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MEET THE LADIES 
OF PE INTENSIVE 17
On a cool April morning, this past spring over 200 female entrepreneurs made 

the trek from all over the US to Manhattan’s chic workspace Convene for a 

weekend of workshops, networking and learning

On a cool April morning, this past spring over 200 female 
entrepreneurs made the trek from all over the US to 
Manhattan’s chic workspace Convene for a weekend 
of workshops, networking and learning. Dubbed the 
Project Entrepreneur Intensive, the event was coordi-
nated by The Rent The Runway Foundation. Project 
Entrepreneur is a program that is a part of UBS Elevating 
Entrepreneurs, the firm’s flagship philanthropic entrepre-
neurship initiative alongside Rent the Runway. 

The program features a portfolio of partnerships and pro-
grams committed to bringing the right resources, to the 
right entrepreneurs, to help spur economic growth. The 
purpose behind Project Entrepreneur is to ignite bold 
ideas by providing women access to the tools, train-
ing and networks needed to build scalable, economi-
cally impactful companies. Rent the Runway co-found-
ers: Jennifer Hyman and Jenny Fleiss have worked to 
reach this goal through a multi-faceted national initiative 
that includes this robust digital hub, multi-city events, a 

venture competition, and a 5-week accelerator program. 

Jen and Jenny – in partnership with UBS – are on a 
mission to break traditional barriers when it comes to 
women’s paths in the business world. They are hoping 
to democratize the knowledge and resources necessary 
to build impactful ventures. The event was flooded with 
inspiring women making an impact with their startups, 
looking to change the face of entrepreneurship. Diverse 
women from a variety of backgrounds came together 
to on this weekend to build bridges and encourage one 
another to create businesses that will disrupt and inno-
vate the market.

Women now make up 40 percent of new entrepreneurs in 
the United States — the highest percentage since 1996, 
according to the 2016 Kauffman Index of Startup Activity. 
Women start companies at a rate 1.5 times the national 
average, but they account for less than 10 percent of 
founders at high-growth firms. It is quite obvious that the 
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passion and talent clearly exists, but there 
are immense barriers that stand in the way 
of women maximizing the economic signif-
icance of their efforts. Despite substantial 
progress on the start-up world, the “scale-up 
gap” between men and women still remains 
quite large. Female businesses often start 
small and tend to stay small. The reality is 
that only 3 percent of women-owned firms in 
the U.S. have “high economic impact,” gen-
erating $500,000 or more in revenue, com-
pared to 9 percent of male-owned firms.

According to the 2016 State of Women 
Owned Businesses report commissioned 
by American Express OPEN. Relatively 
few women-owned firms make it beyond 
the $1 million barrier. Only 27.8 percent of 
firms with $1 million in revenue or more are 
owned by women or equally owned by men 
and women, and just 18.6 percent of compa-
nies with 500 employees or more are female-
owned or equally male and female owned, 
according to research by the Kauffman 
Foundation.

PE INTENSIVE PHOTOS COURTESY OF: PROJECT ENTREPRENEUR
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Finance is one of the biggest hurdles to over-
come when it comes to women starting busi-
nesses. In actuality, many women raise little 
financing of any kind in their early ventures. 
Women entrepreneurs reported self-funding 
61 percent of their total business capital, com-
pared to men, who said they self-funded half 
in the Global Entrepreneurship Monitor 2015 
United States Report, prepared by research-
ers at Babson and Baruch colleges. The 
research found that when women do raise 
money, they are far less likely to do so from 
banks loans and more likely to seek funding 
from friends and family. 

Some of the keys to developing scalable wom-
en-owned businesses include programs that 
support women business owners through 
mentorship, accessibility to capital and a 
network that allows them to grow. That’s where 
Project Entrepreneur comes in and they defi-
nitely hit the nail on the mark with the Project 
Entrepreneur Intensive. The invite only event 
curated a list of women creating, building and 
looking for opportunities to grow their busi-
nesses. With an abundance of workshops 
meant to build a business toolkit and oppor-
tunities to connect with fellow classmates 
of PE Intensive 2017, the weekend inten-
sive is a step in the right direction for female 
entrepreneurs. 

