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Using the telephone 
never sounded better Call Catherine Keyer at 330-668-1400 

Quality 
Assurance 
System 

There’s nothing quite like it -
the feeling you get when someone treats you 
right. At InfoCision, we understand that every 
phone call we make should leave your donors 
feeling that way. That’s why we developed Q’: 
an unprecedented Quality Assurance System 
that guarantees our Christian fundraising 
calls are of the very' highest quality possible. 
At InfoCision, we’re measured by our 

a immediate results, how we cultivate 
relationships, and maximize donor giving 
over rime. As you do, we believe 

% Quality is always the right call. 
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■ .lune 24 
SIR, Summer Institute for Radio; Northwestern College, St. Paul, MN. Sheryl 
Lund, 651-631-5161. 

■ June 25-27 
Inspo 2000; Northwestern College, St. Paul, MN. Mary Althaus, 651-631-5003. 

■ July 27-29 
Southwestern NRB Chapter Convention; Dallas-Fort Worth (TX) Marriott. 
Barn1 Thompson, 318-783-1560. 

■ July 29-August 6 
Amsterdam 2000; Amsterdam RAI International Exhibition and Congress 
Center, Billy Graham Evangelistic Association, 800-247-2426. 
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Midwestern NRB Chapter Convention; Maranatha Conference Grounds, 
Muskegon, MI. Martin Jones, 402-464-6440. 

■ September 20-23 
2000 NAB Radio Show; San Francisco, CA. 202-775-3527. 

■ September 24-26 
Eastern NRB Chapter Convention; Sandy Cove Bible Conference Center, North 
East, MI). Bill Blount, 401-737-0700. 
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Southeastern NRB Chapter Convention; The Cove (Billy Graham Conference 
Center), Asheville, NC. Joe Emert, 770-229-9267. 

■ October 1-3 
Western NRB Chapter Convention; The Queen Mary, Long Beach, CA. Gary 
Curtis, 818-779-8400. 

■ February 10-13, 2001 
58th Annual NRB Convention & Exposition; Wyndham Anatole Hotel, Dallas, 
TX. Tammy Singleton, 703-330-7000, ext. 503. 
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We don’t do ads. 

We don’t do brochures. We don’t make videos. We build brands. By creating a deep, emotional bond between product 

and customer, ministry and donor. And we’ve been doing it for twenty-five years. So if you need an ad, call anyone. 

But if you need strategic leadership, sound research, media planning and (yes) advertising campaigns that touch the heart, 

call Jeff Nickel at 404-248-1500, ext. 301 or e-mail jnickel@puckett.com. He’d love to show you what we can do. 

puokstt 
www.puckett.com 

Atlanta • Auckland • London • Paris • Seattle • Sydney 



A Commanding Calendar 
As I review the past few months, I am amazed at 

the activity your association has been blessed to 
participate in. Permit me to rehearse the calendar for 
the first half of 2000: 

• The year began with preparations for NRB 2000 at a 
fever pitch. Remember, we have a staff of 16 to prepare 
for a convention of 5312 (actual attendance). 

• We were faced with a major fight on the religious dis¬ 
crimination issue with the FCC and Cornerstone TV. 
We did well over 100 interviews with print media and 
radio/TV. 

• I attended an excellent conference of the Fellowship of 
European Broadcasters in Warsaw, Poland. 

• David Clark, Jerry Rose and I spoke to the Religious 
Communications Congress in Chicago. Our subject: 
NRB in 2000 and beyond. 

• We attended the 25th anniversary celebration of the 
Washington-based Christian Embassy, founded by Bill 
and Vonette Bright. 

• The groundbreaking for the NRB village of homes at 
the Riverton dump in Kingston, Jamaica, warmed my 
heart. Many of our stations are sharing funds for the 

building of the 12-by-12-foot homes for indigent fami¬ 
lies. Praise God! 

• I testified before the House Subcomittee on 
Telecommunications at the Capitol. The subject was 
anti-religious views at the FCC which led to the 
Cornerstone decision. Congressmen Tauzin, 
Pickering, Oxley, Stearns and Largent are sponsoring 
legislation which would preclude this adverse action 
affecting our work from happening again. 

• Other association executives and I met in Kansas City to 
discuss areas of cooperation and working together. 

• Toccoa Falls (GA) College asked me to give its com¬ 
mencement address. The school is a faithful, active 
member of NRB as a station owner and through the 
Intercollegiate Religious Broadcasters. 

• I took part in the Broadcast Concert of Prayer, which 
hundreds of our member stations carried. 

• Your NRB Executive Committee met at headquarters in 
May to discuss many issues of your association. 

Incidentally, the pace of our schedule is matched by 
the association’s continued growth, which is approaching 
1300 member organizations. May God bless our concert¬ 
ed effort in reaching the needs of our audience. 

E. Brandt Gustavson is presi¬ 

dent ol National Religious 

Broadtasters and publisher 

of NRB magazine. He may 
be reached via e-mail at 

bgustavson@nrb.org or 

phone 703-330-7000 

ext. 507. 

Wayne Pederson is chairman 

of NRB and executive vice 

president of Northwestern 

(allege Radio Network in 

St. Paul, MN. He may be 

reached at wap@nwc.edu 

or 651-631-5000. 

A Challenge to Change 
Broadcasting is facing its strongest challenge. 

TV morning news shows are eating into radio’s 
historic dominance in morning drivetime. TV 
viewership has declined at a rate of 4-5 percent 
per year for the last five years as more consumers 
are getting information and entertainment from 
the Internet. Increasingly, TV viewers watch pro¬ 
grams from “pizza pan” satellite dishes outside of 
their homes. Soon you will be able to drive coast 
to coast and listen non-stop to your favorite pro¬ 
gramming via a trunk-mounted satellite antenna. 

Prophets of doom have always been with us. They 
predicted that because of television, radio wouldn’t 
survive. But radio adjusted and survived to serve a dif¬ 
ferent function. Will traditional broadcasting again 
adjust to provide information and entertainment to the 
next generation? 

This is a serious question. During the recent NRB 
executive committee meeting in Manassas, VA, we 
were challenged with the opportunities of emerging 
technology. In fact, we were reminded that it is imper¬ 
ative to our very survival that we utilize the new 
means of spreading the Good News through electronic 
media. 

But it’s not just about technology and equipment. 
It’s about human resources. 

Those of us who have been in broadcasting for a 
while are beginning to feel that our skills are a bit out¬ 
dated. If we’re not bringing into our operations young 
media professionals who know computers and the 
Web, we’ll quickly find ourselves significantly behind 
the curve. We must attract this new talent that has the 
ability to operate the next generation of communica¬ 
tions technology. 

And what about NRB, an association of Christian 
communicators? NRB must attract young Christian 
media professionals who will facilitate the next genera¬ 
tion of Christian communicators. We may have to get 
rid of suits and ties at the convention and welcome 
jeans and t-shirts. We may have to provide more 
strategic workshops on the Internet. We must enlarge 
the membership tent to include Web companies that 
will lead us forward. Most of all, we need to pray for 
God’s strategic direction as we plan our future out¬ 
reach. 

For us, it’s not just an industry or an association at 
stake. At risk is the ability to effectively share Jesus 
with a needy world and to impact our culture for God’s 
kingdom. 
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Bott Radio Network 
Quality Bible Teaching • Christian News & Information 

“Our Company Is Known.,.By The Company We Keep!” 

James Dobson 
Focus on the Family 

Chuck Swindoll 
Insight for Living 

Charles Stanley 
In Touch 

John MacArthur Dennis Rainey 
Grace to You Family Life Today 

Wood row Kroll 
Back to the Bible 

June Hunt 
Hope for the Heart 
Hope in the Night 

Steve Brown 
Key Life 

David Jeremiah 
Turning Point 

Beverly La Haye 
Beverly LaHaye Live 

Richard Land 
For Faith & 

Family 

RBC Ministries 
Discover The Word 

Billy Graham 
Hour of Decision 

Raul Reis 
Somebody Loves You 

D. James Kennedy Kay Arthur 
Truths That Transform Precept 

Hank Hanegraaff 
Bible Answer Man 

Elisabeth Elliot 
Gateway to Joy 

Adrian Rogers 
Love Worth Finding 

Tony Evans 
The Alternative 

Ed Young 
Winning Walk 

Marlin Maddoux 
Point of View 

R.C. Sproul 
Renewing Your Mind 

Michael Youssef 
Leading The Way 

Janet Parshall 
Janet Parshall's 

America 

J. Vernon McGee 
Thru The Bible 

James A. Scudder 
Victory In Grace 

Jay Sekulow 
Jay Sekulow Live 

Greg Laurie 
A New Beginning 

Larry Burkett 
Money Matters 

Ravi Zacharias 
Let My People Think 

Chip Ingram 
Living On The Edge 

Dick Bott 
President 

Since 1962, we have cared very much about 
the quality and integrity' of our program¬ 

ming. During the past 38 years many storms 
of change in Christian radio have come and 
gone. But our commitment to Quality Bible 
teaching and Christian News/Information 
has helped us stay the course. For us, quali¬ 
ty Bible teaching will always be the anchor 
for our format...our anchor holds! 

Thankfully, that is a conviction and a 
commitment that we share with the 

many programs that we have been privileged 
to partner with during these past 38 years. 

Be assured, if your program is on 
Bott Radio Network ... 

You’re In Good Company! Rich Bott, II 
Executive 

Vice President 

* A Service of ... Bon Radio Network_ 
Ç KCCV-AM KCCVFM KSIVAM KSIVFM KQCV-AM KQCV-FM WCRV-AM WFCV-AM 
• Kansas City Kansas City St. Louis St. Loys Oklahoma City Shawnee Memphis Ft. Wayne 

Visit us at www.bottradionetwork.com 
KCVW-FM KCVT-FM KAYX-FM KLTEFM KCRL-FM KLCV-FM KCIV-FM 
Wichita Topeka Richmond Kirksville Sunrise Beach Lincoln Fresno/Modesto 



NRB gereral counsel 

Richord L Wiley is o for¬ 

mer FCC chairman. He is a 

partner in the law firm of 

Wiley, Rein and Fielding. 

Partner Rosemary C. 

Harold assisted in the 

preparation of this column. 

EEO Rules to Get Quiek Court Review 

A
 court challenge by the 50 state broadcasting asso¬ 
ciations to the FCC’s new equal employment 
opportunity (EEO) obligations is moving on a fast 

track. The U.S. Court of Appeals for the District of 
Columbia Circuit turned down the broadcast coalition’s 
request for a stay of the rules — which would have 
effectively prevented the new mandates from taking 
effect during the legal proceedings — but the appellate 
court took the highly unusual step of expediting its 
review of the case. 

Observers interpret that action as a sign that the 
court is keenly interested in addressing the various legal 
issues the new rules raise. In particular, the D.C. court 
likely will focus on how the new EEO obligations square 
with that same court’s decision in Lutheran Church-
Missouri Synod v. FCC. That ruling invalidated the old 
broadcast EEO rules as violating constitutional rights to 
“equal protection” because the regulatory scheme 
focused too closely on comparison of a station’s work¬ 
force to the racial and gender demographics in the local 
market. 

The new rules do not include the same “parity” 
aspect, but the vagueness of the new mandates likely 
will be among the issues vigorously debated before the 
court. The state broadcast association’s court challenge 
has been paired with a separate suit filed by the United 
Church of Christ, which is expected to argue that the 
new rules are not rigorous enough. 

Opponents and proponents of the rules will file legal 
briefs this summer, followed by oral argument that 
probably will occur in September. A decision from the 
appellate court could come down before the end of this 
year, but the dispute may end up at the Supreme Court 
before the case finally concludes. 

Initial Election Statement Due 
Meanwhile, all broadcasters should have filed their 

“Initial Election Statement” with the Commission as of 
June 2. This new form requires licensees to tell the FCC 
which of two alternative “broad outreach” recruitment 
alternatives — known as Option A and Option B — a 
station will follow in partial satisfaction of the new EEO 
obligations. 

Option A requires stations to fulfill a certain num¬ 
ber of outreach activities selected from a menu of 
choices designed by the agency. As an incentive to 
entice licensees to choose Option A, this alternative 
also imposes somewhat less onerous data-collection and 
record-keeping obligations. Option B affords broadcast¬ 
ers the opportunity to design their own tailored out¬ 
reach program, but this alternative also requires sta¬ 

tions to keep more detailed race- and gender-specific 
records on all applicants for job openings. 

