
An	  Unexpected	  Journey	  Led	  Central	  Alum	  Back	  to	  Ellensburg	  
Mercer	  Creek	  Church	  College	  Pastor	  Bryan	  Halferty	  Expresses	  Love	  for	  	  

College	  Ministry	  and	  How	  He	  Was	  Drawn	  Back	  to	  CWU	  
	  

	   Traveling	  across	  the	  nation,	  Bryan	  William	  Halferty	  
has	  been	  everywhere	  in	  search	  for	  where	  he	  belongs.	  	  
	   Born	  in	  Kirkland,	  Wash.,	  Halferty	  attended	  college	  at	  
Central	  Washington	  University	  and	  earned	  a	  Bachelor’s	  
degree	  in	  Philosophy	  and	  double-‐minored	  in	  English	  and	  
Literature	  in	  2004,	  but	  was	  in	  search	  of	  an	  outlet	  for	  his	  
creative	  writing.	  While	  attending	  Mercer	  Creek	  Church,	  Bryan	  
found	  his	  true	  calling	  to	  work	  in	  a	  church	  and	  reach	  out	  to	  
students	  with	  creativity.	  	  	  

“I’ve	  always	  loved	  creative	  writing	  and	  I	  used	  to	  write	  poems	  all	  the	  time	  for	  
my	  wife,	  and	  tried	  to	  win	  her	  heart	  at	  one	  point	  from	  a	  poem,”	  Halferty	  said.	  	  

Halferty	  was	  an	  intern	  at	  Mercer	  Creek	  Church	  in	  Ellensburg,	  Wash.,	  right	  
after	  college,	  but	  soon	  after	  completing	  his	  internship,	  he	  moved	  to	  Massachusetts.	  

“Candace,	  my	  wife,	  and	  I	  went	  to	  Massachusetts	  to	  get	  married	  and	  then	  go	  
to	  school	  at	  the	  Boston	  College	  where	  I	  planned	  to	  study	  creative	  writing	  and	  my	  
wife	  to	  study	  photography,”	  Halferty	  said,	  “But	  I	  didn’t	  get	  accepted	  and	  Candace	  
did.”	  	  	  

Bummed	  that	  he	  didn’t	  get	  into	  Boston	  College,	  the	  pair	  stayed	  in	  
Massachusetts	  for	  one	  year	  before	  moving	  to	  Canada	  where	  Bryan	  attended	  Regent	  
College	  for	  seminary.	  At	  Regent,	  Halferty	  learned	  how	  to	  pastor.	  Bryan	  moved	  back	  
to	  Ellensburg	  to	  become	  the	  high	  school	  pastor	  for	  Mercer	  Creek,	  but	  only	  held	  this	  
position	  18	  months,	  before	  quickly	  transitioning	  to	  become	  the	  college	  pastor,	  a	  
position	  he	  has	  held	  since	  2009.	  	  	  

“Being	  the	  college	  pastor	  in	  Ellensburg	  is	  such	  a	  blessing,”	  Halferty	  said.	  
“There	  is	  no	  other	  job	  I	  would	  want	  to	  have.	  Yes,	  college	  kids	  can	  grind	  my	  gears	  
but	  I	  know	  this	  is	  where	  I	  belong.	  Seeing	  and	  helping	  these	  kids	  grow	  toward	  Christ	  
is	  worth	  everything”	  	  

In	  addition	  to	  pastoring	  Ellensburg’s	  college	  students,	  Halferty	  puts	  his	  
creative	  writing	  skills	  to	  good	  use	  with	  his	  online	  devotional	  site,	  The	  Unitive.	  
Halferty	  created	  this	  communication	  medium	  to	  connect	  with	  fellow	  pastors	  and	  
writers	  all	  around	  the	  nation	  to	  write	  encouraging	  messages	  to	  anyone	  who	  wants	  
to	  read	  online.	  The	  first	  Unitive	  conference	  will	  occur	  in	  Seattle	  this	  August	  and	  
everyone	  is	  invited	  to	  hear	  Unitive	  writers	  from	  across	  the	  globe	  as	  well	  as	  the	  local	  
Pacific	  Northwest	  pastors	  speak	  their	  hearts	  and	  minds.	  	  

Halferty	  now	  has	  two	  beautiful	  children	  with	  his	  loving	  wife	  and	  also	  works	  
with	  The	  Unitive	  and	  the	  college	  youth	  group,	  SALT.	  	  
	  
	  
	  
	  
	  
	  



	  
	  
Jam	  The	  City	  Radio	  Station	  Raises	  Eyebrows	  and	  Steals	  Hearts	  
	  
	   Jam	  The	  City	  Radio	  Station	  is	  a	  Seattle-‐based	  station,	  but	  operated	  completely	  
online	  for	  easy	  streaming	  everywhere.	  Founder	  of	  Rain	  On	  Me	  Productions,	  CEO	  
Derek	  Hoiem	  produces	  local	  artists	  such	  as	  Brandon	  Bee,	  Mr.	  Byron	  “TalkBox”	  
Chambers,	  and	  more	  with	  his	  record	  company,	  Save	  The	  City	  Records.	  There	  are	  two	  
radio	  stations	  that	  are	  run	  by	  Hoiem	  and	  a	  team	  of	  
dedicated	  employees.	  Jam	  The	  Hype	  Radio	  is	  entirely	  
Christian	  Contemporary	  Hip-‐Hop	  music	  and	  Jam	  The	  City	  
is	  comprised	  of	  rock,	  contemporary	  alternative,	  pop,	  and	  
acoustic	  soul	  music.	  	  
	   Established	  in	  January	  2012,	  Jam	  The	  City	  Radio	  
only	  had	  three	  employees	  running	  the	  station	  and	  
fostering	  brand	  awareness.	  Being	  not	  well	  known,	  Hoiem	  
was	  desperate	  to	  grow	  the	  station’s	  image.	  In	  2012,	  
Hoiem	  and	  his	  team	  were	  growing	  both	  radio	  stations,	  
however,	  Jam	  The	  Hype	  was	  getting	  more	  recognition	  in	  the	  Hip	  Hop	  and	  R&B	  
community;	  turning	  the	  focus	  away	  from	  Jam	  The	  City.	  	  
	   After	  one	  year	  of	  being	  in	  the	  music	  industry,	  it	  was	  time	  for	  a	  change	  and	  for	  
Jam	  The	  City	  to	  gain	  a	  larger	  following.	  Hoiem	  decided	  to	  modify	  genre’s	  and	  take	  a	  
shot	  at	  drawing	  in	  a	  different	  crowd,	  but	  still	  kept	  a	  Christian	  base.	  For	  a	  month	  
more	  secular	  music	  was	  played	  on	  the	  station	  along	  with	  more	  pop-‐religious	  songs	  

