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About the Author 

 

 

Anahita Ahrar is an Entertainment Publicist and Twin Cities Personality. She has 

experience in media relations, event management, and charitable organizations. In her line of 

PR work, Anahita represents musicians, artists, event productions, fashion, comedy, sports and 

much more. She continues to further her experiences in PR, but is also pursuing work in 

broadcasting. Anahita hopes to contribute her talent as a representative of a television 

network, with her inspiration coming from the Today Show and Entertainment Tonight. 

Born in Iran, but raised in Minnesota, Anahita has always had a passion for culture and 

diversity. She often supports diverse projects by networking and attending events to help raise 

awareness. Many of her projects partner with charities to contribute a portion of proceeds to 

benefit their causes. 

In addition to her line of work, Anahita is dedicated to her education. Her commitment 

to enroll in the Professional M.A. in Strategic Communications allowed her to complete the 

program despite her busy schedule. Her experiences in the entertainment industry as well as 

her obstacles in prior roles with difficult leaders inspired her to focus her Capstone on aspects 

of leadership and client relationships. She wants to provide her clients and collaborators with 

exceptional service and guidance. 
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Anahita is quite a social butterfly. She enjoys experiencing new adventures all the while 

she is a family girl, hiker, dancer, and yogi. "On my downtime a few of my favorite things are 

coffee, reading, music, movies, art, sushi, traveling, wine, and the Red Carpet,” Anahita Ahrar. 

 

 

Introduction 

 

My company, Mediahrar LLC, is a platform for me to exercise my knowledge, talent, and 

networking skills in the multifaceted field of entertainment. As I work towards my long term 

goals in broadcasting, Mediahrar is my outlet to continue to acquire new opportunities for my 

personal growth. Simultaneously, I share my expertise in the field of Communication by 

supporting other industry professionals. As stated in my Vision Statement, “To be the most 

trusted and leading correspondent for the entertainment industry,” my strategy in 

accomplishing this vision is to acquire as much experience within the music, fashion, film and 

event industries to grow my knowledge on these topics.  

By working in the PR field, I am able to network with press and media contacts, gain 

insight from the musicians I collaborate with on terms and processes regarding music 

production as well as learning about terminology and practices in the beauty and fashion scene 

and film genre. I believe that when I become a full-time correspondent for a brand or network, I 

will be able to understand from firsthand experience the hard work that goes on the behind the 

scenes and effort from an entertainer to share their project with the media. In addition, I will 

have the on-air experience as a talent that will allow me to relate to guests that I interview 

knowing the feeling of being “on the spotlight” and any preparation needed ahead of time.  
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As I expand my scope of projects and broaden my range of clientele, it is important that 

I continue to leverage my support system and industry mentors for their insight and guidance. 

In order to best serve my clients and collaborators, my research objective was to collect insight 

from other experts on the successes and challenges they faced in their careers as well as 

gathering their advice on how to move forward with running a successful business. To do this, I 

used the method of in-person interviews as a form of qualitative data. I was able to take away 

several important messages and recommendations regarding key elements of leadership and 

business management within the entertainment industry. In addition, I felt that it was 

important to gather feedback from my previous and current clients based on their perspective 

of our working relationship and their satisfaction with my leadership. I also had the opportunity 

to relate the conversation topics to relevant research findings and related academic articles. 

 

Background 

  I first fell in love with the concept of public relations during an internship I had 2013-

2014. The internship opened many doors to work with salon and spa vendors, fashion shows, 

musicians, and visual artists. The internship also allowed me to host and emcee a few fashion 

shows, record voiceovers for promotional material, and also prepare PR and social media 

content for the company’s events and brand. Towards the end of my 18 months in the role, I 

was beginning to outgrow the responsibilities. I gained a tremendous amount of experience 

and confidence to start taking on work of my own, in which I began to offer freelance PR 

services to some of the connections I had made over the course of the internship. Taking on 

work as a freelance quickly opened my eyes to how business is formed, resources needed for a 
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successful business, and my mindset and communication started to form a pattern from one 

project to the next. I was lucky enough to have six years of corporate experience, which helped 

shape my business strategies. 

After two years of freelance work in public relations within the Twin Cities 

entertainment industry, I wanted to challenge myself even more by creating my own startup 

company. Mediahrar LLC was established in October 2014. Mediahrar supports approximately 

nine to twelve artists and entertainment professionals simultaneously spanning from music, 

fashion, and film production companies. Mediahrar offers several services ranging from press 

and media outreach, brand consulting, and network representation. My services and network 

help the growth of my client’s individual brands and exposure. My company originally started 

as a foundation to refer my client base and future collaborators to my website 

(www.mediahrar.com).  

 

 

 

 

 

 

 

 

 

 

 

http://www.mediahrar.com/
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I quickly found that my previous experience and network building had led to many 

referrals impacting the exponential growth of my book of business. In order to be a successful 

entrepreneur and brand representative, I wanted to strengthen my leadership skills by 

exploring other insights on their challenges, successes and advice for future leadership 

implementation. By learning from industry experts and related readings, my goal is to develop 

Mediahrar LLC into my primary source of income and be a top PR leader in the Twin Cities.   

Mediahrar as a leader: As a leader I am often seen as a project manager, a key resource, 

mentor, and industry expert in the field of public relations and entertainment.  

Mediahrar as a brand representative: As a brand representative I am a walking and 

speaking representative of client brands at events and when networking with media outlets. 

Also, I represent brands as a face to their company via on-camera, voiceovers, event hosting, 

and brand spokesperson work.  

 

Proposition 

I believe that incorporating clear communication, building strong relationships, and 

being a knowledgeable source will significantly help my business and client retention. I want my 

clients to see me as a motivating leader, a trustable source for industry information, and feel 

comfortable with my guidance as their brand representative. These elements are important as 

they affect the relationship and level of trust with current clients, which will affect the extent 

my collaborators consider me for future referrals to others. Showcasing quality communication, 

relationship building and my subject matter expertise is important as each client I partner with 

is looking for high quality work and support to help make his/her project and brand successful.  
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Literature Review       

Leader Excellence in PR 

The topic of leadership is a broad genre, so for my literature review I focused on 

readings related to leadership styles particularly within public relations. The literature review 

will show how theories and studies of leadership in public relations can help other public 

relations professionals like myself keep key elements top of mind while leading. These 

messages and theories will also help structure my business objectives and approach when 

building relationships. 

In a study conducted by Meng et al. (2012), a group of participants were studied to 

observe and measure excellent leaders in public relations. The objective was to identify the 

importance of a leader’s communication, their knowledge and involvement of media and 

information systems, and how leaders effectively create and implement strategic 

communication plans.  

The article called out a few theories on leadership approaches that are relevant to the 

topics discussed in my expert interviews. The article mentioned how the study considered and 

applied the Trait approach: a leader’s personality, motives, values, and skills, the Behavioral 

approach: what leaders actually do on the job and the consequences to managerial 

effectiveness, the Situational approach: importance of a leader’s attributes and behaviors, and 

Transformational approach: emotions, ethics, and long-term relationships, as well as followers’ 

motives, needs, and satisfaction (Meng et al., 2012, Pg 21).  

The authors strived to find and help define a universal explanation of excellent 

leadership in public relations. The definition they arrived at was: 
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 “Excellent leadership in public relations is a dynamic process that encompasses a 

complex mix of individual skills and personal attributes, values, and behaviors that 

consistently produces ethical and effective communication practice.” (Meng et al., 2012, 

Pg 24). 

The research aimed to identify the most important qualities of excellent leadership in 

public relations. A survey of questions, including information on leadership gathered from over 

85 sources, was sent to nearly 50,000 public relations professionals, which was later narrowed 

down to 1,000 senior public relations executives who completed the survey. The results 

showed that the participants ranked the 1) ability to strategically make decisions, 2) ability to 

solve problems and produce desired results, and 3) communication knowledge and expertise 

as the top three ranked most important qualities of a PR leader (Meng et al, 2012, Pg 28).   

Meng et al. elaborated how their findings were consistent with elements of their 

traditional managerial leadership research. I found it relevant to my research that Meng et al. 

listed how both female and male participants had very similar perceptions about excellent 

leadership in public relations, which is positive reinforcement that female and male PR leaders 

have similar expectations and can translate that to their clientele. 

Language Usage Among PR Leaders 

In an article by Linda Aldoory (1998), a study was conducted to learn more about female 

leaders in public relations. Aldoory interviewed ten women (phone and in-person based on 

availability) to collect their insight and perspective on communication styles, motivations, and 

how they define leadership. The results showed the level of empathy these female leaders 

implemented as well as using logic over emotions in arguments. The interviews also indicated 
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how language can vary from leader to leader, but be more relevant with women. Her results 

mentioned participants stating “language is an important part of our personal and social 

identity" (Aldoory, 1998, Pg 77).  

One question Aldoory asked of particular interest to me was “What is the language of 

leadership for female leaders?”  The research found that women mentioned the use of 

pronouns to be one important aspect of language in a leadership role such as the use of “I” 

and “you.” One example mentioned was, "This really isn't like you to be so late, are you having 

problems?" and instead altering the pronoun to state "I've been noticing that you haven't 

been able to get to work right on time" (Aldoory, 1998, Pg 90). Aldoory mentioned that 

switching the pronoun to state “I” before the “you” in a statement can diminish the likelihood 

that one may take offense or may take the statement less personally.  

Brand Leadership 

Pertaining more to brand leadership, Bedbury and Fenichell (2003) shared stories and 

examples on eight principles for building and maintaining brand leadership. One area that 

stood out was their discussion on Brand Emotion (establishment of relationships). They 

mentioned building brand emotion begins with communication with customers and brand 

representatives. “Brands largely exist as perceptions. One has to understand that a brand is 

really made up of a set of experiences and actions that customers have with it” (Bedbury and 

Fenichell, 2003, Pg 424). They elaborated that employees are a key asset to creating these 

experiences through their actions. As Bedbury says, “you have to understand your brand’s 

DNA” (Bedbury and Fenichell, 2003, Pg 424). They mentioned that a leader (or brand manager) 
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is imperative in order to keep the focus of values on track for the team as well as keeping focus 

on the project objectives.  

Personal Versus Professional Connections 

In an article by Hess and Story (2005), the authors conducted a study to test relationship 

models via personal and professional connections. The connections were based on trust and 

customer satisfaction. Their research objective was to evaluate the relationships that were 

observed in two different case studies. Hess and Story found that satisfaction of a customer 

leads to trust and contributes to efficient collaborations. On the other hand, they found that 

personal connections develop from trust. “The relative strengths of personal and functional 

connections determine the nature and outcomes of relationship commitment” (Hess and 

Story, 2005, Pg 315). Their study identified that brand building and establishing customer 

relationships helped combine relationships into brand strategies. It can be rather 

understandable how a personal (and professional) relationship thrives from trust building.  An 

observation Hess and Story concluded with is quite relevant to my capstone, “These results 

improve our understanding of customers’ relationships with brands and provide managers 

with guidance on developing, nurturing, and utilizing these relationships.” Similar to a 

comment made by one of my expert interviewees (Interviewee A), Hess and Story mentioned, 

“Committed relationships are built on performance cues as indicated by satisfaction, but we 

propose that the depth of commitment is more closely tied to indications that a partner is 

trustworthy.” This thought indicates that trust in a relationship or professional setting deepens 

the commitment of the collaboration.  
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Transactional and Transformational Leadership 

Kuhnert and Lewis (1987) focused their research on transactional and transformational 

leadership, which also develops from levels of trust. This was a relevant and similar concept of 

the four approaches mentioned by Meng et al. In their study, Kuhnert and Lewis elaborated on 

different stages of developmental leadership as they stated was developed by Burns (1978) and 

Bass (1985). Their findings revealed, “Transformational leadership is based on compliance of 

followers, but also on their beliefs, needs and values” (Pg 649). Their revelation supports the 

idea that transformational leadership can be more successful when clients and followers 

communicate their expectations and values. “Transactional leadership represents those 

exchanges in which a superior and subordinate influence on another” (Pg 649). Exchanges 

made based on leader’s knowledge of the employee or client’s actions are most common when 

they are implied to achieve desired personal outcomes. Such example of this would be extra 

hours worked to earn a paid vacation. Another transactional leadership type (less common) is 

when “values bond leaders to followers to actualize the needs of both parties” (Pg 649). The 

transactions can be displayed in forms acknowledgment of extra effort beyond the normal 

expectations, pay increases, or special benefits. “Transformational leadership also originates in 

the personal values and beliefs of leaders, not in exchange of commodities between leaders 

and followers” (Pg 650). Kuhnert and Lewis mentioned that the Burns and Bass study indicated 

transformational leaders operate out of deeply held personal value systems that cannot be 

negotiated between individuals. Examples stated include sharing personal standards, charisma 

and other personal characteristics.  
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Values of a PR professional 

In an article by James E. Grunig (2000), he mentioned, “public relations professions are 

based on core values and a body of knowledge that provides expertise on how to implement 

those values.” Grunig shared how professionalism can be empowering to public relations 

experts in a setting with clients in order to negotiate and adjust behaviors. Grunig’s purpose 

was to explore possible values of the public relations profession. “I maintain that the most 

important of these values should be collaboration. I believe that public relations will have its 

greatest value to client organizations, to publics, and to society if it views collaboration as the 

core of its philosophy” (Pg 25). He elaborated further that public relations brings an essential 

element into individualistic views of collaboration. Grunig stated, “Professionals, have the 

power to carry out their work based on the knowledge and standards of their profession. With 

non-professionals, clients or superiors in the organization tell them what to do”(Pg 25).  

