
2021-2022



2021-2022 Executive Board

Elizabeth Ryan
 Chapter President 

Cheri Hollie
 VP of Programming

Leah Pavone
VP of Fundraising

Deborah Trotter
VP of External Affairs

Lucas Moody
VP of Digital 

Communication

Nora Rhein
VP of Membership Services

Amanda Bastien
VP of Internal 

Communication

1



Letter from the President
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Dear All, 

As my undergraduate career comes to an end, I can’t
help but reflect on my time in PRSSA and the
program. It has been an honor to serve as your
president this year. I joined PRSSA as a freshman in
2018, and if you would’ve asked me then how
PRSSA would affect my life, I wouldn’t have known
how to answer. Fast forward four years later, and I
could talk forever about how grateful I am for this
program and all the opportunities it has provided
me. 

I am very proud of all our chapter has accomplished
this year. We had to navigate planning events,
panels and workshops in a hybrid climate. Our
chapter hosted many virtual happy hours with public
relations professionals around Detroit. In addition,
we hosted a Campaigns and Tactics Panel where we
learned about different campaign strategies and
skills. We designated March our Professional
Development Month, where our chapter hosted a
speaker about leveraging LinkedIn, hosted a
successful headshot fundraiser and held a resume
workshop. 

Elizabeth Ryan,
Chapter President



While PRSSA held its International Conference virtually, our executive board 
had the chance to take a trip to Pittsburgh. We attended the “Get to the Point” 
District Conference hosted by Point Park University and Duquesne University. 
Our executive board participated in agency tours at Highmark Health and BCW 
Global, where they had the chance to network with area professionals. In 
addition, they participated in breakout sessions where they learned about 
effective ways to work from home, lessons learned after graduation and 
embedding DEI in storytelling. 

This year would not have been possible without the hard work of my executive 
board. In addition, I would like to thank the previous PRSSA presidents and 
executive boards for their hard work in navigating the chapter through the 
pandemic. And, of course, thank you to all the professionals and the 
Department of Communication for your continued support of our program.
Lastly, congratulations to the incoming executive board. Our chapter will be in 
great hands, and I cannot wait to see where you lead us.

Your 2021-2022 Chapter President, 

Liz Ryan
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Non-transactional Relationships: The Key 
to Authenticity in Public Relations
by Nora Rhein

Picture this: You’re about to pitch a story idea from your organization to the 
press. Your story idea is rich with human interest, facts and multiple angles and 
opportunities. You’ve done your due diligence on this project, and you’re 
positive that it will drum up media attention. You hit "send" on your pitch email. 
Calls should be flooding in at any moment now ... right?

After a few days of radio silence, you wonder where you went wrong. Was the 
story not newsworthy enough? Was the news release too vague? Surely any 
writer would have loved to pick up this story! Maybe you’re right, but there’s 
just one problem - every writer in the city received the same cookie-cutter 
media pitch. The email template you used to pitch your story to Publication A 
was the same one you used for Publication B, even though these publications 
have completely different aims. You failed to do basic research on the 
journalists you were pitching to, employing the “spray and pray” method. As a 
result, these publications see right through your pitches, with no incentive to 
pick up your story.
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The above scenario is undesirable, but it’s also bound to happen at least once to 
young professionals. When you’re just starting in the field, you don’t have the 
experience or resources to know who’s who. You make your best-educated 
guess, hoping that someone will pick up your story idea. There’s nothing wrong 
with making that mistake, but because the “spray and pray” method is 
disingenuous, it leads to a general distrust of public relations practitioners. After 
all, if you’re pitching the same story angle to every publication in town, there is 
nothing exclusive about it to draw in a journalist. There are still plenty of public 
relations practitioners who work this way. As the media world evolves, this 
needs to change. 

We should see the partnership between public relations professionals and 
journalists as just that: a partnership. The two fields desperately need each other, 
even as both parties might hate to admit it. This interdependency is why we need 
to prioritize the non-transactional relationship in modern media professions to 
benefit everyone. A story from someone you know is far more credible and 
exclusive than one from a random news release. Similarly, you would want to work 
with a journalist that you know would write about your story with reverence. We 
shouldn’t approach every relationship asking, “What can I get out of this?” Instead, 
we should put the relationship first, creating a genuine bond between media 
professionals to incentivize both individuals. Non-transactional relationships, 
though that may sound like an oxymoron in our field, are the key to authenticity 
and credibility.

