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THE REDEFINITION OF
CHRISTIAN RADIO —

Touching Forgotten Audiences
Potential audiences for Christian radio can be
found everywhere, including urban America.
Beginning on page 10, Religious Broadcasting
looks at the efforts currently being made to serve
those audiences and to meet their needs.
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SIGNING ON

I believe one of the most pressing needs Christian
broadcasters have today is a new way of identifying and
reaching audiences with the gospel. All of us are familiar
with demographic characteristics such as age, gender,
education, marriage, number of children, and income.
These are variables we find useful in defining audiences.

For example, we know adults under the age of 35 are
the main listeners of radio stations formatted with con-
temporary Christian music while those over 35 prefer
middle-of-the-road Christian music and those over 50 are
the main listeners to ministry programs. We also know
from research women compose a disproportionate share
of 60 percent or more of most Christian radio and
television audiences.

Education and income are highly correlated in all
audiences and most Christian audiences are about at the national average or slightly
lower. Recent studies indicate becoming parents may have a profound effect onmoving
a whole range of attitudes toward the conservative perspective.

But looking at averages can be deceptive. An average gives at best a general idea
of the audience. If the average for an audience is 45 years there are many younger and
many older listeners in that audience. Some will be in their twenties and others in their

sixties. We need to remember in every audience
: th is at dous variety of list S
Seelng The Vi:‘:veer: a tremendous variety of listeners or
. . While demographics are very useful in many
Spiritual
Needs Of
An Audience

ways in understanding audiences, they are inade-
quate. Clearly there are other useful ways of group-
ing audiences. In the '60s, marketing researchers
began to define audiences by what they called
psycho graphics or life-style variables. These were
measures of the ways people spend discretionary
income and time. Such behavior reveais the deeper
values motivating us. The idea is the way we spend
by David Clark our money and time |s highly correlated with what
we really care about in life.

Psycho graphics have been very useful in targeting some audiences. For example,
before he launched Playboy magazine, Hugh Hefner commissioned one of the first
psycho graphic studies. It revealed some men saw sex as essentially a form of recrea-
tion and women as sex objects. The success of the Playboy empire is evidence Hefner
saw the moral rot creeping into American society and turned it into a business.

We can learn something from psycho graphics. The Bible says."As a man thinks
in his heart, so is he [Proverbs 23:7]." Values are revealed by our behavior. But as
Christians we know there is much more to man than behavior. We have a spiritual
dimension to our lives that transcends behavior. It is the spiritual part of man we as
Christian broadcasters must be concerned about. We need better measures for deter-
mining the spiritual-felt needs of our audiences. Some years ago, I began calling these
spiritual characteristics spirographics. They are the critical variables telling us where
a person is with God and what his needs are.

Jesus was very effective in seeing beyond the immediate appearance of a person
to his spirit. The Samaritan woman reacted initially to the outward ethnic differences
between them. But Jesus saw that even though she had access to water, she was her-
self consumed by a spiritual thirst caused by the rejection of five successive husbands.

CONTINUED ON PAGE 49
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TUNING IN

Even though it’s the ninth month on the Julian Calendar, September is often an annual
time of new beginnings in our society. This phenomenon is likely attributed to the fact that
the vast majority of learning institutions across the country begin their new school years
during this month.

In non-educational settings, September usually signifies the end of summer and
employee vacations. Corporations often consider September to be a "jumping off™ point for
the coming year. Here at National Religious Broadcasters (NRB), things are similar, with
this month signifying increased activity regarding the upcoming national convention.

For Religious Broadcasting magazine, September 1992 truly represents a new begin-
ning. This month’s issue is the first published from NRB’s new home in Manassas, Va., 30
miles west of Washington, D.C. It is also the initial edition produced by the magazine’s
"new" editorial team.

Due tothis summer’s relocation, NRB lost two-thirds of its headquarters staff — people
who were simply unable to make the move with the organization. Thus, I am using this
month’s "Tuning In" to express in writing my appreciation for the Religious Broadcasting
staff members who remained in New Jersey and to introduce those who now appear on the
periodical’s mast. First the "thank yous,"” which go to Susan Kubick, Edda Stefanic, Donald
Peterson, and Kristen Morris.

Together, Susan and Edda spent more than 25 years with NRB. Through the years,
Susan served as both an editorial and production assistant, while Edda was Religious
Broadcasting’s advertising assistant. Susan and Edda’s dedication to their respective
responsibilities helped shape this publication. In addition, their commitment made my job
as editor far easier.

Although Don and Kiristen served relatively short stints with NRB, both have left sig-

nificant marks on the magazine. During Don’s
22 months as associate editor, Religious
Se pte m be r Broadcasting’s feature articles reached a new
plateau in editorial quality. The same can be
Issue Marks
Point of New
Beginning

said for the departments which Kristen careful-

ly nurtured during her year as assistant editor.
Thanks, folks, you did quite a job.

And now for the introductions. Elizabeth
Guetschow is Religious Broadcasting’s new
features editor, while Sarah E. Smith is now the
magazine's news editor. Serving as the new ad-
vertising assistant and publications secretary is
Liz Oliver.

Elizabeth is a mass communications/jour-
nalism graduate of Anderson (Ind.) University,
where she served as editor of the school’s yearbook for three semesters. A native of Vicks-
burg, Mich., Elizabeth is a former Evangelical Press Association scholarship recipient and
served her internship with the award-winning Vital Christianity magazine, which is
published by the Church of God (Anderson).

Sarah, from Colonial Heights, Va., received her communications degree from Evangel
College in Springfield, Mo., after transferring from Toccoa Falls (Ga.) College. During her
senior year, she was the managing editor of The Lance, Evangel’s weekly student newspaper.
Sarah interned with both Springfield! Magazine and The Progress-Index of Petersburg, Va.

