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  Ken Kettenbeil, vice president of communications for the Super Bowl XL 
Host Committee, came to speak to Wayne State University public relations 
students on the various aspects of hosting the nation’s largest sporting event.

 Super Bowl XL is expected to bring about 300 million dollars to six counties 
in eastern Michigan, 100,000 visitors and 3,000 credible media outlets to 
metro Detroit.

  Kettenbeil began his presentation by outlining the host committee’s “7 
point plan,” which includes fostering relationships; raising funds; integrating 
community programs; creating, hosting and supporting special events; 
advocating and promoting metro Detroit; and delivering a positive guest 
experience. Every step along the way in preparing for the Super Bowl has 
directly related to one of these points.

  One of the problems that the host committee has to overcome is Detroit’s 
negative image. Kettenbeil and the committee realize the Super Bowl is the 

perfect opportunity for Detroit to show the world that it is just as capable of hosting the Super Bowl as 
New Orleans or San Francisco. 
 To overcome this hurdle, the host committee has implemented many PR programs to help 
craft a different message for the world.
 One of the most noticeable programs that has already been executed is the Motown Winter 
Blast. The committee realized that most Super Bowls are held in warm climates, and instead of trying 
to pretend to be something the city is not, the committee has embraced and promoted Detroit’s bitterly 
cold weather.
 Another aspect of the city’s image is that Detroit does not have a desirable downtown or 
entertainment district. Kettenbeil explained that there will be after-hours entertainment shuttles for the 
media to experience local sports arenas, theatres, hotels, restaurants and businesses. 
 Kettenbeil has also made local Detroit stars - including Red Wings captain Steve Yzerman, 
GM Chairman and CEO Rick Wagoner, Little Caesar’s Pizza owner Mike Ilitch and rock star Kid Rock 
-  available to the media to emphasize the greatness and history of Detroit. The theory is to “open the 
door” and make it easier for the media to promote Detroit rather than focus on the negatives.
 Other programs that will be implemented by the host committee include its 8,000 – 10,000 
person volunteer program, a 20 page Super Bowl insert in “Visit Detroit” and various contributions to 
local charities.
 The host committee was founded in 1982, when Detroit last hosted the Super Bowl, and has 
since been used by every host city. 
 Kettenbeil began his career at Wayne State University studying TV and radio broadcasting 
and interning at Channel 2. His internship led to a job working the assignment desk at Channel 2. 
After deciding that broadcast was not all that it was made out to be, he got a job with the Convention of 
Visitors Bureau in Detroit doing marketing and media relations. 
 He gave up employment with the Convention of Visitors Bureau to work as vice president of 
the host committee and does not know what he is going to do after all the responsibilities of the Super 
Bowl end. Kettenbeil grew up in Detroit and still lives in the area. 
 To learn more about the Super Bowl XL Host Committee, visit www.sbxl.org. For more 
information on upcoming events in Detroit, visit www.visitdetroit.com.

“THE WORLD IS COMING!”
PRSSA Students Get a Peak at Super Bowl XL with Kettenbeil

by Kaileen Connelly



GRILL ‘N’ GREET RAISES MONEY FOR PRSSA
by David M. Krupp

 The PRSSA Executive Board hosted a “Grill ‘n’ Greet” at Royal 
Oak’s BD’s Mongolian Barbeque on Oct. 19.  The event was a chance for 
members to meet the board, while raising funds for the organization.  The 
event was a success!  The chapter raised $130.
 
 “I thought it was a great opportunity for our organization to reach 
out into the community and be mutually beneficial,” said Treasurer Jason 
Watson. “It was exciting.” 
 