It won't be easy as a young professional, but there are actions you can take now to 
build relationships that will make your life easier later. First, take advantage of 
student organizations! Although everyone may be a student now, those meetings 
are full of future professionals. Second, take every opportunity you have. Whether 
you get an internship or a chance to build a writing portfolio, these activities will 
introduce new professional relationships into your life. Finally, treat every 
professional relationship with respect and genuine interest. Although a relationship 
may present opportunities down the line, the best way to get to know people is by
being authentic. The untrustworthy exploit their relationships, so build yours simply 
for their own sake. Genuine, non-transactional relationships create the most 
credible and authentic media partnerships. There is so much inauthenticity in the 
world, so make it your mission just to be real. 



An easy way to stand out in any knowledge work environment is to be 
insatiably curious. By being curious about the social, cultural and political 
environments we inhabit, we accumulate contextual knowledge that allows us 
to grow in self-awareness and, ultimately, build a reserve of experience that 
makes us more flexible performers in less time. Further, we begin to see 
challenges as opportunities to integrate the lessons of new experiences into our 
communications execution and planning. Discovery is about becoming attentive 
to the beauty and complexity of ordinary experiences and interactions. If we 
are not intentional about the discovery process, we consistently miss 
opportunities to build connections between ideas, prepare for crises and bridge 
disparate datasets to create new value. 

Research is one of the core elements of the PR process, and research quality is 
driven and ensured primarily through curiosity supported by best-in-class 
software or equipment. A fundamental objective of the research process is that 
we make sense of complexity. When we delve into research excitedly, we are 
more likely to emerge with original ideas about what elements of the system 
under investigation - whether a client's past news coverage, ongoing business 
initiatives or internal changes - will activate audiences. This passion will help us 
determine where to develop messaging for the best results by allowing us to 
escape the limitations of habit. Those who ask more questions are better critical 
thinkers.

Habits of Mind: The Importance of Curiosity 
in PR and Life
by Lucas Moody
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In the fifth volume of "In Search of Lost Time," Marcel Proust writes that "The 
real voyage of discovery consists not in seeking new lands but seeing with new 
eyes." As young professionals undertaking a career at the nexus of social and 
creative labor, we must surrender to the spirit of curiosity, immersing ourselves 
in our clients' stories and industries while keeping tabs on related news. We 
must always emphasize the interests of the audiences and journalists with 
whom we build relationships. Reasoned curiosity is a fundamental component 
of good judgment, and it is hard to teach. Yet, it is something we can all choose 
to practice daily, improving our empathy and enjoying the present. 

PR calls into action all that we can be, which is likely why many consider it such 
a challenging profession. It demands that we improve our social and emotional 
intelligence, business and legal literacy, intercultural competence and planning 
and prediction capabilities. Most work necessitates some form of self- 
improvement, and everyone can benefit from embracing curiosity in their daily 
lives. However, as a research-oriented career and legitimate social science, PR 
is distinguished in its kindness to the curious, and the curious are good for PR. 
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As a senior, I have been actively looking for a full-time professional position 
after graduation. During the job search process, it is important to remember 
the power of LinkedIn when trying to catch the eye of a potential employer. 
Knowing how to navigate the site and create a professional personal profile 
is a step toward landing an internship, part-time or full-time position. 

This March, I had the opportunity to attend the virtual “Leveraging LinkedIn” 
event hosted by Amanda Juip. Amanda is an expert in her field, spending 
several years at LinkedIn establishing the travel vertical for the marketing 
solutions team. She educated clients and high-value members on the power 
of professional networking. This event was beneficial in highlighting key tips 
for improving your personal LinkedIn page and finding a professional 
position. Those tips concerned the following:

"Leveraging" Your
by Leah Pavone

A Professional Profile Photo 
You do not need to have a professional headshot 
for your profile photo. Although this is the ideal 
option, some do not always have access to this or 
don’t prefer it. A high-quality selfie with a neutral 
background is just as valuable in grabbing the 
attention of future employers. 