In her position of advertising assistant, Liz offers in-house support to Religious Broad-
casting advertising manager Dick Reynolds. Liz, who is also serving as the NRB publica-
tions department secretary, resides in Centreville, Va., with her husband and three children.
She has worked for Developers Mortgage Corporation, Roberts & Lloyd, Inc., and the Coun-
ty of Fairfax.

I believe God has indeed been faithful in answering our request for staff members who
not only have the abilities to perform the tasks at hand, but also have a heart for ministry.
This is extremely important for a Christian service organization like NRB.

If you have any suggestions, questions, comments, or contributions to make regarding
any portion of Religious Broadcasting, feel free to contact us. That’s what we’re here for.
And by the way, thanks for being a part of our new beginning.

by Ron Kopczick

Ron J. Kopczick is the editor of Religious Broadcasting magazine.
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READERS' FORUM

Mideast Reached By TV

Dear Editor:

I have read Abu Wasiim’s article ("Is
satellite TV a Key to Reaching the Arab
world?”, May 1992) and I commend his
desire and vision to reach the Arab world
via television.

I just wanted to ask if you are aware
that since 1982 the Christian Broadcasting
Network (CBN) headed by Pat Robertson
has a television station in south Lebanon
and has been broadcasting the gospel to
Egypt, Syria, Lebanon, Israel, Jordan, and
Cypress.

CBN has The 700 Club in English
with Arab sub-titles and also the Good
News Program in Arabic airing three times
a week, which I host and have done so for
the past ten years.

According to our mail count, there are
over 5 million people who turn on the show
every week, with 90 percent of them Mus-
lim. The results have been very encourag-
ing. About 80 percent of those who write
us indicate they have accepted Jesus and
ask for Bibles in Arabic.

The signal has not been able to reach
the Persian Gulf area yet, but we hope this
too will come to pass with the satellite as
suggested by Wasiim in his article.

Elias Malki
Good News Program
Ontario, Calif.

Non-Traditional Support

Dear Editor:

I just finished reading the June issue
of your magazine. However, when I read
the Readers’ Forum section, I felt like
screaming. [’ve never written before, but
the letter from my fellow broadcasters in
Denver, Colo., and Milwaukee, Wis., in-
spired me.

The letter "Breaking With ‘The
Norm’" took issue with Jesus People
USA’s non-traditional approach to music
ministry. The letter "Cowboys & Poster
Children" took more issue with Carmen
and the Rez Band. 1l Corinthians 6:17 does
indeed admonish the believer to "come out
from among them," but stops short of tell-
ing us to ignore their problems and needs.

You can’t take "three-piece suit theol-
ogy" and expect to win those living on the
streets. Many of these people will not lis-
ten to anyone not from their own ranks. All

through our Christian history, non-tradi-
tional preachers and musicians have rock-
ed the "traditional church” and its leaders.
Martin Luther chose the beer hall songs of
the day, re-wrote them, and sang them to
the unbelievers for the purpose of evan-
gelism.

I’s time we came out from within
these four walls commonly called the
Church and hecome the Church we truly
are. Jesus ministered to the people at their
level — He didn’t expect them to come to
Him.

The next time you think grass-roots
evangelism isn’t preaching the true gospel
or discipling the new converts, just ask the
follow-up teams Carmen leaves behind in
every city he goes to. Maybe you’ll leam
something you never knew before — love
for people.

Les D. Crone

WNDA-FM
Huntsville, Ala.

Compliment On April Issue

Dear Editor:

I simply want to compliment you be-
latedly on the April issue of Religious
Broadcasting. The content was the best of
any issue I can recall. David Aikman’s
column ("American Reform: Inspiring A
Nation To Change”) had some great in-
sights the whole church needs to under-
stand.

But as an old-timer, | especially ap-
preciated all the material on music. It went
a long way toward sorting out things I had
previously not comprehended very well.
One of these days, you might want to take
on the whole "infotainment" issue, which
now has significant manifestations
throughout the evangelical community.

David E. Kucharsky
Christian Herald
Chappaqua, N.Y.

Music Has No Morality

Dear Editor:

I am compelled to write in response to
a June letter to the editor, "Breaking With
*The Norm’," which addressed an article
in the April issue, "Reaching Out: The
Music Ministries of Jesus People USA." |
am disappointed in the willingness of some
in the Christian community to wage war on

rock, metal, and rap.

Why all the confusion about music?
Simply, a song consists of two distinct
components: music and lyrics. Music is
nothing more than the medium on which
the lyrics may move. It has no morality be-
cause it cannot reflect biblical or anti-bibli-
cal values. Its power lies in its intense emo-
tional appeal and ability to help alter one’s
emotional appeal and state of being.

One of the assaults repeatedly used in-
volves defining certain styles of music as
being "rebellious music.” Because of the
greater intensity of these music styles, the
emotions expressed are generally more
passionate in nature.

Music is an expression of emotion,
such as frustration, love, anger, joy, and
grief. Could it be rock, metal, and rap
reflect a deeper problem with emotional
expression within Christianity? Or does it
show inability to separate some aspects of
culture from spirituality?

The crux of the matter is this: Chris-
tians need to love one another. While we
fuss and argue, Satan is making great in-
roads. Jesus was concemed with this. In
John 17, He said, "I do not pray that You
should take them out of the world, but that
You should keep them from the evil one"
[verses 15-16].

John F. Case Jr.
WAKW-FM
Cincinnati, Ohio
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WASHINGTON WATCH

Rules recently proposed or adopted
by the Federal Communications Commis-
sion (FCC) continue the commission’s on-
going effort to improve television
broadcasters’ financial status by permitting
greater consolidation in the television in-
dustry. The changes are prompted by the
FCC'’s recognition that the old rules may
no longer serve their purposes of promot-
ing diversity and fostering healthy com-
petition.

