richland, and Pasco. With a combined city population of about 220,000 and a metro 
population topping 260,000, the Tri-Cities is the fourth largest metropolitan area in the state. 

Located in a semi-arid climate with mild winters and more than 300 days of sunshine each year, the Tri-Cities offers 
many opportunities for outdoor recreation. Its location at the confluence of three major rivers makes it an ideal ven-
ue for watersports and fishing. Golf is also a popular activity among local residents, with the region being home to at 
least 10 golf courses. The region also features dozens of wineries and many wine tasting tours and wine-related festi-
vals. For sports enthusiasts, three minor league professional sports teams (baseball, hockey, arena football) call the 
Tri-Cities home. 

The Tri-Cities area is well known for its robust school system and post-secondary opportunities. In addition to eight 
public high schools, the area also offers a technical skills center, community college, and a four-year branch campus 
of Washington State University. A recent U.S. News and World Report survey placed three local high schools among 
the top in the state. 

The region’s diversified economy has remained strong over the last decade, leading to national recognition. In 2010, 
Kiplinger recognized Kennewick as one of the Top 10 places to raise a family, citing the strong economy, low cost of 
living and abundance of outdoor activities.  Also in 2010, CNN/Money listed the region as one of the top 10 best bets 
for gains in housing value. 

 

Yakima 

Located in south-central Washington, the city of Yakima attracts those who enjoy an arid climate and relaxing life-
style alongside the benefits of city living. Yakima has a population of approximately 91,000, making it the eighth-most 
populated city in the state. The metro population within a 20-mile radius of the city tops 125,000.  

Situated in the Yakima Valley, Yakima is known for having four distinct seasons and an abundance of clear, sunny 
days throughout the year. With a climate and soil conducive to growing grapes, Yakima has emerged as a destination 
spot for wine-lovers, and features over 50 local wineries and many wine-related festivals. In addition to providing the 
grapes for over half of the wine produced in the state of Washington, the Yakima Valley also produces about 75% of 
the hops grown in the United States each year. 

The Yakima River flows alongside the city, providing plenty of fishing and recreational opportunities. Also featured 
along the river are a wildlife sanctuary, several parks and a beautiful 10-mile trail conducive to walking, jogging, bird 
watching, and cycling. Many small lakes dot the area north of the city, providing additional fishing and swimming 
spots during the summer months. 

In addition to abundant recreation, Yakima residents can enjoy big-city amenities including a world-class symphony, a 
beautiful theater that hosts touring Broadway musicals, local theater performances, and a downtown area that offers 
residents and visitors a variety of shopping and dining pleasures. 

Post-secondary education opportunities include one of the oldest community colleges in the state, Yakima Valley 
Community College, and a recently established medical school that graduated its first class of osteopathic physicians 
in 2012. 

 

 

Back to Home 

About Project: This web copy was written for a local chamber of commerce touting the benefits of relo-

cating to Southeastern Washington.  I have extensive experience writing web copy in tones that match the re-

spective brand and audience. 



POWERPOINT  
 PRESENTATIONS  



P O W E R P O I N T  P R E S E N TAT I O N S  

Back to Home 

About Project: I believe that effective communication must speak to the target audience on its terms, 

in language that resonates with the audience. This excerpt from a furniture store pitch is a good example 

of how this approach establishes mutual trust. 



P O W E R P O I N T  P R E S E N TAT I O N S  

Back to Home 

About Project: I have created hundreds of PPT presentations in the past 5 years, and am experienced at con-

veying important information in an easy-to-digest format. This presentation was created to pitch advertising solu-

tions to a Ford dealership in Montana. I started with spreadsheets of POLK data and pulled out key storylines. 



P O W E R P O I N T  P R E S E N TAT I O N S  

Back to Home 

About Project: Every effective piece of communication begins with understanding the target audience for the 

message and the goal of the communication. PPTs are most effective when they keep these two things tightly in 

scope throughout. This is an example of the effectiveness of the “problem/solution” format, reframed as goal/plan. 