that	  were	  trending	  on	  the	  charts.	  
	   As	  a	  result	  of	  this	  change,	  negative	  feedback	  
followed	  and	  Hoiem	  decided	  to	  change	  the	  program	  yet	  
again.	  Because	  there	  were	  few	  listeners,	  taking	  this	  risk	  
was	  an	  option	  that	  Hoiem	  took;	  as	  an	  experiment.	  	  
	   Changing	  the	  style	  once	  again,	  Jam	  The	  City	  
played	  only	  pop	  Christian	  music	  that	  attracted	  a	  sizeable	  
underground	  listener	  base.	  Not	  getting	  any	  feedback	  or	  
recognition,	  Jam	  The	  City	  went	  back	  to	  their	  own	  ways	  
with	  Christian	  Contemporary	  rock,	  pop,	  and	  acoustic	  

soul	  music;	  bringing	  more	  listeners	  to	  the	  station.	  	  
	   Currently,	  Jam	  The	  City	  has	  more	  than	  5,000	  ‘likes’	  on	  Facebook,	  and	  581	  
followers	  on	  Twitter.	  Jam	  The	  City	  Radio	  will	  be	  represented	  at	  Creation	  Festival	  in	  
Enumclaw,	  Wash.,	  Faith	  &	  Family	  Night	  in	  Tacoma,	  Wash.,	  and	  World	  Concern	  Fun	  
Run	  this	  July	  in	  Seattle.	  Along	  with	  social	  events,	  Save	  The	  City	  Records’	  artists	  will	  
perform	  throughout	  the	  year	  helping	  to	  advertise	  Jam	  The	  City	  Radio.	  	  
	   Recently,	  Jam	  The	  Hype	  Radio	  acquired	  DaSouth.com,	  a	  Rap	  and	  news	  station	  
in	  July	  2013.	  DaSouth	  is	  the	  biggest	  Christian	  rap	  station	  in	  the	  nation	  and	  now	  that	  
Jam	  The	  Hype	  has	  joined	  forces,	  both	  radio	  stations	  (Jam	  The	  Hype	  and	  Jam	  The	  
City)	  will	  get	  more	  attention	  and	  financial	  support	  from	  the	  DaSouth	  merger	  and	  
more	  online	  listeners.	  	  
	   	  



 
 
Saving Cities Throughout The Nation: 
  
 Located in Sammamish, Wash., Save The City Records manages nine 
Seattle-based musicians and has started two radio stations all within the four 
years. As a result of this effort, Save The City Records has now been formally 
recognized as a national record label. 

 
In 1997, Derek Hoiem felt a calling to help musicians in 

local churches record their music. Hoiem first started out as a 
software designer for Microsoft, but knew he was destined to 
do more, and believed working with the music industry would 
be a better outlet for his creative talent.  

Hoiem decided that record labels needed to change and 
adapt to the digital age that was revolutionizing the recording 
industry; especially when working with independent artists. 
Record labels in the Christian Music industry lacked vision with 

church-based artists. So in 2003, Hoiem founded Rain On Me Productions, the 
parent company of Save The City Records.  

“This whole journey has not been easy,” said Hoiem. “There were 
definitely some ups and downs, but at the end of the day, it is all worth it.”  

As CEO, Hoiem began signing and producing 
music for Christian musicians in the Pacific Northwest 
including the talented indie artist Brandon Bee. Bee 
has been recognized for his youthful talent 
throughout the Pacific Northwest and together, Bee 
and Hoiem decided to combine forces and formally 
launch Save The City Records in 2009.  

“There is an entire world of undiscovered talent in the Northwest,” said 
Hoiem. “Working with Brandon Bee and getting his name and our name out 
there in the music industry has truly been a blessing.” 

Bee soon released his first album titled, “This Is The Revolution” in June 
2009, which helped with the expansion of the marketing and PR for the label. 
With this record, attention came from Provident Distribution, the Christian music 
division of Sony Music Company, and scored a deal to further Save The City 
music publicity in the mainstream media.  

 

Derek	  Hoiem	  



 

 

“We have had to expand our amount of staff because of all the added 
publicity,” said Hoiem.  

Since the deal with Provident Distribution, Save The 
City Records has signed many more artists and has helped 
each find success within the Christian music market. Artists 
from Hoiem’s label such as Brandon Bee, Mr. Byron “Talkbox” 
Chambers, and Amanda Noelle have been featured on iTunes, 
national radio, Jam The City Radio and Jam The Hype Radio, 
made it onto the Billboard charts and have been booked for 
reputable music festivals including Creation Fest, Girls of 
Grace Conference Series, and World Concern Fun Runs. It 
is a goal for Hoiem to make sure all concerts are affordable 
for fans and to work with non-profits and local churches.  