Easing Ownership Restrictions
Following up on its recent relaxation
of the radio ownership rules the agency has
decided to raise the ownership caps as well
as other ownership restrictions imposed on
television licensees. But unlike the pattem
it established in the radio ownership, the
commission avoided making specific
recommendations at this stage as to the ap-
propriate number of television stations an

Commission
Revises Policy
On Television
Ownership

......

by Richard E. Wiley

individual entity may own. Instead, the
FCC asked interested parties to comment
on a variety of proposals.

The new radio ownership caps have
attracted so much criticism from both
Capitol Hill and segments of the radio in-
dustry that observers expect the agency to
scale them back. Originally, the commis-
sion more than doubled the number of
radio licenses an owner could hold nation-
wide, to 30 AM and 30 FM.

It also set up a sliding scale of local
caps based on overall market size and com-
bined audience share. For example, in the
largest markets the new rules permit a
single licensee to own up to three AM and
three FM stations in the same market, as
long as the stations’ combined audience
share as measured by Arbitron does not ex-
ceed 25 percent.

By offering a range of station caps for
discussion, the FCC’s television proposal

avoids giving opponents a single owner-
ship scheme to criticize. Under the current
television rule, owners are limited to 12
stations nationwide (plus two additional
stations if minority-owned), reaching no
more than 25 percent of total television
households.

Commenters were asked to discuss
the merits of increasing the national cap to
20 or 24 stations while increasing the
audience reach limit to 35 percent, increas-
ing the national cap to 18 stations with an
audience reach limit of 30 percent, or
eliminating the numerical cap, but retain-
ing the current audience reach limit of 25
percent.

In addition, the television ownership
rulemaking proposals include:

» Changing the contour-overlap, or
‘duopoly’ rule, which now prohibits
owners from holding interests in stations
with overlapping Grade B contours. The
agency is considering substituting the
Grade A contour as the limitation, thereby
shrinking the geographic distance between
commonly owned stations. The commis-
sion also sought comment on permitting
common ownership of two stations in the
same market, as long as the combination
includes at least one UHF station and six
other independently owned stations
remain in the market.

» Eliminating the radio-television,
or one-to-a-market rule, which bars
ownership of a radio and a television sta-
tion serving substantially the same market.
Two alternatives are either outright
elimination of the ban or relaxation to per-
mit ownership of up to one AM, one FM,
and one television station per market.

» Changing or eliminating the dual
network rule, which prohibits stations
from affiliating with a network entity that
operates more than one programming net-
work if the networks operate simul-
taneously and serve substantially overlap-
ping geographic areas. Adopted in 1941,
the rule was aimed at NBC, which then
operated both the "red" and the "blue"
radio networks. But given the new sources
of multichannel competition, the agency is
considering whether easing or eliminating
the ban would help television broadcasters
compete on a more equal footing in today’s
video marketplace.

Cross-Ownership Ban Lifted
The commission also recently
modified its old rule prohibiting common

ownership of broadcast networks and
cable systems. The ban was adopted in
1970 to curb television network
dominance of the video marketplace and
to foster the growth of cable as an altema-
tive to broadcast television. Because net-
work dominance has waned and the cable
industry is now a robust competitor, the
FCC decided to permit network-cable
cross-ownership.

Under the new rule, networks may ac-
quire cable systems as long as the systems
do not serve more than 10 percent of homes
passed by cable nationwide or 50 percent
of the homes passed by cable within a local
market. The local limit will not apply in
cases where the network-owned cable sys-
tem is a competing system.

The agency disappointed some broad-
casters by not adopting specific measures
for controlling potential anti-competitive
activity by network-owned systems.
However, if the abuses occur, the commis-
sion indicated that it would develop a sys-
tem for resolving local broadcasters’ com-
plaints of competitive harm.

Based on the rationale that the video
marketplace has undergone significant
changes, the FCC also has recommended
the prohibition on broadcast-cable cross-
ownership be lifted. But because that
restriction is codified in federal statutes,
Congress must act to eliminate the broad-
cast-cable ban.

Richard E. Wiley, a partner in the
Washington, D.C.,law firm of Wiley, Rein and
Fielding, is a former chairman of the Federal
Communications Commission and is
general counsel for National Religious
Broadcasters. He was assisted in the
preparation of this article by Rosemary C.
Harold, an associate in the firm.
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by Bruce C. Maduri

broadcasters face a myriad of chal-

lenges and concerns, from AM inter-
ference and format fragmentation to
LMA’s, competitive signals, and duopoly.
The Christian radio industry is certainly not
insulated from these potential problems.
However, as a unique part of the industry,
Christian radio also faces a set of problems
no other format can share.

I n this day of modemn technology, radio

A particular focus of concern is the
reduction in the length of programs offered
toradio stations by producers. In the opin-
ion of many in the industry, this process

Christian broadcasters

must produce stations

that are on the pulse of
the community.

enables broadcasters to insert news, features,
or commercials which in turn will generate
more dollars. On the surface, this seems to
be a sound idea.

Another concern for broadcasters has
been the exclusivity issue, which gives both
programmers and radio operators the op-
portunity to build a great audience. It also
has the potential, due to the lack of duplica-
tion in each market, to generate specialty
formats within the universe of Christian
radio as is seen in secular radio. Again, this
seems to be a good idea on the surface. But
Christian broadcasters must face the possi-
bility that the gospel can most effectively
be spread through the use of as many outlets
as possible.

Difficult Questions, important
Decisions
In spite of their importance, however,

these concerns are only symptoms of the
real root problem confronting every Chris-

Are We
Doing

Great
Radio

Yet?

tian broadcaster in America, each of whom
faces a difficult question: Are we doing
great radio? Are we doing radio that will
inspire a listener to allocate time in his busy
schedule to spend with our station?

