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AgendA
Time Topic Presenter Room

7:30 - 8:00 a.m. Registration, Continental 
Breakfast and Networking

n/a Commons 
Lobby

8:00 a.m. 
Welcome

Welcome Sarah Matsumoto
IABC MN President

Johnson 
Great Room

8:15 - 9:00 a.m. 
Morning 
Keynote

Thriving in an Age of 
Disruption: The Convergence 
of Communications, Business 
and Technology-Enabled 
Marketing

Dan Mallin
Founder and CEO
Equals 3

Johnson 
Great Room

9:15 - 10:00 a.m. 
Breakout 
Sessions #1

Beyond the Label: The 
Limitless Communicator

Rebekah Fawcett
SVP, Head of Enterprise 
Communications
U.S. Bank

Johnson 
Great Room

Using Data to Guide Business 
Strategy

Mike Goracke
Digital Strategist & 
Strategy Discipline 
Manager
RBA Consulting

Swain 
Room

Shield Bearer or Seasoned 
General: How the C-Suite 
Engages and Leverages Crisis 
Communications Consultants

Paul Omodt, ABC, APR, 
MBC
Omodt & Associates 
Critical Communications 
 
Adjunct Professor
University of St. Thomas

Mike Porter, PhD
Professor
University of St. Thomas

Ski-U-Mah 
Room

10:15 - 11:00 a.m.  
Breakout 
Sessions #2

The Physics of Brand Aaron Keller
Co-Founder
Capsule Design

Swain 
Room

Corporate Social 
Responsibility: The Messages 
That Matter

Dr. Amy O’Connor
Assistant Professor
U of M Hubbard School 
of Journalism and Mass 
Communication

Ski-U-Mah 
Room

11:15 a.m. - 
12:45 p.m.  
Lunch and 
Keynote

Edelman 2018 Trust 
Barometer

Jay Porter
President
Edelman Chicago

Johnson 
Great Room
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Time Topic Presenter Room

1:00 - 2:00 p.m. 
Media Relations 
Panel 

Navigating a Distrustful World 
Hungry for Credible News

Moderated by:
Michael Walsh, ABC, APR
VP of Corporate 
Communications
U.S. Bank

Neal St. Anthony
Business Columnist/
Reporter
Star Tribune

Dale Kurschner
Editor
Twin Cities Business

Dirk DeYoung
Editor
Minneapolis/St. Paul 
Business Journal

Chris Graves
Managing Editor, Digital 
Minnesota Public Radio

Johnson 
Great Room

2:15 - 3:00 p.m.  
Breakout 
Sessions #3

Reality Check: Tackling 
Tomorrow’s Trends Today

Nina Hale
Founder
Nina Hale

Joel Erb
Sr. Director of Digital 
Growth
Padilla

Johnson 
Great Room

Building a Brand from the 
Inside-Out

Nicki Gibbs
EVP, Strategy
Beehive Strategic 
Communication

Swain 
Room

Think Like an Executive: How 
to Advance Your Career in 
Communications

Steve Wehrenberg
Teaching Professor and 
Program Director
U of M

Ski-U-Mah 
Room

3:15 - 4:00 p.m. 
Closing Keynote

The Art of Building Trust Rhoda Olsen
Vice-Chair, 
Board of Directors
Great Clips

Johnson 
Great Room

4:00 - 4:15 p.m. Closing Remarks and Door 
Prizes

*Must be present to win Johnson 
Great Room
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Topics

MORNING KEYNOTE PRESENTATION  
8:15-9:00 A.M. | JOHNSON GREAT ROOM

Thriving in an Age of Disruption:  
The Convergence of Communications, Business 
and Technology-Enabled Marketing
Dan Mallin, Founder and CEO, Equals 3

In today’s world, disruptive technologies such as Artificial Intelligence and Augmented 
Reality, continue to emerge at breakneck speed. How do you stay ahead of the curve 
and take advantage of these game-changing platforms? Discover how the power of 
today’s emerging technologies can be directly applied to the world of marketing and 
communications.

In this session, Dan Mallin, a recognized force in digital marketing and technology-based 
entrepreneurship, will share his insight on how to thrive in an age of disruption. From the 
early days of the internet and the first websites, to business portals of the dot-com era to 
the latest generation of 1:1 marketing — integrating sales, service, and marketing — Mallin 
has a broad history of building businesses that help clients take advantage of cutting-edge 
digital transformation. In the past 20 years, he has grown and sold four businesses and 
built forward-thinking ad tech platforms that are still in use day-to-day by some of the 
world’s largest brands, agencies, and media firms. His real-world experience and client-
tested, proven advice will leave you inspired by new and exciting ways to connect with your 
customers. As a demonstration of the power of these emerging technologies, you will also 
have a chance to meet Lucy, the marketing professional’s cognitive companion powered by 
IBM Watson.
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BREAKOUT SESSIONS #1 | 9:15-10:00 A.M.