 
  
  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  

Brandon	  Bee	  



Executive	  Summary	  –CLCE	  Campaign	  
	  

Imagine	  a	  university	  that	  not	  only	  is	  filled	  with	  individuals	  who	  desire	  to	  

receive	  a	  quality	  education,	  but	  also	  filled	  with	  students	  who	  have	  the	  desire	  to	  

serve	  their	  community	  and	  to	  develop	  leadership	  skills	  that	  they	  can	  utilize	  to	  better	  

themselves	  and	  their	  peers.	  This	  is	  the	  vision	  that	  we	  as	  the	  Center	  for	  Leadership	  

and	  Community	  Engagement	  have	  for	  Central	  Washington	  University	  and	  it	  is	  

through	  the	  support	  of	  individuals	  such	  as	  your-‐self	  that	  we	  can	  achieve	  this,	  

together.	  

Much	  of	  the	  lack	  of	  volunteerism	  on	  campus	  can	  be	  attributed	  to	  the	  

student’s	  lack	  of	  knowledge	  about	  the	  resources	  our	  campus	  provides	  them,	  and	  in	  

this	  case,	  the	  lack	  of	  knowledge	  about	  the	  purpose	  of	  the	  Center	  for	  Leadership	  and	  

Community	  Engagement.	  The	  implementation	  of	  various	  strategies	  and	  tactics	  in	  

order	  to	  create	  a	  higher	  awareness	  amongst	  the	  student	  body	  about	  the	  CLCE	  will	  

not	  only	  change	  the	  way	  students	  perceive	  volunteerism	  but	  also	  set	  the	  precedent	  

for	  them	  to	  seek	  out	  the	  resources	  available	  to	  them.	  Various	  strategies	  can	  be	  

employed	  along	  with	  their	  corresponding	  tactics	  for	  each	  key	  public	  that	  we	  feel	  

essential	  to	  target	  in	  order	  to	  achieve	  the	  goal	  of	  greater	  awareness	  and	  higher	  

participation	  levels.	  	  

For	  our	  first	  key	  public,	  the	  Ellensburg	  community,	  the	  strategy	  would	  be	  to	  

secure	  participation	  and	  support	  from	  the	  local	  community	  and	  businesses.	  Tactics	  

include	  but	  are	  not	  limited	  to:	  

• Distributing written invitations to the community and businesses 
• E-newsletters  
• Distributing fact sheets and press releases to local media 



• Providing daycare during events 
• Developing and submitting written financial requests 

 
It	  is	  through	  these	  tactics	  that	  we	  can	  gain	  not	  only	  greater	  awareness	  of	  the	  center	  

within	  the	  general	  Ellensburg	  community	  but	  also	  promote	  the	  participation	  and	  

attendance	  to	  our	  various	  events	  and	  activities.	  	  

The	  next	  key	  public	  that	  we	  see	  essential	  to	  the	  success	  of	  this	  campaign	  is	  the	  staff	  

and	  professors	  of	  CWU.	  Because	  they	  have	  a	  direct	  influence	  on	  their	  students	  both	  

inside	  the	  classroom	  and	  in	  a	  more	  professional	  setting,	  we	  see	  their	  support	  of	  the	  

CLCE	  essential	  to	  our	  success.	  Tactics	  would	  include:	  

• Distribution of classroom information sheet 
• The implementation of “class chats” 
• The option of providing internship credit or extra credit for the course 
• Regular emails and e-newsletters 
• During events, the recognition of various staff members who support CLCE. 

 
An	  additional	  key	  public	  to	  reach	  out	  to	  and	  quite	  possibly	  the	  most	  essential	  of	  the	  

public’s	  that	  will	  help	  make	  this	  campaign	  a	  success	  is	  the	  students	  of	  Central	  

Washington	  University.	  This	  public	  is	  the	  essence	  of	  the	  campaign.	  We	  aim	  to	  create	  

a	  larger	  presence	  for	  the	  CLCE,	  while	  also	  promoting	  event	  participation,	  leadership	  

development,	  and	  volunteerism.	  Tactics	  could	  include:	  

• Class Chats 
• Promotional materials throughout the campus using the publicity center 
• Evaluation forms after each event 
• Event invites through email 
• Outreach through career services 
• The distribution of tickets at events and the retention of the stubs for numbers 
• Incentives such as extra credit or internship options 

 
Finally,	  the	  last	  key	  public	  that	  this	  campaign	  targets	  are	  the	  students	  of	  the	  

Ellensburg	  school	  district,	  more	  specifically	  the	  students	  of	  Ellensburg	  High	  School.	  



It	  is	  our	  belief	  that	  if	  we	  can	  get	  them	  involved	  in	  volunteerism	  and	  leadership	  

building	  at	  an	  earlier	  stage,	  then	  this	  will	  set	  the	  precedent	  for	  their	  contribution	  

and	  involvement	  in	  the	  Ellensburg	  and	  CWU	  community.	  Tactics	  include:	  

• Class Chats 
• Presentations to parents, school board, etc 
• Informational handouts 
• Incentives such as volunteer hours towards graduation requirements 

 
One	  might	  ask,	  what	  is	  the	  cost	  to	  us	  for	  pursuing	  these	  tactics?	  If	  you	  refer	  to	  the	  

budget	  analysis,	  you	  can	  see	  the	  outside	  of	  the	  expenses	  that	  the	  CLCE	  regularly	  

incurs	  for	  routine	  events,	  and	  promotional	  materials	  for	  events,	  if	  the	  center	  were	  to	  

utilize	  staff	  to	  do	  the	  class	  chats	  during	  their	  shifts,	  then	  the	  cost	  is	  relatively	  low.	  