As they strive to answer this question
affirmatively, program directors must be
certain that everything airing on their sta-
tions is targeted toward the demographic
area they are attempting to reach. The type
of music chosen should be a complement to
the teaching programs offered by the sta-

tion, in order to retain an audience for all of
its programming.

In nearly every case when stations at-
tempt to ride the fence and run a younger
music format combined with an older
teaching format, the result is audience disil-
lusionment. Complaints pour in about pro-
grams from the targeted music audience,
while program fans complain about music
selections.

Such dissatisfaction creates several
problems. The programs do not receive the

10
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desired response, and the station does not
gain the music audience it needs in order to
give advertisers the response they demand.
This is a problem that has plagued the
industry for years. Is this great radio? The
answer is an emphatic no!

We Are Here!

Great radio also consists of creative
outside and in-house promotion. Many
Christian radio broadcasters do not see the
benefit in taking the risk of promoting their
stations. Outside promotion can be prohibi-
tive in expense and time; nevertheless, as
fragmentation continues, those stations that
want success will likely see the benefits of
outside promotion.

Outside promotion is amust in order to
alert the market to a station’s existence.
Radio is increasingly becoming an “in the
car” medium. The commute time necessary
for most business people and the consider-

Producers will have to
deliver a product that is as
competitive as it has ever
been in order to keep up
with the variety of
well-produced formats.

able time most parents spend in school car
pools, shopping, and entertainment activi-
ties confirms the time spent listening to
radio in the automobile.

By and large, most teaching programs
are heard in the home, but I believe that
many new listeners can first be reached
while they are in their cars. This can be
accomplished through an outdoor billboard
campaign, as a strategically placed bill-
board can be purchased at a surprisingly
affordable price.

Other forms of outside promotion in-

clude television barter and direct mail ad-
vertising. Whatever the form chosen, tar-
geted advertising to a specific demographic
area can give a station solid exposure. In
all, the outside promotion can attract an
audience and positively motivate your staff
as they sense pride in the organization. This
type of promotion may be elementary to
some; however, many in our industry are
not practicing what is a must for great
radio stations.

In-house promotion is also necessary
to achieve successful results. Broadcasters
and program producers must not ignore the
opportunity to inform their audiences about
all the events offered by a station. Broad-
casters charge advertisers to publicize their
message, yet they do not use the available
unsold time wisely to promote their own
message. Cross promotion, when used prop-
erly, can generate longer listening time and
enthusiam for what is being offered by the
station. Each month, for instance, $10,000
of astation’s airtime inventory could be sold
to the station itself, “giving” the station’s
promotional budget an “extra” $120,000
that can help bring positive results.

Tough Competition

Both outside and in-house promotion
can entice people to sample a station. All the
promotion in the world will not, however,
bringregularlisteners toastation. To achieve
this end, the station must offer something
worth listening to. Unfortunately,in many
cases. Christian broadcasters have not
cleaned up their programming to the point
that it competes with secular radio.

The biggest competitors to Christian
radio stations, in most markets, are the news
talk stations. The question Christian broad-
casters must ask is whether or not their
stations compete strongly with their greatest
competitors.

Again, broadcasters must go back to

the issue of program length. The goal for
both broadcaster and program producer is
quite simply to get results. The programmer
needs results in the form of donors to attain
financial stability. The broadcaster needs
results in the form of a large audience, with
the same ultimate goal of achieving finan-
cial stability. Mixing money and ministry is
what has intrigued this industry from its
inception. In order to profit in both areas,
we must do great radio.

Due in large part to the economy, bad
publicity, and non-prudent financial con-
cerns among a number of ministries, both
the audience and donor base have, in recent
years, decreased for a vast majority of sta-
tions and program producers. Even the most
respected and honorable ministries have

This decade may just
bring us to the realization
of what it really takes
to make a radio ministry
very successful.

been questioned. Yet if ministries are meet-
ing the spiritual and physical needs of
listeners and producing great radio, they
will overcome the indiscretions of a few.
Equally important, Christian broadcasters
must produce stations that are on the pulse
of the community.

Thisentails covering localnewsevents,
investigating public opinion, interviewing,
and producing editorials on moral issues.
The most successful broadcasters and pro-
gram producers will be those who are totally
committed to thiskind of radio. Even broad-
casters who are buying first class competi-
tive facilities will still need to program as
well as their secular counterparts in order to

CONTINUED ON PAGE 12
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CONTINUED FROM PAGE 11

compete, although the other stations will
often have the signal strength advantage.

Full-time Opportunity

For program producers this is an excit-
ing time. Radio station prices have come
down to a level where religious broadcast-
ers can realistically look at owning com-
petitive signals in major or medium mar-
kets. But producers will have to deliver a
product that is as competitive as it has ever
been to keep up with the variety of
well-produced formats.

This may mean an entirely new ap-
proach to Christian radio programs. Cur-
rently, the industry has too many
“part-time” ministries in radio, producing
a daily or weekly quarter-hour or half-hour
program, throwing it on anumber of stations
and expecting big results. In most cases,
these producers come away disappointed.

The future programmer must look at
radio as a full-time opportunity. The indus-
try will see radio pastors, people who will
decide that the vision for their ministry

will be to minister to literally millions

through radio. We are beginning to see this
on a small scale now. This will mean a
full-time production of a daily two-to-
three-hour program that is researched
thoroughly and possibly dramatic or
debate-oriented in content. These types of
programs will not be church on the radio,
but communication sources creatively
produced to bring a simple message to a
dying world.

Imagine a daily two-hour program
with a dynamic communicator who cre-
atively keeps listeners updated on the issues
of the world by informing them through
interviews, remote location broadcasts,
newsletters, books, music, drama, and
two-way talk. There could be light-hearted
three-to five-minute pre-produced bits with
the goal of informing people in the areas
of stress, health, family matters. business
decisions, etc.