Experience 
Put down experience relevant to the field you are 
looking to work within. That would include past 
internships, school organizations, volunteer work, 
academic achievements or anything else you feel 
is relevant to the position you want. LinkedIn 
categorizes each of these, so you can easily add 
and organize them in your profile. 8
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Attachments 
LinkedIn allows its users to attach any professional project or materials 
they have worked on, giving their profile the feel of a digital portfolio 
website. You can include blog posts, academic work samples, 
presentations, certifications or even add a link to your professional 
portfolio.   

Connections
During my experience in PRSSA, I have had the chance to meet 
professionals from all over. If you find yourself in this situation, look to 
connect with them through LinkedIn. You should do so within 24-48 hours 
of meeting them. Attach a personal note to the professional when you 
invite them to connect.  

Overall, Amanda’s presentation gave students valuable insight on using the 
social platform LinkedIn to make their profile stand out and enhance 
relationship-building opportunities. Whether they have only begun or have 
been using the social platform for some time, Amanda was able to provide 
information for all different groups of students. These are tips that we will 
be able to carry with us throughout our professional careers. 

Job Hunting
LinkedIn is a great way to look for an internship, part-time or full-time 
position in your desired field. Companies are consistently posting a wide 
range of job opportunities. These job listings are very detailed and give you 
an idea of what to include in your resume and cover letter when applying.



The Ethicality of Persuasion in 
Advocacy and Storytelling 
by Elizabeth Ryan

 
Is persuasion ethical? That is a question industry professionals have debated for 
years. Persuasion is present everywhere, whether we notice it or not. We can 
observe it in our writing, the colors chosen for graphics and logos, font and 
more. One can even argue that every action we perform - for example, the way 
we dress or talk - constitutes a form of persuasion. 

To answer the long-debated question: Yes. Persuasion is ethical by definition. It 
is inherent in all of our strategies. As public relations professionals, a primary 
function of our work is strategic storytelling and advocacy for our clients. While 
performing our duties, we must keep our PRSA Code of Ethics in mind, with 
particular attention to the values and provisions.

While persuasion is ethical by definition, it allows for free and informed choice 
by the individual public relations professional. The codes, values and provisions 
do not ensure ethical behavior and do not punish unethical behavior. The codes 
are not enforceable under any law; thus, it is our responsibility to use them as 
guides when attempting to use a form of persuasion or facing a dilemma. 
Dilemmas can cause cognitive dissonance for practitioners because they are 
problems that have probable reasoning on both sides. When facing a dilemma 
or considering a particular form of persuasion in your organization, it is 
essential to remember that telling stories to advocate for your client is the most 
important thing to do to appear credible and trustworthy to the public.

As Edward R. Murrow once said, “To be persuasive we must be believable. To 
be believable we must be credible. To be credible we must be truthful.” 
Following the values, provisions and ethical codes by PRSA and other 
institutions can guide the way for public relations professionals when they face 
any ethical issues that may arise. 
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I am a public relations and creative writing student at Wayne State University and 
have been making music since I was about 14 years old. In 2021, I had the 
opportunity to audition for a FOX singing competition titled “Alter Ego.”

In my mind, there was no way I would make it onto the show. As an Arab- 
American woman in a hijab, I figured that I did not fit the television industry's 
standards. Then I learned about the show's huge twist: It was a hidden identity 
competition. Despite my reservations, I sent my audition. Two weeks later, I 
received a life-changing phone call - I had made it to final auditions. Out of 
thousands of applicants, I would fly out to L.A. with 45 people from around the 
nation. They told us they would pick 20 of us for “Alter Ego," and we spent the 
week in L.A. preparing for final auditions. 

After learning that I made it onto the show, I spent the next two months in 
California filming. My public relations experience and classes came in handy when 
I had interviews. I knew to remain clear and concise to get my points across and, 
of course, be transparent. It was amazing to have the opportunity to raise 
awareness of bipolar disorder and to talk about being from underrepresented 
communities on a network as big as FOX Alternative Entertainment. 

Adventures of an Arab-American on “Alter Ego” 
by Israa Darwich

Israa and her avatar on the show
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When I returned to Michigan, I had more support than ever before. As the 
episodes aired, my community watched as I made it to the season finals. When I 
was eliminated, my identity was revealed to judges Alanis Morisette, Nick 
Lachey, Grimes and Will.I.Am. 