Since	  they	  have	  student	  staff	  working	  regular	  hours	  each	  day,	  they	  can	  use	  their	  

employees	  for	  the	  distribution	  of	  materials,	  class	  chats,	  and	  emails	  during	  their	  

scheduled	  work	  day,	  thus	  not	  incurring	  extra	  costs	  for	  staff.	  More	  detailed	  

information	  of	  the	  specific	  costs	  for	  material	  is	  available	  if	  you	  refer	  to	  the	  budget	  

section	  of	  the	  campaign.	  	  

It	  was	  said	  by	  Joel	  Osteen,	  “friend,	  there	  is	  no	  greater	  investment	  in	  life	  than	  

being	  a	  people	  builder.	  Relationships	  are	  more	  important	  than	  our	  

accomplishments.”	  We	  firmly	  believe	  that	  this	  holds	  especially	  true	  for	  the	  Center	  

for	  Leadership	  and	  Community	  Engagement.	  If	  we	  are	  to	  expect	  a	  better	  return	  on	  

our	  financial	  investments,	  then	  we	  must	  also	  realize	  the	  importance	  of	  building	  a	  

solid	  relationship	  between	  the	  CLCE	  and	  our	  key	  publics.	  It	  is	  through	  these	  

relationships	  that	  we	  can	  achieve	  our	  main	  objectives	  of	  building	  a	  greater	  

awareness	  of	  the	  Center	  for	  Leadership	  and	  Community	  Engagement	  within	  the	  



university	  and	  Ellensburg	  communities,	  increasing	  volunteerism	  amongst	  our	  

students	  and	  communities,	  and	  promoting	  the	  development	  of	  leadership	  skills.	  The	  

risk	  of	  the	  center	  becoming	  even	  more	  obscure	  than	  our	  research	  shows	  that	  it	  

already	  is	  to	  our	  CWU	  students	  and	  community	  members	  is	  too	  great	  unless	  we	  take	  

action	  and	  commit	  ourselves	  to	  a	  campaign	  such	  as	  the	  one	  previously	  outlined.	  	  

	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  



MEMO	  
	  
TO:	   	   	   Hailey	  Nelsen,	  Agency	  Director	  
	  
FROM:	  	   	   Sarah	  Jane	  Johnson,	  Junior	  Account	  Executive	  
	  
DATE:	   	   	   Monday,	  February	  17,	  2014	  
	  
SUBJECT:	   	   “Good	  To	  Great”	  by	  Jim	  Collins:	  Book	  Memo	  
	  
 
Synopsis of the Book:  
 There are many strong points within this text and some of those main ideas were 
the concept of Level 5 Learship, Getting People On Your Bus, and the Hedgehog 
analogy. All play their own relevant roles in today’s business world and all concepts are 
very useful when creating an effective, succesful business.  
 First off, Level 5 Learship. This idea of having a great leader can sometimes be 
misinperpreted so when Collins is defining what a level 5 leader looks like, he says, 
“Level 5 leaders channel their ego needs away from themselves and into the larger goal 
of building a great company,” (Collins, page 21).  Jim Collins is talking about how a 
business owner or CEO wants to have the ability to put the company before themselves 
and their needs; which can be hard to do in such a materialistic world. Having a leader 
that is modest and humble, but fearless at the same time creates a level 5 leader.  
 An important issue that comes with the level 5 leader concept is the window and 
the mirror analogy. If you have someone who is constantly looking into the mirror and 
worrying about themselves, and how a company looks with their reputation, chances are 
they are not the right fit for a leadership position. But when you have someone who is 
looking out the window and looking onto other businesses as well as their own, then you 
have a leader.  
 In an interview Collins was in with AIESEC International Congress in 2009, 
Collins described level 5 leadership within his own research team for this ‘Good To 
Great” book: “We would have these rockus meetings, but ultimately, they were people 
who were not loyal to me, they were loyal to the data,” (Collins, J.) People who are more 
concerned with how the company can maintain their status and more dedicated to the 
company itself are level 5 leaders. This chaper really struck me and has a great lesson for 
all businesses and team building.  
 The next great concept found in this books was about how to get the right people 
on your bus and how to get the wrong people off the bus. Collins described this concept 
by saying, “If we get the right peolpe on the bus, the right people in the right seats, and 
the wrong people off the bus, then we’ll figure out how to take it someplace great,” 
(Collins, page 41). This chapter talked about how it is better to get the right people on 
your team before you take your bus in the direction you want to go.  
 If you have people on your bus that have the same beliefs as you and the 
company, then that is going to be a great and effective team to get stuff done. After 
reading this chapter, I relaized how important it really is to have people passionate about 
the project or company because it, in a way, creates a stronger relationship between the 



