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Introduction
The following paper is a synopsis of an interview on June 01 2003 with Nan Sumski, Director of Television Series Publicity for the renowned Spelling Television Corporation. Topics included discussions of specific key global PR trends effecting the television industry, the differences in publicity and advertising in terms of Spelling Television’s impact on its publics, the need for a proactive PR planning and the proper utilization of reactive crisis management. In addition, a course learning synthesis describing the impacts of positive and negative PR in the daily life of the author is discussed. 

Discussion

The Aaron Spelling Company holds the distinction as being the most productive television producer of all time. 

No chronicle of pop culture in the last four decades would be complete without extensive coverage of Aaron Spelling Television shows. Few people brought up with a television have not seen one of Spellings widely diverse television shows in the countless genre’s including Charlie’s Angels, Love Boat, Dynasty, Mod Squad, Vegas, Beverly Hills 90210, Melrose place, Seventh Heaven, and Charmed. 

It is in this extremely volatile business were producers are considered successful based merely upon a handful of hit series that Spelling has portrayed an uncanny sense of connecting with their audience and has been a mastermind resulting in hit after hit, year after year.

Nan Sumski, Director of Television Series Publicity for Spelling conveyed in an interview on June 01 2003 with the author that her twenty-two years in the Public Relations field has been far from an easy ride. Starting her career in 1981 as a personal publicist, she spent over eighteen years developing and honing her mighty Public Relations skills prior to taking a staff position with the Aaron Spelling Corporation.

When asked what she saw as the impacts upon her field from the key global Public Relations trends she stated that, “PR trends primarily effect the television industry personal relations with its internal audiences as apposed to the external television side”.

She went on to state, “personal publicists have more clout in the industry (i.e. Tom Cruise’s publicist) than the studios or networks. Mrs. Sumski went on to state “if publicists learn more about what they are promoting” then “people are more apt to work congruently with them”. If a publicist is “unprepared and shows up on the set with out advanced preparation it can create tension for the cast and crew”.

Mrs. Sumski holds that “none of this is life or death” and suggests to her colleagues to "keep it in perspective folks". In one occasion Mrs. Sumski recalled that during the preparation for the American middle east invasion a client in San Francisco requested a story be put together for the tabloids and was informed that if the impending war happens begins, the clients story would have to take a back seat.

Crisis management is an every day affair in the television industry. Paralleling both philanthropic efforts and issue management in the wake of 9/11 posed a myriad of personal ethical challenges that took s great deal of fines to deal with stated Mrs. Sumski however she tackled it by “finding something that I like or feel that I can work with”. 

When asked what were the differences in publicity and advertising were in terms of their impact on the Spelling publics she stated with confidence, “its very simple, advertising you can control. You pay for it, it is not subtle.”

While “Publicity is more unconscious” and not so “in your face.”

The Television industry requires public relations professionals to be proactive “one hundred percent of the time” says Mrs. Sumski. She believes that if you are in control you are knowledgeable about the outcomes. Constantly trying to stay ahead of the game by challenging oneself with questions like “what can we do to launch this thing?” It is with this type of assertiveness that will “develop the support of the group of ones peers that is especially effective when one needs to rally the troops” in a reactive crisis management situation.

In reflection, this exercise has been extremely beneficial, as it has afforded the author the opportunity to develop new positive relationships with public relation professionals that have provided critical business management insights. It is through new tools as these that will enhance the way future business is done by allowing for more effective communication with management teams and allowing management professionals to be more precise when addressing the needs of the external publics of their companies.
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