Beyond the Label: The Limitless Communicator 
JOHNSON GREAT ROOM

Rebekah Fawcett, SVP, Head of Enterprise 
Communications, U.S. Bank

Many communicators came of an age in an era when there were clear lines between internal 
and external communications – when talking to and with employees was an extension of 
human resources and engaging with outside-the-organization audiences was geared more 
toward marketing. Those lines have virtually disappeared with the advent of multimedia, 
citizen journalism and corporate social responsibility. Coupled with changing demographics, 
technological savvy and consumer expectations, a refined view of how to communicate in 
the 21st century has emerged. Managing the new paradigm requires us to think differently 
about how we structure our communications teams, design our vehicles, counsel our senior 
leaders, and ensure we have the right talent in the right roles to engage in this changing world.

Key Points to be Learned 

 Â Content reigns supreme. The successful communicator is one who knows what makes a 
good story and tells it most effectively, focused on the audience and agnostic of channel.

 Â The death of the intranet has been widely exaggerated. There is a reason we still have 
multiple channels to tell a story, and it’s not inertia. To make our channels successful in a 
new communications age, we need a clear point of view about when, where and how to 
use them – and we need to understand how they are (and are not) consumed.

 Â One size does not fit all. The principles that make your messengers great transcend 
internal and external boundaries; play to their strengths and mitigate their weaknesses 
strategically both inside and your organization.

Managing the new paradigm requires us 
to think differently about how we structure 
our communications teams, design our 
communication vehicles, develop our 
strategies, counsel our senior leaders, and 
ensure we have the right talent in the right 
roles to engage in this changing world.
 REBEKAH FAWCETT

“
” 5



Using Data to Guide Business Strategy
SWAIN ROOM 

Mike Goracke, Digital Strategist & Strategy Discipline 
Manager, RBA Consulting

Regardless of your current relationship with data, it is becoming an essential job function 
to be able to articulate the performance of your efforts to the rest of the organization. This 
session will explore how to begin measuring organizational success (including operations, 
marketing, and financing), as well as provide an actionable framework to use to help focus 
efforts. You will see real-life examples of how many organizations are measuring success 
today and how some of our more sophisticated clients are focusing their efforts to drive 
better results. 

Key Points to be Learned

 Â The difference between being data curious, data informed, and data driven

 Â Common mistakes and challenges organizations encounter when measuring success

 Â How to build a measurement framework

Shield Bearer or Seasoned General:  
How the C-Suite Engages and Leverages 
Crisis Communications Consultants  
SKI-U-MAH ROOM

Paul G. Omodt, ABC, SCMP, APR, MBC 
Omodt & Associates Critical Communications; 
Adjunct Professor, University of St. Thomas

Mike Porter, PhD, Professor, University of St. Thomas

Behind the lines of every well-managed crisis for a major organization is the invisible 
advisor who arrives with a strong forearm of experience to establish a first line of defense 
and protection through the battle. Much has been written about the strategic and tactical 
practices of dealing with crisis, but this research, sponsored by the University of St. 
Thomas, focuses on the relationships among key executives in pulling together a team and 
maintaining it through the fray.

Preliminary data analysis offers insights into differences between: firms that plan for crisis 
and those that don’t; how consultants are engaged and by whom in the organization, and 
why; and roles and relationships among lawyers, communicators and other senior leader 
before, during and after crisis.

This session will present original primary research on how crisis communicators are 
selected, what executives look for in a counselor and how effective counselors make 
their mark.
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BREAKOUT SESSIONS #2 | 10:15-11:00 A.M.

The Physics of Brand 
SWAIN ROOM

Aaron Keller, Co-Founder, Capsule

Marketing and design are old friends. They’ve known each other for decades now and while 
they make some snide comments about the other, there’s respect and admiration for each. 
Yet, as friends, they’ve never been been together in “that” way.

This morning they woke up in the same bed.

What’s next?

The rest of this story of romance and babies will get told by Aaron Keller. He and his co-
authors married marketing and design to produce a book known as The Physics of Brand. 
The labor was 9 years long and included plenty of pain and suffering on all sides. You get to 
enjoy the ‘oohing’ and ‘ahhhing’ without losing any sleep.

You’ll learn why design and marketing need to get closer together, a few “tinder” tips for how 
the two (marketing and design) can meet up and get cozy, and key indicators of whether or 
not the relationship is going well.