comapny, the staff, and the individual employee. Otherwise, the wrong people on the bus 
are really just looking for a paycheck and benefits.  
 An important issue that is brough up in this chapter is the discipline steps for a 
boss to take. One, that stuck out was the, ‘When in doubt, don’t hire,” (Collins, page. 54). 
Companies should be picky about who they hire because they want a strong, dependable, 
and reliable team. Asking the right questions right at the interview can give an employer 
an idea of who this person is and what their beliefs are, as well as their work ethic.  
 The author of another business book called “Start With Why”, Simon Sinek 
pointed out a concept that really ties into this ‘Who is on your bus’ theory. Sinek says, 
“Every single person on the planet knows what they do, 100 percent, some know how 
they do it, but very, very few people and organizations know why they do what they do,” 
(Sinek). Having a team who believe in the same company and have the same ambisions 
or goals for the company and/or team will determine the good companies from the great 
companies.  
 The final concept that I would like to touch on is the Hegedhog concept. This idea 
is really relevant and a great idea to consider within the business world and finding out 
what you are good at. There is this distinction of what a hedgehog is and what a fox is: a 
hedgehog knows one big thing compared to a fox who knows more little things than the 
hedgehog. The fox seems to be constantly come up with many stragtegies and then 
pounce, whereas the hedgehog is an animal who goes about his day peacefully and takes 
care of his home; two different animals completly.  
 “To be clear, hedgehogs are not stupid,” Collins said. “Quite the contrary. They 
understand that the essence of profound insight is simplicity,” (Collins, page 91). Three 
main circles of this concept are 1, what drives your econimic engine, 2, what you can be 
the best in the world at, and 3, what you are deeply passionate about. All are different in 
their own way and they all really define a common goal at understanding one’s skills and 
qualities.  
 Collins talks about how this concept can help someone find out what they can be 
the best at and define themselves so when it comes to an interview process, they know 
what they are talking about and then they can be placed in a position where they will 
thrive in. There are pleanty of companies that express what they are the best in the world 
at, for example, Walgreens “could become the best at convienient drugstore,” (Collins, 
page 103). This company saw that a strength of theirs was how convient their drugstore 
was, so they began to expand their convience status into having more items to sell and 
implemented drive-through pharmacies. They recongnized their strengths and just built 
more of an empire off of it.  
 When companies understand their passions and missions, and have the right 
people in the right seats on their bus, as well as having level 5 leaders, then the sky is 
really the limit for that company. This book has many ideas that business big or small 
should read and take notes.  
 
 
Business and Client Relevancy: 
 This book and the subject matter within it is completly revelant to the business 
world today because these concepts help shape a sucessful and sustaining 
company/business. When a company has people on their team that have the same beliefs, 



it becomes more than a company, it becomes a passionate, driven, and strong work 
family. Having effective leaders can keep a strong team together and help each other 
create a sustaining company that will last long after team members leave. Also, when 
having the right people in the right positions and knowing what they are passionate about, 
that creates an atmosphere where people can use their gifts and tallents effectivly.  
 This subject matter is relevant to my client, CAT Media, in many different ways. 
When it comes to having a level 5 leader, you can say that our clients’ boss, Kevin, is an 
effective leader. However, it seems that his decision making skills might be lacking when 
it comes to decisions about the website as well as lack of communication to our team.  I 
think these qualities reflect the client as a whole because they lack specific direction due 
to their leader.  
 They are all on the same bus and they are the right people on the bus. Each team 
member is passionate about film-making and all play their own roles in the creating 
process. The bus is filled with excited team members. With a team with so much 
potential, how come their content is lacking? It has been over a year since CAT Media 
has released any videos. Granted their former leader just left everything to them without 
teaching them the ropes (not a level 5 leader) but it seems that the team as a whole has 
lacked motivation. Thats where we come in.  
 Since my team has been working with CAT Media, we have seen a growth in 
motivation and comitment to creating new videos. The POP Money campaign came in at 
the right time for our client to work more. Even though their television channel was sold 
to Charter, which might have been seen as a set back, our client wanted to turn more 
toward online media.  
 Their main goals this quarter were to get a new website up and running, have 
more content to promote, and establish a presense online with social media. We have 
created a website and a ‘how-to’ guide for sustainability, we have created social media 
accounts, and our client has indeed been creating content to produce. Lets hope that there 
will be more PR campaigns and projects coming in the future.  
 Our client can take the concepts from this book to strengthen their overall 
communication and business strategy by reading and understanding these concepts, they 
could create an amazing team that will be passed down through the college years. I think 
Kevin needs to read about the Level 5 Leadership idea and find ways to implement that 
into their team. This could also help our team establish good communication with our 
client because right now, we don’t know whats going on and when videos are going to be 
released.  
 When thinking about who could be on their bus, maybe the team needs to hire on 
more students so there could be more coverage of events on campus. Interviewing 
passionate people to join their bus might help their content levels and motivation. With a 
larger team all wanting to work and create great videos for the community, it might be 
possible that more motivation and drive will come into their work ethic.  
 Looking at how this quarter has been, we have established a lot for our client, and 
they have been great with us as well as excited to work on this re-branding, however, I 
fear that when this quarter is over, and agency does not continue with CAT Media, that 
they might loose this motivation. Thats why we are working hard with creating guides 
and written material they can refer to to stay commited and working more. The whole 
team should read Good To Great.  



 
 
Student Relevancy and Reaction: 
 My overall reaction toward the content and the authors thoughts is that this book 
is really equipped with material that could really benefit a company. I think the concepts 
descussed in this book are very relevant to today’s big and small businesses and should 
be used as a valued tool for building and maintaining a business. The subject matter is 
well explained and I would really like to know what businesses have read these ideas and 
have sucessfully implemented them.  
 It seems like a lot of the authors thoughts are coming from real world experiance. 
Each concept is filled with details about how to incorporate these new ideas and how to 
explain them, that it all seems like he has either seen it all happen first hand or has done it 
himself. I remember he did talk about his reserach team when putting this book together, 
so I can imagine he used these concepts he wrote about for this book.  
 In regards to if I agree with everything the author described, I am not really sure 
how to answer this because I have not have these type of situations occur in my 
professional working life, however, I truly do believe that these concepts would be 
helpful and strongly valued in a job after college. Whether its working on a team project 
at a PR firm or building a team, these ideas Collins use will be valued throughout.  
 One thing that I kind of argue with in this book is the idea that technology is an 
accelerator, not a creator, or momentum. Well, what about the companies who dont have 
an online presanse yet? Wouldn’t establishing new technology mediums like social media 
and redditt help create credibility and then accelorate momentum for the company? 
Because how can a company accellerate with that they have relating to technology if 
there is no technology material to use from the start? Not sure if that really makes sense, 
but it was just an idea I thought of when reading chapter seven.  
 With our client, CAT Media, we had to create their momentum with a new 
website, social media presense, and they created more content to get their momentum 
really going again. So, would that not be considered a creation of momentum? 