P O W E R P O I N T  P R E S E N TAT I O N S  

Back to Home 

About Project: This presentation is a great example of my ability to first derive strategy and then distill it into a 

shareable form. I initially poured through data to identify these four positive correlating factors for higher account 

retention (using linear regression), and then turned it into a concise story with takeaways for sellers. 



SALES SHEETS  
& COLLATERAL  



S A L E S  S H E E T S / C O L L AT E R A L  

Back to Home 

About Project: I designed this front-and-back one-sheet to be client-facing in support of the launch of a new land-

ing page initiative at SR. I also spearheaded the initiative and flew to several markets to launch it in person. 



S A L E S  S H E E T S / C O L L AT E R A L  

Back to Home 

About Project: I created this sheet for use by our internal sales team, with a unique variant for each of our 10+ 

markets served in the Mountain Region. I went looking for this story in the data on a hunch, and was able to pull 

out a message that strongly resonated with SR’s client base and reinforced the value of its product offering. 



S A L E S  S H E E T S / C O L L AT E R A L  

Back to Home 

About Project: This email marketing message was part of a series I did post Covid-19 pandemic in the Spring of 

2020 to help SR’s salesforce maintain contact with its customers and provide helpful guidance on advertising strat-

egy during a very unusual time for both client and provider. The contact info was automated using Publisher. 



S A L E S  S H E E T S / C O L L AT E R A L  

Back to Home 

About Project: Shown here are two examples from a series of email blasts I designed to help sell through televi-

sion advertising inventory in key sports programming. These were used across dozens of DMAs/markets with cus-

tomized metrics utilized for each geographic area. 



MARKETING  
& BRANDING  



M A R K E T I N G  &  B R A N D I N G  

Back to Home 

Text on back of cards, which corresponded to the business unit of each person at the company: 

Identity. It’s everything about your business that the outside world sees. It’s you logo, website, and 

marketing, and the message they send about who you are. It’s your image, and how it helps you 

shine through the clutter. It’s putting your best foot forward. It’s your business, energized.  

 

Automation. It’s the art of efficiency. It’s taking the daily, repetitive tasks that slow you down and 

making them mechanized, streamlined, and powerful. It’s improving productivity and workflow. It’s 

cutting down wasted time, money and mistakes. It’s your business, simplified.  

 

Support. It’s ensuring that your system is always ready to go. It’s finding innovate ways to handle 

business, work efficiently, and communicate accurately. It’s utilizing technology to gain a competi-

tive advantage. It’s having help when you need it most. It’s your business, fortified.  

About Project: These business cards helped personify the Intrigo brand and create a sense of cohesiveness 

across all facets of the business. I am skilled at understanding the voice of a particular brand and channeling it 

in marketing efforts. 



M A R K E T I N G  &  B R A N D I N G  

Back to Home 

About Project: Thomas Whittingslow is a nationally published author and was in need of a brand that 

matched his personality. I delivered a new business card and website featuring earth tones and straight lines.  



M A R K E T I N G  &  B R A N D I N G  

Back to Home 

About Project: This marketing collateral (direct-mail piece top, tri-fold brochure bottom) was created to sup-

port the launch of a new auto classifieds brand. I also created branded folders and FAQ collateral for dealers, 

all built to match the logo. 



M A R K E T I N G  &  B R A N D I N G  

Back to Home 

About Project: I built this website for an auto repair dealer. I have built dozens of websites and landing pag-

es utilizing the wordpress.org infrastructure. I can integrate analytics, A/B test images and text, and track ac-

tions and conversions. 



STORIES  
IN DATA  



S T O R I E S  I N  DATA  

Back to Home 

About Project: This is an excerpt from a report I put together detailing my findings of the impact that vari-

ous client discounts and offers had on longer-term revenue retention. The goal was to understand what offers 

and client-service approaches could potentially be emulated/scaled to other markets in the company. 



S T O R I E S  I N  DATA  

Back to Home 

About Project: This is an excerpt from a product category sell-through presentation I  put together to highlight 

YOY trends by product/channel across different geographic areas. I included a “takeaways and recommenda-

tions” slide for the sales leader of each specific market in order to focus sales and training/education efforts. 