Key Points to be Learned 

 Â Why design and marketing need to get closer together

 Â Tips for how the two can intersect more

 Â Key indicators of whether or not they are working well together

7



Corporate Social Responsibility: 
The Messages That Matter 
SKI-U-MAH ROOM

Dr. Amy O’Connor, Assistant Professor
University of Minnesota Hubbard School of Journalism  
and Mass Communication

Dr. O’Connor’s latest research, sponsored by the National Science Foundation, delves 
into the attitudinal reactions of partnerships within corporate social responsibility (CSR) 
initiatives. Building on a multi-year study, this research studies real companies and 
nonprofits, focusing on which corporations and nonprofits are likely to partner together and 
how different stakeholder groups (consumers & activists) respond to information about 
partnerships and CSR communication more broadly. The research informs the selection 
of CSR nonprofit partners, explains how some of the different types of partnerships are 
evaluated, and the way different organizations partner.

Key Points to be Learned

 Â Communication plays a central role in creating value and expectations in CSR

 Â The selection of nonprofit partners has significant impact on the success of CSR 
initiatives

 Â Stakeholder groups are more similar than different in their attitudes

 Â How proximity to headquarters influences evaluations
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Sharing ideas, embracing the unknown and 
being curious is much more exciting and 
productive when done with others.
 DR. AMY O’CONNOR
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LUNCH KEYNOTE PRESENTATION 
11:45 A.M.-12:45 P.M. | JOHNSON GREAT ROOM

2018 Edelman Trust Barometer
Jay Porter, President, Edelman, Chicago

Fake news. Tweet wars. Journalism under fire. Today’s volatile information landscape is now 
a headline of its own and is raising challenging questions for business and for society. What 
makes the media and other information sources trustworthy—or not? What steps can CEOs 
and other communicators take to earn trust?

Jay Porter will discuss the findings of the 2018 Edelman Trust Barometer and delve into the 
shifting expectations for the media, business leaders and institutions, as well as identify new 
opportunities for building trust. This annual study is Edelman’s annual trust and credibility 
survey, currently in its 17th year. What began in 2001 as a survey of 1,300 people in five 
countries has grown into a truly global measurement of trust across the world. The Trust 
Barometer is produced by Edelman’s integrated research, analytics and measurement 
division, Edelman Intelligence.

Key Points to be Learned

 Â Media, for the first time, is now the least trusted institution globally. This is led by the first-
ever significant drop in trust of platforms, including search engines and social media, a 
lack of engagement among consumers and the global fake news epidemic.

 Â Trust in the U.S. has suffered its largest-ever-record drop in the survey’s history. This 
demise of trust in the U.S. is driven by a huge lack of faith in government.

 Â The bright spot for media: journalists. A majority of countries surveyed experienced 
a double-digit increase in the credibility of journalists. By contrast, the credibility of “a 
person like yourself,” dropped six points to 54 percent, reversing a seven-year upward 
trend.
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MEDIA RELATIONS PANEL 
1:00-2:00 P.M. | JOHNSON GREAT ROOM

Navigating a Distrustful World Hungry 
for Credible News  
Mike Walsh, ABC, APR, Vice President of Corporate 
Communications, U.S. Bank

We are living in a distrustful world. One that needs credible media more than ever. But according 
to the 2018 Edelman Trust Barometer, the media is now the least trusted institution globally. 
The bright spot? Journalists themselves have experienced a double-digit increase in credibility. 
How do we make sense of this dichotomy, and what is the path forward? Our panel of notable 
local journalists will explore the concepts of trust and the media – specifically how professional 
communicators and the media can work together to win back the public’s trust, and how we can 
partner in developing substantive news and content for “owned” and “earned” channels alike.

Mike Walsh will lead a lively panel with representatives from the media including: 
 

 Â Neal St. Anthony 
Business Columnist/Reporter 
Star Tribune 
 
 
 
 

 Â Dale Kurschner 
Editor 
Twin Cities Business 

 

 Â Dirk DeYoung 
Editor 
Minneapolis/St. Paul Business Journal 
 
 
 

 Â Chris Graves 
Managing Editor, Digital 
Minnesota Public Radio
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Building a Brand from the Inside-Out 
SWAIN ROOM

Nicki Gibbs, EVP, Strategy
Beehive Strategic Communication

To effectively build their external brand, organizations must first build a workplace culture 
where employees internalize and live the brand’s mission, vision and values every day. When 
employees feel an emotional connection to the organization, understand their role, and feel 
inspired and empowered, they become powerful, authentic marketplace brand ambassadors. 
Whether communicating complex news, or galvanizing a new brand initiative across the 
organization, a consistent and authentic voice earns internal trust and moves business 
forward.