Some of my largest takeaways from reading this book are from the Bus concept 
and the technology concept. I really enjoyed reading about how to build the right team 
even before you know where you are going because when you have people who are all on 
board with the same belief, mission, and team-like mindset, you are going to have a team 
that lasts and can be effective for any project. Also with the idea of getting the wrong 
people off the bus is important, as well. People who are just looking for a paycheck at the 
end of the day, then there might be a problem with that bus ride.  
 I also really took away the technology chapter because I have two jobs that are 
really based around technology and using modern day mediums like social media. I found 
it interesting how some companies shouldn’t really be on social media mediums and that 
technology doesnt really play a primary role if a company flopped or not.  

Today, there are so many companies online and creating more of a presence on 
social media, but sometimes there are communication oulets that are just not made for 
certain companies. Testing the waters and seeing how much of a following you can get 
on a social media can help to see if its even worth investing time and money into. Like 
CAT Media, we were talking about how we made a Twitter account for them and after 



thinking about it, our client is way more visual. Sticking to the ‘video’ social media sites 
would benefit our client more based on the type of company they are.  

This subject matter is relatable to what I am learning within the classroom at 
Central Washiangton University by showing me how to really work with clients and form 
a business-like outline for creating a sucessful campaign. In a couple of my classes we 
work with real world clients by creating PR campaigns and advertiements for them, so 
seeing how, from a professional standpoint, a business can become great, it really helps 
establish effective goals and a see how important it is to have a common belief.  
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SWOT	  For	  Swiftwater	  Cellars	  	  
	  
Situation	  Analysis:	  	  
After	  writing	  up	  our	  SWOT	  analysis	  and	  seeing	  the	  bare	  bones	  of	  Swiftwater	  Cellars,	  
our	  group	  concluded	  that	  there	  are	  many	  weaknesses	  that	  need	  to	  be	  addressed.	  
Yes,	  Swiftwater	  has	  a	  lot	  to	  offer	  like	  high-‐end	  wines,	  a	  beautiful	  location,	  and	  it	  
being	  a	  family	  business,	  however	  there	  are	  more	  weaknesses	  than	  strengths.	  We	  can	  
see	  that	  there	  is	  a	  lack	  of	  advertising	  and	  a	  lack	  of	  distribution;	  two	  things	  that	  are	  
very	  important	  when	  trying	  to	  get	  more	  business.	  Because	  Swiftwater	  wines	  are	  
leaning	  more	  toward	  to	  the	  expensive	  side	  of	  wines,	  most	  middle-‐class	  people	  will	  
not	  be	  purchasing	  the	  wines	  as	  often.	  We	  can	  relate	  this	  evaluation	  with	  the	  
community	  observations	  we	  conducted;	  most	  people	  did	  not	  know	  about	  
Swiftwater-‐brand	  wines	  or	  they	  were	  just	  not	  selling.	  	  
	  
Another	  weakness	  we	  saw	  was	  the	  directions	  one	  would	  take	  to	  reach	  the	  
establishment.	  There	  seems	  to	  be	  a	  great	  deal	  of	  confusion	  and	  intimidation	  by	  the	  
guards	  at	  the	  gates	  to	  safely	  get	  to	  the	  Swiftwater	  Cellars	  location.	  Because	  
Swiftwater	  is	  in	  the	  heart	  of	  the	  successful	  resort,	  Suncadia,	  this	  could	  be	  a	  potential	  
problem	  when	  trying	  to	  find	  the	  company	  within	  the	  resort.	  	  
	  
However,	  there	  are	  many	  opportunities	  that	  Swiftwater	  has	  the	  chance	  to	  do	  like	  
advertise	  more	  about	  their	  beautiful	  location.	  The	  business	  can	  capitalize	  this	  
benefit	  and	  have	  more	  events	  like	  big-‐name	  concerts	  to	  attract	  people.	  They	  also	  
have	  the	  opportunity	  to	  partner	  with	  Suncadia	  on	  events	  for	  a	  chance	  for	  more	  
advertising	  and	  acknowledgment.	  	  
	  
Possible	  threats	  Swiftwater	  face	  is	  obviously	  other	  wine	  cellars	  in	  the	  greater	  
Washington	  area	  and	  more	  importantly,	  the	  companies	  who	  have	  lower	  wine	  prices.	  
With	  only	  so	  many	  venues	  to	  distribute	  wines,	  this	  direct	  competition	  could	  be	  a	  
great	  threat	  to	  Swiftwater.	  	  
	  
Some	  key	  communication	  problems	  that	  could	  be	  solved	  are	  the	  directions	  to	  the	  
Swiftwater	  Cellars	  location	  by	  using	  more	  maps	  and	  possibly	  less	  gates.	  Having	  
more	  advertisements	  on	  actually	  showing	  people	  there	  is	  a	  winery	  and	  directions	  
would	  be	  very	  effective.	  Along	  with	  more	  advertisements,	  Swiftwater	  can	  bridge	  the	  
communication	  gap	  with	  advertising	  their	  location,	  atmosphere,	  benefits,	  club	  
membership,	  etc.	  more	  often	  with	  billboards,	  or	  local	  newspaper	  space.	  	  
	  
	  
	  
	  
Key	  Strategic	  Campaign	  Decision:	  
Our	  campaign	  objectives	  for	  Swiftwater	  Cellars	  come	  from	  our	  goal,	  which	  is	  to	  get	  
this	  brand	  more	  known	  and	  to	  get	  more	  people	  to	  come	  to	  the	  winery.	  To	  do	  this,	  we	  



are	  aiming	  to	  reach	  our	  21+-‐target	  public	  through	  an	  online	  presence,	  more	  printed	  
advertisements,	  and	  possibly	  more	  social	  impact.	  	  
	  