Great programming will bring a great
audience, which will result in a viable com-
mercial sales opportunity for stations. Only
then will the stations produce a large
enough audience to warrant a serious look
by media buyers at the possibility of using
Christian radio as an advertising vehicle.
The questions of exclusivity and program
length will be answered and ministry will
then mix well with money. Programs will
not depend as heavily on donor support

and radio operators will not depend so
heavily on purchased times.

This decade may just bring us to the
realization of what it really takes to make a
radio ministry very successful. It will, how-
ever, take sacrifice and the vision of com-

mitted people to make the '90s a decade
where radio truly changes the world.

Bruce Maduri is president and chief execu-
tive officer of Genesis Communications,
which owns WNIV-AM in Atlanta, Ga., and
WLQY-AM in Miami, Fla.

Attracting the

Non-I

by J. Thomas Bisset

steners

o matter how it is packaged, the
NChristian message with its call to

repentance forsin and confession of
faith in Jesus Christ is one that is not readily
accepted by non-believers. If we present
this message clearly and definitively, a
natural process of elimination occurs when
people’s fingers are resting on the seek
button of their radios. Simply put, Christian
radio cannot readily recruit new listeners
among people who choose not to listen to
Christian radio.

What Christian radio can do, however,
is attract a sizeable number of church-going,
non-evangelicals who do not object to the
Christian message itself. These people are
not listening now because Christian radio is
tilted too far away from them in terms of
content and style. They can’t relate to it. To
attract these potential new listeners, Chris-
tian radio must offer them an acceptable
environment of integrity, professionalism,
and realism.

Integrity: Ethical, financial, intellec-
tual, and spiritual. We must be honest and
open, driven by ministry, not money or
power. Letus settle this issue once and for all
so we can get on with the task of making the
Good News truly public by means of radio.
Our need is for capable people who can
connect with invisible seekers. Let us flee
glib answers and religious rhetoric, old or
new. Our programming in both music and
teaching must be utterly honest about life
and utterly faithful to the Word of God.

Professionalism: In one sense, this is
also an issue of integrity, of doing our work
carefully and not sloppily, of being profes-
sionals and not amateurs both on and off

the air. When full-time Christian radio got
going in eamest during the early '60s, we
knew what to do but not how todo it. Today,
we have the know-how, the resources, and
the people to do it right. If we cannot or will
not do it right, then we should not do it at all.
Let there be no more excuses. If we are
going tobroaden our listening appeal, Chris-
tian radio must provide the stylistic, techni-
cal, and professional exellence modern ra-
dio listeners require.

Realism: Christian radio must offer
itself as a viable listening alternative in the
form of real radio. Our formats must obey
the fundamental rules of radio, providing
all the basic services of radio broadcast-
ing along with our ministry programs and
music. Our listeners must hear news,
weather, time, and traffic in a timely, pro-
fessional way. Where we are explicitly
counter-cultural in our faith message, our
thoughts must be honest, cogent, aware.
We must understand our listeners and
their needs and address them as best we can.
Our viewpoint must be sensible, our ap-
proach grounded in an actual, factual under-
standing of life as it is.

If we meet these challenges, we will
begin to attract church-going listeners from
beyond our evangelical perimeters. They
are there — the curious, hungry, and hurt-
ing, the disillusioned, disaffected, and dis-
gusted. Those who have it together (if they
exist atall) are out there, too. All of them can
be brought to the place where they have a
clear, definitive understanding of what it
means to be a Christian.

'?om Bisset is the general manager of
WRBS-FM in Baltimore, Md.
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New Jersey station builds new format around information and inspiration

The Winds Of Change
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by Rick Brancadora

hat do New York City and
Zarephath, N.J., have in
common? A 50,000-watt,

commercial-free, Christian radio station
that’s keeping people in the tri-state area
of New York, New lJersey, and
Pennsylvania informed and inspired. In
the nation’s largest broadcast market,
with more than 24 million people,
WAWZ-FM/Zarephath proudly operates
from its broadcast headquarters a mere
32 miles from the Big Apple. Zarephath,
named after the biblical account, is a
community of less than 200.

A History of Service
WAWZ, the flagship of the Pillar of

Fire Radio Network, has served the New
York/New Jersey/Pennsylvania area for
61 years and is part of the oldest
Christian radio network in the world.
Previously, the WAWZ format had fea-
tured morning “pulpit messages™ and
older formatted half-hour blocks, a for-
mat which served WAWZ and its audi-
ence well until the station began review-
ing the demographics of the audience it
aspired to serve.

The review demonstrated that the
majority of WAWZ’s listeners were
between the ages of 25 and 54 and were
members of the “commmuter market-
place,” interested primarily in informa-
tion and inspiration. The review showed

that this audience was not served well
by the pulpit message format, which
was better suited to older listeners who
could hear the programs in their homes.
As a result, WAWZ began to make
a subtle, professional transition to a new
“Christian light” format. The change
began with the addition of light music to
the morning programs. At the beginning
of the format-change period, the music
served as a complement to the Bible
dialogue programs already in place;
gradually, as the change neared comple-
tion, the programs were phased out.
“The secret to WAWZ’s success is
the Lord Jesus Christ,” says general
manager S. Rea Crawford. “Because we
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serve the Living God, He clearly has led
us to where He wants us to be.” Crawford
also believes that interpersonal relations
with churches and ministries are the
backbone of Christian broadcasting.

Information, Entertainment,
and Service

The commuter morning program
“Music Along the Way” features
Christian Light Music, with an adult
contemporary sound, including Steven
Curtis Chapman, Billy and Sarah
Gaines, Morgan Cryar, and many oth-
ers, interspersed with WAWZ Headline
Sports and Express Traffic for the entire
New York/New Jersey area.