The FCC recently indicated, however, that those 
licensees meeting the FCC’s definition of “religious 
broadcaster” are not required to choose either option. As 
I reported in this column (April 2000), the agency adopt¬ 
ed a new exemption to its general nondiscrimination rule 
that allows certain religious broadcasters to choose 
employees on the basis of their faith. The FCC more 
recently indicated — through the rather obscure means 
of the instructions for the Initial Election Statement — 
that use of the exemption effectively creates a third alter¬ 
native set of outreach obligations for qualifying religious 
licensees. 

The FCC defines a “religious broadcaster” as one who 
“is, or is closely affiliated with, a church, synagogue or 
other religious entity, including a subsidiary of such an 
entity.” If a question arises as to whether a particular 
licensee qualifies, the agency will undertake a case-specif¬ 
ic review “based on an evaluation of the religious entity’s 
characteristics, including whether the entity operates on a 
nonprofit basis, whether it has a distinct religious history’ 
and whether the entity’s articles of incorporation set forth 
a religious purpose.” However, the FCC stated that none 
of these characteristics will be treated as a sole determin¬ 
ing factor in any individual case. 

Qualifying religious broadcasters are not exempted 
from all the new EEO recruiting and record-keeping 
obligations. The FCC’s February’ order imposing the 
rules states that religious broadcasters still must “make 
reasonable, good faith efforts to recruit widely among 
their co-religionists.” Yet, as of this writing, the agency 
has not specified how religious broadcasters would be 
required to document compliance with this limited out¬ 
reach mandate. The Commission’s staff has indicated 
that the matter likely would be addressed in a future 
FCC order. 

As I noted in April, determining whether a station 
qualifies for the religious broadcaster exemption will 
not always be a clear-cut issue. Similarly, without 
explicit agency guidance on the scope of religious 
broadcasters’ recruitment obligations, licensees will 
have to make some good-faith judgments as to what 
outreach steps they will take and how they’ will record 
them. 

Given all the variables that may affect individual 
NRB-member stations, licensees are well advised to con¬ 
sult with their broadcast counsel about how to proceed 
with their EEO compliance efforts. 
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Looking for an 

listeners? 

For information call 804-768-9404 ext. 107 or e-mail rickk@oneplace.com 

For less than the price of two cans and 
a string, you can reach thousands with your 

broadcast ministry. Bring your ministry to 

0neplace.com and we'll give you 3 months FREE. 
Let us take all the risk and hassle out of getting your 

ministry on the most dynamic communication device ever 
utilized: the Internet. No risk. No sticker shock. No obligation. 

At 0neplace.com you'll reach committed listeners who are seeking 

the biblical broadcast your ministry offers - the kind of new 

listeners most likely to support your ministry.. With more than 120 
broadcasters, including Kay Arthur, Chuck Cclson, James Dobson, 

Dennis Rainey, Charles Stanley and Chuck Swindoll, your ministry 
will be in excellent company. The decision about where to put your 

broadcast on the web just got ecsier. Call or e-mail today. 

inexpensive 
way to 

reach new 



Trade 
TalkJ 
Airwave News 

Hendersonville, NG - Dave Christiano, pro¬ 
ducer of the film Pamela’s Prayer, is filming 
the evangelistic drama, Late One Night. A fall 
release is planned. (ChristianFilms.com, 828-
891-2767) 

Louisville, KY -
WJIE-FM expe¬ 
rienced a 
response of 
8405,000 from 2,270 givers during a three 
day Sharathon, resulting in a 25 percent 
increase over last year. First-time givers 
accounted for 75 percent of the response. 
( ShareMedia@aol.com ) 

Nampa/Boise, 
Arhitron sta¬ 
tistics show 
KTSY-FM 
posting the 
highest ratings in its history. Ranked in mar¬ 
ket 125, KTSY cume increased by 33 per¬ 
cent. (ShareMedia@aol.com) 

Orlando FL - Excellence in 
Media of Hollywood, CA, has 
awarded RTC Entertainment a 
"Silver Angel” award for its 
production of a pilot half-hour 
comedy game show for kids, 
It's a God Thing'. 
(407-691-0125) 

Dallas, TX - KCB1-FM won three Associated 
Press awards, including the top two awards 
for the “Best Newscast in Texas,” marking 
the eighth time KCBI won the award in the 
last nine years. Additionally. KCBI won sec¬ 
ond place for “Best Newscast.” (Troy 
Kriechbaum, 817-792-3800) 

Colorado Springs, CO 
Youth With A Mission 
(YWAM) Strategic 
Frontiers 
International 
announced the release 
of The Waiting World video 
series, designed to help churches pray and 
become directly involved with key unreached 
peoples inside the 10/40 Window. (Mike 
Klausmeier, 719-226-3006) 

Eugene, OR - PAX¬ 
TV affiliate KTVC, 
full-power Channel 
36, announced a 
major commitment 
of air time to Christian programming, retain¬ 
ing the services of Joblin & Associates to 
secure the programming. (Bob Joblin, 501-
224-3889) 

United Church of Christ 
Cleveland, OH - In March, Robert Chase, 
executive director of the United Church of 
Christ Office of Communication, released a 
statement condemning efforts by some mem¬ 
bers of Congress and the national broadcast¬ 
ing industry to eliminate a new plan for 
establishing low-power FM community radio 
stations. The statement announced the cre¬ 
ation of the Microradio Implementation 
Project, a national effort led by Andrea 
Vargas and based in Portland, OR. (Ramon 
Williams, rlgmedia@ozemail.com.au) 

Washington, DC -
XM Satellite Radio 
(NASDAQ: XMSR) 
and LiveTV 
announced a 10-
year agreement to 
make XM’s radio programming available to 
airline passengers beginning in 2001. LiveTV 
recently announced a similar agreement with 
DIRECTV, Inc., to offer airline passengers 
DIRECTV programming. (Vicki Steam, 202-
969-7070) 

Los Angeles, 

jXv'SkäHm. 
Providence 1= • T U F=t E S 

Entertainment announced a five-picture 
deal with Signal Hill Pictures, beginning 
with Mercy Streets. Signal Hill seeks to cre¬ 
ate profound projects that present a mes¬ 
sage of spiritual enlightenment while 
attracting a mainstream audience. (Dennis 
Disney, 615-287-9215) 

Minneapolis, MN - Something To Sing About, 
the latest release from World Wide Pictures, 
airs nationally on television this year. The 
film features Darius McCrary (Family 
Matters), Irma P. Hall (Patch Adams), 
Tamera Mowry (Sister, Sister), Kirk 
Franklin, Rashaan Nall, Davik Parikh, John 
Amos (Coming to America) and Grant 
Goodeve (Eight is Enough). (Tim Morgan, 
800-745-4318) 

Anaheim. CA - The board of directors of 
Insight for Living announced plans to relo¬ 
cate its U.S. headquarters to Dallas, TX, by 
March 31. 2001. (Collette Smith, 714-575-
5000) 

Airwave Anniversaries 

Lincoln, NE - The live call-in pro¬ 
gram Life Perspectives celebrated 
its 10th anniversary in May. (Don 
Hawkins, donh@backtothebible.org) 

Nashville, 
TN - For 
Faith & 
Family 
aired its 
500th program in January and cel¬ 
ebrated its two-year anniversary in 
February. (Harold Harper, 615-782-
8414) 
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Vicky Gallop 

Doug Clark 

Pamela AAcCann 
Former Executive 

Director of Women of 
Faith, now Senior Vice 
President of Client 
Services at TRG. 

Julie Volchko 
Over 15 years 

non-profit media 
experience. 

Formerly Media 
Director at KAAA. 
now Senior Media 
Strategist at TRG. 

experience managing 
marketing of 
14 different 

Christian ministries. 
Now Vice President of 
Client Services at TRG. 

national broadcast 
and print media. 

Formerly Media Director 
at Domain, now Media 

Director at TRG. 

Rich Simons 
Former VP of Marketing 
at Focus on the Family, 
now President of TRG. 

Bob Zawoysky 
Over 25 years experience 
in marketing and fundrais¬ 

ing for non-profit 
Christian organizations. 
Former Creative Director 
at two other national 

agendes. Now Creative 
Director at TRG. 

Steve Woodworth 
Former VP of Marketing 

at World Vision, 
now CEO of TRG. 

Power Up. 
In the infomation age, it's who and what you know that matters. 

That's why we've focused on assembling a team of people who've 
helped some of the world's largest ministries obtain stronger results. Isn't it 

time to put our experience to work for you? Plug in to TRG. 

Join a track record of success. TRG clients include Awana Clubs International, 
CompuTalk, Christian & Missionary Alliance, Food for the Hungry, Focus on the Family, 
Mission Aviation Fellowship, Teen Challenge, Tyndale, Union Rescue Mission, and more. 

Contact Rich Simons at 

(360) 394-4300 

The Raymond Group 



Trade 
Talk - -

Airwave News, ('onlinued 

Anderson, IN 
- During the 
annual 
Aurora 

^COVENANT 
PRODUCTIONS 

Awards, Anderson University’s Covenant 
Productions earned a platinum “Best of 
Show” award (corporate image category) for 
its work for WQME-FM. (Chris Williams, 765-
641-4235) 

Houston. TX - KSBJ-FM gave away a Troy 
Bilt riding lawn mower and a front yard 
makeover as the grand prize of its contest 
“For-Evergreen Giveaway.” (Jason Ray, 281-
446-5725) 

Chicago, IL - Big Idea 
Productions released its latest 
installment of VeggieTales. 
“King George and the Ducky” 
is a lesson about selfishness. 
(Ruth Ann Bowen, 636-527-
8780) 

Fort Wayne, IN - The WBCL Radio Network 
provided food for 450 needy families in 
northeast Indiana and northwest and west 
central Ohio during its annual Easter 
Dinner Baskets Project. (Tern' Foss, 219-
745-0576) 

Charlotte. NC -
INSP-The 
Inspiration 
Network aired A 
Woman’s Destiny 

(ÍNSP 
The Inspiration Network 

on Mother’s Day. Deborah Norville, Stormie 
Omartian, CeCe Winans, Terry Meeuwsen 
and Heather Whitestone were featured in 
the special. (Sara Lowe, 704-561-7728) 

Lansing, MI - Powerpoint! Productions com¬ 
pleted a 60-second PSA for the SADD 
(Students Against Driving Drunk) chapter of 
Jackson, ML The project was produced, writ¬ 
ten and acted by students. (Alex Dimmig, 
517-646-6066) 

Merlin Communications International Ltd 

Project Management 

Global Transmitter Hire 

& Brokerage Service 

• Technical Facilities 

Management 

SW, MW and FM Radio 

Broadcasting 

Merlin Communications International Limited 20 Lincoln’s Inn Fields, London WC2A 3ES, UK Tel: 4-44 (0)20 7969 0000 Fax: +44 (0)20 7396 6223 
email: marketing@mer1incommunications.com http://www.medincommunications.com 

The Global Force in Communications 
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Helping People Make a Difference 

There's a fresh new approach to 
fundraising for ministries 
and non-profit organizations. 
Now, regardless of your organizations 
size, your non-profit can offer donors 
safe and attractive gifting programs 
backed by Americas leading 
financial institutions 
Ben Kinchlow, former co-host of 
The 700 Club 

Your gifting program can offer your donors the 
following benefits: 

► Guaranteed life income 

► The ability to make charitable 
contributions ofcash, stock or real estate 

► Educational funding for college 

► Income tax deductions for 
charitable contributions 

► Reduced estate taxes 

► Convert appreciated stocks to income 
without paying immediate capital gains 

► Freeze value of appreciated property 

Your ministry receives an 
immediate irrevocable donation. 

CharityAduisors.com 

An Investor Life Services Company 

(800)295-7210 

Call CharityAdvisors.com to find out how your 
ministry or non-profit organization can begin ben¬ 

efiting from this unique gifting program that offers 
attractive, guaranteed returns and tax advantages 

backed by America’s leading financial institutions. 

The Charity Advisors Group enables you 
to offer your donors risk-free gifting programs 

once exclusively available through large institutions 

with their own planned giving departments and 

administrative staffs. By utilizing our specialized 
gifting program, now you can help your donors to 

be the best stewards they can be, while getting real 
results. Your donors’ financial interests will be 

secured and administered by the nation’s leading 
insurers and asset managers. 