Key Points to be Learned:

 Â Effectively deploying employees as your brand’s frontline.

 Â Organizations who sustainably engage their people outperform those who don’t.

 Â Business expectations are rising and organizational leadership must partner with 
communications to view employees as consumers.

 Â Employee engagement is the key to business success, and two-way communication is 
the vehicle to help get us there.

 Â Emotional connections, positive energy and inspiration are the currency, and authentic, 
trusted brand ambassadors are the outcome.
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BREAKOUT SESSIONS #3 | 2:15-3:00 P.M.

Reality Check: Tackling Tomorrow’s Trends Today 
JOHNSON GREAT ROOM

Nina Hale, Founder, Nina Hale
Joel Erb, Senior Director of Digital Growth, Padilla

The world of digital communications seems to move at the speed of light. 
Just when the processes are in place to tackle our most pressing challenges, 
new trends emerge to disrupt the business of communicating. AI, VR, audio 
assistants—how can we keep up with it all? It’s time for a reality check. Behind 
these flashy new trends are the same core principles of communication and marketing 
strategy we’ve spent our careers mastering. In this session, you’ll learn how to identify and 
apply your practiced experience to the latest in digital.

11



Think Like an Executive: How to Advance Your 
Career in Communications 
SKI-U-MAH ROOM

Steve Wehrenberg, Teaching Professor and Program Director of the 
Professional M.A. in Strategic Communication, University of Minnesota 
School of Journalism and Mass Communication

Career management in the field of professional services and especially communications 
is all about managing yourself as an asset. That’s how to think like an executive. A former 
McKinsey consultant and author of the book Managing the Professional Services Firm, the 
text in my Management for Strategic Communication course, states that, “ … in professional 
life, if you are feeling comfortable, you are heading for trouble.” Learn how to think 
strategically about You As An Asset and to develop a plan for continuous career growth.

Key Points to be Learned:

 Â How to think strategically about career development.

 Â How to engage proactively and frequently in performance conversations with supervisors.

 Â How to think like an executive in terms of what you can do for your boss and what your 
boss can and should do for you.
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CLOSING KEYNOTE PRESENTATION 
3:15 P.M. | JOHNSON GREAT ROOM

The Art of Building Trust
Rhoda Olsen, Vice-Chair, Board of Directors 
Great Clips

Strong relationships are at the heart of successful organizations and individuals, and 
great relationships require trust. From listening and follow-through to accepting feedback 
without defensiveness, everything you communicate through words or actions either builds 
or breaks trust. Trust is not something easily given and it can be quickly lost. Trust must 
be earned and maintained through a purposeful focus on the core values that drive you, 
your company, and its employees. Learn how Rhoda Olsen led Great Clips, Inc. to build 
trust with 1,200+ salon owners and their 40,000 stylists across North America to turn this 
Minneapolis-based hair salon brand into a billion dollar franchise business.

CL
O

SI
N

G 
KE

YN
O

TE
 P

RE
SE

N
TA

TI
O

N
  |

  3
:1

5 
P.

M
.

Topics

12



THANK YOU TO RBA FOR THEIR 
EXCLUSIVE SPONSORSHIP OF 
CONVERGENCE SUMMIT 2018!

www.rbaconsulting.com

Printing sponsored by:
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speAker Bios
Dirk DeYoung is the editor of the Minneapolis/St. Paul Business 
Journal, the Twin Cities’ premiere source of breaking local business 
news online every day, including morning and afternoon email editions, 
and deep business analysis and information in print weekly. 

DeYoung joined the Business Journal in 1995 and has been editor 
since 1999. He’s also been a managing editor, reporter and research 
director at the newspaper. 

Prior to that, he was a reporter for daily newspapers in Mason City, 
Iowa, and Fergus Falls, Minnesota. 

He has a B.A. in journalism from the University of Minnesota and lives 
in Minneapolis with his wife, Sarah, and son. They also have a daughter 
who’s in her second year at Colorado College. 

Dirk DeYoung
Editor

Minneapolis/St. Paul 
Business Journal

Joel Erb has a restless mind – and the people he helps appreciate that.

At 15, Joel started his own digital agency, which he later named INM 
United. He went on to co-found several other technology companies 
too, including the digital platform SpotTrot. There he collaborated with 
talents like Dave Mathews to connect musicians and their fans.

Since then, Joel’s gained two decades of experience developing smart, 
insightful digital strategy for start-ups, multinationals, schools and 
nonprofits. A seasoned tech entrepreneur, Joel is known as a strategic 
change agent. He understands how technology fits within complex 
business environments, and uses it precisely — solving problems and 
capturing pivotal opportunities.

