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Our Primary Aim Is 

Killion McCabe & Associates 

Strategic direction in fundraising. 

Our primary aim is to help you fund your vision. Our skills 

include relationship fundraising, marketing, and 

communication. Over the past 15 

years, we’ve been privileged to serve 

many of the most respected names in 

Christian ministries. To find out more about how our 

strategic direction can work for you, give us a call. 

Ask for Tom McCabe, our president. 214-239'6000. 

Quality Direct Marketing Services 

Direct mail with a winning difference. 

We aim to treat your donors like best friends. We offer 

highly personalized printing and mailing services with 

an emphasis on personal. As a CASS certified mailer, 

our accuracy and quality are unsurpassed. From high tech, 

state-of-the-art personalization, 

addressing, and barcoding to 

handmatched inserting, each letter in 

your mailing is treated with care. For more information on 

QDMS services, call Mike Maloney at 214-383-7040. 

Send for our free Relationships newsletter. Write Jim Killion, KMA Companies, 150 Coit Central Tower, 12001 North Central Expressway, Dallas, TX 75243. 



the Same as Yours 

KMC Media 

Targeting your audience. 

Our goal is to help you reach the people God has 

called you to serve. Whether your vision is in the 

planning stage or you are reaching 

out to new markets, we can help you 

make it happen. Our agency services 

include planning and media placement, syndication and 

promotional support, as well as program concept, 

consulting, and production for radio and television. To 

learn more, call David Clark, KMC Media president. 

214-383-7000 or 1-800-825-MED1A. 

Or call 1-8OO-KMA-2131. 

KMS Software 

Hitting the mark for broadcast ministries. 
Our software gives you access to the information you 

need on your donors, and integrates product sales and 

contributions. You can evaluate station performance, 

control inventory, and much, much 

more. We offer you a feature-rich 

system for donor processing, sales 

processing, and fond accounting for nonprofits. For a 

free demonstration package, call David Smith 

toll free at 1-800-800-0293. 

KMA 
COMPANIES 

Clear Direction in Relationship Fundraising, 
Mailing, Media, and Software. 
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MANAGEMENT 

CHRISTIAN TELEPHONE 

Pave Hunt Development 
Vice President ot uevei । 

Close supervision , 

and extensive monitoring 
In-depth client training 

For More Information Call: 
Tim Twardowski 

Executive Vice President-Marketing 

(216) 668-1400 

Christian Communicators 
Make the Difference 

InfoCision communicators are fund raising experts. We only 
make outbound telephone calls, and specialize in serving 
religious non-profit organizations. 

InfoCision utilizes Christian communicators who are spiritu¬ 
ally sensitive to your donor’s needs, yet generate the absolute 
maximum net income. Let us show you why we are the unques¬ 
tioned leader in religious telemarketing. 

C! InfoCision management 
INFOrmation/deCISION Management 

325 Springside Drive • Akron, Ohio 44333 • (216) 668-1400 
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WEAPONS OF TRUTH AND DECEP¬ 
TION—JUDGMENT BY FIRE IN WACO 
A disturbing and deadly example of this nation’s need 
for the truth of the Gospel came recently from Waco, 
Texas, in the form of a cult standoff cautiously covered 
by several Christian radio broadcasters. Beginning on 
page 27, following its annual attention to faith and 
finance. Religious Broadcasting provides exclusive 
coverage of the role Christian broadcasters played in 
reporting on the events in Waco, a role which was not 
without controversy and from which important les¬ 
sons are likely to be learned. 

Cover Photo: 
Maurice 
Wilson/ 
Austin. Texas 
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Signing On 
A revised constitution and bylaws 

was approved during the membership 
meeting at this year’s annual National 
Religious Broadcasters (NRB) conven¬ 
tion. It brings this document in line with 
the direction this organization has been 
moving in the past two decades. 

Among the important changes this 
revision has made is the requirement that 
nonprofit (501.C.3) members with annual 
broadcast-related income/expenses in ex¬ 
cess of $500,000 be members in good 
standing of the Evangelical Council for 
Financial Accountability (ECFA). The Ethics and Financial Integrity Commission 
(EFICOM), the self-regulatory group established by NRB six years ago, was disbanded. 

Since its inception, the ECFA staff has served EFICOM very well by doing the basic 
staff work. It became clear over the years that it was a wasteful duplication of effort to try 
to maintain a separate regulating organization. Moreover, this change allows NRB to 
concentrate on our main mission, which is to promote Christian broadcasting within the 
community of faith and to contend for the freedom to broadcast the Gospel in America. 