The Charity Advisors Group will provide you 
with a turn-key solicitation program that will allow 
your ministry or non-profit organization to begin 

receiving gifts immediately. Our staff of professionals 

will provide tailor-made illustrations to suit your 

donors’ needs. We’ll handle all the details and 

inquiries from solicitation to administration. ..and 
you can focus your full attention on your ministry. 

CharityAdvisors.com • 825 S. Cable Road • Lima, Ohio 45805 • 419/229-0224 • 800-295-7210 • www.charityadvisors.com 



People Like 
What 
They’re 
Hearing... 

“I love your show! Pro-Life 
Perspective always keeps me 
up-to-date on the latest trends 
and information in the pro-life 
movement.” Angela Hicks; Edmond. OK 

. .1 commend NRLC & Dr. Franz 
for educating the public on abortion 
and other issues through Pro-Life 
Perspective.” David Ingram; Fl. Smith. AR 

First broadcast in January 1985, 
“Pro-Life Perspective” is the official 
radio broadcast of the National Right 
to Life Committee (NRLC), the 
nation’s largest pro-life group. Pro-
Life Perspective is hosted by NRLC 
president Wanda Franz, Ph.D. and 
features occasional guest speakers 
prominent in the Pro-Life movement. 

Since its first broadcast, “Pro-Life 
Perspective” has attracted hundreds 
of thousands of listeners, an 
audience which continues to grow. 
With personal, professional and 
insightful discussion of pro-life 
issues, “Pro-Life Perspective” is 
the best means by which pro-lifers 
across America, including your 
listeners, can remain informed 
on current life issues. 

Wanda Franz Ph D. 

Pro-Lfie Perspective 
For more information please contact National Right to Life. 
419 Seventh Street. N W Ste 500. Washington 0 C 20004 

(202) 626-8817 

Trade 
Talk 3 

Internal ionnl ¡News 

Padstow, NSW. ISI 
AUSTRALIA- Là 
The Australian 
Broadcasting Authority (ABA) allocated a 
new FM community radio license to Living 
Sound Broadcasters to serve Wollongong 
beginning August 1, 2000. (Ramon A. 
Williams, rlgmedia@ozemail.com.au) 

Australian Broadcasting Authority 

Monrovia, LIBERIA - Nearly four 
years after the radio station was 
destroyed during Liberia’s civil war in 
1996, SIM radio 
station ELWA 
recently resumed 
airing programs 

via shortwave. I1CJB plans 
to eventually broadcast in 
all 16 languages spoken in 
Liberia. (Jim Ferrier, 719-590-9800) 

£ 

SOUTH AFRICA -
The Independent 
Broadcasting 
Authority (IBA) of 
South Africa 
informed two 
Christian radio stations, Link FM in East 
London and Kingfisher in Port Elizabeth, 
that they must close down. The stations 
were operating on a one-year renewable 
license for several years. The IBA is current¬ 
ly processing four-year community radio 
broadcast license applications province by 
province, replacing the old one-year licenses. 
The Eastern Cape is left without a Christian 
radio station. (Ramon Williams, 
rlgmedia@ozemail.com.au) 

Internet 

Nashville. TN - Gaylord Entertainment 
Company (NYSE:GET) changed the name of 
its Internet division from GETdigitalmedia 
to Gavlord Digital. (Michele Formosa, 615-
457-3028) 

MISSION NETWORK 
NEWS™ 

Grand Rapids, MI -
Korean Christians can 
access up-to-date, rel¬ 
evant mission news at 

www.MissionNetworkNews.org/korea. (Greg 

Yoder, 800-284-9361) 

San Mateo, CA and Tel Aviv, 
ISRAEL - Waves Ltd. 
( www.waves.com ) M 
announced the release s t 
of MaxxStream™, a hard¬ 
ware and software suite optimized 
to stream live audio signals over the Internet. 
In other news, Waves recently signed a distri¬ 
bution agreement with Broadcast Electronics 
to integrate MaxxStream technologies into 
the Broadcast Electronics eSTREAM stream¬ 
ing media solution. (Kristy Needham, 
kristyn@weinkrantz.com) 

Muskegon, MI - Eleven ministries were 
recently added to Gospelcom.net, bringing 
the total number of ministries to 166: 
Servants, Inc.; SEND International; Global 
Resources; Forest Home; Ministry of Helps; 
Face to Face International; Jumonville; 
Lifebranch Institute International; Muskoka 
Baptist Conference; Barnabas Financial 
Ministry; and Baker’s Guide to Christian 
Distance Education. (Andy Rau, 231-773-
3361) 

Spartanburg, SC - The 
Sound of Light LINTS 
Saturday interactive 
radio for teens 
(www.soundoflight.com/) 
recently added its 131st 
radio outlet. (Jack Eason, 
888-765-4487) 

Newport Beach, GA - Becky Tirabassi Change 
Your Life announces its Web site at 
www.changevourlifedaily.com. (800-444-
6189) 

14 I NRB June 2000 



IS PARTIAL-TRANSPONDER VIDEO 
IN YOUR PICTURE? 

We offer a prime orbital location, 

nationwide coverge and 24/7 

network management. Now, we 

can tailor a partial-transponder 

package that fits your video or 

multi-media operation. 

For 20 years, radio broadcasters 

have turned to us for space segment, 

equipment sales and network design. 

There is a new reason to look our way; 

COMPRESSED DIGITAL VIDEO. 

NPR Satellite Services. 

Where experience and innovation converge in satellite broadcasting. 

NPR 
SATELLITE 
SERVICES’ 

202 . 414 . 2626 LINK UP WITH US’ www.nprss.org 
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Trade 
Talk > 

Music 

Colorado 
Springs, CO -
Focus on the 
Family creat-

pureintimacy.org 
online sexual temptation 

ed Pure Intimacy (www.pureintimacy.opg), 
an online resource for people struggling with 
online sexual temptations, their family mem¬ 
bers and those concerned with this issue. 
(Julie Neils, 719-546-4634) 

Cincinnati, OH -
The National 
Coalition for 
the Protection 
of Children & Families linked consumers 
and businesses with solutions at its Tech 
ShootOut 2000. (Debbie Payton, 770-813-
0000) 

Chantilly, VA -
Nationally syn¬ 
dicated movie 
columnist 
Holly McClure 
and “Christian 

crGsswalk.com 

Critic” Michael Elliott offer family-friendly 
and biblical perspectives on box office hits at 
the new Movies! Channel at Crosswalk.com. 
(Jennifer Sheran, 770-813-0000) 

Nashville, TN -
Sparrow recording 
artist Margaret 
Becker is showcas¬ 
ing independent 
artists on www.maggieb.com. (Carla 
Archuletta, 615-781-8552) 

Nashville, TN -
Provident Music 
Distribution 
received a presti¬ 
gious POPAI 

IV 
PROVIDENT 
MUSIC DISTRIBUTION 

(Point of Purchase Advertising Institute) 
OMA (Outstanding Merchandising Award) 
for its Christmas Clock Tower Display dur¬ 
ing the annual Global Shop 2000 in 
Chicago. The display was second to the 
DreamWorks SKG display for the Prince Of 
Egypt motion picture. (Rick Hoganson, 615-
641-1052) 

Nashville, TN - Curb recording artist Nicol 
Smith signed an exclusive booking agreement 
with the William Morris Agency, Inc. (Brian 
Smith, 615-298-5505) 

Seated L-R: Paul Moore. Senior Vice President. 
William Morris Agency; Smith; and Valerie 
Summers. William Morris Agency: and Standing 
L-R: Mitchell Solarek. MitchelbJannsen 
Management: Gloria Green. William Morris 
Agency: Brian Jannsen. MitchelbJannsen 
Management: and Charles Dorris, Vice 
President. William Morris Agency 

Vens 

CjlanunountÇj)iclurei ’ Reston, VA -
On April 24, 
homosexual activists protested at 
Paramount Pictures’ headquarters in 
Los Angeles regarding a newly syndicat¬ 
ed television show hosted by NRB 2000 
Chairman’s Award recipient Dr. Laura 
Schlessinger. Schlessinger, with a radio 
audience of 18 million, was signed to an 
hour-long daytime television broadcast 
which was picked up on more than 160 

TV stations, reaching 90 percent of 
American households. The protesters 
demanded that Paramount cancel the 
show, stating that if they refuse, which 
they have so far, then the activists 
would boycott the show’s advertisers. To 
express support for Schlessinger, con¬ 
tact Paramount Studios at 323-956-
5000 or Paramount Television Division, 
5555 Melrose Avenue, Hollywood, CA 
90038. (BreakPoint_Staff@pfm.org) 

San Clemente, CA - Singer/songwriter Terry 
Clark announced his release, Only Believe, 
introducing Imani Fellowship Choir and the 
Gutierrez Brothers, (assistcomm@cs.com) 

Washington. DC -
FFH participated 
in an exclusive 
meeting in the Old 
Executive Office as 
part of an NAE 
White 1 louse 
Briefing. (Rick 
Hoganson, 615-
641-1052) 

L-R: Michael Boggs. Brian 
Smith. Jennifer Deibler and 
Jeromy Deibler, aka FFH. 

Nashville, TN -
Singer/songwriter Carolyn 
Arends released her first 
live set of recordings as 
part of her latest Reunion 
Records effort, Seize the 
Day and Other Stories, 
recorded at an invitation-
only event at the Blue 
Wind Café in Franklin, TN. 
The performance was captured on video and 
Webcast by Liveonthenet.com. (Bethany 
Smith, 615-261-6330) 

Nashville, TN - Curb 
recording artist Michael 
English was recently fea¬ 
tured on the Soul2Soul 
radio program. Heaven 
To Earth, English’s first 
contemporary Christian 
recording in seven years, 
released March 28. 
(Brian Smith, 615-298-
5505) 

L-R: English and 
Soul2Soul host 
Chris Coppemoll. 

Rm-id City. SD - KSLT-FM 
and KLMP-FM holds its 
16th Annual Hills Alive 
Music Festival July 21-22 
at Memorial Park. (Julie 

Til i/(L 
eMo 

Norwood, 605-342-6822) 

Brentwood. TN -
Ministry’ Music ( 
launched a new 
label, Resolve Records, focusing on youth-ori¬ 
ented worship and ministry’. Its first artist, 
Khanyisa (ka-nee-sa), is a band from South 

MINISTRY MUSIC 

Africa. (Colleen Hoagland, 615-221-5111) 
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Lesson three 

when you cultivate them right 

cost than you can achieve 

through any other medium. 

And this means faithful, 

With Acquire ', you do 

more than just acquire 

new names via the Web. 

and cultivation. 

To see how Acquire 

really works, we invite you 

You build strong 

relationships through the 

satisfied ministry partners 

who will go the distance 

to visit us today at 

acquire.thedomaingroup.com 

online medium your new 

partners prefer. So you 

reach this younger, more 

educated group at a lower 

with you. 