During my time at Project Entrepreneur, I 
had the opportunity to meet with many fellow 
female founders. We bonded, connected and 
confided in each other about the details of 
our journey. I had the opportunity to connect 
with 3 companies and their teams to learn 
more about their companies: The Royal Wild, 
Zulubots and My Style Authority. Keep reading 
for their full interviews! 

The Royal Wild: Female Voices in 
Media 

Diversity in the work place is something that 
many companies are pursuing more of. Yet, in 
some industries, the reality is that there isn’t 
as much diversity as some would like to think. 
Hollywood is one place that has been in the 
spotlight for the lack of diversity when it comes 
to females in lead positions such as direct-
ing and cinematography. There were a slew 
of speeches over the last few years and out-
cries over equal pay and diverse working sit-
uations. Yet, things don’t seem to be getting 
better. In fact, women comprised of only 7 
percent of all directors working on the 250 

highest-grossing domestic releases in 2016. 
That was a decline of two percentage points 
from the level achieved in 2015 and in 1998, 
according to the latest report from the Center 
for the Study of Women in Television and Film 
at San Diego State University.  

There has been a loud debate going on over 
the lack of female and minority voices and 
possible gender discrimination in the film and 
television industry. The numbers don’t fare 
well. According to the same report, of the 
top 250 highest grossing films last year, thir-
ty-four percent of the films had no female pro-
ducers, 79 percent lacked a female editor, 97 
percent of films had no female sound design-
ers, and 96 percent didn’t have a female 
cinematographer.

So, where does all of that leave young, hungry 
and innovative female filmmakers and media 
mavens? While the industry has shown very 
little will to change, more and more women are 
graduating film, new and digital media school 
ready to create change for themselves. More 
women in leadership roles are taking it upon 
themselves to help other women by promoting 
community support, industry advocacy, and 
increased recognition amongst one another 
while continuing to strive for equality in pay 
and in the work place.  

Media brands like The Royal Wild are setting 
out to be a creative catalyst in the media and 
film industries. What launched as a brand 
focusing on production and creating media 
content for businesses has grown immensely 
over the last few years. They are creative 
storytellers looking to weave a new narra-
tive in their perspective industry. Founded by 
Jenny Kleiman and Kayla Morrisey, The Royal 
Wild, focuses on both narrative and com-
mercial work. Their goal is to create female 
driven content with an eye toward futurism 
and wanderlust. The work they create aims 
to empower. The ladies took some time to 
answer some questions about their work. 
Read on to learn more: 

1. Can you please tell us a bit about your-
self, your background and what led you to 
pursue launching The Royal Wild?

My name is Jenny Kleiman, and I’m a film and 
commercial director/ producer based in NYC. 
I run a production company called The Royal 
Wild, and we are in pre-production for our 
first feature titled: TUER LES FLEURS, which 

shoots this summer in the South of France.

ABOUT THE FILM: Two wild co-eds embark 
on an outrageous and terrifying journey 
through the South of France. TEUR LES 
FLEURS is a psychological thriller that follows 
Lindsey and Lydia as they spin out on a joyride 
of poor choices and moral obliviousness on a 
quest for the “Best Spring Break Ever.”

Mysterious omens pepper their trip as they 
make their way to the medieval town of Vence, 
where the unapologetic rebels settle in at an 
ancient Bed and Breakfast. They soon learn 
of the home’s dark past and discover that they 
too, have kept secrets from one another. 

Lindsey and Lydia’s jealousy and manipu-
lative nature pit the girls against each other 
in a darkly humorous tale of teen angst and 
betrayal that culminates in an extraordinary 
and unexpected ending. 

The Royal Wild is myself and my co-director/ 
producer, Kayla Morrisey. Kayla and I grew up 
in Charleston, SC and studied theatre together 
at the School of the Arts in middle school- we 
actually helped start an improv troupe at the 
school which is still around today. We then lost 
touch for about 10 years, but the funny thing is 
that we were both living about 3 blocks away 
from each other in LA. We separately decided 
to move back to Charleston for a change of 
pace and re-met in a dog park shortly after 
the move. 