Joel heads the Padilla digital team, where he leads digital initiatives 
and creates new business opportunities. His client experience includes 
companies such as AOL, Allianz, Walmart, BFGoodrich, Air New 
Zealand, Virginia Commonwealth University and Virginia Wine.

Recently Joel has added to his experience in the health, wellness and 
nutrition sectors by helping start-ups like RoundTrip and Modo. He’s 
inspired by impactful technology that improves people’s lives and 
health.

Joel has been recognized as a Rising Technology star by the Greater 
Richmond Technology Council, Young Entrepreneur of the Year by 
the Small Business Administration and one of Virginia’s Top 40 Under 
40. In 2009, he was featured in Upstarts!, a book featuring young 
entrepreneurs.

Joel Erb
Senior Director of 
Digital Growth

Padilla

14



Rebecca Fawcett
SVP, Head of 
Communications 

U.S. Bank

Rebekah Fawcett is senior vice president and head of enterprise 
communications for U.S. Bank. Her team is responsible for all internal 
and external communications related to the company’s brand, 
strategy and corporate support functions, and she oversees all of the 
company’s strategic communications channels. She joined U.S. Bank 
in late 2012 after spending more than 12 years working in positions 
of increasing responsibility within the communications and human 
resources functions at a Fortune 100 grocery retailer and wholesaler. 
Rebekah’s passion is in building communications practices from the 
ground up, developing structures and governance processes that elevate 
communications effectiveness, and bringing alignment and focus to 
strategic, cultural and engagement communications. She has spent 
most of her career helping senior leaders build their executive visibility 
and presence, and opening up the doors to communications at all level 
of the organization. She also has experience teaching professionals 
how to actively listen, write more effectively, and strengthen their 
communications skills. A former newspaper reporter, Rebekah holds a 
bachelor’s degree in print journalism from the University of Wisconsin-
Eau Claire, where she also minored in sociology. Her master’s degree is 
in organizational leadership from Bethel University.

Nicki Gibb’s strategic vision and thoughtful leadership help her turn 
fresh insights into meaningful connections, inspiring clients and 
teams to think and act in powerful ways. Her ability to imagine what’s 
possible helps move businesses forward to achieve meaningful results. 
Her clients have described her as charmingly persuasive and rock 
steady under pressure. And her expertise has earned her many awards 
and accolades, including being named a 2016 Top Woman in PR by 
PR News. Nicki is a member of Beehive’s leadership team, overseeing 
strategy, services development and business development for the 
agency.Nicki Gibbs

Executive Vice President, 
Strategy

Beehive Strategic 
Communication

15



Only a doer of this magnitude can bring her business from an 
independent consultancy to a national digital marketing agency with 
the best and brightest talent. Meet Nina Hale. When digital marketing 
was barely a blip in the industry, Nina was measuring, tweaking and 
getting notable results for clients.

Nina transitioned the agency to an ESOP in 2014, creating a way for 
employees to put their stake in the success of the company. Today, 
Nina focuses on maintaining a company where culture rules and 
everyone is in tune with digital trends. Nina is also on the board of 
trustees at the Walker Art Center and is frequently asked to speak on 
digital marketing and leadership.

Nina Hale
Founder 
Nina Hale Agency

Mike Goracke 
Digital Strategist & 
Strategy Discipline 
Manager

RBA Consulting

Mike Goracke leads a team of strategists at RBA, a digital and technical 
consultancy in Minneapolis. He has spent the last 10 years of his 
career in various marketing roles both in-house and as a consultant, 
primarily focusing on the software/technology industry.

Mike has helped clients, ranging from nonprofits to multi-billion dollar 
businesses, transform their organizations by challenging them to 
become more data driven.

He holds a bachelor of science degree in technical communications 
from Minnesota State University, Mankato, where he also minored in 
computer technology.

Chris Graves 
Managing Editor, Digital

Minnesota Public 
Radio News

A 30-year journalist who started writing stories for her high school 
newspaper in Omaha, Nebraska, Chris Graves has covered politics 
and potlucks, serial killers and killer storms. She has spent her career 
documenting human suffering and the human spirit. A word editor and 
a newsroom manager who helped make newsrooms “go digital” in the 
early days, her work has been featured in documentaries, television 
shows, National Public Radio and referenced in numerous books 
and cited by former Attorney General Janet Reno as well as used by 
Harvard researchers. 