In the article, Grunig also compared the work of public relations managers to the work 

ethic of lawyers.  He shared that every client deserves representation in the “free marketplace 

of ideas; thus, they see their role as similar to that of a lawyer” (Pg 29).  Grunig’s articulation of 

the public relations and client relationship was aimed to represent a client’s views or interests, 

and to showcase how it can help that client achieve his or her objectives. Grunig also 

elaborated on the concepts of two-way symmetrical and two-way asymmetrical public 

relations. He found that critics seems to believe that symmetry means “abandoning the 

interests of client organizations in favor of accommodating the interests of publics at most 

times, and they point out that clients are unwilling to do so” (Pg 30).  

http://www.tandfonline.com.ezp1.lib.umn.edu/doi/pdf/10.1207/S1532754XJPRR1201_3
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Grunig disagreed, “critics have failed to understand the basic idea of the symmetrical 

theory: Public relations should go beyond the advocacy of self-interest without concern for the 

consequences of an organization’s behavior.” He also disagreed with suggestions of 

“symmetrical” concepts such as equilibrium, social harmony, equality, mutual goodwill, or ideal 

communication situations. “These concepts suggest a utopian society and an overly idealistic 

vision for public relations. However, I have used the terms symmetry and balance as descriptors 

for an ideal, normative theory more to describe a process of public relations rather than an 

outcome” (p33). Grunig best defined symmetry as “communicators who keep their eye on a 

broad professional perspective of balancing private and public interests” (Pg 34). The roles 

would consists of more than argument, but rather symmetrical communicators must listen as 

well. He concluded by stating his belief on public relations and how it must go beyond a 

symmetrical format, in which collaboration becomes the major concept and skill that is offered 

to a client. “Collaboration, I believe, will help professionalize public relations, help organizations 

(including activist groups) serve their self-interests, and help move our democratic societies 

away from confrontation and divisiveness to more collaborative cultures” (p 45).  On the level 

of individual values, Grunig believes most people value collaboration and the relationships it 

produces. On the organizational level, he believes most organizations will be more effective by 

incorporating similar values into their cultures and decision-making processes. 

Leadership Behaviors and the Impact On Job Efficiency 

In a by article Sosik and Godshalk (2000), the authors examined the connection between 

mentor leadership behaviors (laissez-faire and transformational) and the impact on job 

efficiency. The analysis of the results revealed that mentors who engaged in laissez-faire 
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behavior were more often positively related to their subordinates who were dependent on 

rewards and acknowledgement. Mentors with authoritative behavior were negatively related 

to their subordinates. In this situation, both mentor behaviors and their subordinates were 

negatively related to job-related stress as miscommunication and lack of acknowledgement was 

highly present in the workplace. The relationship between mentor behavior and job-related 

stress was directly correlated in this study. Sosik and Godsalk mentioned that transformational 

leadership displayed by a mentor (less authoritative and more laissez-faire) is more effective 

with employees and their mentor relationships. They explained that the relationship involves 

emotional and developmental support. This can motivate individuals by developing and linking 

their confidence to a collective role mission. A common theme also stated in the article that “a 

mentor is viewed as a learned and trusted advisor and source of wisdom” as opposed to a 

dictating leader (Sosik & Godsalk, 2000). 

An important finding of Sosik’s and Godsalk’s study was that various leadership styles 

displayed by mentors had associations with their subordinate’s perceptions. Specifically, the 

research revealed that authoritative mentor leadership was associated with increased mentee 

job-related stress. Although, this concept can be opposing to leader and client interactions. A 

leader with a more authoritative leadership approach can often be viewed as organized, 

honest, and thorough.  

Communication Contributions to an Organization 

Grunig and Grunig (2000) aimed to find out “How, why and to what extent does 

communication contribute to the achievement of organizational objectives?” Their focus on 

strategic management in public relations allowed them to dive into their subject and learn 



 Ahrar 17 

more about the importance of communication and how it affects an organization. They 

searched to identify how others define “excellence.” One writer they came across identified 

excellence in terms of an organization's behaviors and the outcomes rather than financial 

performance. They also found another writer who identified excellence as the extent to which 

an organization is innovative. Another resource they found showcased excellence in terms of 

how an organization's leader can attract, develop and keep talented people.   

Grunig and Grunig (2000) identified four approaches that can correlate with effective 

communicate that also contribute to elements of organizational effectiveness. 1) The goal-

attainment approach, which demonstrates that organizations are effective when they meet 

their goals. This theory can be limited in measuring effectiveness of a leader or the organization 

as a whole as there may be multiple goals that may not all be able to be met simultaneously. 2) 

The systems approach, which states that organizations are effective when they succeed in 

bringing in resources “necessary for their survival.” This approach can be limited as it often 

does not show why the resources are important. 3) The strategic constituencies’ approach, 

which specifies the parts of the organization’s environment that are crucial for success. 4) The 

competing values approach, which poses as a bridge between a leader’s strategies and 

accomplishing the goals. “Different organizations with different strategies will have different 

goals and thus their effectiveness will be identified in different ways” (Grunig and Grunig, 2000, 

Pg 315). The overall study revealed multiple definitions of excellence, but the conclusion was 

that several of the public relations leaders played an integral role in executing strategies and 

managing success.   
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Path-Goal Theory of Leadership 

In an article by Gary Johns, Johns references the Path-Goal Theory of Leadership, which 

indicates that structure in the workplace is essential for a relationship between a leader and a 

subordinate as it impacts the attitudes and behavior of both sides.  Johns’ study examines 

alternative task moderators and dependent variables that had not been previously tested in the 

Path-Goal Theory of Leadership. 

         Johns’ research sample group consisted of a varying range of gender, age, marital status, 

educational level, career tenure, in which jobs varied from monotonous duties, challenging 

roles, operational and maintenance positions. His purpose was to publicize a Union newsletter, 

in which each member of the sample group received a questionnaire regarding job satisfaction, 

leader behavior, and turnover intentions. His results showed that majority of employees and 

collaborators agreed that initiating structure in the workplace is generally positive. Johns found, 

“the relationship between structure and satisfaction was stronger under higher levels of task 

moderators” (Pg 321).  

“While there is a certain degree of intuitive obviousness in the contention, different 

management styles are required at different levels of an organization's hierarchy,” Johns 

stated.  The key strengths in his research came with the selection of his sample group, and 

uncovered facts about the sample group’s overall satisfaction of structure. The information 

regarding hierarchy and structure on a collaborative project relates to how authoritative and 

laissez-faire leaders may conduct their employee relationships. 
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Personality Traits and Performance Motivation 

Judge and Ilies (2002) looked into the relationship between personality traits and 

performance motivation (goal-setting, expectancy, and self-efficacy motivation) in the 

workplace. Judge and Ilies aimed to showcase how personality can impact work and motivation. 

In their past research, they found that linking personality characteristics with motivational traits 

had formed inconsistent results. This study was completed to explain the confusion, and gain 

an understanding of the basis of work motivation as it relates to leadership guidance. 

         The authors found that employees’ leaders who reflected positive traits (optimism, 

shared praise, team work) impacted the motivation of their subordinates more greatly. They 

came across a few challenges in their research that limited their analysis, “many reviewers 

despaired at the lack of organization in the field of personality.” While this article did not 

narrow in on leadership styles and client well-being, it still related to my interest in client 

satisfaction and motivation level within the collaboration, which is undoubtedly impacted by a 

leader’s personality. 

 

Principles For Becoming a Top Ten Percent Manager 

In a book I recently read by David Long, Build To Lead, Long shared seven principles for 

leaders to consider to become a top ten percent manager. He discusses concepts within: 

Reconnaissance, Education, Winners Emerge, Attitude, Recognition, Dedication, and Success 

(R.E.W.A.R.D.S). Among his seven concepts, Long covers the importance of how leaders can 

easily get distracted on the overall goal of their vision by continuously conducting day-to-day or 

week-to-week business. Long’s suggestion was for leaders to spend equal portions of their time 
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“working on their business” and the other half of their time spent “working in the business.” 

This is pertaining to a leader working on goals, expectations, networking, business logistics, 

website development, strategies, and team building. The day-to-day tasks are easy to become 

consumed by considering meetings, email follow-ups, and adhering to project deadlines. When 

a schedule seems hectic with numerous projects, Long suggested setting the urgency within a 

collaborative setting and doing what is the highest priority first. Juggling multiple projects 

across multiple team members can easily hinder project management, but re-prioritizing and 

setting timelines will help efficiency in the workplace. He also discussed the values a leader can 

contribute when he/she continuously is learning new content or staying on top of industry 

trends.  

Regarding Winners and Attitude, Long shared how caring about your employees and 

clients can help team morale, boost motivation, and continue to build trust. He stated that 

having a positive attitude even when a task or project was not completed successfully can set 

an example of your own leadership to others around you. “Do what you can to help others stay 

positive, but beware. This is the foundation upon which your success will be built” (Pg 137). His 

insight on a leader’s positive attitude in addition to building and mentoring a “winning” 

(successful in attaining goals) team will lead to the next step, Recognition.  

Long categorized his chapter on recognition into two parts: 1) Patriot employees, and 2) 

Mercenary employees. Patriot employees are loyal to the leader and the company, understand 

the genuine level of care shown to them, and support a manager’s overall goal. On the other 

hand, Mercenary employees are not as loyal to the leader or organization, care little about the 

leader and believe the leader does not care about them, and fail to receive recognition for 
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doing a good job. Long stated that a quality leader will try to find a balance in their actions to 

treat their team equally as Patriot and Mercenary employees. Recognition is important to the 

high achieving and successful followers, but the less successful team members may need just as 

much recognition to keep them engaged and maintain levels of motivation high.  

When considering Duplication and Success, Long stated that consistency is key to 

continuously seek positive growth within a team and with client projects. With multiplying a 

formula that tends to work well within a culture, the consistency and duplication will lead to 

more positive results. To conclude, Long tied all the pieces of his principles together by stating 

the importance of team and client satisfaction. When an organization has clear priorities, 

educational elements, positive reinforcement, and consistency it will lead to client satisfaction 

which translates to Success.  