Our	  objective	  for	  an	  online	  presence	  would	  be	  measured	  by	  how	  many	  shares,	  
‘likes’,	  and	  followers	  there	  are	  on	  the	  social	  media	  sites.	  Facebook	  administrated	  
panels	  can	  help	  with	  this	  measurement	  as	  well	  as	  Google	  Analytics	  for	  the	  
Swiftwater	  website.	  Looking	  at	  shares,	  we	  can	  measure	  how	  many	  shares	  of	  articles	  
or	  event	  pages	  there	  are	  on	  these	  tools	  as	  well.	  	  
	  
Second	  objective	  is	  to	  have	  more	  printed	  advertisements	  and	  that	  can	  be	  measured	  
by	  how	  many	  media	  outlets	  publish	  ads	  or	  put	  on-‐air	  an	  event/ad.	  	  
	  
Lastly,	  an	  objective	  could	  be	  more	  on	  the	  PR	  side	  with	  creating	  a	  social	  impact	  
through	  a	  benefit	  concert	  or	  event.	  To	  evaluate	  the	  success	  of	  these	  events,	  
Swiftwater	  could	  conduct	  a	  head	  count	  or	  rip	  off	  ticket	  stubs	  to	  keep	  track	  of	  
attendance	  at	  these	  events.	  Also,	  if	  it	  is	  a	  benefit	  concert/event,	  so	  keep	  track	  and	  a	  
record	  all	  donations	  that	  would	  go	  toward	  the	  non-‐profit	  organization.	  We	  can	  also	  
measure	  this	  objective	  with	  comment	  cards,	  or	  surveys	  that	  can	  be	  sent	  out	  to	  
receive	  feedback	  on	  Swiftwater’s	  services.	  	  
	  
Our	  target	  audience	  is	  the	  ages	  21	  and	  over	  crowed	  and	  more	  into	  the	  upper	  to	  high-‐
class	  community	  members.	  Also	  the	  brand	  community	  of	  the	  wine	  industry	  
members	  will	  be	  a	  great	  target	  audience.	  We	  chose	  this	  target	  demographic	  mainly	  
because	  you	  have	  to	  be	  21	  and	  over	  to	  drink	  alcohol	  and	  since	  Swiftwater	  wines	  are	  
more	  expensive	  than	  the	  average	  wines,	  mostly	  the	  social	  class	  of	  higher-‐class	  
people	  will	  be	  purchasing	  this	  product.	  	  
	  
Swiftwater	  Cellars’	  brand	  position	  stands	  for	  a	  higher-‐class	  and	  high-‐society-‐type	  of	  
luxury.	  These	  wines	  at	  atmosphere	  are	  for	  people	  who	  want	  to	  get	  away	  and	  live	  a	  
life	  of	  comfort	  and	  high-‐class	  for	  a	  vacation;	  which	  is	  the	  essence	  of	  the	  brand.	  This	  
brand	  is	  so	  distinct	  because	  of	  this	  essence	  of	  fine	  wine	  and	  the	  remote	  location	  of	  
the	  business.	  Obviously	  this	  brand	  has	  been	  in	  the	  high	  ranking	  scales	  because	  this	  
company	  is	  successful	  and	  still	  in	  business;	  a	  lot	  of	  it	  due	  to	  the	  support	  of	  bring	  
customers	  in	  because	  of	  Suncadia	  resort.	  	  
	  
Media	  Strategy-‐	  
Our	  addressable	  media	  we	  want	  to	  present	  in	  our	  media	  plan	  is,	  
Internet:	  Facebook,	  Twitter,	  and	  Instagram.	  These	  social	  media	  sites	  are	  a	  must	  
when	  trying	  to	  stay	  in	  touch	  with	  consumers	  everyday.	  This	  is	  a	  growing	  market	  and	  
by	  constantly	  posing	  on	  our	  client’s	  social	  media	  this	  will	  keep	  consumers	  updated	  
and	  feel	  as	  though	  they	  are	  a	  part	  of	  the	  Swiftwater	  team.	  	  
	  
Email:	  It	  would	  be	  a	  good	  idea	  to	  start	  an	  email	  list	  for	  Swiftwater	  and	  we	  can	  add	  
people	  who	  are	  members	  or	  even	  people	  who	  just	  buy	  one	  bottle	  of	  wine	  and	  keep	  
them	  updated	  with	  latest	  events	  or	  wine	  of	  the	  month/sales.	  This	  would	  target	  the	  



older	  crowd	  in	  our	  target	  audience	  because	  most	  older	  people	  (age	  40-‐60)	  don’t	  
stay	  in	  touch	  with	  the	  social	  media	  side	  of	  things.	  	  
	  
Television:	  Network,	  cable,	  Evening	  Magazine	  (local).	  Television	  is	  a	  primary	  
entertainment	  medium	  and	  many	  heavily	  use	  television	  today.	  I	  think	  local	  
television	  would	  really	  help	  Swiftwater’s	  business.	  Not	  everyone	  knows	  that	  
Swiftwater	  is	  a	  family	  run	  local	  business	  and	  using	  local	  television	  would	  help	  
promote	  this	  company.	  	  
	  
Magazines:	  Travel,	  Sunset,	  and	  airline	  magazines.	  	  We	  should	  focus	  on	  being	  in	  
consumer	  magazines	  that	  are	  directed	  at	  the	  people.	  Swiftwater	  should	  also	  be	  in	  
farm	  magazines	  because	  Swiftwater	  is	  a	  local	  winery	  and	  uses	  local	  orchards	  for	  
their	  wine.	  As	  well	  as	  being	  in	  corporate	  magazines	  such	  as,	  Travel,	  Sunset,	  and	  
airline	  magazines.	  	  Magazines	  focus	  on	  niche	  markets	  and	  this	  would	  be	  nice	  to	  do	  
for	  Swiftwater	  because	  this	  way	  we	  can	  focus	  on	  out	  target	  audience	  directly	  
through	  certain	  wine/resort	  magazines.	  Possibly	  Swiftwater	  should	  focus	  on	  
advertising	  in	  magazines	  more	  then	  newspaper	  because	  magazines	  are	  classier	  and	  
are	  higher	  quality.	  	  
	  