After the show, PR agents connected me to news sources like The Atlantic, 
MLive and FOX 2 Detroit for interviews about my experience. While talking to 
those agents, I realized that I am doubtlessly pursuing my degree in the right 
field because I loved hearing about their jobs. I was even able to interview one 
of the PR agents for a project in Professor Shelly Najor’s class. 

After my “Alter Ego'' experience, I decided to start recording and producing my 
own music. Now, I am entering my senior year at Wayne State and continuing 
to make music on the side. You can find my music on all platforms such as 
Spotify, Apple Music and more! 
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The Judges of "Alter Ego": Alanis Morisette, Nick Lachey, Grimes and Will.I.Am. (L to R)
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2022 Pittsburgh District Conference Recap
by Cheri Hollie

Being a part of Wayne State’s PRSSA executive board has had many advantages, such as 
professional networking, industry experience, campus involvement and more. 

This past weekend our executive board had the privilege to travel to Pittsburgh, 
Pennsylvania, to participate in the “Get to the Point” district conference hosted by the 
Point Park University and Duquesne University PRSSA chapters. This conference gave us 
the opportunity to: 

The conference began with agency 
tours. Our board toured Burson 
Cohn & Wolfe (BCW) agency and 
Highmark Health, getting an inside 
look at their company missions, 
successful case studies, campaigns 
and Public Relations strategies. 
BCW showed us the 2022 Super 
Bowl ad with Hellmann’s 
Mayonnaise. We also saw their ads 
featuring comedian Pete Davidson 
and NFL star Jerrod Mayo, which 
they recently added to their 
portfolio.

Tour professional workplaces 
Experience panels and discussions 
from PR pros
Network with PR students and 
professionals 



On the second day, the conference featured a 
keynote speaker and breakout speaker sessions. 
The keynote speaker was Paul Furiga, President of 
WordWrite. Mr. Furiga’s presentation addressed 
how to build your own story and make yourself 
marketable in the professional workspace. This 
presentation gave priceless advice on in-person and 
digital networking. It was great to hear Mr. Furiga’s 
direction as he is a credible and successful 
professional in the Pittsburgh PR community. 

After Mr. Furiga’s keynote talk, we attended 
breakout sessions. The first talk I attended was a 
panel that discussed working in PR from home. 
The professionals in this panel came from a wide 
range of areas in the PR field. The panelists gave 
us information about creating boundaries while 
working from home, the pros and cons of that 
work arrangement and how they still establish a 
connection with their coworkers while working 
from home. As a senior PR student, this panel was 
interesting to listen to as I begin my professional
PR career. 

 
After this panel, I sat in on a presentation titled “Lessons Learned After Graduation”
by Robin Rectenwald, Account Director at BCW. This talk was my favorite of the
weekend. It showcased Ms. Rectenwald’s career from college graduation to now.
Some of the lessons the speaker mentioned in this talk include never stop learning,
find your personal brand and tell authentic stories for effective PR.

The involved universities did a great job coordinating the “Get to the Point” district
conference, and participating gave our board insightful information and opportunities
that can take our careers in PR to the next level. In addition, it was a great privilege to
visit the beautiful city of Pittsburgh and connect with PR students and professionals. 
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Thriving in the Digital Era
by Lucas Moody
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On Oct. 19, 2021, speakers Aurora Meyer, LiRon Anderson-Bell and Elissa Hill 
presented in the ICON webinar “PRogress Through Tech in Digital Analytics.” The 
push to make PR measurable in practice and effect has created new complexities 
for comms pros, and the speakers clarified the skills that pros need to thrive in the 
digital era. They also discussed specific tactics and strategies to help practitioners 
meet business goals and influence conversations. The speakers had seven primary 
talking points.  

First, they discussed the top-future-focused skills, with data 
analytics ranking first. Other future-focused skills include video 
production, SEO, digital design, user experience (UX) writing and 
design, predictive AI, data management, coding and chatbox 
software. 

Next, they pointed out that incoming professionals need to 
understand the how and why of using data to plan. The speakers 
emphasized setting up systems and processes through Meltwater 
or Cision as a way to prevent crises. PR teams can create watch- 
and-escalate plans using media monitoring and engagement 
tools. By establishing baseline metrics, they can detect unusual 
occurrences that demand attention. Additionally, in setting up 
systems, they have an opportunity to benefit ROI by determining 
KPIs. 