Learn more about 

this breakthrough in 

Internet donor acquisition 

A service of The Domain Group • 720 Olive Way, Suite 1700 • Seattle, WA 98101 • T: 206.834.1553 • F: 206.621.0139 • E: acquire@thedomaingroup.com 
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People 

Simi Valley. CA - H.M.S. Richards Jr., 70, 
speaker emeritus of the Voice of Prophecy 
international radio broadcast, died of heart 
failure on April 11. Richards’ 40-year career 
with Voice of Prophecy included developing a 
daily radio broadcast. Richards was instru¬ 
mental in developing gospel materials for 
special audiences, including Bible story 
broadcasts for children, print materials cater¬ 
ing to teens and young adults, radio spots for 
non-religious stations and videos for use in 
hospitals and nursing homes. (Eldyn Karr, 
805-955-7657) 

Valley Forge, PA -
Francisco Litardo, 
director of New 
Media and Events 
for American Baptist National Ministries, was 
named team leader with the Mission 
Education and Communications Team of 
American Baptist International Ministries. 
(Ramon A. Williams, 
rlgmedia@ozemail.com.au) 

Nashville, TN -
Robert Beeson was 
named president of 
Essential Records. Formerly vice-
president/general manager, Beeson has been 
a key player in the company’s development 
and growth since he founded it in 1992. 
(Rick Hoganson, 615-641-1052) 

Nashville, TN - During NRB 2000, Por Faith 
& Family announced its new creative team: 
Focus on the Family executive producer 
Bobbie Velentine, independent 
consultant/author Don Cartmell, KMA 
Companies president Rick Dunham, 
Lightsource.com general manager Dennis 
Worden, Love Worth Finding director of 
media Larry’ Nobles, KMA Companies vice 
president of media Bob Dobbs, American 
Family Radio general manager Marvin 
Sanders and Ethics St Religious Liberty 
Commission vice president for broadcast 
communications Harold Harper, who serves 
as For Faith & Family co-host. (Harper, 
615-782-8414) 

Quito, ECUADOR - NRB vice president 
Michael Glenn recently traveled to IICJB’s 
site in Quito as part of the 2000 
International Council of Broadcasters. 
Pictured L-R: Tom Fulghum, HCJB; Todd 
DeNeui, Zion Communications/Salem Radio 
Network; Larry Walters, HCJB; Dick Jacquin, 
HCJB; Wayne Shepherd, Moody Broadcasting 
Network; Lee McIntyre (Shirley McIntyre not 
pictured), KSGN-FM/Riverside, GA (Good 
News Radio); Glenn; Wayne and Norma 
Pederson, Northwestern Radio/Skylight 
Network; John Baker, Blue Ridge 
Broadcasting; John and Tonya Maddex, 
Moody Broadcasting Network; Clair Miller, 
WFCJ-FM/Dayton, Oil; Lee and Jan 
Geysbeek, WCSG-FM/Grand Rapids, MI 
(Cornerstone College Radio); Margy Miller, 
WFCJ-FM/Dayton, OH; Todd and Sharon 
Isbemer, ShareMedia; Glen Volkhart, HCJB; 
and Pamela Hargis, HCJB. (719-590-9800) 

Seattle. WA - Scott 
Valentine and Samantha 
Kelly are partners on the 
Scott & Sam morning show 
weekdays from 5:30 to 
10:00 a.m. on KCMS-FM. 
(Jenny Jansen, 206-546-
7450) 

Nashville, TN -
GSF & Associates 
named Brad Fisk 
vice president of 
Client Services and Jim Davison vice presi¬ 
dent of Operations. (615-361-1810) 

GSF & ASSOCIATES 

New Castle. PA - FamilyNet 
president and former NRB 
chairman David Clark was 
the featured speaker at the 
Latin America Communi¬ 
cation Development 
Ministries banquet on 
April 28. (724-652-0101) 

Nashville. TN - Gaylord Entertainment 
Company named Chaz Corzine and Jennifer 
Cooke co-presidents of the former Blanton 
Harrell Management division, which has been 
renamed GET Management. The Blanton 
Harrell name reverts to its namesakes. Mike 
Blanton and Dan Harrell. 
(www.ccm.com/ccmupdate/) 

Nashville. TN -
Courtesy 
ARISE Watches >7 R I 5 E ... WATCHES 
were presented to speakers at NRB 2000 in 
Anaheim, CA. (Joe Questel, 615-327-4733) 

Nashville, TN - Chordant 
Distribution Group and EMI 
Christian Music named 
David Crace vice president 
of Marketing. (Janet 
Bozeman, 615-371-6866) 

Hillside. NJ - Wireworks Corporation 
appointed Richard Chilvers Systems Account 
Specialist. (908-686-7400) 

Dallas. TX -
USA Radio 
Network 
appointed 
Theda Holmes 
director of Affiliate Relations for its Point of 
View radio talk show. Holmes directs Woman 
to Woman Ministries, Inc.; other credits 
include director of Prayerlife Ministries for 
James Robison Association and Church and 
Ministry specialist for Crawford Broadcasting 
Company. (972-484-3900) 
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Fund Raising Software 
for Christian Broadcasters 

Today's Christian 
Broadcasters are 
Utilizing PledgeMaker 
in 2 Great Ways! 

Installing on 
Their Machines or 
Outsourcing with Us. 

PledgeMaker 
Fund Raising Software 

Call Today! 

(800) 442-9211 

www.pledgemaker.com 

Benefits of PledgeMaker: 

■ Comprehensive Development Functions! 
Including: Direct Mail, Major Gift Tracking, Events, 
Planned Giving, Order Entry, Radio Call Letter 
and DMA Tracking, and much more! 

■ Established and Reliable! 
Financially stable company providing long-term software 
solutions to large organizations and ministries. 

■ Internet Access to PledgeMaker! 
By using a browser, remote users and development 
professionals on the road have full access to their 
donor database. 

■ Custom Integration Solutions! 
Integrates with call centers, and third party fulfillment centers 

■ PledgeMaker On-line an Outsourcing Alternative! 
Focus totally on your core mission and calling and not be 
sidetracked by having to manage an MIS staff. 



Trade 
Talk \ 

800-345-VSAT(8728) 
303.925.1708 

email: sales@nsn.net 
www.nsn.net 

NSN Broadens 
Your Ministry’s 
Reach! 

Illllk z 

Call us to find out why 
both the small regional 
and the nation’s 
largest networks 
utilize NSN. Z 

Building the world’s most 
advanced satellite delivery 
platform available to the 
radio industry. 

NSW 
A Clear Channel Communications Company 

Technology 

Bell Microprodogts 
San Jose, CA - Bell Microproducts (NASDAQ-
BELM) tendered a letter of intent for the 
acquisition of Hammer Storage and plans to 
integrate Hammer into its Rorke Data divi¬ 
sion. The transaction is expected to close this 
month. (Sinan Kanatsiz, 714-854-0800) 

Chantilly, VA - Quince Imaging. Inc., 
announced the addition of the world’s bright¬ 
est projectors to its fleet. The DLP projectors 
provide more than 12,000 ANSI lumens of 
brightness at 1280 x 1024 native resolution. 
(703-802-7320) 

Burbank, CA - Xytech 
Systems Corporation 
released FMS 2000, the 
newest version of its 
fully integrated schedul¬ 
ing system. (Sandy 
Piehitpai, 714-854-0900) 

Radio Stations A lhe Internei 

How are Radio Stations using the 
Internet? Discover what percentage of 
stations (by market) host a Web site, 
stream audio, work with e-mail and use 
an ISDN line. 

■Web Site ■E-mail 

■ Streaming Audio ■ISDN Line 

Source: Survey of Christian Radio by Don 
Hughes, Great Plains Christian Radio, Inc. 
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IROlfl P. HALL DARIUS mcCRARY TAIRERA «HOWRY 

<*T-

World Wide Pictures and Billy Graham Present 

SOMETHING 
TO SING ABOUT 

For the first time in his life, Tommy has 
something to hope for, something to live for, 

Something to Sing About! 

This movie event for the whole family will be on TV June 3-10 
Check local listings or www.somethingtosingabout.com 

WORLD WIDf PICTURE! MC 

WORLD WIDE PICTURES inassociation with DEAN RIVER PRODUCT'ONS presents IRMA P. HALL DARIUS McCRARY 
TAMERA MOWRY "SOMETHING TO SING ABOUT" starsing RASHAAN NALL KIRK FRANKLIN GRANT GOODEVE 

SPECIAL APPEARANCE BY JOHN AMOS FEATUR'NG BILLY GRAHAM 

HOME VIDEOS AVAILABLE JUNE 1 (1-800-501-4557). CHURCH AND PUBLIC EVENT SHOWINGS (1-800-733-4997). 
Photo Oy Gregoiy E. Peters 

©2000 World Wide Pictures. Inc. 
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Publishing 

Grand Rapids. Ml - The Christian Book 
Editor's Conference celebrated its 10th 
anniversary at the Crowne Plaza with 150 
attendees representing 27 publishing houses. 
(480-966-3998) 

Wheaton.IL- alliance 
Todays °' co»«"«’•»«««»• 
issues, from the Alliance of Confessing 
Evangelicals, are topical booklets authored 
by evangelical teachers/leaders and published 
by Crossway Books. (Kathy Jacobs. 630-682-
4785) 

Richardson. TX - Probe 
Ministries International 
produced a new four-
book series, published 
by Kregel Publications, 
to help families deal 
with issues affecting the 
Tromp, 800-733-2607) 

Kregel 
PUBLICATIONS 

home front. (Janyre 

Wheaton. IL -
Crossway Books 
released The Power Crossway Books 
of Extraordinary 
Prayer by Robert Bakke, a balance of histori¬ 
cal accounts, storytelling. teaching and inspi¬ 
ration. (Kathy Jacobs, 630-682-4300) 

81 h Annual M0VIEGV1DE ™ Awards 

*25,000 Epiphany Prize 

Most Inspiring Movie of 1999: 
The Winslow Boy (Sony Pictures) 

Most Inspiring Television Program of 1999: 
JAG, “Second Sight” 

(CBS, Bellisario Productions) 

Grace Prize 

Most Inspirational 
Performance in Film: 
Richard Farnsworth, 
The Straight Story, 
(Disney) 

Most Inspirational 
Performance in 
Television: Chuck 
Norris, Walker, Texas 
Ranger. (CBS) 

Faith & Values Awards 

Special Commendation: The JESUS Film 

Documentary: The Erie Liddell Story 
(Day of Discovery) 

Distributor: Providence Entertainment 

Clay Turner Award: Valerie Red Horse, 
Naturally Native 

Teddy Bear Award 

Toy Story 2 (Disney) 

Pappa Bear Award 

The Straight Story (Disney) 

Letters 

Thank you for the fine work you and 
your staff are doing in assisting and 

defending the religious broadcasting 
industry. I appreciate the changes and 
improvements made in your magazine. It 
has become a more useful tool in assist¬ 
ing us to become the best Christian radio 
and TV stations possible. 

I read with regret the FCC’s decision in the 
Cornerstone Case. Some of the current FCC 
board members have not demonstrated their 
desire to appropriately serve the best interests 
of radio broadcasters. I am disturbed by the 
comments, and apparently, the new poli¬ 
cy made in the Cornerstone Case. 
There is a second concern that 1 have. 

It is that in defending the right for educa¬ 
tionally licensed broadcast facilities to 
program their station without interfer¬ 
ence from the FCC and others, we “shade 
the truth” in defending that right. 

1 quote from your Inside NRB fax, the 
joint statement made by FCC commis¬ 
sioners Powell and Furchtgott-Roth: (re: 
church services) “Depending upon the 
nature and content of the service, it 
might very well be properly educational. 
Certainly, millions of Americans attend 
church services in part, for the educa¬ 
tional value of the teachings.” 

1 am sure that we members of NRB 
would not take a position that our listen¬ 
ers and viewers should listen or watch 
these church services as an educational 

experience. 
Finally, if w’e are to be completely hon¬ 

est, we must admit that these are educa¬ 
tional frequencies. The original intent of 
the allocation of educational licensees was 
not that they be used for religious purpos¬ 
es, nor was there given any guidelines pro¬ 
hibiting such use of those licenses. 
We ought never fall into the trap of 

"The end justifying the means.” Our 
defense must be based on the highest 
level of truth and justice. 

— Les Lanser 

President. Lanser Broadcasting 

Holland. MI 
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64 / come to the dump for food 
and when I don't find anything, 
we usually go hungry. 

Yesterday, all I got was 
two biscuits and a piece 
of cheese. But today we 
wilt have chicken. 99

— Claudette Baker 
Single mother of three 

Today, Claudette had a "good day" picking through the mounds 
of garbage al Riverton City Dump — just outside of Kingston, 
Jamaica. She holds up a piece of rancid chicken, no matter that 
flies have already converged on the rotten meat — this will he 
dinner for Claudette and her three young children. 

In underdeveloped countries, the poor are forced to use any and every resource available — even city garbage dumps. Riverton 
dump is surrounded by thousands of families that have no other place to go for food or shelter. They pull together scraps of 
sheet metal and lumber and create makeshift homes. “Food and housing are the most urgent needs,” explains Ferdinand Mahfood. 
founder of Food For The Poor. "And housing has the greatest impact. By giving a poor family a simple one room home costing 
S2,000, we provide them with a new start in life. They gain a sense of dignity and hope. A completed house often brings tears 
of joy and heartfelt prayers of thanksgiving to our Lord.” 

NRB and Food for the Poor have joined 
forces to launch a bold, new ministry 

outreach to help the poorest of the poor 

in Jamaica. The goal of “2000 in 2000" 

campaign, recently launched at NRB's 
annual convention in Anaheim, is to 

build an NRB Village with 2000 homes 

for struggling Jamaican families. 

Food For The Poor works through local 

ministries to locate the neediest people. 