We	  want	  to	  deliver	  an	  advertising	  message	  efficiently	  to	  our	  target	  audience	  while	  
maximizing	  impact	  and	  minimizing	  cost.	  We	  believe	  this	  will	  happen	  the	  most	  
efficiently	  through	  constantly	  updating	  Swiftwater’s	  website	  and	  updating	  or	  
posting	  on	  Swiftwater’s	  social	  media	  everyday.	  	  
	  
Message	  Strategy	  	  
Our	  main	  goal	  is	  to	  increase	  business	  at	  Swiftwater	  Cellars.	  The	  messages	  we	  want	  
people	  to	  take	  out	  of	  visiting	  the	  winery	  is	  we	  are	  a	  local	  family-‐run	  winery	  that	  is	  
very	  welcoming.	  Many	  people	  like	  local	  family-‐run	  businesses	  more	  because	  the	  
environment	  is	  usually	  better.	  	  You	  get	  more	  of	  a	  home	  feeling	  at	  local	  run	  
restaurants,	  and	  this	  strength	  could	  really	  help	  draw	  more	  business	  into	  the	  
company.	  They	  do	  have	  a	  wide	  variety	  of	  wines	  and	  some	  can	  get	  pretty	  expensive,	  
but	  there	  is	  wine	  for	  all	  kinds	  of	  wine	  drinkers.	  	  Another	  thing	  that	  draws	  people	  in	  
to	  the	  winery	  is	  the	  eye	  catching	  wine	  labels	  that	  are	  on	  all	  of	  the	  bottles.	  	  When	  
something	  is	  presented	  in	  a	  nice	  and	  appealing	  way	  more	  people	  are	  likely	  to	  order	  
it	  and	  try	  it	  out.	  The	  labels	  are	  simple	  yet	  classy.	  
	  
Other	  Marcom	  Tools	  Used	  in	  Support	  
	  Integration	  strategy	  could	  be	  a	  very	  powerful	  tool	  for	  Swiftwater,	  especially	  if	  
they	  use	  the	  integration	  strategy	  in	  relation	  to	  Suncadia	  resort.	  In	  general,	  because	  
of	  the	  small	  size	  of	  Swiftwater,	  more	  people	  know	  about	  Suncadia	  Resort	  than	  
Swiftwater.	  If	  these	  two	  businesses	  were	  to	  merge	  somehow,	  such	  as	  Suncadia	  
selling	  some	  of	  Swiftwater's	  wines,	  it	  could	  really	  boost	  business	  and	  name	  
recognition.	  
Sales	  promotion	  could	  also	  be	  a	  great	  tool	  to	  boost	  Switwater's	  name	  recognition	  
and	  sales.	  Especially	  if	  they	  were	  to	  do	  things	  such	  as	  go	  to	  trade	  shows	  or	  discounts	  
other	  than	  the	  ones	  they	  already	  offer	  with	  their	  wine	  club	  membership.	  Because	  



Swiftwater's	  wines	  are	  so	  expensive,	  going	  to	  trade	  shows	  would	  verify	  that	  they	  are	  
a	  top	  name	  brand.	  Offering	  discounts	  would	  also	  encourage	  more	  of	  the	  middle	  class	  
to	  buy	  their	  wines.	  
	  
Swiftwater	  already	  makes	  use	  of	  public	  relations.	  They	  have	  a	  press	  kit	  posted	  on	  
their	  website	  so	  media	  outlets	  can	  spread	  the	  word	  about	  this	  family	  company	  and	  
also	  gain	  a	  better	  sense	  of	  what	  this	  company	  has	  done,	  who	  they	  are	  on	  a	  more	  
personal	  level,	  and	  what	  they	  can	  do.	  	  
	  
Campaign	  Management	  
	  
We	  will	  evaluate	  our	  plan’s	  effectiveness	  based	  upon	  if	  we	  get	  more	  business.	  The	  
advertising	  we	  will	  do	  will	  help	  to	  generate	  new	  clientele	  and	  increase	  sales.	  This	  
will	  help	  us	  to	  serve	  more	  customers.	  We	  will	  look	  at	  our	  return	  on	  investment	  to	  
see	  exactly	  how	  effective	  our	  plan	  was,	  a	  quantitative	  research	  tactic.	  We	  will	  
measure	  our	  sales	  levels	  and	  compare	  them	  to	  what	  they	  were	  before	  the	  ad	  
campaign	  went	  out.	  

	  
The	  best	  budgeting	  plan	  for	  our	  client	  would	  be	  the	  percentage-‐of-‐sales	  method.	  
This	  method	  allocates	  a	  certain	  percentage	  of	  the	  money	  the	  client	  makes	  to	  
advertising.	  This	  will	  allow	  for	  an	  increased	  budget	  in	  the	  future	  if	  our	  campaign	  is	  
successful.	  The	  problem	  with	  this	  method	  is	  setting	  the	  percentage	  of	  our	  sales	  we	  
will	  spend	  on	  advertising.	  With	  the	  small	  size	  of	  Swiftwater,	  social	  media	  should	  be	  
focused	  on	  due	  to	  the	  lack	  of	  membership	  fees.	  This	  will	  help	  keep	  the	  costs	  low.	  As	  
Swiftwater	  grows,	  we	  can	  branch	  out	  into	  more	  expensive	  and	  widespread	  media.	  
	  
	  	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  