 

Research Questions 

I developed the following research questions based on experience in my two most 

recent job positions in addition to personal evaluation of my own leadership. I have frequently 

pondered how others in my line of work execute their business, and how I can learn from other 

challenges. I have encountered two different types of leadership approaches and relationships 

in my recent job positions that were not helpful or reassuring (as an employee). I want to 

ensure that the teams I work with feel they are receiving exceptional service, support and also 

benefiting from high quality rapport as it relates to the way I represent their brand. I can relate 

the literature review to my line of work in terms of Mediahrar and how my actions can impact 

future referrals. In addition, it is relatable to my clients as they seek guidance and assistance to 
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enhance their brands through my leadership and actions. My level of knowledge and leadership 

experience are valuable to my clients. As Bedbury and Fenichell (2003) mentioned, this is 

relatable to me as I become a sounding board and voice for my client brands. I chose to 

investigate the following research questions:  

● RQ1: How have my leader and client interactions impacted the perception of a client’s 

brand representation? 

● RQ2: What advice do experts suggest regarding effective leadership? 

● RQ3: How can one’s leadership style impact the growth of his/her business? 

 

Method 1: Expert Interviews 

To gather information on experiences of other like-minded entrepreneurs in the 

entertainment industry, I conducted nine individual interviews with experts in the Twin Cities, 

New York and California. All interviewees were personally invited to participate, and all were 

completed at local coffee shops or remotely via telephone between April 17, 2015 through July 

3, 2015 (notes in appendices). Each interview lasted approximately 45 minutes in duration, in 

which each interviewee was asked a similar set of questions relevant to his/her line of work. 

The interviews were conducted with the intention to gather experiences and perspectives on 

their client interaction and brand representation. A general list of nine questions (a few 

modified) was discussed with each expert. Each respondent had current or previous experience 

working at media outlets, owning a media related business, or was a public relations 

representative. The age of each interviewee ranged from 28 to 51 years old with industry 

experience spanning from five to 25+ years. 
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 I began the interviews with a brief description of the interview purpose and my 

research objectives. Each interviewer was asked for permission to allow me to record the 

interview, and to use quotes from the conversation. Each respondent agreed, and the 

interviews proceeded with interviewers introducing themselves and their line of work. 

Interviewee A is the owner of a social and digital media marketing company. He has 

been in the media and marketing business for over ten years, and has acquired several projects 

and clients ranging from small budgets to million dollar revenue generating projects. He is also 

a technology correspondent on a local Twin Cities network, where he shares tips, tricks and 

updates on the latest technology applications. 

Interviewee B is a Twin Cities entertainment reporter and television host. She has an 

extensive background in communication, broadcasting (news and sports), and is owner of a 

local charity organization. 

Interviewee C is currently a public relations specialist at Twin Cities PR firm, which is a 

recent transition from her previous line of work. She moved from out of state where she was 

working as a news producer. In addition to her PR work and experience in network television, 

she is currently seeking a side project working as a freelance makeup-artist for Twin Cities 

models and fashion events.  

Interviewee D is a reporter and weekend news anchor at Twin Cities television network. 

He also has experience with government related work. He also previously owned a company 

where he offered documentary and messaging services in addition to radio work. 

Interviewee E is the owner of an events and PR company. He incorporates public 

relations, marketing and event coordinating. He is also an alum of the University of Minnesota 



 Ahrar 24 

Communication Studies and Journalism programs. He has worked in several marketing and PR 

roles throughout the Twin Cities, Las Vegas, New York and Los Angeles. 

Interviewee F is an entrepreneur, heavily involved in film, television, music and 

hospitality. He is the co-owner of well-known national management company, owner of music 

recording label, and has managed with a NFL sports agency. He is the Executive Director and 

CEO of a radio and television management firm, and has worked with several music labels, 

artists and events in New York, Los Angeles, and Chicago. 

Interviewee G is the Founder and Executive Director of a 501(c)3 non-profit organization 

that has offices in five major cities across the United States. His organization strives to raise 

awareness and funds for underprivileged and underserved youth with focus on the LGTBQ 

community, by coordinating four events per year with proceeds benefitting the organization’s 

Youth Scholarship Program. He is also the co-founder of an American luxury footwear line. 

Interviewee H is an entrepreneur who has experience working with 3M Corporation 

including years of overseas work. She is the owner of a consulting firm, and is a part-time 

educator at St. Thomas University. Additionally, she co-owns a Twin Cities conference for 

entrepreneurial creatives and creative entrepreneurs that incorporates workshops, panel 

speakers, lunch, networking, and tools to help local creatives in their personal and professional 

ventures.  

Interviewee I is the owner of a multimedia firm that specializes in PR, Marketing, Web 

Design and Video Production. She has experience in PR, event corresponding at national and 

international film festivals, videography, event operations, and screenwriting. She moved to 
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California in 2014 to pursue screenwriting and film production. Prior to her move, she was a key 

entertainment publicist in the Twin Cities and advocate for independent artists. 

 

Results 1:  Expert Interviews  

Each interviewee shared their insight on a few key elements such as: Trust, 

Expectations, Challenges, Leadership, and Advice to consider for the future. 

 

Building Trust 

On the topic of gaining trust Interviewee A stated, “I’ve learned that those lasting 

relationships is just giving the client what they want.” By listening to client objectives, clarifying 

expectations (communication method and project timeline), and clearly communicating action 

and measurement steps will help keep both parties “on the same page” (Interviewee A, 

personal communication, April 17, 2015). Interviewee B’s insight on building trust with an 

audience complimented what Interviewee A had shared. She stated, “Be authentic. It’s what 

draws the audience. Be prepared: it’s the little things (appearance, punctuality, content prep). 

Be knowledgeable: know your material.” (Interviewee B, personal communication, April 17, 

2015.)  

 

Managing Client Expectations 

Interviewee B had great insight regarding her tactics for meeting client expectations. 

She made a comment, “It’s our responsibility to respond and engage with people. We’re 

basically an Ambassador of their organization. We all have a role, and my responsibilities are 
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important.” On the topic of expectations, Interviewee C mentioned that her news team 

expected her to be knowledgeable and up to date on news topics and trends. She mentioned, 

“People turn to me to supply them with important stories and provide facts.” (Interviewee C, 

personal communication, April 20, 2015.) She also stated that keeping the company brand top 

of mind was important. “Being professional and having a good reputation, and building 

relationships with the newsroom and on-air hosts as well as my personal choices outside of the 

newsroom” were some areas she stated to be crucial for branding. Interviewee E shared, “we 

work for ourselves, but we also work for several other people. We can set the rules and 

expectations, but we can also walk away if it doesn’t feel right.” Interviewee F stated, “Most 

people value that I can support them and provide access to resources. That is their 

expectation.” He also shared that it is important for him to clarify expectations of his clients, 

“what is that you want me to do, what is that you want from me?” He elaborated, “If you feel 

overwhelmed, just scale back. Once you engage, then there are expectations. If you need to 

scale back to take on less work, make it clear so that the expectations are known. Communicate 

expectations.” Interviewee H mentioned that her clients expect her to “be genuine, honest, 

people centered, and creative.” 

 

Overcoming Challenges 

Each expert that I interviewed mentioned that they had faced several challenges in their 

experiences. Interviewee A stated one challenge he has faced is “matching client’s 

expectations. Sometimes I like to be Type A and like to contribute more, but sometimes I have 

to remember to stay in my own lane and do only what they ask.” Being a service provider, 
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subject matter expertise is important to support and complete a project, but Interviewee A 

backed this idea by stating, “The last thing we want is to overwhelm them, make them feel 

guilty that they aren’t doing enough, and then they quit or get scared off.” He elaborated, “I do 

whatever they ask. It’s backfired on me multiple times by suggesting too many new ideas.” 

Continuing to ask questions, defining objectives and meeting project goals helps build the 

client/leader relationship, but also avoids confusion on what the expectations are. One 

challenge Interviewee B shared was, “I am a planner, I like my notes and I plan ahead. The 

industry has so many personalities and sometimes it doesn’t match mine. They are not always 

as planned. Sometimes they do a lot of last minute things and decisions.” Being patient and 

adaptable to other working style has also been an ongoing challenge for her. With Interviewee 

G’s non-profit organization, he finds it challenging when “trying to find that high level of 

expectations with a group. All of my board members are volunteers with families and full-time 

jobs, and some are students with part-time jobs.” He continued, “It can be hard to expect too 

much from a busy group of board members who are volunteering their time.” 

Interviewee D elaborated on some of the challenges he has faced in his line of work. 

One obstacle that he has come across several times is logistics. He shared, “it can be an 

obstacle. Do we have the assets needed for the project, are we doing too much with the 

amount of people available?” His advice for problem solving and overcoming this issue is to 

“balance people’s time. Sometimes you just have to go with it, and sometimes you have to raise 

a flag and just say we can’t do this right now and need to move pieces around.”  

Interviewee B continued on how to overcome the challenges she faces, “I have to 

remind myself to be patient. Things don’t happen overnight. I have to keep in mind and 
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remember that I am valuable and there are reasons I get hired for certain jobs.” She shared her 

opinion on the importance of growing a personal and professional network, but noted that it 

can be overwhelming to take on too much at once. She mentioned that “saying no to certain 

projects is ok,” and asking for help is another key element to incorporate rather than fear. 

“Saying no” to certain projects seemed to be a common theme in many of the expert interviews 

including Interviewees C, D, E and H. Interviewee E stated, “it’s about balance and when to say 

no. If I’m in, it’s because I want to work with that person or brand.” He elaborated, “I’ve never 

been challenged to say no because of a client’s specific brand image. However, there have been 

one or two times where I didn’t care for a project, so I purposely raised the budget knowing 

they would say no or can’t afford it.”  

Interviewee I mentioned, “My current challenge is getting clients to pay me on time. I 

love working with burgeoning artists, but it is a huge risk because you're dealing with average 

everyday people with incredible dreams, who may not always be able to pay you in a timely 

manner, and what you are worth. This poses a challenge for her in multiple ways, “It makes it 

hard to stay motivated sometimes, which becomes a separate challenge as an entrepreneur.” 

She elaborated that a separate challenge has been maintaining client expectations with 

publicity, “I think the biggest and consistent expectation for anyone I work with is Results. 

Sometimes it's hard because they expect you to get them coverage for every little thing. They 

don’t understand how journalists and producers respond or choose stories.”  

Regarding challenges Interviewee C shared, “I like to do everything, and sometimes I can 

only do so much. I have to learn to pace myself or get better at gauging how much I can take 

on. Saying no is something I can work on so I don’t overcommit.” She also proceeded to share 
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that clarifying expectations with other leaders and partners is crucial, and that overall being 

transparent and communicating clearly will go a long way. Interviewee D mentioned, “When in 

doubt, back out.” His simple insight was alluding to any intuition or alarming thoughts he may 

have on a project that ultimately helps him decide when to pass up an opportunity. Interviewee 

H shared that taking on too much at once can result in, “spreading yourself too thin. Be curious 

and open to a lot of things, but know how to allocate time in different places. Be mindful of 

what you want to do aside from the necessary tasks.” She also mentioned that being patient 

can be a big challenge for her, “sometimes just being patient is challenging. Being patient with 

timing, with people, vendors. Overall just patience is work in progress.” Interviewee G shared a 

similar concept being patient to think “outside the box.” He mentioned, keeping an open mind 

can be tough. Sometimes you can have tunnel vision when working on a project, you are so 

focused and see it one way.” 

 

Balancing Professional and Personal Enjoyment 

Interviewee A discussed the importance of balancing professionalism and personal 

enjoyment. He stated, this is an “interesting dilemma in our industry.” He commented on the 

importance of having common sense between professionalism and being friendly. He stated, “a 

good rule of thumb I have found is if you don’t know, then go professional. Don’t ever get too 

friendly with clients, or they can take advantage of you, and it can ruin the friendship and the 

business side.” Knowing my focus of PR and media exposure, Interviewee D was helpful in 

providing stories and insight on overcoming challenges. Being in the spotlight and a figure that 

many people look up to or turn to can be intimidating. Interviewee D shared, “listening and 
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hearing their opinions and messages” is what many people value and admire about his role on 

television and in the community. He advised that a leader that can “be empowering, be the 

person that can support and guide others, and be the source or have the knowledge for 

questions” is one that is respected and well-liked. He reminded me to “stay positive when times 

get stressful, enjoy what you do, and put your best foot forward” when taking on new projects, 

teams, and challenges.  