The disbanding of EFICOM should not be seen as a move away from promoting the 
highest ethical standards among NRB members. In fact, nonprofit broadcasters with 
related incomes under $500,000 will still be required to supply the kind of information 
required for EFICOM membership in order to qualify for membership in NRB. The new 
ethical standards as set forth in NRB's constitution are worthy of careful scrutiny. 

Recognizing the vital and increasingly impor¬ 
tant role played by radio and television broadcasting 
as an agency of mass communication, and the desire 
of NRB “to foster and encourage excellence in 
religious broadcasting by establishing and main¬ 
taining high standards with respect to content, 
method of presentation, speakers’ qualifications, 
and ethical practices,” the association also recog¬ 
nizes that the general public looks to us to bring 
conformity to ethical behavior i nto our broadcasting, 

programming, business, management, financial, and relational responsibilities. 
Recognizing the Bible as the standard by which we must evaluate beliefs, instruction, 

policies, and practices, the association has adopted and each of its members has subscribed 
to the following code of ethics: a) I will conduct my personal life and corporate business 
in a way that will not bring shame or reproach to the name of the Lord (I Peter 1:14-16). 
b) I will speak the truth in love without being unnecessarily offensive (Proverbs 3:3). c) 
1 will recognize and respect what the Lord is doing through other individuals and 
organizations while refraining from unnecessary criticism of them or conformity to them 
(I Peter 3:8-9). d) I will honor the obligations to my vendors, neighbors, community, and 
government (Romans 13:7-8). e) In matters of dispute with other Christians, I will attempt 
to submit my grievances to Christian arbitration rather than the courts of the land to try 
to resolve issues. 

We must recognize that those called to ministry in broadcasting shall live exemplary 
lives both in their public and private worlds. Ministries must operate in a manner that will 
earn the respect of the world for their integrity and competence, as the Bible says to do 
all things right in the sight of God and of men [II Corinthians 8:21 1. National Religious 
Broadcasters is committed as ever to these important principles of accountability to 
donors and to God. N 

David W. Clark is 
chairman of NRB 
and president of 
KMC Media Inc., 
in Dallas. 

Ethics Important 
Role In Financial 
Integrity, Trust 
David Clark 
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Printed in the U.S.A. Copyright 1993 by National Religious Broadcasters ( NRB ), all rights reserved. Contents of this magazine 
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Broadcasting assumes no responsibility for return of manuscripts, photographs, and cartoons, and reserves the right to accept 
or reject any editorial and advertising material. 
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FACTS 

ARE NOT 

FICTION 

AT 
Rich Bott 
Vice President 

BOTT RADIO NETWORK 
At BRN the Preaching of the Cross is our First Priority. 

At BRN we believe our Christian programs should be of exemplary ethical 
reputation. Further, we believe our greatest service, as a Christian broadcast¬ 
ing company is to feature programs that point men and women to Christ. 

FACT 
At BRN we believe a Christian staff should be dedicated to the Lord and 
consecrated to His purpose; but we also believe it takes people who have the 
training and possess the talent to be really good at what they do. It takes 
people who regard excellence as an absolute must and will not settle for less. 

At BRN we believe that "show business" is not our business and entertainment 
is not our purpose. With this in mind, our programming is centered on the 
serious study of God’s Word to help our listeners grow in the Lord and in their 
knowledge of His Word. Also, our news and information features keep our 
listeners informed about important issues from a Christian perspective. 
People today need real answers to real problems, and that is the service to 
which we are committed. 

BRN 
' / ytau a national [zadE-t . . . 

Aty dirtiitian ijioadaai-tin.^ ! 

EXECUTIVE OFFICES • 8801 EAST 63rd STREET • KANSAS CITY, MISSOURI 64133 • (816) 353-7844 
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“Dr. John C. WHike is well estab¬ 
lished as the pro-life issues expert 
throughout Christian radio 
in America. 

Dr. Willke's new LIFE ISSUES 
daily five minute broadcast will 
become even more important 
than ever before in keeping our 
listeners informed about a// 
pro-life groups. We highly 
recommend it. " 

Dick Bott, 
Bott Broadcasting Co. 

LIFE 
ISSUES.. 
with JOHN C.WILLKE,M.D. 

New name, new sponsor. The 
nation's No. 1 five-minute daily 
commentary with the same 
message you've counted on for 
7 years. 