Another must is the implementation of positive day-to-day data 
analysis/management habits. A key to data analysis is always-on 
monitoring. One never knows when a potential crisis may be 
brewing. Another positive habit is for teams to ensure they back 
up their data by asking who owns it and never failing to do so for 
data produced by third parties. The speakers also recommended 
comparing team data metrics with platform reports such as those 
on Facebook or other social media platforms. 
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Teams can also develop crisis pre-plans using insights. It is 
essential not to lose time regarding the practice and 
operationalization of crisis response tasks. With established 
monitoring systems, PR pros can use real-time insights to 
foster a predictive environment, analyzing trends through 
consistent and even hourly reports and closely attending 
ongoing conversations. Furthermore, sentiment analysis can 
help teams determine the factors shaping the narrative. 

Data should not only be collected but questioned. PR pros should 
return to and question prior data sets. These must be backed up on 
at least a monthly basis, depending on who needs what and when. 
Ideally, teams will have PDFs with organized data visualizations. 
The presenters emphasized that systems are not all-knowing, and 
sometimes troubleshooting can help pros move beyond their 
limitations. For example, sentiment sensors are sometimes overly 
sensitive to specific keywords and miscode a sample text's tone. 

Not only is some data worth questioning, but some metrics are 
more conducive to business goals. The metrics a team chooses 
should directly concern its business goals and the actions that it 
wants stakeholders to take. Professionals should break this 
action-taking process into defined steps to better assess the 
metrics that will be useful to them. 

The presentation culminated with an unveiling of the speakers' 
magic formula for data analytics, which relates to business goals, 
industry trends and audience insights. Together, these elements 
lead to business success. Business goals determine the PR team’s 
top priorities and guide their data needs. Further, when the PR 
function knows industry trends, it can determine where unique 
opportunities and risks exist. When it understands how and where 
its client or company's audience participates, it can forecast what 
its audience does or does not want. Overall, this understanding of 
how to use data informs the PR team so that it can develop better 
content, make better pitches and drive concrete results. 



Congratulations to All Award Winners!

Berg Muirhead Public Relations Scholarship for Student 
Advancement
Jessica ZacharaJessica Zachara

Chantia NormanChantia Norman

Jeannine Gregory Leadership Award
Beth CharnockBeth Charnock

Renee Abraham-Harries Memorial Endowed Scholarship 
in Public Relations
Logan McDillLogan McDill

Veronica WeisenbachVeronica Weisenbach

Michael and Judy Layne Annual Scholarship 
in Communication
Matthew WilliamsMatthew Williams

Alumni Achievement Award
 Alexander SebastianAlexander Sebastian

 Alumni Honoree
 Kristin ShawKristin Shaw

 Alumni Honoree
Stephen JonesStephen Jones
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Our programming would not have been
possible without professionals contributing

to our chapter's development.
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Letter from the Editor

Dear Readers,

I hope you've enjoyed the 2022 edition of 
Salute. This publication showcases the breadth 
of learning our chapter activities and events 
have facilitated in the last year, allowing us to 
become more proficient communicators in a 
changing world and teaching us the mindset 
necessary for continued adaptation. 

This learning would not have been possible 
without the support of the many professionals 
from Metro Detroit and beyond who have 
been gracious enough to share their passion
for public relations work. Our chapter sincerely 
thanks you for your investment in the next 
generation of PR professionals. 

I'm grateful for the opportunity to share our 
chapter members' experiences. This collection 
of imperative lessons for professional 
excellence, personal growth and relationship 
building will prove a lasting resource for future 
members.

Your 2021-2022 Salute Editor, 

Lucas Moody

Lucas Moody,
 Salute Editor and Designer
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We are the James S. Measell Chapter of the Public
Relations Student Society of America that was
created in 1983 on the campus of Wayne State

University.
 

Our mission is to provide guidance, motivation, and
opportunity to up-and-coming professionals in

Detroit. We create programming and opportunities so
students can keep pace with the ever-changing

industry.
 

Our workshops complement our classroom studies.
Our tours give us insight into potential careers. Our
shared events with PR professionals help us build
networks. Our executive board positions teach us

leadership skills.