WAWZ has become known for its
“Fellowship Partner of the Week” cam-
paign, providing churches the opportu-
nity to stand as the highlighted ministry
for a full week, with hourly promos,
and a 90-second broadcast window to
detail some of the ministries they fea-
ture. Crawford said the results have
been rewarding.

“We are able to help the local
church network with hundreds of others
and share creative and unique ministry
applications. The campaign also assists
the pastor to ‘lock in’ members of the
congregation to 99.1 FM and thereby
build a growing listener constituency.
Response from tri-state area churches
has been rewarding,” Crawtord adds.

WAWZ is a Moody Broadcasting
Network affiliate and carries “Open
Line.” Other important ministry pro-
grams include Focus on the Family with
James Dobson, Charles Stanley, Chuck
Swindoll, The Minirth-Meyer Clinic,
and many others.

WAWZ has enjoyed a sterling rep-
utation in the region because it has con-
sistently put God’s Word first. “As a
listener, 1 enjoy the good programming
without commercial clutter,” says
Harvey Kelley, a local Baptist minister.

The non-directional FM station
addresses the needs of all ADI’s,
including Saturday Morning Kid Praise,
Prison Fellowship’s Breakpoint with
Chuck Colson, Saturday Night Alive
with Ron Hutchcraft, plus a variety of
other “‘people programs.”

The Nuts and Bolts of Success

Allen Lewis Lewicki, director of
operations, notes that consistently good
programming, coupled with pro-active
public relations to church and para-
church organizations, has been a prime

factor in the significant growth at
WAWZ. “Our management team works
together to come up with programming
that will impact people in this vast met-
ropolitan area, and we are constantly
reviewing the effectiveness of each
ministry represented on WAWZ,”
Lewicki notes.

We are simply being
good stewards
of the Lord’s
resources, and
He is blessing us.

Fundraising is an essential part of
the station’s annual schedule. “As a
commercial-free station, we must

conduct twice-yearly Share-a-Thons; we
call them Concerts of Thanks-giving,”
explains Crawford. “Based on the
spring fundraiser, I'd say the new pro-
gramming assets program director Rick
Brancadora and operations director
Allen Lewicki have instituted have
made the difference.”

Programming and technology work
together. That is why. in addition to the
format change, the station recently
underwent major technological
advances, with two new broadcast audio
production and control main boards,
new audio processing equipment, and
a new QEI transmitter. Chief engineer
Ron Habeggar and director of engineer-
ing Elmer Smith recently renovated the
entire facility. “WAWZ represents

CONTINUED ON PAGE 17

WAWZ general manager S. Rea Crawford and chief engineer Ron Habeggar inspect
the 23 gigaherzt stl atop the station's studios.
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NRB Midwest Conference

Getting a Handle on the Technological Explosion
Octoberl-4, Arlington Heights Hilton, lllinois

An Evening to Remember at NRB Midwest!
SCOtt WQSIQY BYOWn has consistently been

at the artistic forefront of Adult Contemporary and Inspirational
Christian Music. Did you know that Scott is a dedicated evan-
gelist and missionary? Join us for a dinner table chat with
him. Lots of time for you to ask him your questions.
After dinner enjoy the music of Scott Wesley Brown as he
performs in concert. An evening to remember at
NRB Midwest!

Banquet Speaker and Seminar Leader

Kay Arthur tosy wacher of How Can I Live
and author of Precept Upon Precept Bible study
program. Kays heart for the Lord burns strong.
With a love that is obvious and a heart of
compassion, she does not compromise. Listen to
Kay as she speaks, and develop a greater desire
to live as Christ taught.

“How to” workshops

Computer Editing for TV - The cost is much
FOR less than you might think with the proliferation of the

INFORMATION personal computer.
CONTACT:
Edward Elliott
708-668-5300
P.O.Box 37 Sales Forum- Spot TV- What do we offer?
Wheaton, IL 60189

Digital Audio Editing- Demonstration of the Microsound Digijtal Audio
Workstation with Bob Vermeulen.

Maximizing an Effective Customer Service Program- Mary
Welchel of The Christian Working Woman heads her own company developing

- :
Special student rates training programs in customer service, sales, and telemarketing.

available
Fellowship for all, and all are welcome to fellowship

(Circle 168 on the Reader Service Card)




THE WINDS...
CONTINUED FROM PAGE 15

Christian radio history on the cutting
edge of the 2lst century. and that excites
me,” says Crawford.

Promotions also play an important
role at WAWZ. The station recently
developed premium giveaways at the
Jersy Shore, a promotion known as
Seabreeze ‘92. In addition to the gifts,
WAWZ also helped promote major con-
certs at the Shore’s famous Ocean
Grove Auditorium. These events,
Crawford notes, propelled WAWZ into
the public eye.

WAWZ represents
Christian radio history
on the cutting edge of

the 2 st century.

“WAWZ Policy and Planning is
structuring a seasonal promotions sfrate-
gy that our listeners really enjoy being a
part of. In essence, it opens the station
to the public, and allows them to be a
part of it, rather than just a listener,”
Crawford adds.

Additionally, a statf member
reports on important Feast Day events
from Israel in the fall, and this year, in
cooperation with Manhattan’s Jews for
Jesus, WAWZ will be participating in a
major street campaign in New York
City. Jews for Jesus director Mitch
Glaser welcomed WAWZ’s New York
participation. “It is wonderful to finally
have a powerful FM Christian radio
station giving us the help they’ve
shown. New York’s a big town. The
metropolitan area needs Jews for Jesus
and WAWZ as a partnership until He
comes,” Glaser explains.