 The board would like to thank BD’s for allowing us to be guest 
grillers. Also, thank you Dr. Najor, PRSSA members, family and friends for 
attending the event and your generous contributions to the organization. 
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Photos: (1) A BD’s griller shows Heather Monaghan and Jason Watson how 
they “do it on the grill”; (2) Monaghan and Watson take a break from the 
extremely hot grill; (3) Karmen Hardy and David Krupp share a heartfelt 
moment with faculty advisor Dr. Shelly Najor.
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 The “Basketbrawl” still lingers.  Will NBA fans ever forget 
the day? The Detroit Pistons franchise is helping fans to move on 
and look forward to the many championships ahead.
 For several hours on the evening of Monday, Nov. 7, Dave 
Wieme, director of strategic communications for Palace Sports 
and Entertainment, chatted with students about the importance 
of maintaining an organization’s image, specifically referring to 
the Detroit Pistons.   According to Wieme, the Pistons are setting 
a standard in the league.  “Other teams look towards the Pistons 
when it comes to maintaining team image,” said Wieme.
 “Goin’ to Work” is very important for the Pistons.  It is 
Wieme’s responsibility to make sure that everyone understands and 
lives up to the positioning statement.  Joe Dumars, a former player 
and current president of basketball operations, created the slogan 
several years ago.  It relates to the people of Detroit.  “Workers of 
Detroit produce a product that they’re proud of that also drives the 
world,” said Wieme.  “This is a message that serves as the organization’s philosophy.  It’s what we do.”  It is important that this 
message is conveyed to all Pistons employees.  “From Rasheed Wallace to housekeeping, everyone must believe in our message.”
 Wieme reviewed with students several tactics that the organization uses to maintain its image.  The first on the list was 
the “Fan Experience,” which includes anything that happens with the customer during the game.  This includes everything 
from parking to concessions and souvenirs to tickets.  “My job is to promote the things that don’t happen within the confines 
on the court,” said Wieme.  “My job is to enhance the fan experience, trying to show everyone this is a good time.”  This can 
mean an expensive night for a loyal fan.  For a family of four, it is possible to spend more than $300 to have a fulfilling time at 
the game. Wieme wants fans to “still have a good time” even if the Pistons lose.
 Another tactic on the list was pitching stories to people other than sports writers.  The Pistons’s target demographic 
is families.  The majority of decision-makers in families are women - the wives and the mothers.  “Women don’t go to the 
sports page first,” said Wieme.  “Getting the Pistons into The Way We Live section of the Detroit Free Press and Metro Parent 
magazine will influence this public.”
 As the evening went on, Wieme offered advice on ethics and honesty in public relations.  Referring to an article he 
read in preparation for an interview, he had five points to share with students:  
•  Know how to communicate:  “Be the one to communicate to the organization and to others about the organization.  
Become the speaker, writer, researcher and know the media.  I am one voice but if I can put in their heads about the entire 
organization, I turn into 1,800 voices.”
•  Know what your organization does:  “Before you can communicate with others, know what you do.  Know what other 
similar organizations are doing, learn about the entire industry.”
•  Think strategically:  “Look at the organization from 30,000 feet, what are we doing in the overall picture?  Think ahead.  
Look at larger implications.”
•  You must be a good/bad counselor:  “You must be willing to volunteer advice,” said Wieme.  “There’s too many ‘yes’ men.  
The advice you offer may be bad, but realize whatever advice is given may eventually turn out to be good.” 
•  You have to give honest advice:  “Tell the truth, the public will find out anyway.  Our guide is public opinion.  It could be 
the most powerful thing we’ve ever seen.”

STILL GOIN’ TO WORK:  SETTING THE EXAMPLE WITH THE PISTONS
by Nicole M. Young
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Hermanoff provides tips on enhancing relationship-building skills

by Aswathy Mathew

BUILDING LIFELONG RELATIONSHIPS

 Most students realize the benefits of forming 
relationships; yet, how many people actually implement 
the idea of building relationships in their lives?    In the PR 
industry, relationships have become a sustainable competitive 
advantage and a core capability that can be nurtured and 
leveraged.  Building relationships is vital not only to grow as 
an individual, but also as a professional.  Below are golden 
ingredients that Sandra M. Hermanoff, APR, Fellow PRSA, 
and CEO of Hermanoff & Associates, provides for building 
relationships—a recipe for success:  