Kayla and I immediately started working 
together after that day, and we launched 
The Royal Wild within a few months. We had 
similar styles of storytelling; we have remark-
ably similar taste in movies. It was a natural fit.

2. Can you tell us more about your brand, 
the idea behind it and the purpose and 
mission driving it?

I think most people at this point are familiar 
with how present and real the glass ceiling 
is for women in film. Because of the lack of 
opportunity presented to female filmmakers, 
when Kayla and I started TRW, there was very 
little precedent of women making edgy, sexy, 
mind bending content- it was a lot of Lifetime 
Channel and Nancy Meyers (who’s work we 
love!). In the meantime, we can make what-
ever we want! The Royal Wild is future-for-
ward: films for women by women who want 
real and sometimes abstract stories told from 
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a female perspective. In the very early stages 
of Royal Wild, Kayla approached me with the 
TUER LES FLEURS script, and it was such 
a perfect mirror to all of the things we stand 
for: it’s like if Jawbreaker and Heathers had a 
baby with Spring Breakers. I get really excited 
about script and our brand because it’s “us” 
through and through.

3. What led you to focus on creative story 
telling?

I grew up in the theatre, but at the end of high 
school, I realized pretty quickly that I wanted 
to move off the stage. However, at the time, 
I didn’t really think of film or working behind 
camera as an option.

I went to University of Colorado at Boulder 
as a theatre major, and about a month into 
school, I was running late to class. I threw on 
these really ripped up jeans and scooted out 
the door. After this theatre class, I was feeling 
really confused about my path. I posted up 
on the quad, and my dad called me to say 
hello. In the meantime, a yellow jacket crawled 
up my pants and ended up stinging me twice 
on my bikini line! I was jumping up and down 
trying to get the bee out of my pants scream-
ing about how I wanted to change my major. 
It was quite the scene. 

While I was recovering (it turns out I’m slightly 
allergic to beestings), I watched a bunch of 
movies that I missed for a class called “Women 
in Film,” and it hit me! I have basically been 
set on becoming a director ever since. I don’t 
know if it was the bee or the Benadryl, but it 
was definitely a breakthrough.

4. Where do you get your creative inspira-
tion and what does your creative “process” 
look like as you develop your concepts?

I get really energized by my surroundings- I 
moved to Chinatown in NYC about six months 
ago, and I’ve been insanely inspired by the 
city itself lately. I really love to travel for the 
same reason because I really connect with 
my environment.

I always loved the quote from Almost Famous 
about “whenever you feel lost, just go to a 
record store and visit your friends.” When it’s 
a grey day or things just feel a little stale, I 
really escape in music. I really love watch-
ing movies- even though I know how they’re 
made, I really get lost in storylines and the 

magic of cinema. My creative process is a little 
all over the place- to be honest, I’m a bit of 
a procrastinator, but I tend to do really good 
work under pressure. I think a lot of people 
beat themselves up for not working in some 
remarkable or holistic way- sometimes you 
just have to get things done, and you make it 
work. I would love to say I write or shoot every-
day, but I do it when it feels right.

5. Are there people, mentors or figures 
that have made an impact in your life and 
career? If so, how?

Reconnecting with Kayla was a huge turning 
point in my career, and it’s been amazing 
to have a peer who really challenges me to 
work at my highest level. She is one of the 
hardest-working creatives I know, and it is so 
motivating. 

My mom is a huge inspiration to me- she has 
worked to help others since the day she could 
cash a paycheck. My family is full of strong 
women who are movers and shakers. I like to 
joke that my aunt is the Leslie Knope of our 
small island community in Charleston called 
Isle of Palms, but I’m really not far off with that 
comparison. 

I also am so lucky to have friends that truly 
look after my well-being. My best friend just 
gave me a tincture to make sure I’m not over-
working myself. I’m not even sure what it does, 
but I take it everyday.

6. What are your goals for your brand in 
the next 2-5 years? How do you hope to be 
making an impact or what kind of growth 
are you looking forward to?

