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Ellie Mirman 

How to Make Your Employees Feel Like Owners 
 

 
In my seven years at 

HubSpot, I felt more like an 

owner than an employee. It 

might sound a little strange, 
as I started as a junior 

marketer and it’s always 

been clear who the 

founders and executives 

are, and I was neither. But I 
felt like an owner. I was 

committed like an owner. I 

thought about HubSpot in 

my off-hours (if you could 
even call them that). I 

worked so passionately 

that, when one of my 

projects didn’t get launched, 

I was legitimately 
heartbroken. 
 

HubSpot was masterful in 

establishing this incredible 

commitment from its employees - 

remarkable in today’s age of no-

bullshit millennialss. Looking back, 

here are the key elements I 

experienced in making employees 

feel like owners. 

 

1.  Make every employee a 

shareholder. 
Well, here’s a simple one. Make 

the employees actual owners. It 

might be a small degree of 

ownership, but it is ownership 

nonetheless. When I started and 

got my initial stock grant, I knew 

nothing about its (potential) value. 

But I got it regardless. Letting 

employees take part in the 

company’s success in a real way 

aligns them towards creating long-

term value, which is exactly what 

the owners want as well. 

 

2. Listen to ideas from all 

levels and roles.  

To this day, HubSpot listens to 

and takes ideas from any 

employee, regardless or tenure or 

department. Say you are a new 

employee coming right out of 

college, having that type of impact 

on the company is remarkable. If 

you are one of the employees 

whose idea is made a reality, you 

feel incredible ownership 

(including a sense of commitment 

and pride) over that piece of the 

business. 

 

3.  Give ownership over projects.  

This level of commitment over a 

piece of the business can happen 

not just for those projects that 

came from employees but also 

projects that are given to 

employees. At HubSpot, whether 

you’re an intern or an executive, 

you likely have complete 

ownership over at least one major 

initiative. Again, this cultivates 

commitment and pride over 

something significant in the 

business. 

 

4. Measure every project by 

bottom line metrics.  

As the company gets bigger, it’s 

easier and easier to forget how 

XYZ project relates back to 

overall business growth. That’s 

why, as much as possible, each 

project is still measured in relation 

to its bottom line impact. On the 

marketing team, that means 

measuring the result of a single 

nurturing campaign on revenue, or 

measuring the impact of appending 

data to our database on 

productivity per rep. This can 

make the value of each project 

much more real to each employee 

working on one seemingly small 

piece of the business. 

 

5. Celebrate wins together. 

From 10 employees to 750, the 

company celebrated hitting major 

goals together. Whether the goal 

was a sales target or a product 

launch, every department came 

out to celebrate because every 

department was acknowledged in 

contributing to that achievement. 

This created a bond between all 

employees and a pride in the 

business that exceeded hitting 

your own targets.  

 

Altogether, these factors 

contributed to employees feeling 

more like owners than hired help. 

This inspired people to work 

harder, innovate more, and rave 

about the company nonstop. 

Everything a true owner could 

hope for from their employees. 
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Important Notice 
© Copyright 2015, Bizezia Limited, All 

Rights Reserved 

 

This article appeared in Better Business 

Focus, published by Bizezia Limited ("the 

publisher"). It is protected by copyright 

law and reproduction in whole or in part 

without the publisher’s written 

permission is strictly prohibited. The 

publisher may be contacted at 

info@bizezia.com (+44 (0)1444 884220). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss 

howsoever occurring as a consequence of 

any action which you take, or action 

which you choose not to take, as a result 

of this article or any view expressed 

herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at 

the time of publication, it is not a 

substitute for obtaining specific 

professional advice and no representation 

or warranty, expressed or implied, is 

made as to its accuracy or completeness. 

Any hyperlinks in the article were correct 

at the time this article was published but 

may have changed since then. Likewise, 

later technology may supersede any 

which are specified in the article. 

  

The information is relevant primarily 

within the United Kingdom but may have 

application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in accordance 

with English Law. 
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launching the first ever Inbound 

Marketing Summit in 2008, and 

growing new lead generation 

programs, including HubSpot's 

monthly webinar series attracting 

thousands of registrants to each 

event. She also served as product 

manager for a cross-functional 

agile development team focused 

on increasing user engagement 

and lead conversion among free 

product trial users, and, most 

recently, led the product team's 

customer research efforts. She 

leads the marketing for HubSpot's 

mid-sized business segment. She 

specializes in lead generation, 

email marketing, product 

marketing, and marketing 

analytics. You can find Ellie 

blogging on HubSpot's Internet 

Marketing Blog. 

 

Ellie is also the program 

coordinator for Founder Mentors, 

a Boston-based organization that 

matches new entrepreneurs with 

experienced founder mentors. 

Ellie graduated with great 

distinction from McGill University, 

where she studied World 

Religions and loved every minute 

of it. 

 

Co-ordinates 
Mail: HubSpot 

25 First Street, 2nd Floor 

Cambridge, MA 02141, USA 

Web: http://www.hubspot.com/  

Phone: (001) + 888-482-7768 
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