“Jesus Christ is the reason for
WAWZ’s success,” Crawford says. “We
are simply being good stewards of the
Lord’s resources, and He is blessing us.
Every aspect of good radio begins with
prayer and with professionals, and
that is what God has given me.”

A strong community affairs and
public affairs department provides lis-
teners with up-to-the-minute reports on
important issues. WAWZ holds a
strong commitment to in-depth analysis
of issues, rather than the typical 30-sec-
ond sound byte. In addition, the public
affairs programming airs at logical
weekend dayparts, not buried in the

\

wawz 9 9.7

graveyard. WAWZ devotes nearly 280
minutes each week to public and com-
munity affairs.

Nestled among the major Fortune
500 corporate headquarters in suburban
Somerset County, N.J., WAWZ is
working to become the tri-state’s voice

of faith and inspiration, a voice on
which people from Philadelphia to New
York City can depend.

Rick Brancadora is a broadcast manage-
ment consultant and president of
LifeSounds Telemedia.

Max Meyers was griefstricken. His
job was to save lives — now and for
eternity. But the boy he was flying to a
mission hospital in Papua New Guinea
had died in flight. That night, God gave
Max a life-changing message.

Today Max is chief executive officer
of Mission Aviation Fellowship. He now
shares that life-changing message —
along with countless others — on his
all-new two-minute daily inspirational
program, “A Higher Plane” Through
gripping, poignant, and sometimes
sobering stories of his experiences as an

“Irember w Ding
in that plane ep” -

TAKE YOUR LISTENERS TO “A HIGHER PLANE”

THE MOST POWER-PACKED 2 MINUTES IN YOUR BROADCAST DAY!

MEDIA That's what “A Higher Plane” offers you and your listeners! For o free demo fape
A & media kit call Greg Cromartie at KMC Media, 1-800-825-MEDIA.

MAF pilot, you'll come face to face with
God in a variety of remarkable and
memorable situations.

Max combines extraordinary story-
telling ability with his delightful
Australian English to take listeners with
him on journeys to some of the darkest,
most hidden regions of the world.

As you soar with Max, you'll see God
at work in ways you never imagined.
Your listeners will be blessed, challenged,
and changed
by life on “A
Higher Plane”

MISSION AVIATION FELLOWSHIP

with Max Meyers

(Circle 180 on the Reader Service Card)
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following some specific, failproof formula. But perhaps one
of the most crucial steps toward “success” is that of finding
an audience, preferably one not already being targeted by

the audience.

CONCRETE EVANGELISM

by Ira Frazier

A true understanding of the city can
only come through observation with the
senses, through participation in sight,
smell, sound, and taste. Entering urban
life through this vein, one sees that the
city is more than large buildings,
crowds, and noise. It is something liv-
ing, a vast tapestry of people and lan-
guage illuminating God’s won-
derful creation.

It is this part of creation that
Living Focus: An Urban Reality
celebrates. The focus of the
program is urban life and its
unique formula of services,
opportunities, and ministries.
The conceptual framework for
the program was the vision of
Norm Olsen, former general
manager of WEZE-AM/Boston,
Mass. The Center for Urban
Ministerial Education (CUME)
embraced his vision and prepared
to develop it for its on-air format.

WEZE officials, in discus-
sion with CUME, developed a
common view and burden for the
African-American and Hispanic
audiences. The vision was to
have a forum in which a specific
program could be targeted for
these audiences, but also in
which the total listening audi-
ence could benefit. The ministry
proposes to celebrate both unity
and diversity. Both urban and suburban
have been called into partnership in
the ministry of God; Living Focus is a
bridge linking the two communities.

Living Focus: An Urban Reality

serves several purposes. The most
obvious is as a ministry to the audience.
Another is as a way of establishing a
liberating dimension by giving voice to
a constituency that is so often silenced
and without the means to broadcast a
program of this level. Living Focus: An
Urban Reality is designed to be both
informative and inspirational. It also
provides an opportunity for CUME

N ‘ TN

Ira Frazier is the producer and instructor of Living Focus:
An Urban Reality.

students to participate in a directed
study in radio broadcast ministry while
they are serving as associate producers
and are instructed in radio ministry.

The combination of vision, ministry,

Seeing e

n radio, as in all of life, success is seldom achieved by  innumerable other stations. And if, as Christian broadcasters,
we see in each program an opportunity for ministry, we must

also consider as a crucial goal meeting the spiritual needs of

and need has made Boston an extremely
conducive location to the establishment
of a radio program like Living Focus.
The program is in its infancy but has
already received much positive feed-
back. The format of the program is a
one-hour, call-in style. During the first
15 minutes, a topic is presented by a
guest expert and augmented with ques-
tions from the host. The phone lines are
open during the remainder of the
hour for the audience’s comments
and questions. Topics and questions
are chosen around immediate
needs of the community and are
subjects that may enlighten the
local Christian community.

Living Focus: An Urban Reality
is hosted by the Rev. Eduardo
Maynard, Hispanic minister-at-
large for the Emmanual Gospel
Center in Boston. Maynard has 20
years of experience in urban min-
istry, both working with churches
and community social needs. He also
serves on the CUME advisory board.

As the producer and instructor
of Living Focus: An Urban
Reality, 1 have a burden for urban
ministry. I am inspired by the
leading of the Spirit of God that
has called us to produce this pro-
gram. Continue to pray for the mini-
stry of Living Focus as it works to
spotlight life in the urban commu-
nity and present the reality of its
people.