  Start with a few acquaintances:  Forming relationships with peers and colleagues is the first step for developing life-long bonds that are 
useful when entering the job market.
  Add a batch of instructors and professionals: Instructors and professionals have the key to unlock future relationships.  They guide you 
to gain insight about yourself and direct you to the right contacts.   
  Mix in media members: These people are gold—they will get you from one place to another.  People like doing business with people 
who they know and who know them. Consequently the opportunity for leveraging the relationship in both cases increases with the power 
of the relationship.  Build and maintain relationships with media contacts locally, nationally and internationally.  If you build and maintain 
strong relationships, you have the opportunity to create the space for mutual gain.
  Knead relationships with your employers:  Molding relationships with employers helps you develop new opportunities and improve the 
quality of the existing ones.   
  Create a connection with your community:  Creating a connection with members of political, business and community power structures 
not only helps you learn about the community in which you live, but also connects you to a whole group of people.   
 
 Everyday, people let opportunities pass them by without building bonds with peers, colleagues, co-workers, friends, instructors, 
neighbors, advisors, counselors and organizations.  Building solid relationships helps you learn and grow.  You gain new relationships 
through family, friends and acquaintances because they believe in who you are.  Word of mouth is the best method of advertising a product, 
as well as yourself.  Pass this recipe along…and form a golden bond or two. 

 Aswathy Mathew and David Krupp were recently 
promoted to highly esteemed positions on the James S. 
Measell Chapter’s Executive Board.  Mathew, originally Vice 
President and Special Events Coordinator, was promoted 
to President.  Krupp is now the Vice President and 
Membership/Internship Coordinator. 
 Mathew is a second-year graduate student in the 
public relations and organizational communication program.  
A WSU alumna, she received her bachelor’s degree in english 
and linguistics.  Mathew is currently employed at Publicity 
Works, Inc. in Ferndale.
 Krupp is a senior public relations major.  He has 
written several articles for the Salute.  Krupp wishes to 
pursue a career in arts and entertainment public relations.
 Congratulations to Mathew and Krupp.  Best 
wishes to you in the remainder of the academic year!

CHAPTER UPDATE
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 The Detroit office of Weber Shandwick Worldwide, located in Birmingham, Mich., looks like it was plucked from the 
pages of a decorating magazine. Bright colors on the walls, open spaces throughout the office and modern furniture set a tone of chic 
success – appropriate for a firm calling the old Jacobson’s department store building home.
 And Weber Shandwick is successful.
 One of the largest public relations firms in the world, Weber Shandwick has more than 100 offices on six continents. Part of 
The Interpublic Group of Companies, which also includes McCann Erickson, Momentum and MRM Worldwide, Weber Shandwick 
Detroit focuses on the auto industry, and General Motors Corp. is its biggest client.
 Andy Shueneman, vice president of Weber Shandwick Detroit, said GM benefits from the broad reach of the company. 
Being a client of Weber Shandwick is “good for GM as a global product” because of the network of offices with varying expertise. 
While the Detroit office focuses mainly on consumer public relations for GM, other offices, such as Seattle, are strong in technology. 
Shueneman said the Detroit office is small, so it is not unusual to call on other offices around the country and world for help with 
larger projects.
 One of Weber Shandwick Detroit’s most successful projects was the Pontiac Solstice launch. The car, a sporty roadster, was 
launched on the hit television show “The Apprentice”. The campaign played up the sex appeal of the car, and having the vehicle 
launched on the show helped build momentum, Shueneman said. The launch was a huge success. The first 1,000 cars sold in 41 
minutes the day after the show aired. Before any vehicles were even produced, there was a 13,000-person waitlist for the Solstice.
 Kristina Adamski, an account executive and Wayne State University alumna, organized a successful campaign for OnStar, 
GM’s in-vehicle safety system. Rather than simply write a press release and send it to journalists, Adamski invited them to ride in 
an OnStar equipped vehicle so they could see a demonstration of the technology in action. It was more effective than a press release 
because the reporters understood the technology, Adamski said.
 To facilitate the training of the next generation of public relations practitioners, Weber Shandwick provides worldwide 
internship opportunities for students. KyungJin Lee, a recent intern with Weber Shandwick Detroit, said working with the agency 
was a challenge, but a good place to start. Lee said the Detroit office had “a friendly atmosphere, and they’re willing to teach.”
AuBree Taylor, an assistant account executive at Weber Shandwick Detroit, emphasized the importance of internships and 
networking. Taylor said interning at Weber Shandwick involves a lot of research and scouring through media materials, but the 
agency provides an excellent learning environment and plenty of networking opportunities. “Networking is important,” Taylor said, 
“even after you have a job.”
 For more information about Weber Shandwick Detroit, please visit www.webershandwick.com.

