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When the winter semester started, one thing was on Detroit’s mind - the Super Bowl! 
Wayne State students did their part to make sure the event was a success. The media took 

over the Renaissance Center, and several PRSSA students were there to assist them.

*photos on this page taken by Raina Busz.
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A wise professor 
once said, “Networking 
is the key to becoming 
successful in the field 
of public relations.”  
Therefore, when the same 
professor offered our class 
the opportunity to intern 
during Super Bowl week, 
we knew this was the 
chance of a lifetime.  

The internship 
was with Brener Zwikel 
& Associates, one 
of the agencies that 
coordinated the America 
Online-sponsored NFL 
Experience.  As interns, 
our responsibilities were to 
present press kits to media representatives and pitch 
the NFL Experience.  

Since our table was located in the media 
center/ lounge area, we had the opportunity to meet 
many media professionals who were eager to give us 
career advice. We saw this as a wonderful opportunity 
to network.

Talking with media professionals throughout 
the day, we learned of a media party at the Fox 
Theatre. 

We knew we had to be there. 
All of the media - local, national and 

international - were going to be, and if we had 
anything to do with it, we were going to be there, too. 

There was just one problem: we did not 
know how we were going to get in. We were given 
temporary media passes and spoke with some of the 
contacts we had made. They assured us they could get 

us in. 
When 

we tried to 
get in using 
our temporary 
identification, we 
were greeted with 
crushing words at 
the door:

“Sorry, you have to have a media pass.”
Drawing on her public relations training, Kirby 

called another contact, Terry Foster of the Detroit 
News. He answered and had two tickets waiting for us 
in the lobby. 

Entering the theater, we walked into public 
relations and journalism heaven.  

“Kirby, I can’t believe we’re here,” Kristin 
exclaimed.

“We so belong here,” Kirby said. “Let’s work 
the room.”

And that’s exactly what we did. 
Everyone recognized us as the girls from 

the media lounge. We took pictures and met a few 
local celebrities and icons, including John Salley and 
Gilbert Gottfried. We had more fun than we thought 
possible. 

Before the night was over, we stopped at 
Club Centaur. As we walked in, we spotted ESPN 
sportscaster Stuart Scott, and Kirby hurried to take a 
picture with him. 

It was one of the best nights of our lives. 
With the help of our professor and Brener 

Zwikel &Assoc., we were able to take advantage of 
this amazing opportunity.  It is not every day that the 
biggest sports-media event in the world takes place in 
our city, and it was truly an honor to play a small part 
in this big event.

Kirby Miles and Kristen Meyer making connections with media professionsals at the Super Bowl 
media party. 

Super Bowl Connections
by Kristin Meyer and Kirby Miles

Kristin Meyer and Kirby Miles with 
Gilbert Gottfried.
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 Cover letters and resumes are two essential 
items that employers look at when setting up 
interviews with prospective employees. An 
interviewer’s desk may be full of these two 
documents, so how can you make your cover letter 
and resume stand above the rest?  
 First, do the research. Get to know the place 
you are planning to send your cover letter and resume. 
Make your potential employer’s place your place! 
Learn everything from the location of the organization 
to what the organization does, from the management 
and supervisors’ names and roles to the position that 
you are seeking.  All of this can be done easily by 
searching the Web.
 The basis of a cover letter involves:

1. No spelling and typing errors. Not even one!  
2. Address the letter to the person who can hire 

you. Address this person as “Mr.,” “Ms.,” 
“Mrs.,” “Miss,” “Dr.,” or “Professor.” Find out 
the correct spelling of the person’s name.  

3. Write in your own words, so the letter seems 
natural and not something you found on a Web 
page.  

4. Avoid grammatical errors.  
5. Show that you know something about the 

company and the industry. This is where 
your research comes in. Try not to stress the 
obvious; rather, look for a correlation between 
you and the company. State what you can do to 
help the organization.  

6. Use key terms and phrases that are meaningful 
to the employer.  

7. Mention that you wish to set up an interview.
8. Thank the interviewer for his or her time and 

consideration.
9. Print your name and sign your name.  

 A resume has one purpose: to win an 
interview. It should be used as an advertising tool to 
persuade your reader to hire you. A resume that is 
pleasing to the eye entices the reader to pick it up. It 
is not a history of your past employment. Use your 
resume to highlight the experiences that directly apply 
to the position you are seeking. If you realize that 
a great resume can be your ticket to getting the job 
that you want, you may be able to muster up some 

enthusiasm when writing your resume.
 Remember, your resume should be tailored to 
meet the specific needs of your employer. You can do 
this by stepping into the shoes of the employer. 
 Questions to ask yourself when writing your 
resume:
What would make someone the perfect candidate?
What does the employer really want?
What special abilities should this person have?
What would set a truly exceptional candidate apart 
from a good one?
 Focus your writing and clearly state your 
credentials. Use key terms and phrases to describe 
what you have done at a particular place of 
employment. List important attributes first. If your 
educational background is in public relations but you 
have not had any experience in PR, put education 
as the first attribute. If you have had numerous 
internships in public relations, put that as your first 
attribute.  
 Cover letters and resumes are both important 
documents that describe who you are and what you 
can do for an organization. If they contain what the 
employer is looking for in the perfect candidate, 
then chances are an interview will be set up for 
that candidate. Remember, employers are seeking 
employees who are able to meet their criteria, not vice 
versa, so make your cover letter and resume stand 
above the rest so you can win an interview.  
    