Homes are constructed using local labor, 

including help form the recipient family 

when possible. It’s a big day when a 

home is completed! 

Food for the Poor is asking all NRB 

members to join together and use the 

power of the media to rally collective 

Christian charity to provide the people 

of Riverton City with decent, humane 

shelter. Each house costs $2,000 to build 

and if each NRB member could commit 

to raising funds for one house — the 

NRB Village in Jamaica would be built. 

Won’t you join the thousands of others 

who are making such miracles a reality 

for the glory of God? 

Yes, I want to build a Miracle! 
□ Let the work begin! Here’s my check for $2 OOO. 

»—i Apply this SIOO gift to a monthly schedule. 

1 I pledge to continue my support to total $2,000. 

[j I can't build an entire home, but please use this 

gift toward your efforts. 

Please charge my: □ Visa □ MasterCard □ American Express 

Account Number _ Bp, Date: 

Signature: _ _ 

Plejse print: 

Name: 

Address: 

Ctty:_ 

State, Zip: 

Phone: ( )_ 

S3 FOOD for the poor 
550 SW 12th Avenue 

Deerfield Beach, FL 33442 
www.foodforthepoor.com 

All donations are tax deductible. 

If interested in helping, pl 

2000 
A Special Outreach of the NRB and FOOD FOR THE POOR 

Commitments to date: 468 
Goal: 2000 

ease fill out the following: 

2000 

For more information about how your 
station or program can be involved, 

please call Nick Adams or lohn Ramseur 
at (954) 427-2222. 
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Member Profile: Regent University Offers IRB Scholarship 

Paul Cerjan 

During the NRB 2000 Intercollegiate Religious Broadcasters (IRB) student award cere¬ 
mony, Regent University president Paul Cerjan announced the establishing of an excit¬ 

ing new scholarship: S2000 for an IRB student seeking a masters degree in communica¬ 
tions or broadcast journalism at Regent University. 
Regent University has sponsored the IRB Student Awards Contest for television and radio 

production for the past three years. This contest, held during the annual NRB convention, 
presents students with cash prizes and awards certificates to their schools. 
Following the ceremony, Bott Radio Network and Center for Print and Media hosted a din¬ 

ner reception for IRB members. NRB 2000 featured Cerjan as the speaker for the reception. 
Qualifications for the Regent scholarship are academic success and teacher recommen¬ 

dation. IRB students interested in applying for the scholarship must complete admission 
requirements to the College of Communications and then contact Vicki Glascock at vick-

gla@regent.edu or 752-226-4243. 
Application deadline for the fall 2000 semester is June 15, 2000. 
In other Regent news, a new building will open in 2001 for the College of 

Communication and the Arts. The 125,000 square-foot building will house a student union, 
an 800 seat auditorium, a cinema-television production studio, a film sound stage and tech¬ 
nical studios. Also housed in the building will be the bookstore, computer services and the 

School of Divinity. 

STARTOWER^ 

CYNET 

Attention NRB Members 
J 

IS 
Alamo www.nrb.org/bcncfits.htm 

71IRBORNE 
EXPRESS 

StarTowers - Passive Income Opportunity from Tower Rental 

Outlook Vision Services 

Airborne Express - Overnight Delivery 

Penny-wise - Discounted Office Supplies 

CyNet - Internet Fax Broadcast Service 

Royal & SunAlliance - Property, Casualty Insurance 

Alamo Car Rental Royal & 
yXsuNALLIANCE 
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Sometimes your listeners can barely spare a minute. 

Fortunately, that’s all we need. 

Today’s Christian woman is active. Involved. 
Always on the go. She doesn’t have time to 
hunt around for information. She’s too busy 
living life. 

Now Christian women can find the timely 
news and commentary they want, from a name 
they trust, all in only one minute! 

Introducing 60 Seconds with Beverly LaHaye. 
Featuring Beverly LaHaye, Founder and 
Chairman of Concerned Women for America 
and host of the NRB award-winning radio 
broadcast Beverly LaHaye Today, it’s the 
one-minute solution to the busy woman’s 
information needs. 

To inquire about 60 Seconds with Beverly LaHaye: 
Call Betsy Coffey at The Domain Group 
206-834-1498, FAX: 206-621-0139 
e-mail: BCoffey@TheDoma'nGroup.com 

Whether it’s breaking news from 
Washington, D.C., insider looks at current 
events, or valuable resources for raising their 
families and strengthening their walk with 
God, your listeners will find it five days a week 
in 60 Seconds with Beverly LaHaye. 

Contact us today to find out how you can 
share the new CWA commentary 60 Seconds 
with Beverly LaHaye with your listeners today! 

60 
Seconds 
WITH 

Beverly 
LaHaye Because a lot can 

HAPPEN rN A MINUTE! 



Hot Topic: E-commerce 
Experts expound on an enterprise 

by the staff of GSF & Associates 

hether your area of expertise in Christian “broad¬ 
casting" is radio, television, Internet, direct mail 
or some other category, the reality is that you are 

in the communications business. In today’s digital environ¬ 
ment, communication means dealing with computers ... and 
computers mean going online. But what do you do online? 
Is a Web site enough? Should you go into e-commerce? 
And what is e-commerce, anyway? 

Let’s begin with the definition: e-commerce is simply an 
abbreviated term for electronic commerce. For this article, 
we’ll consider e-commerce to be selling inventory and/or 
accepting contributions via the Internet. 

The panel of experts we gathered for this discussion 
includes OnePlace.com president Jim Cumbee; Family Life 
Today manager of Internet marketing Brian Hess; Moody 
Broadcast Network division manager of broadcast stations 
John Maddex; NCome, Inc., president Paul Martin; 
Christian Internet Initiative president Pete Snell; and 
Christian Financial Concepts vice president of Internet ini¬ 
tiatives Bill Wise. 

While assembling this article, two things became appar¬ 
ent: 1) an isolated discussion about e-commerce is like 
honing in on a bucket of water in the huge Internet sea, and 
2) your purpose in ministry is of greater importance than 
the methodology. 

Our knowledgeable panel unanimously agreed that a 
ministry must first be certain of its core purpose and then 
find the technology to achieve that purpose. Such assess¬ 
ments should be completed prior to beginning the technical 
work of instituting e-commerce. Ministry should be your 
main focus rather than “keeping up with the Gateses” of the 
technological world. It is universally agreed that a ministry 
is defined by purpose, not methodology. 

“Think strategically before you get started and don't be 
intimidated. ...In preparation, clearly see the spiritual per¬ 
spective but also start with a sound business perspective,” 
says Jim Cumbee, speaking for OnePlace.com. Let’s begin 
the discussion. 
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While assembling this 
article, two things became 
apparent: 1) an isolated 
discussion about e-com¬ 
merce is like honing in on a 
bucket of water in the huge 
Internet sea and 
2) your purpose in ministry 
is of greater importance 
than the methodology. 

Because Christians do not 
live in a cultural vacuum, 
a ministry might consider 
using the services of a 
secular provider in order 
to have its “product” 
where the people are they 
want to reach. 

Set-up costs for a ministry 
Web site can range from a 
few thousand to a few 
hundred thousand dollars. 

One radio broadcast min¬ 
istry recently noted an 
annual overall sales 
growth of 25 percent; 
although Internet sales 
was only 8 percent of the 
total gross sales, its annual 
grow th was 207 percent. 



Ministries that find success with e-commerce will 
be those whose sites serve the needs of visitors. 

On the most practical level, e-commerce pro¬ 
vides an unlimited channel for the promotion 
and distribution of goods and services and 
the possibility of generating greater income. 

Who Are the Major Players? 

Although there is no clear leader in the Christian marketplace, some 
notables include ChristianSuperstore.net, iChristian.com, iBelieve.com, 
Musicforce.com, Christian Book Distributors. Crosswalk.com and 
Gospelcom.net — each providing accommodating outlets and gateways for 
Bibles, books, videos, gift items, church supplies, etc., with the ability for 
customers to check the status of their purchases. The list continues to grow 
almost daily and we apologize to sites we may have overlooked. 

The major e-commerce players from the secular world are 
Amazon.com, Yahoo!, Outpost.com, eBay and Travelocity. 

Larger ministries can provide their own Internet e-commerce platforms 
but “the truth is that virtually all ministries will need a Web host or service 
provider to run their site. The ministry that hosts its own site is inviting 
serious security trouble and purchasing too much technology and expensive 
bandwidth,” says Paul Martin of NCome, Inc. 

Smaller ministries may need to address the business aspects of partner¬ 
ing with an e-commerce provider and also some philosophical issues. In the 
case of secular providers, some aspects of their business may be considered 
objectionable to a religious customer base. However, because Christians do 
not live in a cultural vacuum and are interested in sports, finances, health, 
etc., a ministry may use the services of a secular provider in order to have 
its “product” where the people are they want to reach. 

What Is the Initial Investment? 

The initial investment can be considerable, depending on how elaborate 
and interactive you want your site to be. The services of consultants and 
technicians can come high, because a high degree of creativity is involved 
and there is no industry-wide standard. A consultant’s task is to keep the 
ministry focused on results rather than the latest tech tool. Set-up costs for 
a ministry Web site can range from a few thousand to a few hundred thou¬ 
sand dollars. 

According to John Maddex of Moody Broadcasting Network (MBN), 
“A multi-faceted ministry like Moody Bible Institute — with 30 MBN 
radio stations, Moody Press, Moody Magazine, Moody Video, education, 
conferences, etc. — requires a sophisticated site that will service the needs 
of each division, listener, reader and customer, where one element feeds 
another. Understandably, the more complex, the greater the investment.” 

Our industry is definitely experiencing change. One radio broadcast 
ministry recently noted an annual overall sales growth of 25 percent; 
although Internet sales was only eight percent of the total gross sales, its 
annual growth was 207 percent. 

What Spiritual Issues Should 
Be Addressed? 

According to Pete Snell of Christian Internet Initiative, "The Internet 
offers the most powerful way to deliver spiritual truth and spiritual lies that 
has ever been invented by man. I advise ministries not to focus on how 

they can use the Internet to sell stuff or merely how to 
use the Internet to do a little bit more with their ministry. 
We naturally want to use the Internet to improve effec¬ 
tiveness and productivity — but of greater significance 
is the fact that a spiritual battle is raging and is intensi¬ 
fied on the Internet.” 

Evil is well represented on the Internet, but the 
Internet is only as evil or good as the content it carries. 
As Christians, we have a marvelous opportunity to infil¬ 
trate this global medium with the good news of the 
Gospel through ministry or up-lifting products. 

How Do You Maintain 
E-commerce Fulfdlment? 

After determining the need for e-commerce, the sec¬ 
ond most critical element is fulfillment — the processing 
of orders and customer service. If the infrastructure is in 
place for off-line fulfillment, on-line fulfillment will 
likely be easier and help to expand your customer base. 

If fulfillment is new to your ministry, you might be 
wise to contact an out-source fulfillment company or use 
an affinity (affiliate) program — linking to another site 
where it’s already being done. 

E-commerce sites only work when they make some¬ 
thing easier for consumers than what they were experi¬ 
encing off-line. The best sites offer new and different 
products and services that a consumer can’t get any¬ 
where else. 

Keep in mind the challenge of shipping and tracking, 
and the managing of the customer data, which should be 
determined before stepping out into e-commerce. 

What Is the Future of E-commerce? 

“Wouldn’t we all like to know?” was the response 
from Brian Hess with Family Life Today and echoed by 
all roundtable contributors. In broad terms, the penetra¬ 
tion and near-omnipresence of the Internet will continue 
to increase, not just in Web browsers, but in Internet 
“appliances” and alternative devices such as cellular 
phones and wireless handheld computers. 

Members of the e-commerce roundtable agreed that 
ministries that find success with e-commerce will be 
those whose sites serve the needs of visitors, allowing e-
commerce to be part of that sendee but not the major 
consideration. 
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“We believe if you are 
in the fulfillment or sales 

business, e-eommeree is 
not really an option but a 
matter of course.” 

— Bill Wise, Christian 

Financial Concepts 

“Think strategically 

before you get started 

and don’t be intimidat¬ 
ed. In preparation, 

clearly see the spiritual 

perspective but also start 
with a sound business 

perspective.” — Jim 

Cumbee, OnePlace com. 