The Royal Wild started as a commercial pro-
duction company in Charleston- we worked 
mainly on short form projects like commer-
cials, music videos, short films, etc. Our roots 
in these quick, yet intense projects helped us 
establish a working report before jumping 
into our feature. Most of our future work at 
The Royal Wild is hyper-focused on creat-
ing features, series, and new media projects, 
and further Kayla and I are spread physically 
between New York, Miami, and LA most of 
the time. 

It’s insane to see how much we’ve grown 
already, but TUER LES FLEURS is really 
the game-changer. We have spent about two 
years raising our budget for the film and are 

on schedule to meet our full goal in the coming 
weeks. After we actually go into production, we 
still have post-production, festivals, and distri-
bution. By the time you see it in theaters, it will 
likely be about 2 years from today. After that- I 
just want to start the process over again! The 
goal is always to keep creating smart, inter-
esting content.

7. How is your company remaining inno-
vative and what are you working towards 
when it comes to changing the standards 
within your industry?

It’s so sad that just being a woman in most 
industries is still challenging the norm. The 
film industry is absolutely no exception. Kayla 
and I have a few passion projects under the 
umbrella of Royal Wild to do our part in closing 
the gender and wage gap. 

One of these projects is the Women’s 
Independent Film Channel (WIFC.tv) which 
we recently launched in beta version. WIFC 
is the home for women-directed narrative 
content. We have amazing films you can 
stream, links to a crowdsourcing resources 
and women-led projects seeking funding. We 
are partnering with different women-centric 
brands to promote Free the Bid (the adver-
tising industry’s dedication to hiring female 
directors for commercials). Our goal is that 
even our on-site advertising will be directed 
by women. 

In addition to the gender and wage gap, there’s 
a visibility problem for the female directors that 
do exist. Sundance did a study a few years 
ago and found that women represent 9% of 
directors. Not only are there few opportunities 
for women, but the ones who are working hard 
have a hard time getting their work in front of 
mainstream audiences. WIFC is dedicated to 
showcasing women directors and doing our 
part to make more women directors house-
hold names. 

Last but not least next year, we’re teaching 
the next generation of filmmakers at WIFC 
Bootcamp. We are teaching young women 
and girls how to work the camera, the basics 
of filmmaking, and hoping to inspire the next 
Ava DuVernay or Sofia Coppola.

8. What kind of obstacles do you see 
women facing when it comes to entrepre-
neurship and growth as business owners 
– specifically within the film industry?
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Entrepreneurship is a struggle despite gender, 
but women certainly have a different set of 
challenges. For many industries, it’s still a 
white, old men boys club. Women and POC 
are natural disruptors to this structure, and 
there’s so much power in resistance to the 
norm. 

In the film industry, if you’re a male director 
that has a bad movie, you’ll still likely work 
again. If you’re a woman/ POC- that’s it! 

Kayla and I have been asked straight out, 
“How will we make a movie together because 
we’re both women?” Like that’s even a real 
question… We’ve been mansplained how to 
make a movie too many times to even count, 
and we had plenty of offers along the way for 
financing if we’d allow them to replace us with 
a white, male director.

Women and POC are truly still working dou-
ble-time to be at the exact same position as 
their white, male counterpart- it makes days 
harder and work more grueling, and you’re 
constantly trying to show that you’re worth it.

9. What has been your greatest success or 
proudest moment to date?  

My first job was working for the Coppola family, 
and at the time I thought it was the best thing 
I was ever going to do because I respected 
and worshiped them and their films so much. 
However, at the end of the day I was working 
as a director’s apprentice (who also picked 
up their laundry from dry cleaning and took 
lunch orders). Now, I’m about to direct my first 
feature film, and that’s the best feeling in the 
world. I thought I would just work for the best 
directors in the world, and now my goal is to 
be the best director I can be. Kill your idols.

10. What kind of advice would you give to 
someone looking to launch his or her own 
business?

It’s going to be a LOT of work, so you better 
really make sure that it’s the idea that keeps 
you up at night. Listen when other people give 
you advice (although maybe not to me haha), 
but listen to your gut and follow that instead. 