Win an Interview!  

Tips on Writing Cover Letters and Resumes 
by Aswathy Mathew

Links to PR-related websites

Public Relations Society of America (PRSA)
www.prsa.org

PRSA - Detroit Chapter
www.prsadetroit.org

PRSSA - Nationals
www.prssa.org

Council of Public Relations Firms
www.prfirms.org

Institute of Public Relations
www.instituteforpr.com

The Museum of Public Relations
www.prmuseum.com



When Marx Layne Marketing and Public Relations 
opened its doors to over 15 Wayne State University 
PRSSA students in January, the students were given a 
wealth of good advice.

“You have to be fast and flexible to be involved in 
PR,” Dan Tanner, a Marx Layne partner with more than 
20 years experience in communications, told the students. 
“PR is an incredible tool to educate people on complex 
issues.”

Marx Layne, the second largest independently 
owned public relations firm in the Midwest, was founded 
in 1987. The agency started with two people and has since 
grown into one of the most successful firms in Michigan, 
despite competition from larger firms.

“Other big agencies in town that were big when we 
started don’t exist anymore,” Michael Layne, one of the agency’s founding partners, said.

Marx Layne serves local and national clients in almost every sector, including automotive, retail, food-
service and non-profit.

One of the benefits of having such a diverse group of clients is that it makes for a “fast and furious” 
work environment, Tanner said, and that environment is one of the major differences between corporate and 
agency public relations.

In order for students to decide what public relations environment is best for them, Layne emphasized the 
importance of internships. “They’re wonderful for figuring out what you’re cut out for,” he said. He added that 
if a student is serious about public relations, it is essential he or she do internships.

Layne told the students that they were getting into public relations at the perfect time. Advertising has 
changed dramatically over the past 10 years, Layne said. It is not as lucrative as it was, and it is no longer 
a growth industry. Meanwhile, public relations is still in its infancy, and it is positioned to become more 
important.

“The media is becoming more fragmented, and it is harder to reach people through paid ads,” Layne 
said. “PR is growing.”

Michael Szudarek, vice president and director of automotive practice, added that as advertising evolves, 
public relations is becoming more credible with businesses.

Layne, Tanner and Szudarek also told the students that 
it is important to know the business of your clients. Layne 
suggested that students have at least two industry sectors that 
they love and thoroughly understand. 

One of the best pieces of advice the students received 
was that in order to be successful in public relations, you must 
be flexible.

“Be able to be a generalist,” Tanner said. “Do 
everything and do it well.”

Marx Layne
by Rebecca Stevens

David Krupp, Heather Monaghan, Don Tanner, Kaileen 
Connelly and Rebecca Stevens at Marx Layne.

Micheal Layne, Don Tanner and Michael Szudarek of Marx 
Layne Marketing and Public Relations.

If you are interested in contributing to the Salute, please con-
tact the editor, Rebecca Stevens, at ap7245@wayne.edu
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At a special presentation for WSU communication students, Pam Cox-Otto, Ph.D. gave some useful tips 
on how to recognize the very unique and marketable skills current students will have as graduates and how to 
get the job of their dreams. Cox-Otto believes that all graduates have the keys to their own future, and they just 
need to discover what they are. 

As a founding partner and CEO of Interact Communications, a full service communications firm 
specializing in the unique needs of two-year colleges based in Wisconsin, Cox-Otto has focused on studying 
speech communication, Web communication and marketing.

In her presentation, she outlined three core skills new graduates have over any previous generation that 
give them the extra edge in today’s competitive market. Cox-Otto said that Generation Y – people born between 
1981 and 1995 – has an entirely different, and valuable, set of core skills than previous generations.

The first core skill that graduates can use as leverage to get their dream job is to acknowledge their 
technological skills. While any intelligent person can learn the new technologies, Generation Y has a better 
understanding of how the system works as a whole. They can talk, write, connect and share in a different, 
more innovative way than most baby boomers or members of Generation X. Generation Y has grown up with 
different communication tools and has the ability to communicate through the internet as effectively as face-to-
face. This is now more important than ever with the rise of globalization. 

The second strength that gives Generation Y the edge, Cox-Otto said, is sales skills. Being an effective 
salesperson is something that PR students have to learn and practice throughout their careers. It is about creating 
a connection, whether it is verbal or non-verbal, and taking time to listen to the receivers of their messages. 
Generation Y has made these personal connections even in environments that were littered with distractions, 
such as video games or television.  