PROFILE ON:  WEBER SHANDWICK WORLDWIDE
by Rebecca A. Stevens

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

CALENDAR OF EVENTS

Tom Eisbrenner
President, Eisbrenner Public Relations

November 30, 2005
1:45 p.m.

Room TBA

Holiday Party
Wednesday, December 14, 2005

12:30 p.m.
Place TBA

Winter 2006 Membership Drive
February 2006

For more information on all events, please contact the 
Executive Board at wsuprssa@gmail.com
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 Have you ever wondered what kind of job you’ll be able to get  after working so hard to earn that degree in public releations? 
Recently, The Salute sent a survey to area public relations practitioners in order to give students a glimpse into the PR positions that 
exist, at what companies and what the PR professionals do in those positions.

Peter Van Dyke - Detroit Institute of Arts, Communications Coordinator
A graduate of WSU’s public relations program, Van Dyke assists in all aspects of media and public relations planning and 
implementation, including but not limited to:  researching, developing and maintaining media lists; developing and pitching story 
ideas; planning media previews and news conferences; fulfilling media requests for interviews, information or images; writing and 
distributing news releases; compiling media kits; ensuring information gets posted on the DIA Web site; supervising photo and/or 
video shoots; maintaining a file of current museum information and news clips; and accommodating media tours as requested 
by the Convention and Visitors Bureau or other organizations.  Van Dyke is also involved in the museum’s program review and 
development committee, museum shop advisory board and the public relations grand opening strategy team.

Jennifer Gumm - Bianchi Public Relations, Account Coordinator
Gumm is responsible for media relations and writing news releases, fact sheets, articles and biographies. She also assists with daily 
client activities, including: monitoring, clipping and distribution of media coverage; media pitch calls; creation and maintenance of 
media and client databases; compiling press kits; conducting industry research; and proofreading and formatting documents. Gumm 
attends and assists with new business pitches.

Dan Vecchioni - DTE Energy, Managing Editor
Vecchioni works in the employee communications department. He primarily serves as editor and chief writer for DTE Energy’s 
employee magazine. In this role, he conceptualizes stories, assigns them to the writing staff, writes and edits copy, and works 
with designers and photographers. Vecchioni also provides communications planning and counseling, contributes to electronic 
communications vehicles, helps develop research tools, and assists senior management in face-to-face communications.

Eric Kushner - Airfoil Public Relations, Vice President
As a vice president at Airfoil, Kushner’s responsibilities fall broadly into three categories: client service, business development 
and operations. He is accountable for the performance of his team members, specifically in ensuring that the team is meeting 
and exceeding client expectations through “Higher Thinking,” Airfoil’s branded commitment to combining imaginative, focused 
strategies with highly developed competencies and superb implementation.

R. Andrew Hetzel - Blue Cross Blue Shield of Michigan, Vice President, Corporate Communications
Hetzel provides executive leadership to the division that manages the following communications functions for Blue Cross Blue 
Shield, Michigan’s largest health insurer: advertising, strategic communications, media relations, employee communications and 
corporate e-business.

UPDATES ON PROFESSIONALS
Compiled by Kaileen C. Connelly and Rebecca A. Stevens