Chris Graves is currently the Managing Editor, Digital at Minnesota 
Public Radio News. She is working on a book about the unsolved 
slayings of eight family members in rural Ohio at the foothills of 
Appalachia. 

speAker Bios
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Aaron Keller is a founding partner and managing principal of Capsule, 
where he leads brand development, strategy, research and naming for 
clients. He has over 20 years of consulting experience in marketing, 
branding and retail strategy for a range of brands, including Herman 
Miller, Jack Daniels, Target, Smartwool and 3M. Recently, he co-
authored the book The Physics of Brand, which explores the science 
of branding and design through physics principles. He has spoken on 
brand, design and entrepreneurship for the University of St. Thomas, 
University of MN, the American Marketing Association, and more. 
Aaron has a BA in marketing management from the University of St. 
Thomas and an MBA from the Carlson School of Management at the 
University of Minnesota.

Aaron Keller
Co-Author 
The Physics of Brand

Co-Founder 
Capsule

Dale Kurschner is Editor in Chief of Twin Cities Business, Minnesota’s 
largest provider of timely business content and perspective.

Since joining the company in late 2010, Dale has updated TCB’s 
strategic direction, spearheaded innovation and productivity 
improvement initiatives and empowered an award-winning 
team of professionals in re-energizing the TCB brand, which 
today encompasses a monthly magazine, 15 annual events, six 
e-newsletters, social media and webcasts. Dale also is a frequent 
guest speaker, panelist, event host and moderator, and on-air 
commentator regarding business and economic issues for WCCO-AM 
and KARE11-TV.

Before joining Twin Cities Business, he led corporate communications 
for a $5 billion then “startup” division of UnitedHealth Group called 
OptumHealth, and directed internal communications at Lawson 
Software as it doubled in size through an international merger. Prior to 
this he pioneered a new approach to financial journalism as founder 
and CEO of Profits Journal, a business he ran for seven years; was 
editor of Business Ethics magazine; and worked for Business Week, 
Dow Jones, Gannett, Corporate Report and The Business Journals in 
Minneapolis and Milwaukee.

Dale Kurschner
Editor in Chief 
Twin Cities Business
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speAker Bios

Dr. Amy O’Connor
Associate Professor and 
Director of Graduate 
Studies

U o f M School of 
Journalism and Mass 
Communication  

Amy O’Connor’s research explores how corporations and stakeholders 
communicatively co-construct what corporate social responsibility 
(CSR) means. Her approach is grounded in the belief that the value of 
CSR is constituted through communication, subject to institutional level 
pressures, and is relationship based. Her work blends institutional theory, 
issue-management, and strategic communication literature with the 
Symbiotic Sustainability Model to examine corporate-NGO partnerships 
specifically and the effects of CSR communication broadly. O’Connor’s 
research has been published in numerous scholarly outlets and has been 
featured by the Conference Board of Directors. She is the recipient of a 
National Science Foundation Grant. She has won numerous teaching 
awards during her career and she is passionate about creating a vibrant 
and engaged classroom for all students.

O’Connor earned her Ph.D. from Purdue University in 2004. She also 
holds an M.A. in communication from Western Michigan University and 
earned her B.A. in mass communication with an advertising emphasis 
from Washington State University. O’Connor also has several years of 
professional experience including work at DDB Needham Worldwide 
Advertising in Chicago, the National Kidney Foundation of Michigan 
and the American Cancer Association.

Dan Mallin 
Founder & CEO

Equals 3 LLC

Dan Mallin is a force in technology-based entrepreneurship, creating 
transformative tools that serve the needs of Fortune 1000 marketers 
and the agencies that serve them. Working with business partner Scott 
Litman, he’s repeatedly broken new ground in the digital marketing 
services space. Together, the two have grown and sold four businesses 
and built forward-thinking ad tech platforms that are still in use day-to-
day by some of the world’s largest brands, agencies and media firms. 

Today, Dan is the Co-founder of Equals 3, where he and his team are 
working closely with IBM to commercialize Watson for marketers by 
creating Lucy, the cognitive companion to the marketing professional. 
Since launch in May 2016, Lucy was awarded the 2016 IBM Watson 
Innovative Partner Award, called the AdTech product to watch in 2017 
by Advertising Age and was one of only four AI solutions on Gartner’s 
2017 Cool Vendor List.

Sharing ideas, embracing the unknown and 
being curious is much more exciting and 
productive when done with others.
 DR. AMY O’CONNOR
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Rhoda Olsen 
Vice-Chair Board of 
Directors

Great Clips, Inc.

A seasoned business leader, Rhoda Olsen began consulting with Great 
Clips, Inc. in 1984. These were the early days for this Minnesota-based 
brand, which opened its first location in 1982 and the first franchised 
Great Clips salon in 1983. During her time as a consultant, Olsen 
helped develop and deliver the brand’s inaugural franchisee orientation 
program and an operations manual.