“The Internet offers 
the most powerful way to 

deliver spiritual tmth 

and spiritual lies that has 
ever been invented by 

man We want to use the 

Internet to improve 
effectiveness and produc¬ 

tivity — but of greater 

significance is the fact 

that a spiritual battle is 
raging and is intensified 
on the Internet.” 

— Pete Snell, Christian 
Internet Initiative 

“Virtually ail min¬ 
istries will need a Web 

host or service provider 
to run their site. The 

ministry that hosts its 

own site is inviting seri¬ 

ous security trouble and 

purchasing too much 

technology and expen¬ 
sive bandwidth.” — Paul 

Martin, NCome, Inc. 

“Wouldn’t we all like 

to know [the future of e-

commercej!” — Brian 

Hess. Family Life Todav 

“A multi-faceted ministry like Moody Bible 

Institute requires a sophisticated site that will serv¬ 

ice the needs of each division, listener, reader and 

customer, where one element feeds another. 

Understandably, the more complex, the greater the 

investment.” — John Maddex. Moodv Bible Institute 

Is E-commerce in Your Ministry's Future? 

If you already have off-line commerce, it will be relatively easy for you to 
expand to on-line commerce. “Our ministry has seen a decline in call ordering 

and an increase in on-line ordering. Our experience leads us to believe if you are 
in the fulfillment or sales business, e-commerce is not really an option but a mat¬ 

ter of course,” reports Bill Wise of Christian Financial Concepts. 

If your site is set up to be solely seeker-oriented, you may determine not to men¬ 
tion money or commerce to prevent a possible misinterpretation of your message. 

On the most practical level, e-commerce provides an unlimited channel for 

the promotion and distribution of goods and services and the possibility of gener¬ 
ating greater income. 

In summary, as you consider the application of e-commerce for your Web 

site, we suggest the following: 

• Re-examine and define your ministry’s vision and purpose. 

• Evaluate the needs of those you serve. 

• Reconsider all aspects of your Web presence as an outreach tool and a ministry. 

• Prioritize and invest where ministry dollars will bring the greatest spiritual and 
financial return. 

• Be strategic and discerning about the set up of your e-commerce. 

• Understand the medium and use it effectively, especially in marketing your 
site. 

• Plan to develop on-going and integrated relationships with your customers. 

The GSF staff and those participating in this article concluded that 

the Christian community needs to exercise its responsibility and privilege 

to be light in a dark place from a ministry and business perspective. Plan 
to do it wisely and with a God-given focus. 

GSF & Associates is a full-service agency with commitment to serving the "Next 
Generation ” of gifted communicators. In July 2000, GSF & Associates will introduce 
GSFInteractive (GSFI), an Internet Services division specializing in site design, mainte¬ 
nance, promotion and e-commerce. Contact GSF & Associates at gsfl@compuserve.com 
or 615-361-1810. 

by Casey O’Quinn 

A certain prerequisite for an e-commerce site is, of course, your 

own Web site. What are some of the basic steps in creating a viable 
web site? 

• Research and explore current Web sites for perspective. 

• Review the purpose of your ministry. 

• Define the purpose(s) of your Web site: is it to share information, sell 
product, build a database for mailings or a combination? 

• List short- and long-term goals of the site with measurable results, such 
as number of visitors, quantity of names added to the database, dollars 
generated, etc. 

• Determine your audience demographics. 

• List information you would like to obtain from visitors to your site. 

• Establish the budget for building, maintaining and marketing your site. 

• Decide whether you will design the site in-house or outsource the work. 

• Register a domain name — perhaps www.yourcompanyname.com. Keep 
it simple. 

• Determine how to be listed on the various national search engines. 

• A key factor in the success of your site is traffic. Once the visitors come, 
make certain the site’s design, ease of use and practical content are 
attractive and updated frequently enough to keep them coming back. 

— Casey O’Quinn is Internet services director of GSFInteractive. 
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FREE SAMPLES! 

Evangelistic Productions 

Television Programming 

Radio Programming 

Films, Videos, CD’s 
and much more! 

u„Jn all Judea and Samaria, 
and to the ends of the 

earth.’9
Acts 1:8b 

1-800-729-2237 

CDR Communications, Inc. 931 0-B Old Keene Mill Road, Burke, VA 22015 
Phone: 703-569-3400 Fax: 703-569-3448 Email: cdr@erols.com 

www.cdrcommunications.com 

Ask us about your next project! 



f i ospel Communications 
I V Network director 

Robby Richardson 
(robby@gospelcom.net) says an 
effective Web site is made up of 
three major components: strate¬ 
gy, production and distribution. 

Richardson, moderator of 
"The Care and Feeding of a 
Web Site" workshop during 
NRB 2000, explains the compo¬ 
nents: strategy includes thinking 
through the core purposes of 
your ministry and determining 
the best tools to use to accom¬ 
plish your purposes; production 
deals with using those tools to 
build an effective Web site; and 
distribution covers promoting 
your effective Web site and 
attracting vis tors via online and 
offline campaigns. 

Joining Richardson on the 
workshop's expert panel: 
Christianity.com COO Spencer 
Jones, Crosswalk.com director 
of marketing Steve Biggerstaff 
and The Domain Group media 
director Mimi Natz. 

Component One: Strategy 
1. A digital revolution is afoot that combines the Internet, mass media, ndividuality, the printing 

press and portability. 

2. The Internet is the greatest platform created to carry a message. 

3. Your first decision is your most important. Study the options and choose a path you can live 
with in the future. 

4. Speed is critical — you must get online now. 

5. Strategy is also critical; think about the user experience and what makes sense to- the visitors 
to your site. 

6. Remember: ideas are cheap and execution is valuable. 

— Christianity.com COO Spencer Jones can be reached at 
757-226-2772 

Component Two: Production 
1. Site visitors need a reason to come to your site, a reason to stay at yc jr site and a reason to return 

to your site. 

2. Visitors come to your site for information, interaction and involvement Your ultimate goal is the vis¬ 
itor's heart. Create a compelling site that shows them what makes your ministry different. 

3. Visitors stay at your site primarily because of relevance. The essence of your mission and its rele¬ 
vance to the visitor must be front and center on your Web site. 

4. Create a seamless experience for the visitor by making sure 
you provide options when a user finishes exploring any piece of content. Such options include 
links, surveys, e-commerce and audio archives. 

5. Visitors are likely to return to your site when they leave a little of themselves there: filling out sur¬ 
veys, signing the guestbook, subscribing to e-mail newsletters and taking polls. 

6. The infrastructure required to cont nually pump out new content — ecitors and writers — is very 
expensive. Re-purpose content you a ready have and share or syndicale content with other like¬ 
minded providers. 

7. Customer service is critical. If you invite people to your Web site, you must respond to their ques¬ 
tions. 

8. Use e-mail as a fast and inexpensive way to distribute content and maintain regular contact with 
s te visitors. Remember to keep the e-mailed content text-based and forego any big graphics. 

— Crosswalk.com director of marketing Steve Biggerstaff can be reachec at 
biggerstaff@didax.com or 703-968-4808. 

Component Three: Distribution 
1. Set goals and objectives for your site. 

2. Determine a realistic budget. (If you have aggressive goals, you'll reed an aggressive budget.) 

3. Define your campaign objective Do you want to attract membersh p, get direct response, 
enhance branding or get the word out? 

4. Determine your online and offline needs to drive traffic to your site. Do you want to use only 
the Internet or use it in combination with outside methods (radio, television, print, outdoor 
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advertising)? When using offline strategies, select your media 
mix, know your target, focus on your objectives and work for 
value-added perks. 

5. Keep in mind that a recent study showed that 91 percent of 
people surveyed became aware of a URL from an offline source. 
Of those, 62 percent actually visited the site. 

6. Define your target audience. Who is visiting your Web site? For 
whom are you aiming? 

7. Consider when your target audience will likely access your site. 

8. Choose your online promotion options: links with directories, 
keyword buys, banners and buttons, text links, e-mails, newslet¬ 
ters and sponsorships. 

9. Re-register your site with search engines and directories every 
three to six months. (You may have to purchase key words to be 
in the first 25 entries; most of the free links are within specific 
industries. Keep in mind that paid links are continually evolving.) 

10. Explore the exchanges available to you: Web rings, banner 
trades and link swaps. 

— The Domain Group media director Mimi Natz can be 
reached at 206-682-3035. 

Expert Picks 
Examples of excellent sites: 

Yahoo! (www.yahoo.com) is zealous about making sure the 
user has a good experience. 

Geocities (www.geocities.com) is a good example of a 
community. 

Gospelcom (www.gospelcom.net) shows a great way of 
binding communities together. 

Crosswalk.com (www.crosswalk.com) is a good portal site. 

ThirdAge (www.thirdage.com) is a focused community site for 
folks moving into upper middle age. 

Insight for Living's site (www.insight.org) has great personal¬ 
ization features. 

Back to the Bible (iwww.backtothebible.org) and Radio Bible 
Class (www.rbc.org) have done a good job of incorporating 
the purpose of ministry into the Internet. 

The Association of Christian Fighter Pilots 
(www.gospelcom.net/acfp) does an excellent job of living out 
its core purposes. 

Answer Center 
What ranks your site at 
the top of a list of search 
engine returns? 

I: varies by search engine. Each has its 
own formula of ranking returns. Cost is a 
determining factor; you pay for ranking 
and can buy certain key words. You also 
can write metatags containing key words 
that create better matches. Visit 
www.searchenginewatch.com for a compi¬ 
lation of search engines and explanations 
of how they work. 

Is the Internet taxation 
rumor true? 

There is no proposal about Internet 
taxation before Congress. Although there 
are various discussions regarding sales tax 
on the Internet, nothing formal has been 
put forth. 

How long should it take 
for a page to load? 

Research shows that people give up 
on loading a page after 30 seconds. Keep 
your home page clean and make certain 
it loads quickly to prevent fatigue in first¬ 
time visitors. Save the bells and whistles 
for other pages; people who have devel¬ 
oped a loyalty to your site will wait for the 
extras to load. 

Is there a place on the 
Internet for a small- to 
medium-sized organiza¬ 
tion to make an impact 
without a lot of capital? 

Yes! Although many large organiza¬ 
tions are spending a lot of money, they 
desperately need content. If you have rel¬ 
evant content and keep it current, you will 
be noticed. Don't try to do everything at 
once; start with one or two core purposes 
and build on those. Leverage your other 
distribution channels and point people to 
your Web site. Partner with sites that have 
an infrastructure in place to handle large 
hits and have a technology backup plan. 

What are the staff prior¬ 
ities for a Web site? 

There are many ways to meet the 
needs of a Web site. You don't have to 
hire a Web master, a graphic designer 
and an editor; you can outsource the 
work. The most important person to hire 
is the one who will take ownership of the 
site and carry out the ministry's core pur¬ 
poses. If your purpose is to do ministry 
and you hire the best technical people in 
the world, but they don't connect with 
how to accomplish your purposes, your 
Web site will not be successful. 

Crosswalk.com’s 
Offline Campaign 

Crosswalk.com ran an exten¬ 
sive media campaign 1999 using 
radio, television and print. As a 
result, the site grew from 147,000 
to 1.1 million users; average 
monthly page views went from 2.6 
million to more than 17 million. 

Although an enormous part 
of that growth happened during 
the fourth quarter when the 
majority of the television ads ran, 
we discovered that there are 
more efficient ways of spending 
advertising dollars than buying 
expensive television time. 

We also learned a lot about 
efficient recruitment regarding 
registered users. In light of what 
we spent and what we gained, 
we consider it a success. 

— Crosswalk.com director of 
marketing Steve Biggerstaff 
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Possibilities? 

by Karl Stoll 

he way viewers experience televi¬ 
sion and the Internet is about to 

change forever. Visionaries are 

Brian Bowman: “In the next few years, 
no one will talk about TV and the 

Internet separately.” ABC currently 

environment? Will Christian communi¬ 
cators make the transition? How can 
Christians adapt these new technologies 

Television, 
Interactivity and 

the Gospel: 
Remote 

Will Christian communicators make 
a place for themselves in the new 

media or miss the opportunity? 

blending conventional media with new offers viewers an interactive multi-task- to build and strengthen the Church? 
technologies and ideas in unconven¬ 

tional ways, affecting everything from 
transmission to marketing. A theme 

often repeated by various companies is 

C.O.P.E. — Create Once, Publish 

Everywhere. New technologies will 

allow producers and publishers — con¬ 

tent providers — to find new uses for 

their products without recreating them 
for each new use. 