You can learn more about The Royal Wild 
at: www.theroyalwild.com and follow the 
ladies on social @theroyalwild. 

Zulubots: Women in Robotics & 
Engineering

Although the statistics relating to women in 
engineering have seen an uptick since the 
1980s, when only 5.8% of engineers in the 
U.S. were women. The figures today, are 
still surprisingly low. Currently, only 14% 
of engineers are women, according to the 
Congressional Joint Economic Committee. 

It seems that there is a lack of support and 
role models for young girls within the robotics 
and engineering industry.  Today, the biggest 
barriers standing between robots and regular 
people are complexity and price. Issues of 
representation are evident and prominent in 
the STEM industries. So, what are women to 
do in order to get represented in the STEM 
industries? Showcase women who are pur-
suing careers and businesses in the industry 
in order to get girls experimenting, building, 
coding, tinkering, and problem solving! 

Zulubots is a woman led company, founded 
by Elizabeth De Zulueta. Zulubots is working 
to break the mold and get students excited 
about a career in engineering and robotics. 
Zulubots, Inc. is an engineering company that 
focuses on robotics and automation systems. 
This focus includes the design, development, 
fabrication, and implementation of robotics 
and automation systems. 

Zulubots provides consulting services for other 
companies, which include gathering require-
ments and designing robotics and automa-
tion systems. As part of the implementation 
process, Zulubots also educates its custom-
ers on the technology and trains them on how 
to use and interact with the systems. Another 
key offering is robotics education. Zulubots 
has an educational outreach program, which 
includes workshops and seminars to educate 
students on how to design and fabricate 
robotic systems. This also includes training 
teachers so they can more effectively help 
students who are interested in science, tech-
nology, engineering, and math (STEM) fields. 
Elizabeth took some time to share her story 
with us, read on for the full interview: 

1. Can you please tell us a bit about your-
self, your background and what led you to 
pursue launching your company?

I grew up in Miami, FL. My grandparents 

immigrated from Cuba after the Communist 
Revolution. I started building robots when I 
was 14 years-old in an afterschool program. 
I then went to engineering school and got a 
BS and an MS in Robotics Engineering. I have 
always wanted to start a company and when I 
finished graduate school, I felt it was the right 
time to plunge into entrepreneurship.

2. Can you tell us more about your brand, 
the idea behind it, the customer you cater 
to and the purpose and mission driving it?

Our brand is focused on promoting indepen-
dence and self-reliance. 2 years ago, I injured 
myself and was in a wheelchair and had to go 
through the process of relearning how to walk. 
During this process, I quickly learned how diffi-
cult many common, household tasks are when 
you have any kind of mobility restriction. This 
is how I developed the idea for my robot and 
the mission for my company. We cater to indi-
viduals who have mobility restrictions, these 
restrictions may come from illness, injury, or 
advanced age. Our mission is to improve our 
customers’ quality of life. 

3. What led you to focus on melding tech-
nology, health and robotics?

Technology is meant to be a tool. Yes, the 
technology industry is cool and has done 
many amazing things, but the true promise of 
technology is to help us live more fulfilled lives. 
So, I believe the real impact of technology is 
not in the tech industry but in other industries. 
For me, the industry that can most benefit from 
technology is healthcare. My grandmother 
always says “If you do not have health, you 
do not have anything.” Although she says it 
in Spanish, the message isn’t lost in trans-
lation. Since health is so important, ensuring 
we use every tool we have to make the indus-
try and the patient’s life better is essential. I 
love robotics because it does something that 
plain software does not, it interacts with us in 
the physical world. Our health is something 
we experience in the physical world; it isn’t 
something that is easily dealt with digitally. So, 
a technology which leverages the processing 
speeds and convenience of software but the 
physical interactions of the real world is vital 
in the healthcare industry. This is one of the 
key reasons why robotics is the best tool for 
this industry.
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4. Where do you get your creative inspira-
tion and what does your creative “process” 
look like as you develop your inventions/
bots?