Olsen joined the corporate team as vice president human resources 
and training in 1987, at which time she also became an owner. Over 
the years, she assumed additional responsibility for several other 
functional areas including marketing, communications, operations, 
and facilities and purchasing. She was named president in 1998 and 
transitioned to CEO in 2011.

As president and CEO, Olsen has grown Great Clips from 1,000 
salons in 1998 to more than 4,200 salons across the United States 
and Canada in 2017. During that time, Great Clips also grew system 
revenues four-fold increasing from $200 million to well over a billion 
dollars. Today, Great Clips is the world’s largest salon brand with 
locations in 205 markets across North America.

Olsen used her business acumen and passion to set Great Clips on the 
road to success evidenced by more than 53 straight quarters of same-
salon sales growth and 48 straight quarters of same-salon customer 
count growth. She is known for her analytical skills and her keen sense 
of what people need to be successful.

Effective Jan. 1, 2018, Olsen transitioned from CEO to the role of vice-
chair on the Great Clips board of directors.
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Paul Omodt
Owner and Principal

Omodt & 
Associates Critical 
Communications

Paul G. Omodt, ABC, SCMP, APR, MBC, is the owner and principal 
of Omodt & Associates Critical Communications, a full-service 
communication firm serving clients when communications are critical 
to their success. Paul also serves as an adjunct professor at the 
University of St. Thomas where he teaches integrated communications 
campaigns in the undergraduate COJO department and corporate 
communications in the MBA program. In addition, Paul serves as the 
treasurer for IABC Minnesota.
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Jay Porter 
President 
Edelman Chicago

Jay Porter leads Edelman’s founding Chicago office, home to 650 staff 
delivering award-winning work for clients in the food and beverage, 
health, industrial, tech and financial sectors. From his professional 
experience in CPGs, consumer tech, travel and nonprofits to his current 
management of the Chicago office’s diverse client base, Jay is situated 
at the center of the rapid convergence of consumer brand, corporate 
reputation and digital marketing.

Previously, Jay served as global client relationship manager for 
Edelman’s Starbucks account, overseeing work in more than 20 
Edelman offices around the world. He provided C-level counsel on 
market entries in India and Vietnam; multiple product launches; 
issues related to food safety, global taxation and gun control; and the 
acquisition and integration of Teavana. He also led in-depth strategic 
planning efforts around the company’s community outreach efforts in 
China, its wellness platform and its approach to in-store marketing.

Prior to his work on Starbucks, Jay led Edelman’s San Francisco office 
and its highly integrated PR and digital work for clients including 
Charles Schwab, Levi’s, eBay and Norton. Jay originally joined Edelman 
in 2005 as the head of the Edelman Seattle consumer team, where 
he co-led the launch of Windows Vista and led engagements with 
Expedia, Washington Tourism and Getty Images. During this time he 
also worked with Edelman Chicago as lead on the agency’s PR and 
social media work for Axe.

Prior to joining Edelman, Jay was West Coast head of planning for NY-
based integrated marketing firm SS+K and a brand strategist at design 
consultancy Landor Associates, working for clients including Xbox, 
Nike, Isilon Systems and numerous startups. Jay’s communications 
career began in his hometown of Oklahoma City at the Oklahoma 
Foundation for Excellence and Planned Parenthood.

Jay holds a B.A. in English from Yale University. He serves on the 
boards of directors of the Chicago Architecture Foundation and the 
Peggy Notebaert Nature Museum. Jay is a member of the Economic 
Club of Chicago and the Chicago Club.
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Mike Porter, 
PhD 
University of St. 
Thomas

Dr. Mike Porter, APR presently serves as Distinguished Service 
Faculty and Faculty Director of the MS in Health Care Communication 
at the Opus College of Business, having previously been Director 
of  the Master of Business Communication Program from 2008-
2016. Prior to UST, he spent over 25 years in business, marketing 
and communications. Porter has participated in creation and 
implementation of a broad spectrum of successful strategies and 
tactics, primarily for entrepreneurs, and continues to consult. His 
forward-looking motivation for those he counsels has led to multiple 
business partnerships, including Adesso Technologies, LLC for which 
he has acted as VP Marketing and Secretary from 2002-2007.

Porter currently sits on the boards of both profit and non-profit 
organizations including: Minnesota PRSA; Quirk’s Publishing; Internet 
Exposure, a Minneapolis based Web services and technology 
development firm; Sights on Service, a market research firm. Past roles 
included being a charter board member and Executive Committee 
member of his non-profit client Partners for Violence Prevention; and 
the board of the American Association of Micro-business and assisted 
its joint efforts with the Small Business Administration’s Office of 
Advocacy.