 

Industry Tips and Tricks 

As we spoke about overall entertainment industry tips and tricks, Interviewee C shared 

how asking for help is important to continue to work on and not to be afraid. She suggested 

finding a mentor or networking with others in my field can help with reassurance and growth. 

“It’s ok to make mistakes, but having positive reinforcement really helps,” she shared on 

regarding having others to share relatable situations with that can also share constructive 

criticism. When speaking on reassurance Interviewee C suggested to, “put on a smile, ask for 

help, and do your best to find the answers.” Interviewee I’s advice was regarding consistency as 

a leader and PR representative, “the biggest tip I can suggest is to be consistent. People 

remember if you're consistently late or making excuses, but they also remember if you're 

consistently on time and produce incredible work. Consistency is not only key, but having a 

good work ethic is [important] as well.” 

Interviewee E’s advice was helpful in technical aspects of running a small business.  He 

shared, “truly love what you do, and make sure it’s satisfying. Could you see yourself doing it 

for free if you already had all the money in the world?” Interviewee E was the only expert to 
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shed insight on the subject of rates and pricing tiers, “whatever your rate is, double it. No, triple 

it.”  

Most clients want their projects to be a priority and to be completed successfully while 

on an affordable budget. Interviewee E shared a method that he offers all of his clients, “pick 

two of the three categories: Good, Fast, and Cheap. I offer this to all my clients. If you want it 

done well and fast, then it won’t be cheap. If you want it done fast and cheap, then it won’t be 

as good. If you want it done good and cheap, then it might be done fast.” Interviewee H shared 

a method she demonstrates for her business and to measure her growth. “I do an annual 

evaluation for myself. I don’t get a raise of course, but I’ll know how I’m progressing. You are 

your own boss, so go over your successes, an inventory of your projects, and give yourself that 

credit. It’s important to remind yourself how you overcame obstacles. ”  

Interviewee F had several great pieces of advice, “don’t beat yourself up if something 

doesn’t go the right way. You have to work with yourself, recognize your efforts, be focused, 

and make sure your needs are being met.” His insight on running a successful business also 

coincided with leadership and managing a brand. Three key takeaways Interviewee F recapped 

in relation to only accepting projects that you are passionate about, “1) Never take on a client 

for the sake of money, 2) never overextend yourself to a client just to “wow” them or satisfy 

them beyond your capacity, and 3) keep boundaries. Even your clients will be your partners, 

and partners need to have boundaries.”  
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Method 2: Client Surveys 

To gather perspectives from my past and current clients I sent a survey to a roster of 

names to help me collect insight. The survey objective was intended to gain a better 

understanding of what qualities and attributes my clients seek in a leader, and how they 

measure my performance based on those criteria. I conducted a survey that was sent to 20 

people whom I have conducted business with in the last 18 months. My survey questions were 

sent to and approved by the IRB. The survey was conducted through the Qualtrics Survey 

System, and respondents were invited via a personal email with a link to the survey on July 1. 

The survey was open for ten days, in which 14 people completed the survey. 

 

Results 2: Client Surveys 

Among the 14 respondents, nearly 100% off all surveyors marked their answers as 

excellent or good, or strongly agree or agree. I analyzed the most common trends in the survey 

which also correlate to the themes of the expert interviews: trust and honesty, knowledge, 

communication and leadership perceptions. When I surveyed my clients on characteristics they 

seek in a public relations leader and brand representative, the highest responses (12 of 14) 

showed importance in having a knowledgeable representative, one who works ethically and 

legally, one who is organized, communicates well, and is honest. To follow up on the same 

topics, I surveyed my clients on how they would rank me in the same categories. The highest 

areas showed that my clients feel I work ethically and legally, communicate well, am organized, 

listen well, and that I am honest. Out of these categories, eight of 14 ranked me “excellent” and 

six other ranked me “good” in Knowledge. My assumption is that some of my client projects 
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incorporated a genre or event that I was extremely well versed in, while I can assume a few 

other clients felt that my knowledge was good but not excellent based on a bit less expertise in 

their topic or industry. 

 When clients were asked to share comments on qualities they seek in a public relations 

or brand representative, the main themes in responses surrounded confidence, results 

oriented, honesty, and being well-connected. To follow suit with the question, I asked clients to 

comment on key qualities they saw in me and my work. Their responses mainly included self-

discipline, enthusiastic, creative, organized and professional. Some clients continued to add 

additional comments later in the survey with reassuring statements on their experience, and a 

few made minor suggestions on how to improve. Overall, majority of clients felt very confident 

in the communication level, rapport building, and role expectations. 100% of respondents 

answered yes to working with Mediahrar again, and 100% of respondents would also consider 

referring me to others for future projects.  

Discussion 

The conversations and results from the interviews are important as they reinforced my 

current actions in working relationship with my clients. Often, I feel obligated to focus more on 

rapport building and feel overwhelmed by the idea to have more fun with clients than to focus 

on the first priority of enforcing and executing the expectations. Other times, I focus too heavily 

on the professional aspects and the need for results on the objectives, where I can fall short on 

balancing the professionalism with more light-hearted interactions. John’s recommendation for 

balance was to “get a feel for the client. Do they fit our culture? Do they cross our boundaries?” 
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This can help identify collaborations that will be healthy and successful on both sides, but also 

to avoid projects that could be frustrating and problematic.  

Taking a look back at my initial research questions, I was able to reveal the following: 

RQ1: How have my leader and client interactions impacted the perception of a client’s 

brand representation? My effort and dedication to rapport building, implementing thorough 

communication tactics, continuously learning and enhancing my knowledge base, and 

maintaining an honest relationship with collaborators has allowed my clients to gain trust in my 

work. The overall message I gathered from comments in the survey revealed all clients that I 

have worked with, based on previous referrals, felt comfortable and confident in how I 

represent their brand or project. 

RQ2: What advice do experts suggest regarding effective leadership? Based on the 

summary of all nine expert interviews, there were several common themes. Establishing and 

maintaining a level of trust in the professional relationship will keep both parties comfortable 

with the collaboration. Providing truthful facts, despite the positive or negative aspect, in 

addition to constructive feedback allows the client to understand the leader’s level of 

knowledge and expertise on the topic. Several experts suggested collaborating with other 

mentors or like-minded entrepreneurs, or to treat my business like a corporate setting. This 

would help to hold myself accountable, gain insight and reassurance from others as it may 

pertain to obstacles they face, as well as allowing myself to “think outside the box” and not 

become too tunnel vision in my day-to-day work.   

RQ3: How can one’s leadership style impact the growth of his/her business? I believe 

that each leader must choose the best leadership style that matches his/her values and 
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personality. However, I have found that a leader’s style may not always match the learning and 

communication style of his/her collaborators. A leader must be able to adapt to the different 

styles and personalities of each team member, but also maintain a consistent display of 

leadership to set guidelines and parameters of what his/her followers are to expect with the 

relationship. Above all, any leadership style must incorporate quality communication, and 

continuously build trust among all parties involved. These methods will help ensure success in 

the workplace, and growth for a business. 

When there is a positive and healthy interaction with the leader and client, the brand 

representation will automatically tie in. If personal opinions and branding came into question 

Interviewee A stated, “I don’t talk much about controversial topics. I stay neutral. People pay 

me to provide them with a service, and I keep personal and irrelevant comments to myself.” His 

overall message was to stick with the expectations of the client, but to also be present on how 

to manage my time, “clients mostly expect from me my contact list, my experience, and my 

personality.” He mentioned the maturity he demonstrates will speak for itself when relating it 

to his leadership, and the potential for referrals.  

It was reassuring to hear Interviewee B speak on how client expectations are often more 

demanding that what can be planned. There are instances that can be structured and planned 

ahead, while other occasions will involve last minute changes and planning. It was helpful to 

hear an expert share this thought.  

One final thought that really impacted and motivated me to work on is the self-

recognition. She had opened up about an area of opportunity she has, “I am so hard on myself. 

Others around me encourage me to stop being so tough on myself.” She recommended that 
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whether being a leader or being delegated a task from a client that the best thing to do is 

“constantly remind yourself of what you can do” as opposed to what you cannot or what went 

wrong. 

I enjoyed the section in Aldoory’s research findings regarding changing a pronoun from 

“you” to “I” because it can diminish the likelihood of either party taking offense.  I personally 

make every possible attempt to watch the use of my pronouns within my collaborations, 

whereas my male counterparts may not implement this concept as often. I found it interesting 

that Bedbury and Fenichell (2003) identified how a brand relates to the people who drive the 

company. “Whether one realizes it or not, brands become an expression of one’s visions, 

hopes and actions. A leader’s and representatives’ knowledge and guidance can help or hinder 

the brand’s success” (Bedbury and Fenichell, 2003, Pg 425). This is similar to aspects of my 

work when I must showcase the values of my business as they also signify my personal vision 

(to be a trustable source and correspondent) and actions. In my expert interview with 

Interviewee I she stated, “When people see your brand image it reflects your work ethic, 

which can create opportunities for more work.” 

I can relate this to my line of work in terms of Mediahrar and how my actions can 

impact future referrals. In addition, this is relatable to my clients as they seek guidance and 

assistance to enhance their brands through my leadership and actions. My level of knowledge 

and leadership experience are valuable to my clients. As Bedbury and Fenichell (2003) 

mentioned, this is relatable to me as I become a sounding board and voice for my client’s 

brands. 
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Limitations  

There were several limitations in my research process. One limitation I faced was 

technical issues. The recorder was in proper working order for each interview. However, as I 

played back each interview during the transcription stage, I noticed that the recorder had 

picked up on several background sounds. This made it challenging to clearly understand parts of 

the conversations. My interview with Interviewee F was exceptionally noisy and difficult to 

transcribe. I had to try to remember the conversation to fill in a few minor gaps that were 

difficult to understand from the recording. I also was limited to the physical space in which the 

interviews were conducted. All of the interviews were completed at local coffee shops in the 

Minneapolis area, in order to accommodate for scheduling and location convenience. While the 

locations were suitable, the surrounding noise level of other conversations and coffee shop 

equipment (i.e. coffee maker equipment) made it a bit distracting during the interview.  

Another limitation I faced was time restraints. I had originally planned to conduct my 

expert interviews between April and May, but with travel schedules and two expert’s other 

time zones I was unable to coordinate schedules with two of my experts until July.  

One other limitation that I was faced with was the sample of interviewees. I completed 

five male interviews and four female interviews with relevant leadership experience in my 

industry. I had a goal to gain perspective from several experts, but wanted to keep the male to 

female ratio as equal as possible. This would have helped balance my research, but also allow 

me to relate to other female leaders in the industry. Unfortunately, my tenth interviewer (fifth 

female) was unable to coordinate schedules. Additionally, some of the interviewees did not 

have as much leadership experience as I was looking for, which made it challenging to modify 
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questions with the goal of collecting data that would be beneficial to my leadership goals. 

However, their insight was helpful in other areas.  

A final area of research that limited my data collection was the research method. I chose 

to focus on expert interviews and a survey for my capstone. I did not find the idea of content 

analysis to be applicable to my research and topic. I considered additional interviews or focus 

group, but soon realized the questions I would have asked would be similar to the survey 

questions and also compromising confidentiality terms. Regarding the client surveys, it would 

have been nice to see a higher response rate than the 14 completed surveys. However, without 

knowing who completed the survey and who did not I have no strong reason to believe the 

remaining six would have responded differently. I try my best to handle all my consultation 

calls, contracts and project management as consistent as possible, which allows me to gain 

confidence while also delivering a uniform process to my clients. 

Regarding limitations with my literature review, it would have been more helpful to 

focus on a particular theme such as PR leaders, or compare and contrast two leadership types, 

or female versus male leadership traits and success rates. It was a bit overwhelming researching 

literature on all of these areas, which made it challenging to narrow down common themes. 