Ira Frazier is the assistant director of church
relations and mentored ministry at Gordon-
Conwell Theological Seminary’s Center for
Urban Ministry in Hamilton, Mass.
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OverlootieA

iven these criteria, three radio programs — two in the
United States and one in Ecuador — can likely count
themselves among the successful. One ministers to
African-American and Hispanic urban audiences. Another tar-
gets the needs of senior citizens. The third concentrates on the

they serve.

health concerns of women. All have chosen to focus their min-
istries on groups often overlooked by the industry in general,
and all have grasped a unique opportunity for servanthood,
one set forth by the special interests and concerns of those

OLDER, WISER ... AND FORMERLY IGNORED

by Gary D. Foster

As America ages, religious
broadcasters have a growing ministry
opportunity to touch the lives of peo-
ple in their neighborhood and around
the world. Broadcasting to this audience
can exert extraordinary influence in a
community. Research recently con-
ducted by the Commonwealth Fund,
a private foundation,
revealed “more than 70
percent of the people over
55 are contributing to
society through jobs, vol-
unteer work, caring for
sick or disabled relatives
or neighbors, and tending
to their grandchildren.”

These active, busy,
and productive people are
no doubt heavy daytime
radio listeners. Common
stereotypes of older
people tend to be very
misleading and can be
deadly if used as the basis
for marketing strategy.
On the whole, the aged
are not feeble widows,
miserly withholding their
funds for when the inevitable medical
catastrophe hits, living a destitute
lifestyle one step away from a convales-
cent home, fully resistant to change
and technology.

Spirituality consistently ranks as an
important interest of this age group, yet
has been generally ignored by the
American Association of Retired
Persons and maost other senior
organizations. According to George

Barna of the Barna Research Group,
“The mature market remains strong for
almost every category of religious
interest. For example, 58 percent of
older Americans watched religious
television last year, and this group is
most likely to listen to Christian radio.”

Good positioning for the mature
market focuses on motivations and
stresses comfort, security, convenience,

T SEPTENBR 8
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A variety of books and resources are available for seniors and for those
who minister to them.

sociability, and values. Christian
broadcasters are uniquely equipped to
serve this audience’s commitment to
“traditional or old-fashioned” values.
Taking advantage of this opportunity,
Thomas Nelson Publishers is
sponsoring a new broadcast titled
A Better Tomorrow, which finally gives
Christian radio a powerful senior market
audience-building tool. The program is
hosted by Al Sanders, founder of

Ambassador Advertising Agency and
the “dean of Christian radio ministries.”

“What's needed is a radical change
in the way we view both voung and
old,” Sanders says. *“We must treat seniors
with Christian concern and compas-
sion.” Sanders believes there is a critical
need for a Christian perspective on aging.

In addition to the new radio program,
which will air each weekday, Nelson is
simultaneously launching
a consumer magazine,
also titled A Better
Tomorrow. Subtitled
“the Magazine for
Seniors with a Future,”
the new quarterly
periodical 1s an ideal
vehicle for Christian
radio in focusing its
senior markel promotions.

The over-50 market
is too vital for Christian
broadcasters to neglect
any longer. While stations
should not tailor an entire
programming schedule to
this group alone, keeping
seniors and their needs in
mind will make the sta-
tion or broadcast more
inviting, thus extending the ministry to a
broader spectrum of listeners.

Gary D. Foster is president of Gary D.
Foster Consulting, a marketing and man-
agement consulting firm based in
Colorado Springs, Colorado.

CONTINUED ON PAGE 20
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SEEING THE . ..
CONTINUED FROM PAGE 19

MEDICINE ON
THE AIR

by Karen Schmidt

If a long-running radio program in
Ecuador is any indication, North
Americans are not the only people
interested in health-related issues. On
radio station HCJB-AM in Quito and
via international shortwave, medical
programs in Spanish have consistently
attracted many listeners and have
proven helpful to the audiences.

For 26 years, Feminidades
(Feminities) has aired for a half-hour
each weekday on local and international
radio. Producer Carmen Reinoso
features a health topic every Tuesday.
“The program is aimed at women, and
the health themes talk about women'’s
health concerns,” Reinoso explains.
“It’s a magazine-type format, so it
includes a little bit of everything.”

Simple topics that appeal to the
widest audience are the most useful. For
example, one program focused on
vaccinations — why families should be
inoculated and how and where to get the
shots. Reinoso directs local listeners to
neighborhood health centers when
appropriate.

“The program brings in lots of
phone calls and letters from throughout
Ecuador,” Reinoso says. “There is
much interest in health and how to
improve it.”

The program also provides a
significant channel of information to
women from the Ecuadorian Ministry of
Health. Prevention and treatment of
cholera became a prominent theme after
the epidemic spread into Ecuador from
neighboring Peru.

Cholera has also been a topic on
Guia Medica (Medical Guide), a weekly
program aimed at providing health
information to the general public.
Produced for the past year by Milton de
los Santos, Guia Medica uses studio
guests and a live call-in format. The
four-year-old program is aired on AM
and international shortwave.

“We get lots of response, by letter
and by phone,” de los Santos says.
“Listeners have contacted us from
throughout Ecuador, even from
Colombia.” de los Santos is a product of
HCIJB’s own broadcasting training. He
began working for HCJB’s Spanish
radio department after graduating from
HCJIB's Christian Center of
Communications, a three-year college
level program for Latins.

As guests on Guia Medica de los
Santos often uses doctors and nurses
associated with HCJB's Hospital
Vozandes. Each hour-long Saturday
morning broadcast targets a specific
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topic such as respiratory problems,
varicose veins, mental health, and
infectious diseases. Some programs
feature a panel of guests to discuss the
medical, psychological, legal, and
spiritual aspects of a theme, such as
senior citizens.

During the call-in portion of the
program, listeners ask questions often
related to personal health needs. When
possible, the special guest gives
advice and may refer the caller to a
health care service.

“Prevention is a regular part of the
theme; how to keep well and lower your
health risk,” de los Santos says. The
cholera outbreak offered an opportunity
for HCJB physician Roy Ringenberg to
stress the importance of clean water and
improving sanitation. Public education
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