S T O R I E S  I N  DATA  

Back to Home 

About Project: This case study was part of a series of Google Analytics case studies designed to show real-life 

examples of how advertising drives website traffic. In this example, the client had two commercials in a Monday 

Night Football double-header and each produced a significant spike in traffic post-airing.  



S T O R I E S  I N  DATA  

Back to Home 

About Project: I was tasked with giving a presentation on best-practice utilization of two internal technology 

platforms. To begin, I identified high-performing individuals at the company for each platform using commonly 

accepted metrics of success, and then I designed a survey soliciting their input. I organized their responses to find 

common themes and takeaways, and then provided scalable recommendations and paths forward based on 

these common best-practices and challenges.  



TRAINING  
& EDUCATION  



T R A I N I N G  &  E D U C AT I O N  

Back to Home 

About Project: After my team absorbed some new responsibilities in a restructure, I needed a way to quickly 

get them up to speed without creating overwhelm. I developed a training consisting of a weekly checklist (the 

what) along with a series of videos delivered via Vimeo Showcase (the how). I worked with subject matter experts 

internally and recruited several to record segments for the training so that there was variety in the voices/people 

on screen. The training was adopted by many other markets and position groups. 



T R A I N I N G  &  E D U C AT I O N  

Back to Home 

About Project: I created this exercise/assignment to bolster my team’s (and several other teams’) knowledge 

about a particular internal tool. I distilled the different “indicators” by spending time in the tool myself, and then I 

crafted a streamlined assignment that became a staple of morning sales meetings around the enterprise.  



T R A I N I N G  &  E D U C AT I O N  

Back to Home 

About Project: Looking to deliver timely, relevant info to many internal stakeholders while avoiding yet anoth-

er email that got lost in the shuffle, I developed and created a monthly educational video series called Sup-

portCenter (a riff on SportsCenter). I hosted the first episode before turning the reigns over to others on my team 

(and adjacent to it) to help give them valuable leadership and project management experience. 



T R A I N I N G  &  E D U C AT I O N  

Back to Home 

About Project: This is the beginning of a training I delivered in 2018 to a group of about 45 individuals in Bo-

zeman, MT. I am experienced at pulling together educational trainings that are concise, substantive and interac-

tive. And, I can deliver this type of training as needed, including remotely via teleconference. 



LEADERSHIP  



L E A D E R S H I P  

Back to Home 

About Project: These are the team values I developed for my team at SR. I worked hard to make sure every-

thing we did as a group or as individuals was in alignment with these values. This is one component that helped 

this particular team of 14 individuals become recognized as the flagship Client Success team within the enterprise. 



L E A D E R S H I P  

Back to Home 

About Project: Heading into 2021, my team at SR was coming off  of a hectic year and had recently been as-

signed additional responsibilities as part of a role convergence. I developed this roadmap to ensure that they un-

derstood what was expected of them and how we would get there. I then ensured that all subsequent trainings 

and initiatives were squarely in alignment with this foundational document. 



Back to Home 

L E A D E R S H I P  

About Project: Project AMPLIFY (branded to accentuate the A and the P) was an initiative I created to help push 

our Account Planners (APs) with regard to proactive revenue creation, while attempting to quantify those efforts 

with nuanced naming conventions and reporting in our CRM (Salesforce). This initiative was a significant success, 

and positioned our AP team as thought-and-action-leaders within our division.  



Back to Home 

L E A D E R S H I P  

About Project: I developed this Smart Prospecting Guide as a companion piece to the aforementioned Project 

AMPLIFY. It codified all of our known best practices about lead gen and prospecting into one, easy-to-reference doc-

ument. This document was subsequently co-opted by the broader enterprise and used by many departments. 



Back to Home 

L E A D E R S H I P  

About Project: I put together an afternoon team Olympics event, conducted via WebEx. The event was designed 

to distract the team from the grind of a post-COVID chaotic world and help them come together in the name of ca-

maraderie and fun. With about 8 individual and team events and significant prizes for all (including hand-made 

items from the group and the poster shown above), it was a ton of fun and a resounding success with the team. 



CONTACT ME  

D AV I D  S P E N C E R  

d a v i d s p e n c e r @ e m a i l . c o m  

( 5 0 9 )  3 1 2 - 0 7 1 1  

 