I get my creative inspirations from my real-life. 
Yes, sometimes inspiration can come from 
listening to others, but the best inventions 
happen when you experience something. For 
me, the lived experience gives me insight into 
the problem and that is where the best ideas 
come from. When it comes to the actual work 
and developing of the technology, it is more 
of a ritual. I listen to music I like to get me in a 
positive mood, I get a cup of coffee, and then I 
sit still center myself and clear my mind. Then 
I force myself to jump in. It takes a while to get 
into the flow of engineering work and takes 
concentration, so I make sure to prep myself. 
Like an athlete gets their “head in the game”.

5. Are there people, mentors or figures 
that have made an impact in your life and 
career? If so, how? 

My parents have been very influential in my 
life. My mother has 2 Masters and a Ph.D. 
in Electrical Engineering. She got all three of 
her graduate degrees while working full-time 
and being a full-time mom. She always taught 
my brother and I that we could accomplish 
anything we wanted, as long as we had good 
time management. She got her first Masters 
while we were babies and she used to study 
by reading her engineering books to read us 
to sleep. She likes to say “you can read any-
thing to a baby, as long as you read it in a nice 
voice”. While my mom was in books, my dad 
was hands on. My dad was the person who 
taught me how to build things with my hands. 
When I was in 7th grade, I had a science fair 
project and for the project I built a wind tunnel 
and airplane wings. The goal of the project 
was to measure lift and angle of attack. He 
taught me how to use hand tools and how to 
choose the right materials. My father is the one 
who taught me to love being in the machine 
shop. 

6. What are your goals for your brand in 
the next 2-5 years? How do you hope to be 
making an impact or what kind of growth 
are you looking forward to?

I want my brand to be synonymous with 
helping others live life on their own terms. I 
hope to be positively impacting my customers’ 

quality of life, especially within their homes. 
We hope to be experiencing large growth; we 
are developing are production infrastructure 
so that right from when we launch we can have 
steady growth.

7. How is your company remaining inno-
vative and what are you working towards 
when it comes to changing the standards 
within your industry?

We are always working on our current prod-
ucts, but we also have regular brainstorming 
meetings. At these meetings, we discuss the 
direction of the company, our overall mission, 
and what would be our next ideas and prod-
ucts. The robotics industry is very interest-
ing because it is an emerging technology, but 
since it is so different from software, the tech 
industry’s current methods of deployment and 
interacting with customers are not sufficient. I 
am excited because I think my high tech indus-
try is going to be disrupted by some old-school 
methods. High touch methods that are high 
in compassion and high in customer service 
are going to be essential in the deployment 
of robots.

8. What kind of obstacles do you see 
women facing when it comes to entrepre-
neurship and growth as business owners?

Women open businesses at similar rates 
as men, where women are struggling is in 
growth. One key obstacle is the constant focus 
on women’s shortcomings. We don’t ask for 
enough money, we don’t negotiate, we inter-
nalize failure, etc. Women are then given a list 
of what they should do to fix those. Yes, under-
standing one’s weaknesses is important but 
one must balance that out with and analysis of 
their strengths. Women are naturally collabo-
rative and communicative which are essential 
qualities in a leader and in entrepreneurship. 
Women are better at allocating resources, 
which is vital for the survival of business. 

9. What has been your greatest success or 
proudest moment to date?  

My proudest moment was going back to the 
physical therapy clinic and talking to the thera-
pists and patients who helped me through my 
injury. I shared with them what I had created 
and got their feedback. They were so proud 
and happy for me that many have become my 
first beta users and focus group participants. 

10. What kind of advice would you give to 
someone looking to launch his or her own 
business?  

I would say “do it, but start small”. The idea 
of starting a business can be daunting and 
there is so much to do and so much to learn. 
Start with a PowerPoint and a business card 
and go talk to people. If you can draw out 
your idea, make simple sketches and go talk 
to people. Always touch base with your cus-
tomers and make improvements after every 
conversation. At the beginning these will not 
seem like big steps, you will feel like you aren’t 
moving forward, at those moments look back 
at your old PowerPoints and drawings and 
you will see how much progress you have 
made. Entrepreneurship isn’t as glamourous 
as people think, it is about constant work and 
consistent improvement. 