Porter holds a doctorate in the Leadership, Policy and Administration 
from the Graduate School of Education at the University of St. 
Thomas. In addition, he has an MBA in Marketing from the University 
of St. Thomas and a BS in Mass Communication from Bemidji State 
University. He also earned accreditation in public relations from the 
Public Relations Society of America (PRSA).

Neal St. Anthony 
Business Columnist/
Reporter

Star Tribune

Business columnist/reporter Neal St. Anthony joined the Star Tribune 
in 1981.

In addition to 35 years as a (barely) working journalist, St. Anthony 
worked as a financial writer at the former Dayton Hudson Corp. 
(1983-84) and as vice president of investor relations at the former Dain 
Rauscher (1997-98), a publicly held regional securities firm. 

He holds undergraduate degrees in business and journalism, and a 
master’s degrees in business administration from the University of St. 
Thomas.

St. Anthony, married with two grown children, has volunteered over the 
years with the Minneapolis YMCAs, Minneapolis Public Schools and  
DeLaSalle High School.
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Steve  
Wehrenberg 
Teaching Professor 
and Program Director

University of  
Minnesota

Steve Wehrenberg brings more than 35 years of professional strategic 
communications experience to the faculty at the University of 
Minnesota School of Journalism and Mass Communication, including 
six as CEO of advertising agency Campbell Mithun. Starting in public 
relations, he shifted to copywriting, but then spent nearly 30 years 
in account, strategic and agency leadership positions. As head of 
strategic planning and integration, Steve created many of Campbell 
Mithun’s suite of strategic planning tools, many of which he uses today 
to teach Generation and Selection of Communications Strategies in the 
Professional M.A. Program. His efforts won a Jay Chiat Silver Award for 
Account Planning in 2008.

Mike Walsh 
ABC, APR, Vice 
President of Corporate 
Communications

U.S. Bank

Mike Walsh is Vice President of Corporate Communications for U.S. 
Bank, where he leads the overall public relations strategy. Mike holds a 
master’s degree in business communications, as well as a bachelor’s 
degree in print journalism, from the University of St. Thomas. He has 
accreditations from IABC and PRSA.

speAkers
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Ann Krzmarzick, ABC, Miromatrix Medical, Inc.
Convergence Summit Committee Chair

2001-2002 IABC Minnesota Chapter President

Sue Couling, University of Minnesota

Jennifer Doll, Wells Fargo
2013-2014 IABC Minnesota Chapter President

Amy Jensen, Padilla
Account Supervisor

Scott McCullough, McCollough Media

Martha Nevanen, NorthMarq Capital
2004-2005 IABC Minnesota Chapter President

Susan Otten, MBA, ABC, SCMP, VITAL WorkLife
2016-2017 IABC Minnesota Chapter President

Cindy Schmieg, ABC, SCMP, IABC Fellow
2003-2004 IABC Minnesota Chapter President

Steve Wehrenberg
U of M, School of Journalism and Mass Communications

Tami Wendt, Lexica Communications
2014-2015 IABC Minnesota Chapter President
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The Convergence Summit debuted in 2015 from the need to get a larger look at the 
communication profession at a time when business communications practices, messages, 
channels and creators have morphed and changed over time. How do we make sense of this 
convergence?

IABC Minnesota and the Minnesota Journalism Center at the Hubbard School of Journalism & 
Mass Communication have joined together to answer that question by connecting theory and 
reality in business communication.

 Â Learn how to adapt in an ever-changing world of converging opportunities.

 Â Stay connected to cutting-edge technologies, methods and applications.

 Â Collaborate with and learn from distinguished colleagues in  various industries.

The Minnesota Chapter of the International Association of Business Communicators brings 
together professionals who want to excel in the communications field. We provide lifelong 
learning opportunities by giving members the tools and information needed at any stage of their 
career. Our goal is to encourage a collegial network of professionals engaged in all aspects of 
business communication and to extend opportunities to members to expand their leadership 
skills and experience by participating at the local, regional and international level.

Learn more at iabcmn.com.

The Minnesota Journalism Center at the Hubbard School of Journalism & Mass Communication 
strives to prepare students for professional work in the complex and critically important media 
world and for informed, thoughtful engagement in their communities and public life.

To learn more about the Minnesota Journalism Center at the Hubbard School of Journalism & 
Mass Communication, visit https://cla.umn.edu/hsjmc.

 

IABC Communications Management Professionals (CMPs) and Strategic Communication 
Management Professionals (SCMPs) can earn 10 points towards their annual certification 
maintenance requirements by attending IABC Minnesota’s Convergence Summit.


