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Atesting time for PRO
and the cuit of celebrity

Inioday's celebrity-obsessed
culture, proloaging the longovity of

a star's fame and fortune requires
increasingly sophisticated communi-
cations work. lan Hall reports

When Taylor Hermme Commiunica-
bons was hired last week by the
TV presenter of the centre of date-
rapeallegationsmade by Ulrika Jons-
sony, Ehe agency assumed i briel some
auy they wouldn't touch with a barge-
pilie

One mediarelations e xpert savs the
deliy between Channel 5's Maithew
Wrightnadvertently naming the pre-
senter at the centre of the allegations
and amy reaction from the individea)
in guestion meant the kind of reputa-
tional damage no PR advice m the
waorld canrecoves

The other TV star mauled in the
papers mreconl weeks - former Have
I Crot News For You? presenierAngus
Deayton - is also inderstond (o haye
brought in PR support. specifically
hisfriend Matthew Freud, Lo helpwith
regent media coverage. By common
consensus, he i likely to remain in
dhamind on TV, but with his re putation
ternished.

The'products’ of reality TV shows

such as Big Brother or the varions
tukes on the Poputars format—are the
clearest example of short-termism
They epltomise, in many critics” eyes,
the trumph of immediate buck-
miking and the defedl of long-term
brind building, despite the brands in
Yuesticn - celehnties with great sway
over consumer héhaviour - holding
vast potential

Pop band HearSay was created
[rom TV show Popsiars but, after
cmormeuws initial popularity, split five
weeks apoinwhatmany have seen as a
mnassve mdictment of reality TV

Bat what do the PR advisars who
not anly work for — {0 guote one
PRWeek source — ‘celebs in the <hit”,
but also work for showhiz stars om
fong-term contraets, think about the
prospects of ralsing the ambition of
theirsector!?

Borkowski PR chiel  Mark
Buorkowski savs there is g ‘malnise”
in celebrity PRz ‘People without
shills are representing  celebrities,
The quality of sdvice isnt ithere
The sood people vou would g6 1o,
you can count on the fingers of one
b,

MuocLawrin Media MD lan Monk
aufmits 1o frestration: that much of

the work heis asked o handle lendsto
be damage limitution, He savs some
rtenbial chents decide against hiring
mm. saving ‘If we ever need vou,
we'll call’. But, he adds, ‘when that
cullcomes its usually —by definition -
tonlate’.

The tactical nature of celeboty PR
1 visible to those targeted by this type
of communication, Dominic Molian,
editor of The Sun’d enterlaimment
section, Brearme, suys there is o prow-
ing demand for ‘troubleshooting’
mediarelations proléssionals

Metl Reading, who runs his epony-
mous PR firm, savs: ‘In the UK not
many peopie hive personal publicists
I something bad happens, they hove
to g0 serambling rownd 10 find some-
one o advise them”

HearSay... split is sevu by rany as.a massive indicinent of realioe TV

Adurtherspurtotakingalong-term
view of reputation manugement m
showbiz might have been technologi-
cal sdvance. but according W some,
the reverse has happened.

Henrys  House (ounder  Julian
Henry savs the most sigmificant
chinge i the celebrity PR field m
recent years has been the advent of
wizhsites such as popbitch.com *News
is now not dailvint is hourly, minutely,
hesiys

Showbiz PROs are divided a5 o
whether the media’s increased foous
on celebrity will. or has, resulted in a
backlash agamst celebrities But afl
emphasise thal possessmz tolen| s
the key to long-term populary, And
Mohan says “policing - coveraoe’ iy
eructal in order to avoid cresting the

ippearance thal the main wim of
profects such as HearSay is tomake o
fast buck.

He suggests PROs should avoad
striving for blanket coverage and
instead hold stuff back”, In terms of
generating any form of long-term
siccess for bands such as HearSay,
Mok says less iy mere’

In HearSay's defence, Polydor
press head Sundraj Sreenivasan, who
handled their PR, says:We did have s
stritegy bul it was also acase pi1aking
each duy nxiteame. In terms of credi-
bility, we got them on the cover of The
Face and NME. For the second single
wie went for Marie Clarre and 7 0] he
adds,

Because of the circumstaices of the
bind's barth. for HearSay, the back-
lash started as soon as they formed.
But thiere is a fealing that those advis-
imgWill Young and Careth Gates whio
finished first ancl second in the syhse-
quent Pap Idol show, appear to have
learned lessons from HearSay's rapid
[all from fayour

Charlotte Hickson, whe works for
19 Entertainment, which handles
media stratepy for the par, insists
F9 takes o long-term view, and ains to
eschew early blanketcoverage. Gates,
(or exampie, i mited 16 one teen
magaring appearance permonth,

FROu are keen to point out thal
falent s the first requirement of a
long-term profile. But they are unani-
mous that they would mther be hired
a8 the celebrity equivalent of corpo
rate ndvisers than [or the son of
dimags limitation required by the
sturscurrenthyinthe headlines [