 

Recommendations for Future Research 

In terms of technical issues, I recommend the use of a better recording device. Investing 

in a recorder that will help capture the core speakers as less of the background noise will be 

more beneficial and save hassle with playing back. My iPhone voice recorder application may 

have been a better option than my Olympus recording device. Following the interviews, I 
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recommend transcribing each interview immediately to help complete a recap in a more time 

effective manner rather than transcribing all at once, which takes up a large amount of time 

and can be stressful. In terms of interview locations, I suggest finding a conference room or 

private office with a closed door to eliminate background sounds or distractions. When 

considering busy schedules for myself and others, time is one area that can be improved upon. I 

suggest that I allow myself more time to plan interviews ahead of time, conduct and transcribe 

each interview more immediately, and adhering to the time timeline I created for the process 

from start to finish despite a busy schedule. In regards to interviews, I would like to balance 

ratio of female to male participants if possible. This can also apply to surveys and focus groups. 

However, a majority of my clientele for a significant amount of time consisted of mostly males. 

A balance of female and male respondents will allow me to gain perspective from all, but also 

be able to apply the female insight to what I as a female leader implement within my business.  

To further expand on the research elements, I suggest sending periodic surveys to 

clients at the conclusion of the project. My client group can provide me with answers to specific 

questions, and also be consistent with my objectives. Individual interviews with each client may 

limit the opportunity for some clients to provide feedback that would rather be anonymous. 

Also, the suggestion to conduct a focus group of collaborators can help expand on ideas and 

insight that one may share and others agree or disagree on. This can potentially lead to 

groupthink, but each participant would have a different experience with me to contribute.  
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Implementation 

To gain more experience and strengthen my leadership approach, I will continue to 

research topics and genres within my industry. I will expand my knowledge base as it is needed 

to provide insight, facts and resources to my clients and project team members. I found 

Interviewee A’s advice regarding networking and creating a “Board of Directors” to be rather 

insightful. Since beginning this Capstone, I have already began to implement his suggestions, 

which will help me share my stories, and learn valuable lessons by hearing other’s experiences. 

One of the most compelling ideas mentioned in my interviews came from Interviewee B 

regarding not being so hard on myself. Her message, “constantly remind yourself of what you 

can do,” is one that I continue to work on as it can impact my confidence level, and possible 

mental roadblocks. This was relevant as I strive to showcase my confidence to clients through 

my poise, actions, and lead by example in a public setting.  

With the interviews, I gained a stronger level of confidence and reassurance knowing 

that my mindset and strategies for being a leader and brand representative are on the right 

path. I gained quite a bit of insight, advice and suggestions on how to continue to challenge 

myself and utilize broader resources to build my business. As I continue to build my client base, 

experience new projects, and evolve my brand in the entertainment industry I would like to 

gain more insight from other music, fashion and film experts as it is relevant to my business. In 

addition, I would like to meet with other PR professionals and brand managers to eliminate a 

one minded way of thinking. As Interviewee G stated, “Keeping an open mind to avoid tunnel 

vision.” 
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Conclusion & Learnings 

Based on my research, I found that clients value clear communication, professional and 

personal relationships, and a knowledgeable leader to represent their brand. I want my clients 

to see me as a motivating leader, a trustable source for industry information, and feel 

comfortable with my guidance as their brand representative. I have cultivated a leadership style 

that can be adapted to each client to the best of my ability. I have learned that by simply asking 

the client “what is your preferred method of communication?” or “what are your key 

objectives” I can set expectations more clearly.  

As much knowledge and experience I have acquired thus far in my career, I am humbly 

reminded how far I have yet to go in my pursuit of success. I have found more efficient 

methods of conducting consultations and client working sessions. I have a standard set of 

questions I ask each client, which allows me to acquire the most important and relevant 

information during the initial consultation. Once an agreement is reached to move forward with 

the collaboration, I draft a contract for both parties to sign. The agreement template I created 

in the early stages of my freelance work has drastically improved and now become more 

detailed and specific. I have created a general template that I use for each client and make 

specific modifications for each individual project. The template I crafted has allowed me to be 

more consistent within my own administrative duties, and has saved me time from creating 

each agreement from scratch. Once the agreement has been signed I take time with my clients 

in a face-to-face meeting to map out the remainder of the project, in which I have adopted the 

“SMART” format. I inquire on the core objectives in specific detail, brainstorm ideas on how to 
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measure our progress and success, work within an attainable timeline, focus on the relevant 

tasks, and prioritize the time sensitive duties. 

 While I have earned my Master’s degree to prove my academic skills, and also acquired 

business and projects from many referrals, I need to continuously work on my business 

development and leadership skills. Interviewing each expert was truly a priceless opportunity 

for me to learn from their experiences and stories. Hearing about their wins and challenges 

reassured my confidence as a business owner and leader, but also reinforced the importance to 

continuously challenge myself and be open to new territories in the entertainment industry.  

The most compelling insight regarding effective leadership that I received by multiple 

experts was to be transparent with my clients, be knowledgeable, and to spend time building 

quality relationships. Being transparent will allow more room for clear communication through 

effective listening, articulating truthful facts, and defining objectives. I have been a great 

communicator in my personal and professional endeavors, but after starting Mediahrar LLC I 

quickly learned that over communicating and incorporating fine details will greatly help avoid 

any major gaps or concerns. Being knowledgeable by being curious to ask others questions, 

conducting market research, and staying on top of related topics will show my clients that I am 

a well-rounded expert in my line of work. Finally, building and maintaining quality relationships 

will help advance my brand and career. A public relations representative, or even business 

owners in other industries, will meet and connect with hundreds to thousands of people, but 

investing in key relationships with clients and those who invest in my business will build rapport 

and show loyalty in the collaboration.  
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In addition to client collaborations, I have begun to connect with other representatives 

that can continuously support by business or help with future referrals including an 

entertainment lawyer, business consultant, and financial expert. As suggested by Interviewee A, 

I have also met with another like-minded entrepreneur who has agreed to start our own “Board 

of Directors of Life.” We will be recruiting two to four more members in late August 2015 to 

meet one a monthly basis and share their experiences while supporting one another’s 

endeavors. 

As I start new projects, I will conduct a brief survey prior to the project start date to 

compile a list of client expectations and potential concerns. In order to measure feedback after 

the completion of a client project, I plan to conduct a brief survey similar to the survey sent to 

clients for this Capstone. While I try my best to maintain an open line of communication 

throughout the project, I intend on gathering their insight on the areas that were not spoken of 

or may have been missed.  In order to measure my personal success, learn from mistakes, and 

continue to challenge myself I plan to conduct a biannual or annual self-evaluation of my work. 

I will treat this as I did in the corporate world by revisiting the projects I completed in the 

course of the year, praise myself for the great accomplishments, and set goals for the year 

ahead on tactics to conduct differently that may have caused challenges in previous projects.  

My goal for the remainder of 2015 and beyond is to continue to shape and polish my 

business, strategies and processes. I would like to be able to work more efficiently, and hope to 

reach a point where I do not need to manage nine to twelve clients simultaneously. This has 

been a challenge at times, and I have quickly learned that this pace will eventually lead to 

burnout and dissatisfaction. I plan to minimize my book of business per month (or quarter) 
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where instead I would like collaborate with three to four clients at once who have with higher 

budgets than juggling nearly a dozen projects with small budgets. I know that I am a hard 

worker, so now I’d like to be sure I work smarter. By implementing the pre-project, SMART 

format, and post-project methods stated above I am confident that I will continue to grow as a 

business owner and brand representative. 
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Appendix A: Expert Interviews 

Interviewee A: Expert Interview Transcript (April 17, 2015) 
1)      Briefly explain your line of work, business and what you do 

-owned a dot company and later sold it to begin an agency for Social Media Marketing for 4.5 
years, and later re-branded in 2014, also hosts “Hot App of the Week” for Clear Channel Radio, 
and on television once per month for Tech related updates. 
-Gets involved in media by befriending them, follow on social media, network, establish 
relationship, and put in a lot of hard work. 
-I represent clients in several industries.  
  
2)      How do you initially gain trust with your clients 

-We offer free scorecard preview, (*hint* it’s a Call To Action to help drive our site visits), but 
people like seeing numbers and how it relates to growth. We provide them with a quick 
online/site review of their site and within 15 minutes we come up with a score based on an in-
house rubric, we call them client to talk through it, and give them some key takeaways. 
Websites should be” capturing a lead or selling something. We help show them how their site is 
or is not doing this, and they find it valuable plus our initial interaction is beneficial. 
-Many clients are referrals, but that comes by doing great work for current clients. We also 
provide networking, social events to have personal aspect 
-Represent them by hitting their expectations 

-Clarify social media expectations and then we know how to manage it (do they want us to be 
the voice, strategy, customer service, etc)- I use the on-boarding process to define that scope 

-“I’ve learned that those lasting relationships is just giving the client what they wants” 

Rather than coming up with more insight, I do what they ask or need help with, and over time 
they can see what else I’m capable of. The last thing we want is to overwhelm them, make 
them feel guilty that they aren’t doing enough, and then they quit or get scared off (cost is part 
of it if it increases for them). 
-Listen to their objectives, not put words into their mouths but rather ask them several 
questions until we are both on the same page, stay within budget and let them know what I can 
deliver. 
  
3)      What are some things you find challenging, and how do you overcome them?          
 Ex: leadership, representing a brand/client, interaction 

-Challenge: matching clients expectations, sometimes I like to be Type A and like to contribute 
more but sometimes I have to remember to stay in my own lane and do only what they ask. 
-Not everyone’s budget is the same. 
-“I do whatever they ask. It’s backfired on my multiple times by suggesting too many new 
ideas” 

  
4)      What do you think others you work with, or represent, expect of you? 

-Matching expectations with clients is being transparent, using Google analytics helps, tracking 
FB and Twitter impressions, track media impressions on a PR front. 
-Clearly asking or listening to their needs, and executing what they want 
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-Listen 

-My contact list, my experience, and my personality 

  
5)      What are your key strengths? Areas of Opportunity? 

-Favorite areas/Strengths: verbal download info from my clients and define what they look for. 
Clarifying what “success” means to each client, and how to achieve it with them. 
  
6)      How do you represent yourself/your brand, and HOW or IF that impacts your other 
collaborations. This can pertain to what others’ perception of you is: 
I keep it open, I don’t talk much about controversial topics (i.e. religion or politics). I’ve learned 
that people don’t really care what my opinion is anyways. I stay neutral. I keep my commentary 
to when people ask me my option, but otherwise I keep it to myself. I think it shows others 
restraint and maturity, as in, there is no need to comment or stir up more controversy.” 
Sometimes it’s hard to bite my lip. 
I know my role, though. People pay me to provide them with a service, and I keep personal and 
irrelevant comments and topics to myself. Even if we are in a off topic conversation, I make 
neutral comments and keep the focus on the work- to do the job well. 
  