You can learn more about Zulubots on 
their website: www.zulubots.com. Their 
Facebook Page: www.facebook.com/
zulubots and on Twitter at: www.twitter.
com/zulubots

My Style Authority: The Creative 
Vision of Jessica Dew

Jessica Dew is the Founder and CEO of My 
Style Authority (MSA), LLC. With a creative 
background in wardrobe for the film, televi-
sion, theater and beauty industry, Jessica 
saw the need for a platform where profes-
sional artists in the beauty and fashion indus-
try could be matched with clientele from all 
parts of the world. From this experience, her 
dream of launching a business developed into 
My Style Authority. 

My Style Authority is an online platform for 
matching and connecting beauty and fashion 
industry professionals with the clients 
seeking such services or products. My Style 
Authority features professionals within the 
Hair, Makeup, Fashion, Spa, and Specialty 
Cosmetic industries. 

My Style Authority helps beauty and fashion 
professionals get matched with clients, book 
appointments, connect with industry peers, 
and advertise their brands. For the client, it 
offers the capability for them to create a user 
profile that will allow them to look up beauty 
and fashion professionals, schedule appoint-
ments, keep a history of transactions, create 
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a glam squad, and provide customer feedback 
on professionals.

Not only is MSA a match making site for the 
clients and professionals, but it’s also a one-
stop-shop community that allows members 
to interact through blogs, the news feed and 
forums. MSA offers a completely user-friendly 
desktop as well as mobile interface to boost 
the experience.

Jessica took some time to share her journey 
building My Style Authority and her thoughts 
on women in entrepreneurship. Working in the 
film, television, theater and the beauty indus-
try, Jessica recognized the need for a platform 
where professional artists in the beauty and 
fashion industry could be matched with cli-
entele worldwide. Most industry profession-
als and consumers relied on word of mouth 
restricting access to quality professionals. My 
Style Authority is an online mobile-friendly 
website where beauty and fashion profes-
sionals are matched and connected to users 
seeking their services or products. Also, she’s 
built MSA to be more than a style scheduler 
and directory; but a one stop shop style com-
munity and content platform.

Jessica has extensive experience providing 
image consulting and wardrobe styling ser-
vices to women, men and children and those 
seeking work in the entertainment industry. 
Through her work in features, independent 
films, television, commercials, web series, 
plays, concerts and fashion shows, Jessica 
has worked with a variety of professionals 
and productions in the beauty, fashion, and 
entertainment industry; which has garnered 
her positive reviews. She is also an active 
member of her local IATSE wardrobe union. 
Keep reading for the full interview: 

1. Can you tell us more about your brand, 
the idea behind it, the customer you cater 
to and the purpose and mission driving it?

My Style Authority is an online mobile-
friendly website that matches quality beauty 
and fashion professionals to users seeking 
their services or products. Also, MSA is a one 
stop shop community and content portal for 
all things beauty and fashion.  MSA features 
professionals within the hair, makeup, fashion, 
and spa fields. Targeting the industry elite and 
rising stars within those fields. The users we 
target are mainly women between the ages of 

18-40, who love social media, trends, celeb-
rities, and who are aspiring or current fash-
ionistas; with a voice. The whole purpose is 
about having access to quality professionals 
without search through multiple channels and 
being inspired through our content. Also, by 
being a social style community that engages 
and works with one another. Professionals on 
MSA get the opportunity to be a star to the 
masses and the users have the opportunity to 
look like a star; after utilizing the professionals 
within the community.

2. What led you to focus on working within 
the beauty and entertainment industry?

Ever since I was a little girl, I never saw myself 
working a traditional job. The only traditional 
job I considered was a pediatrician or midwife; 
but that didn’t last long. Style has always been 
a passion of mine and I’ve had the opportu-
nity to do production types. Really, I loved how 
style helps people become more confident and 
leaves them feeling like they can take over the 
world. And I like being the instrument to facil-
itate such a feeling within people. I’ve always 
loved the entertainment industry, so when I 
learned that I could combine my love for style 
and beauty with the entertainment I watch; I 
was instantly sold.