Lastly, Generation Y automatically has the core knowledge of the target audience. It understands 
diversity, technology, new forms of entertainment, what young people like, what they don’t like and especially 
how to reach out to each other. 

Students are their own “ace in the sleeve.” Once they recognize these skills and cultivate them, they can 
gamble on their dream career instead of just settling.
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CALENDAR OF EVENTS

PRSSA Meeting with Greg Kowalski
Feb. 27, 2006

6 p.m. in 408 Manoogian

Portfolio Workshop
March 6, 2006

6 p.m. in 408 Manoogian

MIFA Middle Level Forensics Competition
April 1, 2006

Hosted by WSU

2006-2007 Exec. Board Applications Due
April 11, 2006

PRSSA/Alumni Recognition Luncheon
April 11, 2006

11:30 a.m. in McGregor Conference Center
Students must RSVP

Hey Graduates
It’s Time to Gamble on Yourselves

by Kaileen Connelly

Call for Volunteers
Greet the next generation of WSU 

Communication Majors!

On Saturday, April 1, the Michigan Interscholastic Forensic As-
sociation (MIFA) is holding a middle level forensics tournament 
at Wayne State University. 

The competitors - middle school students from across southeast-
ern Michigan - are the next generation of WSU communication 
majors.

Help make their visit to our university memorable! Volunteer to 
spend the day with us.

If interested, please contact wsuprssa@gmail.com with the sub-
ject line “MIFA.”
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Talking Tactics with Tom Eisbrenner
by Katy Cockrel

Tom Eisbrenner, president of Troy-based Eisbrenner Public Relations, spoke to Wayne State University 
public relations students about public relations strategies and braving the world of PR after graduation.

Eisbrenner’s presentation was memorable for the students in the audience.  He used a series of slides 
featuring familiar products and household names such as Red Bull energy drink, the Apple iPod, Google, 
Comcast, J.K. Rowling’s “Harry Potter” book series, Detroit rapper Eminem and competing stores Wal-Mart 
and Target.

Upon viewing each slide, students were asked to rate each image according to a color code – green for 
positive, yellow for neutral or red for negative. He then analyzed the public relations strategies used by each of 
the companies, explaining how the different strategies led to the students’ responses.  

Perhaps the most enjoyable component of his presentation was Eisbrenner’s ever-surprising giveaways, 
which included the most recent “Harry Potter” novel, Target gift cards, an Eminem CD and a 4-pack of Red 
Bull. During his presentation, Eisebrenner joked that most of the students probably didn’t know what Red Bull 
tasted like without Jargermeister. 

During his visit to Wayne State, Eisbrenner emphasized to students the importance of continuous 
learning.  A person’s ability to learn, he said, could be the determining factor in their employment at Eisbrenner 
Public Relations.

Eisbrenner Public Relations, known for its work in the automotive sector, is a veteran company of 20 
years.  Eisbrenner said he loves working in automotive PR.

The agency, however, is known not only for its automotive-related work, but as one of Detroit’s “Cool 
Places to Work,” according to Crain’s Detroit Business.  The office boasts an “Innovation Room” with puzzles, 
Slinkies, dry-erase boards and large-screen televisions; an office pool table; a refrigerator stocked with beer; and 
twice-weekly boot-camp-style workouts from a personal trainer.

Eisbrenner Public Relations prides itself on its internship opportunities as well as its intern retention 
rate.  Eisbrenner said a number of the agency’s employees began as interns and continue to work there today.  
The one thing that any aspiring Eisbrenner Public Relations employee must remember, Eisbrenner said, is to 
keep on learning.

Scholarship Opportunities:

With the recent tuition increase, I’m sure many of you are scratching your heads, wondering where you are going to come up with 
the money to pay for your classes, books, parking, gas, food, rent…I could go on forever. It is expensive to be a college student. 
Alleviate your financial burden and explore the scholarship opportunities below.

Fahlgren Mortine Founder’s Award Internship and Scholarship:
Each year, Fahlgren Martine Public Relations awards a summer internship and a $1,500 scholarship to a student in his or her 
sophomore or junior year. The recipient is chosen based on academic achievement, extracurricular involvement, coursework and a 
proven commitment to the future of the public relations profession. The intern becomes a member of the Fahlgren Martine team and 
is exposed to consumer, nonprofit and business-to-business accounts. For more information and to download an application, visit 
www.fahlgren.com.
Application deadline: March 10, 2006

Arthur W. Page Pathways to Diversity Scholarship:
The Arthur W. Page Pathways to Diversity Scholarship is awarded to a student based on commitment to the field of public relations 
or corporate communications. The $2,500 scholarship is also awarded based on academic excellence. For more information and to 
download an application, visit www.awpagesociety.com
Application deadline: March 15, 2006

For information on scholarships offered through the Wayne State Department of Communication, visit www.scholarships.wayne.
edu/departmental.