7)      Our industry is perceived to be “fun!” Tell me a little bit about how you balance 
professionalism and relationship building with all you/clients having going on 

“Interesting dilemma in our industry” 

Stories: Client that had a Project Manager, project over St. Patty’s Day, he took the day off and 
went out to grab drinks and had posted pictures and tweets. The client was really upset that 
the PM went out drinking and posted pictures when they should have been working on their 
project. 
From that moment on we decided that we won’t take on clients that don’t fit out culture. We 
know what the objectives were and what our personal goals are, and don’t need the client to 
throw it back in our face. 
“You really have to have a good common sense between professionalism and being friendly. A 
good rule of thumb I found is “If you don’t know, then go professional” Don’t ever get too 
friendly with clients, or they can take advantage of you (payments, etc) and can ruin the 
friendship and the business side. Exceptions could be “client’s son’s graduations, etc” Gotta get 
a good feel for the client 
  
8)      What tips and key reminders can you share or advise, in terms of: communication, 
leadership, networking, social media posts, poise, etc 

-Get a feel for the client- do they fit our culture, do they cross boundaries 

-Saying No- it’s ok to back out of a project or say no. I have fired clients in the past-“List 
expectations and boundaries” (calls, emails, deadlines, etc). 
-I feel comfortable saying no to genres or projects that aren’t in my skill set or comfort zone. 
Instead, I emphasize what I’m strong at. It’s best for everyone to be upfront, and be honest if 
I’m not the best fit or expert in their industry. 
- Keeping good company: What that means? Ex: my informal Board of Directors  in my life (7-10 
entrepreneurs in different industries), and we report to one another one per month for 4 hours, 
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and we share personal/business/family strengths and weaknesses of the last 30 days and 
upcoming 30 days, presentations, and no advice sharing allowed but rather we share 
experiences that are applicable. This has been the best sounding board in my 10+ years in my 
professional career. They can help keep the focus (may not interact outside of the group) and 
bounce ideas off one another and provide insight by sharing similar experiences, and learn a lot 
of lessons from another. 
-He is a part of EO (million $ annual revenue company) 
-4 categories of people who reach out to me: Job Seekers/Internships, Events/Networking, 
Sales, Relatable business 

-Being busy is good, but make sure that your business is achieving your 30 day goal. “Grab a 
coffee, meet me here or my office, bring your material, and we can chat for 15 minutes In and 
Out” OR “I’ll be at this Happy Hour or XYZ event, we can meet up there and feel free to share 
with me then” 

Networking with potential competitors: I always welcome the chance b/c I like to know what 
my competitors are doing, I make the most time for them actually. Bring them in on a possible 
project, b/c my clients already know me and my work so they aren’t going to steal my clients – 
unless there was a larger underlying issue. “I would love to meet with more competitors. They 
fascinate me. I learn more stuff from competitors than anybody else b/c they are already doing 
the same things I’m doing.” You never know what can come out of it. 
  
9)  Other comments/notes: 
-Don’t take things personally, some clients with stick with you for a long time and some just 
have an interest to move on after a specific project. “It’s just like dating, people tend to move 
on” 

-Don’t be so hard on yourself. It’s not always about results. Just be yourself 
“You keep clients by the relationship you build with them” – some of my best work has been 
with clients I didn’t care for, and didn’t keep them on. But some of my “lowest performing 
projects” have been with clients I have the best rapport with. If people like you and you do 
what you need to do to make them look good in their line of work, that’s all that matters…. The 
rest is all in the relationship that determines if they keep you. Generally based on budget, and if 
you’re likable. Lunches, coffees, birthdays and anniversaries goes farther than any monthly 
report or analytics you give them. 
  
Story: His group mate who owns several well-known businesses (Snap Fitness, 1-800-Got Junk), 
and wanted to expand financially. He shared with us his ideas and project execution tactics, and 
as a collective group we showed him how some of his ideas did not fit well into his overall 
vision. 
This is only a successful method because we have good people to share experiences and 
lessons, not about sales and leads. This is like a having a “Board of Directors for your life”- and 
we talk about things that usually you can’t talk about with others, you learn a lot, and it’s 
therapeutic. Ex: employees doing drugs, cost, well-being, and scenario based situations, etc. 
Recommendation: find a group or build a group (Ex: Vitage, Inter-circle?) 
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3 Takeaways from our Meeting: Be very present in how you manage your time, Find a good 
council/group to bounce ideas preferably more successful than you so you can learn from 
them, meet with your competitors. 
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Interviewee B: Expert Interview Transcript (April 17, 2015) 
1)      Briefly explain your line of work, business and what you do 

-a reporter/TV host. Background in Communication and Product Development, Broadcasting 
(news and sports), and owner of a charity organization that  
  
2)      What are some things you find challenging, and how do you overcome them?               
Challenges- I am a planner, I like my notes and plan ahead. But the industry has so many 
personalities and sometimes it doesn’t match mine. They are not always as planned. 
Sometimes they do a lot of last minute things and decisions. 
Challenges- my non-profit organization. we don’t get paid but it’s still a full time job on the side, 
late nights and smaller budget, delegating is hard for me and I try not to be the hovering type, 
so I’m learning to back off a bit. 
Overcome: Remind myself to be patient. Things don’t happen overnight. Knowing I’m getting 
older and the generations younger will be coming in, but I have to keep in mind and remember 
that I am valuable and reasons that I get hired for certain jobs. 
  
3)      How do you prepare for your projects? 

It really varies. Some days I have to research the background, names, facts, but sometimes 
there is already a script/talking points provided. With experience I have become more 
comfortable. I used to be more scripted, but I have learned to just be more conversation based 
and less scripted. 
  
4)      What do you think others you work with, or represent, expect of you? 

-Just recently I have shifted into a leader role, it’s been a transition. I used to be the one that 
interviewed, shadowed, interned, and now I see that it’s happening to me with people reaching 
out. I don’t feel like that I’ve maxed myself out yet, so I certainly have others that I look up to as 
well. It comes full circle. 
-Be authentic. It’s what draws the audience. Can I be relatable and be myself, it’s what people 
can pick up on. 
-Be prepared- the little things (appearance, punctuality, content) 
-Communicating with the audience. It’s our responsibility to respond and engage with people. 
We’re basically an Ambassador of the organization. Be kind to everyone, and make time. We all 
have a role, and my responsibilities are important. 
-Be Knowledgeable. Especially the die-hard fans, they like and want me to know what I’m 
talking about. 
  
5)      What are your key strengths/favorite? Areas of Opportunity? 

I love what I do b/c it’ something new all the time. It’s fun meeting fans and amazing people. 
Also, being flexible and adaptable 

Strengths- I have an ability to see/know what works with events. We didn’t have an issue with 
press and media or head count, and creating ideas and executing. 
Opportunity- I am so hard on myself. Others around me encourage me to stop being so tough 
on myself. Ex: the wording on my question, how I smiled on camera, my hair, why didn’t I do 
this/that, etc. Wondering, where am I going from here. 
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6)      What do you personally seek, or find to be important qualities, in a leader? 

I love Julie Nelson (KARE 11) and Amelia Santaniello (WCCO)- I look up to their professionalism, 
skill set, their on camera presence, their knowledge, and they are even better when I met them, 
and fun. 
Lisa Lang is authentic, has meaningful stories, intelligent, and her great personality. 
My leadership: on the TV side my leadership varies, sometimes in smaller ways on the 
segments and production, organizing the vision, executing, delegating small roles. My bigger 
role is the charity organization- I lead a committee of 7 people. It’s been the best learning 
experience I’ve ever had. I’ve learned Graphics, to PR, Party planning, Guest lists, Marketing, 
Fundraising, Sponsorships, Material Creation, etc. It’s taught me so much- so many hats. It’s 
great now b/c American Heart Assoc turns to me for help, events, awareness, and humbling to 
have them ask me for help. 
  
7)      Our industry is perceived to be “fun!” Tell me a little bit about how you balance 
professionalism and relationship building with all you/clients having going on 

-I’ve always been careful with social media. It’s work related of surface topics about my 
daughter. Personality wise I’m not a flashy person on social media or no need to overshare. 
-I haven’t had much had a problem with having to be too professional all the time or put on a 
face, mainly b/c my projects are more casual and fun (less buttoned up like some News 
Anchors). I let me language be colorful at times, but it all stays within my personality. 
-Networking: It’s so much about experience. At first, I used to always say yes, go to auditions 
and take on projects. At the time I needed the exposure and experience. Not everything is 
always what it seems. Scope out the people that feel legit. I always try to politely respond, even 
if it’s a “no thank you.” I always welcome email. I’m open to Facebook messages because it’s an 
easy outlet to contact people. I gauge my networking based on how legit it feels, and also how 
busy I am before I say Yes or No. 
  
8)      What tips and key reminders can you share or advise, in terms of: communication, 
leadership, networking, social media posts, poise, etc) 
-Learning- keep at it, and things will work out some how 

-Saying No: KARE 11 opportunity that I said no to, It didn’t fit my life, schedule, mom duties, 2 
year contract, but wasn’t my vision to be a morning news anchor and not my passion. It was a 
hard decision that I had many conversations over, and I decided to pass. “Thought to myself, is 
this a job I’m saying yes to because It’s KARE 11 or b/c it’s a job I want,…and it was b/c it was 
KARE 11 which wasn’t right to me and didn’t want to resent it” ALSO- I know my busy season, 
so I don’t take on new projects over that time. It’s overwhelming. 
-Ask for help- if you need it, don’t be afraid. 
-Make your own opportunities, don’t wait for them to come to you 

-Put yourself out there 

-Don’t give up on what you want. 
-You can be your biggest barrier by being hard on yourself, so constantly remind yourself of 
what you can do. 
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9)      Other comments/notes: 
-I don’t feel the need to have competitors, or feel threatened, or be jealous. I don’t have time 
and it will just eat me. I stay focused on my work, and try to help others when I can. 
-Create your own opportunity. I proposed segment ideas for TEN, so they ran with it. That’s 
what’s authentic and will help you be successful 
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Interviewee C: Expert Interview Transcript (April 19, 2015) 

1)      Briefly explain your line of work, business and what you do 

- a PR specialist at local PR group, previously a news producers for 4 years 

   
2)      How do you prepare for your projects? 

-Search for national, worldwide, weather, local, school related and community updates, 
-I try to look into several sources: online, networking, training tools and resources that my 
company offers 

  
3)      What do you think others you work with, or represent, expect of you? 

-Being knowledgeable and up to date on the topics and trends in huge. People turn to me to 
supply them with important stories and provide facts. 
-Keeping the brand top of mind. 
-Being professional and having a good reputation, and build relationships with the newsroom 
and on air hosts. “Mother hen of the newsroom” 

-Audience looks for relevant stories for 5pm news cast (ie-school topics), and more in depth 
stories in the 9pm show once the kids are in bed 

  
4)      What are your key strengths/favorite? Areas of Opportunity? 

-asking for help. This wasn’t always the case but thankfully I have no problem with putting my 
pride and ego aside and asking questions, and letting people know my areas of opportunity 

- I like to do everything and sometimes I can only do so much. I have to learn to pace myself or 
get better a gauging how much I can take on. Saying no is something I can work on so I don’t 
over commit 
  
5)      What do you personally seek, or find to be important qualities, in a leader? 

--communicating with people, timelines and deadlines 

-clarifying expectations 

-being open to discuss areas that I am not well versed in, getting guidance and direction, 
especially in new areas when I’m out of my comfort zone 

-positive reinforcement really helps, you want to know you’re on the right track and that 
something is going right so I can keep doing those great things 

  
6)      Our industry is perceived to be “fun!” Tell me a little bit about how you balance 
professionalism and relationship building with all you/clients having going on 

-I try not to post social media comments or photos to Impress people, instead I post topics or 
conversations with others that interest me. I keep my lips sealed with areas that I think might 
offend people in certain settings 

  
7)      What tips and key reminders can you share or advise, in terms of: communication, 
leadership, networking, social media posts, poise, etc) 
-it’s ok to make mistakes 

-Have a mentor to help you grow 

-believe in yourself and know that eventually you’ll be in a better spot 
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8)      Other comments/notes: 
- when in doubt “fake it til you make it”- put on a smile, ask for help, do your best to find the 
answers 
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Interviewee D:  Expert Interview Transcript (April 21, 2015)  
1)      Briefly explain your line of work, business and what you do 

- Twin Cities reporter and weekend anchor, gov’t experience from a project, previously 
owned documentary and messaging services, used to do radio to work. 

  
2)      What are some things you find challenging, and how do you overcome them?          
 Ex: leadership, representing a brand/client, interaction 

-logistics can be an obstacle. Do we have the assets needed for the project, doing too much 
with too many people? 

-a few segments and stories but not enough reporters 

-problem solving these days have become more of a challenge 

-Overcome?- balance people’s time, sometimes you just have to go with it, and sometimes you 
have to raise a flag and just say “we can’t do this right now and need to move pieces around” 

  
3)      How do you prepare for your projects? 

-constantly doing research 

-connecting with people in the community 

-be in the know about what is going on, 
  
4)      What do you think others you work with, or represent, expect of you? 