This raises the question of technolo¬ 
gy standards. As with other debates 

over standards, either the government 

will mandate them or (for better or 

worse) the marketplace will shake them 

out — remember VI IS versus Beta? 

Whatever the standard, it is imperative 

that Christian communicators under¬ 
stand, use and respond to new tech¬ 

nologies. The future has arrived. 

Words of Wisdom from 
Interactive Veterans 

TV Technology quotes ABC Internet 
Group vice president/general manager 

ing experience by driving viewers of 

Who Wants to Be a Millionaire to play 
along on its Web site. 

Broadcasting & Cable recently 

asked Microsoft president/CEO Steve 

Ballmer for general advice to the broad¬ 

cast industry about preparing for these 

changes. He said, “First, pick the right 

technology. ...Second, [don’t] be the 

last guys to make some preliminary 

bets. Invest and get some experience in 

what it really means to start the process 
of changing |your] operation and con¬ 

tent for the new world.” 

Graeme Weston, managing director 

of the Entertainment Division at The 

Fantastic Corporation, is paraphrased 

in the NAB 2000 Daily News as believ¬ 

ing broadcasters should focus on 

sophisticated programming, good story¬ 

telling, branding and careful research 

into the customer base. 

In a way, the future of new media is 

up for grabs. Will traditional models of 

Christian broadcasting work in this new 

Let’s examine the landscape and some 

key players. 

OpenTV 
OpenTV already offers a digital 

interactive television experience in 

more than six million homes. The 

OpenTV position brief, The New World 

of Convergence, states: “We believe that 

the quality of television programming 
drives the deployment of digital televi¬ 

sion receivers, which in turn drives 

viewers to interactive services on televi¬ 

sion. Interactive enhancements to 

prime time television programs, and the 

e-commerce opportunities that they 

generate, will become essential vectors 

in the promotion of interactive televi¬ 

sion services. 

“We also recognize the necessity of 

preserving the business models that 

sustain the television industry. ...Our 

strategy is to offer technical services 

that, while preserving the integrity of 
the television experience and business 
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model, provide seamless integration of 

the digital television infrastructure into 

the global network infrastructure.” 

WebTV 
Microsoft bought WebTV in 1997 and 

is making headway with interactive pro¬ 

gramming such as Jeopardy! WebTVs 

premium Personal TV service is now 

being used in more than 100,000 homes 

through Echostars DISH Network. 

According to a WebTV press release, 
users can: 

• Watch programs from 500 channels 
available via DISH Network, including 
local programming in IS major markets. 

• Record and store up to 12 hours of full 
digital-quality programming without a 
videotape. 

• Pause and replay live broadcasts, 
never missing a moment of a favorite 
show. 

• Simultaneously record and play back 
recorded programming. 

• Search and browse an interactive 
seven-day electronic program guide 
and record programs with a click of 
the remote. 

• Easilv archive recorded programs to a 
VCR. 

• Play games such as You Don't Know Jack. 

• Create a personalized Instant 
News channel to receive continually 
updated business, stock, weather and 
sports information. 

"In the next few years, no one will talk 

about TV and the Internet separately." 

— Brian Bowman. ABC Internet Group 

vice president/general manager 

Paul Mitchell, Microsoft’s group 

manager for Interactive Television 

recently told Broadcasting & Cable 

magazine, “What you're seeing is people 

embracing the opportunity to use 

broadcasting for more than pictures and 

sound. They’ve begun to embrace the 

notion that the transmitter can be used 
to create new business opportunities 

through datacasting. Broadcasters will 

be building business models around 

their unique asset, which is a wireless 

tether in a local community, something 

not matched by cable or satellite.” 
With Microsoft heavily investing in 

interactive television, it’s a natural for 

America Online, with its close relation-

According to Graeme Weston, managing 

director of the Entertainment Division at 

The Fantastic Corporation, broadcasters 

should focus on sophisticated program¬ 

ming. good storytelling, branding and 

careful research into the customer base. 

ship with Time-Wamer, to be in the 

game, too. Watch for AOL TV to launch 

later this year as part of its “AOL 

Anywhere” strategy. AOL’s mission 

statement reads, “Our mission is to 

build a global medium as central to peo¬ 

ple’s lives as the telephone or television 

... and even more valuable.” 

AOL’s Web site explains, “Through 

‘AOL Anywhere,’ AOL’s members, 
online consumers of its other Web 

brands and millions of other consumers 

will be able to access popular AOL fea¬ 

tures whenever and wherever they need 

them — from the Web, and when using 

their television, Internet-ready phones, 
handheld computers and other personal 

wireless devices.” 

Broadcasting and Cable quotes 

America Online chairman/CEO Steve 

Case: “AOL TV will give people the 

interactivity they want when they 

watch television. ... We ll use some 
Time-Wamer content assets, but we’ll 

also use other company assets.” 

PC vs. TV 
While the whining about lack of 

bandwidth has dissipated, another battle 

is brewing over delivery systems. No 

longer are visionaries feeling frustrated 

by their inability to deliver innovative 

ideas to the marketplace. During an NAB 

workshop, Badiyan, Inc., chief technolo¬ 

gy officer Chad Badiyan said, "By 2003, 

26 million users in the U.S. will have 

broadband access — that’s about 36 per¬ 

cent of all Internet users.” 

The new debate appears to be 

broadband TV versus broadband PC. 
Will consumers prefer the TV set. the 

computer screen or some new combina¬ 

tion of the two? It seems that most of 
the new technologies favor the TV 

screen; the marketplace will figure out 

that part. 

But broadband is here and millions 

of dollars are counting on it. In fact, 

many new tech companies are design¬ 

ing their products to enhance both pro¬ 

gramming and commercials. It’s moving 

so fast, e-commeree is already passé, 

the new catch phrase is t-commerce (t 

for television). 

Geocast 
Later this year, Geocast is hunching 

a multi-cast system utilizing the broad¬ 

band capabilities of DTV stations — 

instead of the Internet — to deliver 

“rich media” and customized content 

through a receiver connected to the PG 

desktop. The system depends on the 

user's Internet service as the back chan¬ 

nel. Geocast plans to include local 

broadcasters as part of its content as 

well as deliver}' service. 

Geocast allows users to customize 

content preferences through an on¬ 

screen menu. The system identifies and 

saves content in the receiver to match 

the preferences for immediate or future 

use. Such customization gives market¬ 

ing experts the ability to create and 

deliver highly targeted, individualized 

advertisements. 

ACTV 
Similarly, ACTV in New York devel¬ 

oped Individualized Television, an inter¬ 

active system that stores demographic 

and usage data to deliver tailored con¬ 

tent based on those parameters. 
According to company description, 

it can “create individualized program¬ 
ming by simultaneously sending the 

viewer multiple television signals relat¬ 
ed in time and content and switching 

among those signals without a visually 
perceptible delay. With Individualized 

Television, the viewer experiences the 

video, audio and graphics of a single 

fluid programming stream, while the 

programming on the other signals 

remains transparent. 

“With Individualized Television: 

• The viewer of a pay-per-view sporting 
event or regional sports telecast can 
select different views of the action, 
highlight packages, statistics or instant 
replays; 

• A ear commercial can ask viewers to 
identify the models that most interest 
them and ...provide individualized 
information about the identified models; 

• Neighbors watching the same program 
can see entirely different advertise¬ 
ments based upon demographic infor¬ 
mation stored in their respective set-
top boxes; and 
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Television Network! It remains the best and most unique opportuni¬ 
ty for Christian broadcasters to network together with their peers. 
AH American considers its investment in this yearly forum as essen¬ 
tial to its long term success. As a nationwide TV broadcaster with 

signals in 30 markets, large and small, this function fulfills a critical 
desire we have to meet and greet other broadcasters in one place at 

one time. Thank you NRB, for connecting the dots!” 

— All. American Television Network Chief Operating Officer T.J. Malievsky 



• A child viewing a program can engage a 
favorite television character in what 
seems to be a one-on-one dialogue.” 

"Interactive enhancements to prime time 

television programs, and the e-commerce 

opportunities that they generate, will 

become essential vectors in the promo¬ 

tion of interactive television services." — 

"The New World of Convergence," 

OpenTV position brief 

ACTV has also developed HyperTV, 

a system that synchronizes TV and Web 

content. HyperTV works by embedding 

a stream of Web page addresses into the 

video or audio signal or by transmitting 

the addresses directly over the Internet 
to the user’s computer. The Web content 

is synchronized to what is being shown 
on a particular television channel. 

Wink 
A company called Wink claims to 

“[provide] a complete end-to-end system 

for electronic commerce on television.” 

Wink’s goal is to enhance existing pro¬ 
grams and commercials by promising 

viewers a system to “order products or 

request information, play trivia games 
about the show, look at statistics of a bail¬ 

game, and more, while continuing to 
watch the program.” Then, “Wink collects 

the responses for purchases and informa¬ 
tion requests, aggregates them and for¬ 

wards them to the appropriate advertiser, 

merchandiser or programmer.” 

Wink technology may mean the end of 

800-number per inQuiry ads. 

The company is poised with strate¬ 
gic relationships with ABC, CBS, FOX 

and NBC, 10 cable operators, 27 cable 

channels and DirectTV. In late March, 

Time-Warner Cable of New York City, 

the largest cable system in America, 

rolled out Wink to select Manhattan 
subscribers. It is currently available to 

some cable viewers in California, 

Connecticut, Illinois, Michigan, 

Missouri, New York, Tennessee and 
Texas. Wink Enhanced Broadcasting 

has been available in Japan since 

October 1996 and in the United States 

since June 1998. 

Several advertisers are trying this 
new means of marketing. For example, 

an enhanced Ford commercial invites 

Wink users to click on the screen to 

have a dealer contact them and Wink 

supplies the dealer with qualified leads 

from potential buyers. Clorox offers a 

81 coupon in its Wink ad. This technol¬ 

ogy may also mean the end of 800-num-

ber per inquiry’ ads as other advertisers 
experiment with impulse buying 
through Wink; one click on the screen 

fills the order. 

Wink’s executive vice president of 
sales and business development Allan 

Thygesen suggests this new marketing 

scenario will also lead to a new system 

for measuring the effectiveness of 
broadcast advertising. No longer will the 

number of impressions or exposures be 

key selling points. The advertiser will 

know exactly how many responses and 

sales resulted from each specific place¬ 

ment and will know exactly who is 
responding, signifying the end of smoke 

and mirrors. Advertisers will accurately 
track how their dollars are being spent. 

"Digital Localism" 
The consensus among industry’ lead¬ 

ers seems to be that while changes in 
technology’ will expand a broadcaster’s 

ability to involve the audience and offer 

new ways for advertisers to market 

their wares, localism remains essential. 
DBS, Internet and cable have 

caused tremors with the major broad¬ 
cast networks as viewers shift to other 

program and information sources, but 
viewers still have a healthy appetite for 
local information. Robert Dechard, 

president/chairman/CEO for Belo, 

which publishes eight daily newspapers, 

owns 18 television stations and operates 

two more as LMAs (reaching more than 

14 percent of U.S. television house¬ 

holds), believes strongly that localism 

will endure as a business model when 
combined with marketing know-how. 

Dechard suggests local broadcasters 

diversify and develop multi-revenue 

streams: “The idea is to squarely con¬ 

front this fast-moving, competitive envi¬ 

ronment and preserve and extend our 

revenue base. Our strategy focuses on 
becoming like our new media competi¬ 

tors ... developing multiple revenue 

streams and using digital capabilities. 

“We re-purpose our proprietary 

local programming, exploit our owner¬ 

ship clusters, form strategic relation¬ 

ships with local media, develop our 

interactive businesses and employ our 

new digital technologies — all to 

increase revenues. The strategy is an 

updated version of localism that com¬ 

bines both traditional and new media. It 

is essentially ‘digital localism.’ 

"Technology' paves the way but make no 

mistake: content is the fuel that drives 

this industry forward." — Sumner 

Redstone. Viacom chairman/CEO 

“The hallmark we made in local tel¬ 

evision [for] more than 50 years,” 

Dechard continues, “is quality local 

programming, principally local news 
and information. At WFAA in 

Dallas/Fort Worth, for example, |more 
than] 38 percent of our broadcast week 

consists of news and other non-enter-

tainment programming. At KING-TV in 

Seattle/Tacoma, the percentage is 33 
percent. This local programming com¬ 
ponent is our exclusive asset, the criti¬ 

cal competitive edge that we can exploit 

across media platforms.” 