3. Where do you get your creative inspi-
ration and what does your “process” look 
like as you pull together projects?

I get my creative inspiration from things I see 
or hear. Also, I get my creative inspiration 
from feelings. Whether I’m coming up with a 
creative approach for MSA or working on a 
project, I always consider how I want someone 
to feel and then I compose the creative ele-
ments to visually express those feelings. I for-
mulate everything around feelings. But, I work 
with my creative team as well to consider all 
fresh ideas.

4. Are there people, mentors or figures 
that have made an impact in your life and 
career? If so, how?

I watch a lot of women empowerment movies 
and I’m drawn to a strong female lead who 
made her mark on the world. Therefore, 
some figures who have made an impact on 
my career are Steve Jobs (on how he was 
unapologetic in his innovative approaches), 
Sara Blakely (how she started with an idea 

that no one thought would be great, but now 
she’s a self-made billionaire), Sophia Amoruso  
( Nasty Gal) and Joy Mangano. People who 
have impacted my life are my family and 
friends who has believed in me from day 
one and who has never stopped supporting 
me. My dad who believed and pushed me to 
pursue all of my dreams, regardless of how 
BIG they were. Finally, GOD because, my faith 
is what has opened the doors of success in 
my life.

5. What are your goals for your brand in 
the next 2-5 years? How do you hope to be 
making an impact or what kind of growth 
are you looking forward to?

Within the next 2-5 years my goals for the 
My Style Authority brand is to be the #1 
site that people go to for finding and being 
matched with top notch professionals within 
the beauty and fashion industry; having pro-
fessionals within all of the major cities of the 
US; having a mobile app in combination with 
the site and to be a style influencer within the 
US market. We’re looking forward to having 
millions of people utilizing MSA for all of their 
style needs and inspirations. Basically to be 
a Facebook of the beauty and fashion tech 
world; or the IMDB of elite talent and content. 
Next, to scale internationally and be a world 
renowned brand.

6. How is your brand remaining innovative 
and what are you working towards when 
it comes to changing the standards within 
your industry?

We’re remaining innovative by focusing on 
what our customers want, while coming up 
with different ways of engagement. MSA is dif-
ferent because of our approach on why people 
are coming to our site. We stay innovative by 
giving users multiple reasons to stay on the 
platform; and the longer users stay engaged, 
the more our professionals benefit. Also, being 
that I’m a freelancer myself, I focus on differ-
ent and unique approaches for professionals 
to build up their star power on this platform.

7. What kind of obstacles do you see women 
facing when it comes to entrepreneurship and 
growth as business owners?

The obstacles I see are men not understand-
ing women focused business concepts; and 
with the lack of understanding comes the lack 
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of funding. For most entrepreneurs funding 
is a fundamental step for success; but when 
you’re a woman, minority, or both the percent-
age of those funded goes down. Also, in busi-
ness I believe that a lot of women ask for what 
they want, like men do. Yet, there is a negative 
connotation associated with women asking for 
what they want. This has to stop because, we 
can’t be concerned with looking like a “Bitch” 
if all we’re doing is being confident and asser-
tive in business like our male counterparts.

8. What has been your greatest success or 
proudest moment to date?  

Besides being a mom to a very divalicious 6 
year old named Halo, my greatest success 
would be giving back to the community using 
fashion and beauty to inspire and elevate 
those less fortunate. I’m a self-proclaimed 
Social Style-Preneur, which is a social entre-
preneur who gives back using style. I like to 
partner with like-minded nonprofits and com-
panies to provide various programs like make 
overs for women, youth, and veterans.  This 
year alongside my: partner FifteenAve, I am  
bringing prom makeovers to 10 lucky students 
in the DC metropolitan area, called the We 
Promise Makeover Experience. 

11. What kind of advice would you give to 
someone looking to launch his or her own 
business? 

Do your research, challenge the norm/be cre-
ative, work hard, never give up even if it seems 
impossible, believe in yourself, and always be 
willing to help another person.

For more information on Jessica and My 
Style Authority visit: www.mystyleauthor-
ity.com 

FB: My Style Authority

IG: mystyleauthority 

Twitter: MyStyleAuth
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