-people associate me as an ambassador of FOX and the community 

-they know the people I work with, and make the connections of what they see on air 

-be on my best behavior plus I have mall clauses in my contract and can get let go if certain 
criteria is violated 

-listen and hear their opinions and messages 

-be empowering 

-be the person that can support and guide others 

-being the source or have the knowledge for questions that come up 

  
  
5)      What are your key strengths/favorite? Areas of Opportunity? 

-Asking for help. I can be great at it and sometimes it’s continuous 

-treating others around me with respect- important and I try to always keep it top of mind, 
being encouraging 

-dealing with the demands can be tough at times 

-adjusting how we rebrand the company isn’t in my hands and I’ve had several great ideas that 
aren’t heard or implemented. 
  
  
6)      What do you personally seek, or find to be important qualities, in a leader? 

-having knowledge of the company is critical 
-following through with what is committed 

-relationship building with people that you like and want to do business with 

-being honest. Honesty is overlooked 

-be innovative in your approach, are you listening and offering solutions 
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7)      Our industry is perceived to be “fun!” Tell me a little bit about how you balance 
professionalism and relationship building with all you/clients having going on 

-I’m a family guy, and I like music. So I just try to be real and be who I am. 
-I don’t do too many wild things, but I can tell you that for someone that is in the public eye 
that it’s not necessary to always be a drunken idiot, but also be social when appropriate 

  
8)      What tips and key reminders can you share or advise, in terms of: communication, 
leadership, networking, social media posts, poise, etc) 
-staying positive when times get stressful 
-Enjoy what you do 

-put your best foot forward, do your best…that’s all you can do 

-you have to be real…especially with social media. Just be yourself and 

-“when in doubt back out” in terms of when a thought is on your mind and considering to post 
or tweet about it 
-be the expert and think about ways you can solve problems that have not been thought of yet, 
or how to finish the job better than the next guy 

-your appearance can say a lot, not to go out of your element, but your choices in language and 
apparel can speak a lot about your perception. Just be aware of it 
  
9)      Other comments/notes: 
-Make recommendation when you can, but not necessary to always take the lead 
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Interviewee E: Expert Interview Transcript (April 22, 2015) 

1)      Briefly explain your line of work, business and what you do 

·         Owner of Events and PR company. He incorporate public relations, marketing and event 
production. 
·         He is also an alumn of the University of Minnesota Communication Studies and Journalism 
programs. 
·         He has worked in several marketing and PR roles throughout the Twin Cities 

·         Worked in Vegas, LA & MN with independent movie openings, (Mighty Ducks, Prairie 
Home Companion, American Dream, Jingle All The Way), fundraisers, PR work. 
·         Now his clients are 50% non-profits (public tv, public radio, MIA), 40% for profits, 10% 
independent projects 

   
2)      What do you think others you work with, or represent, expect of you? 

·         To make their projects successful, to make them happy 

·         To be the expert, to be the professional and share professional opinion 

·         Leading by example and leading by experience 

·         “everything! that I’m a miracle worker”- and I’m a little overwhelmed by it. Managing her 
expectations by being just me and not an agency with several staff members 

  
3)      What are your key strengths? Areas of Opportunity? 

·         I have a good feel for people, I can read clients well 
·         Confidence has come with years of experience but when I share professional opinion I 
have to be confident and know that I will be and have to be right 
·         Saying no to projects, - I’m still not great at it. I love to help and take on work 

  
4)      Our industry is perceived to be “fun!” Tell me a little bit about how you balance 
professionalism and relationship building with all you/clients having going on 

·         It used to be struggle to have a client (a leading account at that) that I used to be friends 
with, grab cocktails with, and hang out with 

·         I thankfully don’t have too much of an issue with this, I can draw the line between 
professional and personal and only have had to turn down a few projects to avoid conflict. 
  
5)      What tips and key reminders can you share or advise, in terms of: communication, 
leadership, networking, social media posts, poise, etc) 
·         It’s ok to work with so many different people, different projects, different cities and not 
have a standard “career or job.” Our line work is so unique 

·         We work for ourselves, but we also work for several other people. We can set the rules 
and expectations but we can also walk away if it doesn’t feel right. 
·         Balance and when to say no: if I’m in it it’s because I want to work with that person or 
brand, then I have to know if I have the time to do it, if the budget works with how much work 
it will be & time to complete the task. 
·         How a brand represents themselves and how it impacts my brand/image: I’ve never been 
challenged to say no because of a client’s brand/image. However, there have been 1 or 2 times 
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where I didn’t care for a project, so I purposely raised the budget knowing they would say no or 
can’t afford it. 
·         Whatever your rate is, double it! No triple it! 
·         Truly love what you do, make sure it’s satisfying. Could you see yourself doing it for free it 
you already had all the money in the world? 

·         Pick 2 of the 3 : Good, Fast, Cheap. I offer this to all my clients. You can have Good and 
Fast, but it won’t be cheap. You can have Good and Cheap, but it won’t be fast. You can have 
Fast and Cheap, but it won’t be good.  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 Ahrar 59 

Interviewee F:  Expert Interview Transcript (April 23, 2015) 

1)      Briefly explain your line of work, business and what you do 

·         Entrepreneur, heavily involved in film, television, music and features hospitality 

·         Co-owner of an entertainment management company, music recording label and NFL 
sports agency  
·         Executive Director and CEO of Radio and Television organization 

·         Worked with music labels, artists and events in New York, LA, Chicago and now here in 
the Twin Cities 

  
2)      What are some things you find challenging, and how do you overcome them?          
 Ex: leadership, representing a brand/client, interaction 

·         Balancing personal relationships with the business at times. I have the ability thankfully to 
turn off a switch on certain aspects of the business physics 

·         Just experience. Being patient, working hard and allowing an experience to come to 
fruition for me to learn the overall lesson and gain that experience. 
  
3)      What do you think others you work with, or represent, expect of you? 

·         To help them. They need help. 
·         Most people value that I can support them and provide access to resources. 
·         Also for me to ask them and clarify “what is that you want me to do, what is that you 
want from me?”  I allow people to be in their space, get comfortable in their thoughts, and help 
them how I can. 
  
4)      What are your key strengths? Opportunity? 

·         Forward with how I think and talk. I like to be direct and get to the point 
·         I can get others access to valuable elements that I can bring to the table. 
·         I also don’t get overwhelmed. I don’t let projects get past my capacity, I have the ability to 
say “cut” if I see it going in a direction that isn’t working. 
·         Sometimes just being patient- with timing, with people, vendors…patience 

  
5)      Our industry is perceived to be “fun!” Tell me a little bit about how you balance 
professionalism and relationship building with all you/clients having going on 

·         I have the ability thankfully to turn off a switch on certain aspects of the business physics 

·         (joking)- I have a double life. I have the business side and the personal/family side. I 
always have boundaries- draw a line for a time that I end meetings and appointments with 
artists and when networking because there is somewhere else I need to be (home). 
  
6)      What tips and key reminders can you share or advise: 
·         Being able to quantifying more as a priority at times than qualifying. This boils down to 
being economically calculating my time. Qualifying is important and a priority when it’s an area 
or industry that I am not as familiar with, or a personal relationship that I’m still building. It’s 
really about numbers a lot of the time, bottom down, and understanding the logistics, how 
many people will attend, how much merchandise to produce, order, and distribute. 
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·         90% of the time I see projects that need other areas met, and it can be tricky to only fulfill 
what the client asked me to do, knowing they need so many other things that they don’t even 
see themselves. However, I’m forward and I’m direct. I will tell people how I see it and what I 
know. I don’t necessarily always “stay in my lane,” but instead “if I see an opening I will put on 
my indicator.” 

·         Don’t beat yourself up if something doesn’t go the right way. You have to work with 
yourself, recognize your efforts, be focused, and make sure your needs are being met. Put 
yourself out there – you got to be selling, selling, selling. People sometimes just need to be 
shown what you’re capable of – and it can take some people years to see it- but have the 
passion and recognize it for yourself the value that you can bring and offer others. 
·         And if you feel overwhelmed- just scale back. Once you engage, then there are 
expectations. If you need to scale back to take on less work, make it clear so that the 
expectations are known. Communicate expectations. 
·         3 takeaways: 1) Never take on a client for the sake of money, 2) never overextend 
yourself to a client just to “wow” them or satisfy them beyond your capacity, and 3) keep 
boundaries. Even your clients will be your partners, and partners need to have boundaries. 
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Interviewee G: Expert Interview Transcript (June 30, 2015) 
1)      Briefly explain your line of work, business and what you do:  
Founder and Executive Director of the Aegis Foundation-strives to raise awareness and funds 
for underprivileged and underserved youth with focus on the LGTBQ community, by 
coordinating four events per year with proceeds benefitting the Aegis Foundation Youth 
Scholarship Program. Co-founder of Max Martin Shoes, an American Luxury Footwear line  
 

2)      What are some things you find challenging, and how do you overcome them?          
 Ex: leadership, representing a brand/client, interaction 

What's challenging is trying to put together an event that is extraordinary, Wow-ing to the 
guests so that you can meet your fundraising goal. it can be hard to expect too much from a 
busy group of board members who are volunteering their time. At Aegis, I have always said “we 
have to be the best at our events because we are raising money for an extremely important 
cause.”   
Overcoming that, you have to be a leader with a pinpoint vision, you have to remember that  
your brand is everything and is always on the line.  finding the right people, that are motivated, 
intelligent and have their own niche that can help take the org to the next level. Anahita does 
that with her social & PR skills. Anahita took us to another level by bringing us to more people 
in the Twin Cities outside of our circle of supporters. 
  
3) What do you think others you work with, or represent, expect of you? 

I think others expect a vision, guidelines and freedom at the same time, its a fine line but i think 
people like direction. Knowing what exactly the task is at hand so that their is no grey area or 
question about how they can best jump in the drivers seat. I think i have to represent pride and 
passion for what were doing, if I don’t care why should they..being completely transparent so 
that others can see where we are what we have and what we need. it helps unblur the lines 
when trying to figure out what's needed from who, when. 
  
4) What are your key strength? Opportunities? 

 I think my key strengths are being a people connector, have the electricity by having passion 
and simply i think just being a good person by welcoming everyone. an area of opportunity is to 
always keep an open mind. sometimes you can have tunnel vision when working on a project, 
you are so focused and see it one way.....keep an open mind to allow other creative juices 
flowing.   
  
5) What do you personally seek, or find to be important qualities, in a leader? 

 Passion, Honesty, communication, ALWAYS a sense of humor, Positive thinking, the ability to 
inspire...and my personal favorite it's ok to pull a wild card from time to time....people are 
always thinking in the box...i seek to always look outside the box..admittedly sometimes too far 
but that stirs the creativity.  sometimes people gasp or say instantly that idea is ridiculous or 
impossible.....when I hear "no" that makes me drive harder.  
  
6) Our industry is perceived to be “fun!” Tell me a little bit about how you balance 
professionalism and relationship building with all you/clients having going on 
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I think the best way to build relationship with clients is be yourself....there's nothing worse than 
knowing your vendor/ person you're working with is fake/phony. Again, im going to say this for 
the third or fourth time....."PASSION" it reads like a glow. when you are yourself, relating to 
another that is interested in what you have to say (that’s why you're there). i sometimes don't 
separate business from relationship building....whys should you have to? I only want to work 
with people i can relate to. otherwise it feels like work... when you love what you do its not 
work, it is fun and you get to live the life you want, which is why you're doing what you're 
doing.  Granted there are always times where you won’t have an outside relationship with a 
client but that doesn't mean you can’t have fun or be your authentic self. 
  