Content Is King 
During the opening session of NAB 

2000, Viacom chairman/CEO Sumner 

Redstone said, “Technology paves the 

way, but make no mistake: content is 

the fuel that drives this industry’ for¬ 
ward.” His words echoed throughout 
the convention as other industry lead¬ 

ers emphasized the need for good con¬ 

tent. Art Cohen of ACTV took the 
mantra a bit further, saying, “If content 

is king, then technology is queen.” 

Defining “good” content is obviously 

a subjective exercise. But, judging from 
the programming on many TV chan¬ 

nels, good content is rare. As messen¬ 
gers of the Gospel, Christian media pos¬ 

sess the ultimate asset. Now is the time 

to re-think conventional approaches to 

using TV, radio and the Internet to 

spread the Gospel and fund ministries. 

This is a time to call on God to 

reveal how the Church can use these 

tremendous tools to find new ways to 

make the gospel message interesting, 
interactive and inviting. 

NRB director of communications Karl 
Stoll attended NAB 2000 in Las Vegas, 
NV. Contact Stoll at kstoll@nrb.org or 
70,3-3,30-7000, ext. 517. 
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Royal & SunAlliance 
Partnering with NRB to Provide 
Property & Casualty Insurance 

Finding an insurance program that is tuned into your business is critical. That's why 
Royal & SunAlliance has developed the BROADCASTERS BUSINESS ASSURANCE (BBA) program 
OFFERING SPECIALIZED COVERAGES CUSTOMIZED FOR THE BROADCASTING INDUSTRY. THE BBA PROPERTY 

& Casualty Insurance Plan offers you: 

■ Property Coverage 
■ Inland Marine - Including 

Towers, Transmitters and Mobile 
Broadcasting Equipment 

■ Tuning and Retuning Coverage 
■ Comprehensive General Liability 

■ Commercial Crime 
■ Business Interruption 
■ Special Events Liability 
■ Workers Compensation 
■ Automobile 
■ Umbrella/Catastrophic Liability 

Our plan enables you to work with your own insurance agent or we can assign one to 
ASSIST YOU. 

For more information, call NRB or have your local agent contact Royal & SunAlliance at 1 -800-426-4388. 

\RB 
National kriigioua Broadcaster» 

Partnering to Protect Your Business 

An Association of Chrittûn Communi 

ROYAL & 

SUNALLIANCE 
www.royalsunalliance-usa.com 

A member of the worldwide Royal & Sun Alliance Insurance Group pc 



Classifieds 

Employment Opportunities 
Evening On Air Personality. Would you like to work for a Christian radio network 

with a commitment to excellence in broadcasting through creative program¬ 

ming, fun with listeners and a team that works together? WBCL Radio 

Network is looking for an evening on air personality who can relate to an 

adult audience and generate creative ideas. Must have production, on air 

and computer experience/skills. State of the art equipment. Competitive 

salary and excellent benefits. Send resume and demo tape to Director of 

Personnel, WBCL Radio Network, 1025 West Rudisill Boulevard, Fort 

Wayne, IN 46S07. EOE. 

For Sale 
Baltic FNI Networks. Estonia, 7 cities; Lithuania, 5 cities. All licensed and oper¬ 

ating. E-mail Wodlinger@aol.com for details. 

, j Your sign of quality. 
InfoCision Management Corporation 

The Industry Leader in Christian outbound 
telephone fund-raising 

Contact Tim Twardowski or Nick Stavarz 
at (330)668-1400 

Advertiser Index 
ADVERTISER_ PAGE 

Acquire-The Domain Group . 17 

Billy Graham Evangelistic Assoc./ 

World Wide Pictures . 21 

Bott Radio Network . 7 

Broadcast Software 

International . IBC 

CDR Communications . 29 

Concerned Women 
for America . 25 

Food For The Poor . 23 

InfoCision Management . 2 

Investor Life Services . 13 

Lifeline Communications . BC 

Lightsource.com . 1 

Merlin Communications . 12 

National Right To Life . 14 

NRB 2001 Convention . 35 

NRB 2000 Directory . 39 

NRB Membership . 24 

NPR Satellite Services . 15 

NSN Network Sendees . 20 

Oneplace.com . 9 

Puckett Group, The . 5 

Raymond Group, The . 11 

Royal & SunAlliance . 37 

SofTrek . 19 

Total Living Network . IFC 

WJYS-TV 62/ 

Jovon Broadcasting . 33 
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Now Available! Bigger and better than ever! 

Radio Stations Features Include 
• 4,700+ listings 

Radio Programs 
• Key personnel 

• E-mail & Web sites 

Television Programs! Sample Listing 

Arlington 

Print & Music 

Agencies & Services! 

Products & Suppliers 

Gov't Agencies & Regs 

Industry Info & Index 

WAVA-FM 105.1. 1901 N. Moore 
St. Ste. 200, Arlington, VA 22209. 
703-807-2266. Fax: 703-807-2248. 
E-mail: commentOwava.com. Web: 
www.wava.com. Broadcast online: 
Yes. MSA: Washington, DC. 
Owner: Beltway Media Partners 
(acq. 1992). Commercial. 41,000/ 
watts. Format: Contemporary 
Christian, Talk/lnterview. Hours: 24 
hours, 168 hrs rlg/week. Prog 
support: Paid time. Network(s): 
SRN, WONE. 
Key Personnel 

General Manager: David Ruleman 
Sales Manager: Tom Moyer 
Program Director: Rich Lee 
Chief Engineer: Fred Gleason 

ANGELS OF 
THE POOR: 

Disc out hem 
Christian Broadcasters 

arc building a bridge between 
I its! World Christiansand 

the poor of the Third World fSrv «tan on pAix At» 

lociation of Christian Communicators 
V. 

X. 2000 NRB 
* sbirectory 

of Religious 
Media 

$39.95 for NRB members • $79.95 for non-members 

To order your NRB 2000 Directory of Religious Media: FAX 703-330-7100/6996, 
order from the NRB store at www.nrb.org/store.htm or CALL 703-330-7000 x516 

Member #_ 

Name_ _ _ 

Organization_ 

Address_ 

City_ State - Zip -

Phone _ Fax -

National Religious Broadcasters 
7839 Ashton Avenue, Manassas, VA 20109 

Method of payment (U.S. funds only; payment must accompany order) 

O Check O AmEx O MasterCard O Visa O Money Order 

Card It_ Exp. Date _ 

Name on card_ 

Signature-

$39.95 (NRB members) $79.95 (non-members) x_ =$ 
4.5% sales tax (VA only) 0,7 $ 
Shipping & Handling: $4 (U.S.) + $2.50 ea. additional $ 

$10 (Canada & non-cont. U.S.) + $4 each additional $ 
$20 (International) + $5 each additional $ 
$12 express shipping (FedEx or Airborne) + $4 ea. add. $_ 

TOTAL $ 



Opinion 
Maldng a Public Issue of the Publie Interest 

“Shall we just carelessly allow chil¬ 

dren to hear any casual tales which may 

be devised by casual persons, and to 

receive into their minds ideas for the 

most part the very opposite of those 

which we should wish them to have 

when they are grown up?” — Plato 

T
elevision is America’s storyteller. 

More than any other form of media, 

it helps shape the attitudes, 

assumptions, and imagination of the next 

generation. 
The extraordinary power and influ¬ 

ence of the broadcast media can be used 

for good — or for ill. Certainly, there are 

high-quality television programs that 

intelligently educate and wholesomely 

entertain; many of the readers of this col¬ 

umn are foremost among their producers. 

The awesome power of the television 

medium prompted early requirements 

that television stations which enjoyed free 

access to the electromagnetic spectrum 

must serve “the public interest, conven¬ 
ience and necessity.” Congress entrusted 
the FCC with the implementation and 

enforcement of this requirement, granting 

the FCC the power to issue, renew or 
approve the transfer of a broadcast license 

only upon determining that doing so will 

serve the public interest. 

But defining the “public interest” has 

proved a tricky business. Some FCC com¬ 

missioners have pressed for well-defined 
educational programming requirements to 

fulfill “the public interest”; others have 

referred to television as a “toaster with 

pictures,” claiming that “the public inter¬ 

est is what the public is interested in.” 

Attempts to resolve the debate often have 

raised more questions and allowed for 
politicized interpretations of public inter¬ 

est requirements. 

Hence we have the FCC’s recent re¬ 

definition of educational programming as 

excluding “statements of personally held 

religious views and beliefs.” According to 

the FCC’s policy (announced during the 

Christmas season, when Congress was out 

of session), church and synagogue servic¬ 

es do not serve the educational and cul¬ 

tural needs of the public (unlike Barney 

or any PBS program). 

For the FCC to single out religious 

broadcasters for such treatment smacks of 

more than religious discrimination; it 

demonstrates deep confusion over what 

the public interest is and how it is served. 

In response to the FCC’s ill-advised guide¬ 

lines, I introduced S. 2010, the Non¬ 

commercial Broadcast Freedom Act of 

2000, that would have rescinded the 

guidelines dealing with content of reli¬ 

gious programming on non-commercial 

broadcast television stations. Fortunately, 

the FCC announced its decision to 

rescind the guidelines in late January. But 

while the guidelines are gone, the confu¬ 

sion remains. 

Ironically, at the same time the FCC 

has sought to obstruct religious broadcast¬ 

ing, programming standards at the com¬ 

mercial broadcast networks have been in 

free-fall. Indeed, according to the Parents 

Television Council, in the last 10 years 

the amount of vulgarity and sexually 
explicit material on prime-time network 

programming has increased three-fold. 
The use of profanity has jumped by more 

than 500 percent while violence remains 

pervasive on prime-time television. 
Such programming is not without con¬ 

sequences. In the plethora of studies con¬ 

ducted on the impact of television viewing 

— by the Surgeon General, the American 

Medical Association, the American 
Academy of Pediatrics, the American 

Psychological Association, and many 

other well-respected sources — virtually 

all of them concluded that exposure to tel¬ 

evised violence had a negative public 

health impact. As Leonard Eron, past 

president of the American Psychological 

Association, concluded: “Television vio¬ 

lence affects youngsters of all ages, of both 

genders, at all socio-economic levels and 

all levels of intelligence. ...If media vio¬ 

lence is reduced, the level of interpersonal 

aggression will be reduced eventually.” 

Yet network programming’s addiction 

to violence shows no signs of waning. 

Moreover, the American Academy of 

Pediatrics recently counseled parents to 

keep children under 

the age of two away 

from the television 

altogether. 

Nevertheless, some 

programs aimed at 

toddlers continue to 

enjoy the protected 

status of “education¬ 

al programming” 

almost denied to cer¬ 

tain religious broad¬ 

casting. 

The time has 

come to open a pub¬ 
lic discussion of 

Sen. Sam Brownback 

(R-KS) may be reached at 

www.senate.gov/ 

-brownback/email.html 

or 202-224-6521. 

broadcasters’ public interest require¬ 
ments. I am not calling for greater FCC 

involvement, more government intrusion 

or any form of content regulation. 

Broadcasters have been required to 

serve “the public interest, convenience and 

necessity” from the birth of the broadcast 

age. If that requirement has engendered 
such confusion at the FCC that Howard 
Stern is given more protection than reli¬ 
gious broadcasting, then we need some 

clarification on what the public interest is, 
and whether it is being served. 

I hope to jump-start this discussion 

with a Senate Commerce Committee 

hearing on “How Well Does Television 

Programming Serve the Public Interest?” 

But it is far more important that this 

debate take place in corporate board¬ 
rooms and on the public airwaves. 

Religious broadcasters, who have set stan¬ 

dards for responsible broadcasting, are 

essential to this discussion. 

Government cannot control television 

content; it should not try. But it is time to 

give a public forum to a most important 
public issue: the responsibilities and rights 

incumbent upon broadcasters, and their 

public impact. It is in the public interest 
to do so. 
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in spot number 321 , It may be missing, Perhaps you should M into r 

WaveStation 3,0 with WebConnect 
www.bsiusa.com 
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1.9C - 4.9C 

Now there's a way. 

With rates as low as 4.9<t 

a minute, you'll want to 

broadcast how to spend less 

and give more. With Lifeline, 

10% of every long distance call 

supports organizations like 

yours. That's a program your 

listeners will tune in! 

Call for more information: 

1.800.511.4346 
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