7) What tips and key reminders can you share or advise? 

a major key reminder is always know that no matter where you go, who your with, how you 
carry yourself is a reflection of your brand!  Lead the way that inspires you can delegate 
without being rude. I always look back on my previous bosses/managers and say damn, I'd 
never do/say that to someone. 
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Interviewee H: Expert Interview Transcript (July 2, 2015) 

1)      Briefly explain your line of work, business and what you do 

3M- 7 of 12 years overseas and wanted to make a change but also timing worked itself out to 
plant the seed and make a switch 

Consulting firm – working with different org, fortune 200 execs, small non-profits 

--strategy and ops 

-started in 2005 

-Education- part professor in MBA at st Thomas- operations mgmt., proj mgmt., liens & 
enterprises. 
-Annual conference- for entrepreneurial creatives and creative entrepreneurs that incorporates 
workshops, panel speakers, lunch, networking, and tools to takeaway 

  
2)      What are some things you find challenging, and how do you overcome them?          
 Ex: leadership, representing a brand/client, interaction 

Consulting: 
● Feed your pipeline: level out, having too much work is just as stressful as not enough 

work 
● Marketing piece in terms of trying to articulate in what she thought customers needed 

and what they wanted, and trying to give them in her insight what she thought they 
wanted/needed. 

● And opposite of that was flipping that around and learning what they wanted 
● Marketing myself- weird and uncomfortable but “what I’m bringing is my unique combo 

of skills” --- GS is easier to MKGT cuz it’s not personal 
Teaching: 

● University of St. Thomas’ academic rules and regulations more the political element 
Annual conference: 

● Financial model to be more sustainable 
● Manage volunteers can be tough – almost overwhelming cuz I’m so honored ppl want to 

help 
● Priority in their eyes and time 
● Manage a team of volunteers and honor their time and energy 

  
  
3)      What do you think others you work with, or represent, expect of you? 

Consulting: 
● Basic things- professional, deliver value, timely, etc 
● People call me an “Unconsultant consultant” – big compliment to hear 
● “I’m there to help them do what they do, better”- and is consistent with their culture, 

without them getting nervous knowing my corporate background (I’m not trying to 
change them) 

● Be a guide, trusted advisor 
Educator: 

● Professionalism, deliver value in the form of insight 
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● Folks who hire me expect me to bring in things with a different kind of twist and rooted 
to the real world and not always theoretical 

Annual conference: 
● Professionalism but also the Real world aspect 
● Be genuine, honest, people centered, creative 

  
  
4)   What are your key strengths? 

-Ability to seek connection between people and ideas 

-As educator and consultant and in the annual conference, seeing how things could go together 
that others might not see…and how people can use it in their world that might not apply in all 
industries 

-Connect ideas together – key for annual conference 

-Moving a lot helps me be more fluid, there is not just one way of doing things 

-Quick learner, understand and get up to speed 

-Especially helpful in consulting and getting to know the new organization so quickly 

-Most of my work is “doing more”- execution piece, make the changes and have a practical 
roadmap 

-Areas of Opportunity 

-Learning how to motivate the other team members that have all different motivations and still 
tie in to my own values, want them to contribute the best they can--- more of situational 
leadership and understanding the different levers 

-Organization can always be a challenge 

-Learning how to take the strategic longview (what to say yes to and no to) and what strategic 
moves need to happen 

-Managing self- clients asks take precedence while trying to be strategic on the consulting biz 

  
  
5)      What do you personally seek, or find to be important qualities, in a leader? 

·         Thoughts might have changed over time 

·         Someone who wants their team to genuinely succeed 

·         Visionary 

·         Willing to push limits of ideas and what’s possible 

·         Someone who gives people space to allow them to grow but also deliver in ways that can 
be helpful to everyone 

·         Connector and advocate 

·         Professionalism results (how you treat people rather than just office) 
  
6)      Our industry is perceived to be “fun!” Tell me a little bit about how you balance 
professionalism and relationship building with all you/clients having going on 

·         Norms are shifting in the world and also working in different countries means something 
different 
·         Be authentic and genuinely myself, my personality, I’m never going to be the wild/crazy 
person in a meeting 
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·         Risk for me would be in a highly structured environment with certain execs of big 
companies that has a lot of bureaucracy associated with it 
·         If I don’t see the value in it, it’s hard for me to fake it- so I have to learn how to 
constructively get that across without offending the client 
·         My age can come into play at the time – in corporate job it wasn’t my fav to really 
socialize with co-workers (was younger and female in a older and male team) and didn’t want a 
reason to be judged, etc and other side  “not fun” 

·         Still be more professional than social for the first 15 years 

·         Giant Steps- different aspects, age doesn’t apply as much plus diversity 

·         Even in Germany- ppl were super formal (address people as Mr and Mrs) then going out 
for HH and people were kinda crazy 

·         Organizational culture and also the Culture itself 
·         Young female chose to be more conservative and didn’t want to give them more 
ammunition to think less of my potential…but it also limited me to grow 

  
7)      What tips and key reminders can you share or advise, in terms of: communication, 
leadership, networking, social media posts, poise, etc) 
·         Personality – you get along with everybody – high pressure/deadline and being friendly 
and positive in that area is huge contribution 

·         When I refer others to you I say: “she has  a lot of hassle”- and that’s important and you 
are self- motivated- positive collaborative piece is important 
·         Watch out for: spreading yourself too thin, curious and open to a lot of things but can be 
easy to spread too thin, how to allocate time in different places 

·         What I’ve learned: learning different between what I CAN do and what I WANT to do—
easier to CAN do, but not always satisfying cuz does it line up with what I WANT to do? Be 
mindful of what you want to do…aside from the necessary 

·         Annual evaluation for myself—you are your own boss, go over your successes, inventory 
of your projects give yourself that credit, how you overcame the obstacles, write it down and 
treat it like you would with your corporate boss- so I know how am progressing 

o   -----consider this for my interns- have them do an eval of themselves, and also take my 
survey 
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Interviewee I: Expert Interview Transcript (July 3, 2015) 

 

1)      Briefly explain your line of work, business and what you do:  
 

I own multimedia company, which i started in 2011 after I retired from entertainment 
journalism which I had done for 5 yrs. This was also on the heels of finishing my screenwriting 
degree from Minneapolis Community and Tech. My company specializes in PR, Marketing, Web 
Design and Video Production. With Electric Heart Media, I have done a lot of contract work with 
companies all over the world in various capacities which include: American Black Film Festival 
(PR Assistant/Red Carpet Lead), Cannes Film Festival (Social Media/PR Assistant), Urbanworld 
Film Festival (Volunteer Coordinator) Universal Music (Videographer for Mindless Behavior 
tour), Dear White People (Behind the Scenes Videographer), Pizza Fresha of London (Producer 
of Cooking Web Series) Smartboy Entertainment (Sr. Vice President of Operations)  
  
2)      What are some things you have found or currently find challenging, and how do you 
overcome them? Ex: leadership, representing a brand/client, interaction 

Challenges change by the month/season. My current challenge is getting clients to pay me on 
time. I love working with burgeoning artists, but it is a HUGE risk because you're dealing with 
average everyday people with incredible dreams, who may not always be able to pay you in a 
timely manner, and what you are worth. It makes it hard to stay motivated sometimes. Which 
becomes a separate challenge as an entrepreneur. The reason I sometimes prefer to work for 
the newcomers vs the oldtimers is the fact that with newcomers you have the opportunity to 
help mold them from the ground floor which is sometimes easier than dealing with someone 
who may be jaded by the industry, set in their ways, or unyielding on many ideas you may 
present to them. But the money risk essentially is the biggest challenge. This is my primary job, 
so being paid on time, is important to me.  
  
3)      What do you think others you work with, or represent, expect of you? 

I think expectations vary depending on who you are in a business relationship with. For some of 
my clients they expect me to hold their hand through the entire process, do everything for 
them, and they want to have a say the entire road of the project. OTHER clients however, hire 
me and walk away and trust my vision that we have come up with and give me that air of 
freedom. I think the biggest and consistent expectation for anyone I work with is results. And 
sometimes it's hard because things don't always turn out how they want them to, whether I 
hold their hand, or they let me do my thing. With PR, which is why I decided to get out of it 
(apart from red carpets), is clients expect you to get them coverage for every little thing. 
Because they like their music, or their art, etc, they assume that everyone else should. It's not 
always as easy as knowing a journalist or sending out a press release. Sometimes the press 
doesn't get bites, because the media simply doesnt like what they have produced. However, 
clients struggle with that, and think that the company they hired aren't meeting their 
expectations, and that's when you're in a situation where it feels like you aren't meeting the 
needs of your mutual relationship. I have learned over the year to only speak on things i KNOW 
I can achieve, and constantly prepare them to the idea that media coverage is up to the outlet, 
not the artist and their art.  
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4)      What are your key strengths? Areas of Opportunity? 

I think my personal biggest strength at this moment is my ability to create a goal, do the work, 
have faith, and see it come to pass. I think a lot of people really miss the part of goal setting 
that entails, working, consistency, and keeping the faith. it's like taking an ax to a tree, it may 
take some time, but eventually that tree is coming down, as long as you consistently strike it 
with your blade. Applying this method to everything I do these past few years has caused me to 
see a myriad of goals met, dreams achieved, and room for more down the road. I packed up 
and moved to Atlanta this week, and that comes from the realization that Los Angeles is too 
oversaturated with professionals seeking the same thing. Competition is always good, but being 
smart enough to realize that you can thrive more in a smaller market that is on the boom/rise, 
is better than working sporadically in a huge market that doesn't have enough work to sustain 
the population. So practicing that faith, consistency and hard work ethic in Atlanta now and we 
will see where that leads me. But I have my ax to the tree, and I'm gonna chop away daily.  
  
5)      What do you personally seek, or find to be important qualities in a leader? What is 
important to you when you seek guidance? 

I think the most important quality in a leader is their ability to lead. there's a lot of people who 
are incredible in business, but lack the ability to lead a flock, or pass on their knowledge. To me 
that does nothing to foster burgeoning talent or create protege which are essential for keeping 
the wheels turning in the world of business. When i seek guidance, I seek people who 
understand my goal, care to see my achieve it, and give wise counsel and fuel me with 
motivation to help me see it through. I want to emphasize CARE to see me achieve it because 
you may also run into people who understand your goal, but have no real desire to see you 
meet it. They will give you just enough advice or assistance to seem like they are helping you, 
but really don't have strong desire to see you reach it. Run from those people, and stick it out 
with those who recognize that your success is still a success for them as well!  
  
6)      Our industry is perceived to be “fun!” Tell me a little bit about how you balance 
professionalism and relationship building with all you (your projects/clients) having going on.  
Oh it's a ton of fun! Sometimes too much fun in a sense where it can be hard to do the busy 
work. For instance, the road to a red carpet is not hardly as fun as the actually red carpet. 
Pitching, creating look books, doing press clippings in an office is just as much a part of the job 
as is the fun of a carpet where you are escorting talent, managing photo calls, and intermingling 
press and artists on a carpet. So to balance, I just maintain a consistent schedule of work flow 
throughout my year. I try not to have too much down time after a carpet, so that when I do get 
another opportunity to PR assist a project, I'm not just focused on the fun of the carpet and find 
the busy work part of the job boring and unbearable. Helps me to maintain professionalism 
through out. As for relationship building, I've been lucky to find comfort in my own skin and 
personality that I bring myself wherever I am, and people tend to really enjoy what I have to say 
and offer and it has helped me build relationships with new people from every event that been 
involved in. PLUS, when people see your work ethic, it creates opportunities for more work.  
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7)      What tips and key reminders can you share or advise, in terms of: communication, 
leadership, networking, social media posts, poise, etc) 
I think biggest tip I can think of right now is to be consistent. People remember that. If you're 
consistently late or making excuses, people remember that. if you're consistently on time and 
produce incredible work, people will remember that too. So consistency is not only key, but 
having a good work ethic is as well. When people see your brand image it reflects your work 
ethic, which can create opportunities for more work. 
 

If you want to be a lead, be worth following.  
 

Networking is KEY. Every opportunity I have ever got, has come from networking and being 
fearless. So both are important. You also can’t count yourself out. You are important, and your 
talents and gifts are necessary.  
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Appendix B: IRB Exempt Notification 
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Appendix C: Qualtrics Survey 
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