• LIFE ISSUES INSTITUTE. INC“ 
SERVING THE EDUCATIONAL NEEDS OF THE PRO LIFE MOVEMENT 

1802 W Galbraith Rd . Cincinnati, OH 45239 
Phone (513) 729-3600 • FAX (51 3) 522-1299 

For a free audition tape contact: 
Ambassador Advertising Agency 
51 5 East Commonwealth Avenue 
Fullerton, California 92632 
(714) 738-1501 

(Circle 150 on the Reader Service Card ) 

Tuning In 
It’s a privilege of enormous proportions 

to be able to give to the Lord’s work. Spiritual 
and temporal blessings ensue when we give. 
If we could only impress that fact on young 
Christians, many of whom do not enter into 
the deep joy of Christian stewardship until 
much later in life. It’s a shame because they 
will miss out on the joy of giving for the sake 
of Gospel outreach. 

It’s obvious young people are just get¬ 
ting started in life with rather low salaries 
and heavy living expenses; they are attempt¬ 
ing to purchase their first home and are often 

Dr. E. Brandt Gus¬ 
tavson is the 
president of Na¬ 
tional Religious 
Broadcasters and 
publisher of Reli¬ 
gious Broadcast¬ 
ing magazine. 

starting their families. Yes, they seemingly cannot give much. 
I think the question is not how much they can give, but do they give to the Lord at all? 

The concept of proportionate giving is a common thread teaching of Scripture and should 
be taught in our churches and our parachurch media ministries. We do our younger friends 
a great service when we teach them to give. 

When I visited in India working with the missionary staff of Vishva Vani, I found them 
exercising the biblical concept of stewardship. Emil Jebesingh told me through the use of 
tin boxes (piggy banks) the Trans World Radio (TWR) work in India was able to support 
the work of 300 church planting missionaries. Well over $200.000 is collected each year 
as rupees and much smaller fractions of rupees (25 rupees to $1) are placed lovingly and 
sacrificially in the personal banks. Then periodically the banks are brought to collection 
points where these servants of God give their gifts to our Lord. Imagine how, in one of the 
poorer nations on earth, the Lord’s work goes forward in this way. 

When at one of the India meetings we gathered to consecrate another missionary man, 
it became known that no additional funds were 
available for his support. Before the end of the 
meeting, other missionaries present gave from 
their meager funds to bring on the new volun¬ 
teer. 

I was ashamed to think of what we think 
we need in America to live. Our brothers and 
sisters overseas teach us so much. 

A mentor of mine, W.E. Mayfield, told 
me years ago, "The minute a donor’s gift gets in the mailbox, the donor’s responsibility 
ends and ours begins." We must use each gift as a trust from God to carry out His work. 
Let’s keep confidence with our donor friends as well as our Lord whom we serve by using 
each gift wisely and with great prudence. 

One other thing: Dr. George Sweeting, the chancellor at Moody Bible Institute, 
counseled us by saying, “Never quell the first impulse to be generous.’’ Wasn't that good 
advice? May our works be well supported, sustained by His provision, and blessed in our 
outreach. % 

Giving Is One Of 
The Greatest Gifts 
E. Brandt Gustavson 

National Religious Broadcasters Statement of Faith 
We believe the Bible to be the inspired, the only infallible, authoritative Word of God. 

We believe that there is one God, eternally existent in three Persons: Father. Son. and Holy 

Ghost. 

We believe in the deity of our Lord Jesus Christ, in His virgin birth, in His sinless life, in His miracles, 

in His vicarious and atoning death through His shed blood, in His bodily resurrection, in 

His ascension to the right hand of the Father, and in His personal return in power and 

glory. 

We believe that for the salvation of lost and sinful man regeneration by the Holy Spirit is 

absolutely essential. 

We believe in the present ministry of the Holy Spirit by whose indwelling the Christian is 

enabled to live a godly life. 

We believe in the resurrection of both the saved and the lost; they that are saved unto the 

resurrection of life and they that are lost unto the resurrection of damnation. 

We believe in the spiritual unity of all believers in our Lord Jesus Christ. 
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WORLD TOUR Because of the support of stations like these, 
we were able to see thousands come to know 
Jesus Christ as personal Lord and Savior. 

Thank You! 

SPRING 93' TOUR 
March 10 March 15 March 20 March 25 

DAYTONA BEACH ATLANTA, GA CHARLOTTE, NC CLEMSON,SC 
FL (Cancelled) whvn HIS RADIO 
WAJL WVFJ WAVO WMHK 
WMFJ WWEV WNOW March 26 

WARN WYNX WMIT CHATTANOOGA, 
WJWV WNIV WOGR tn 
WOLR March 18 WBT WDYN 
FROG ALBANY, GA March 22 RX-107 
WCIE WVFJ FAYETTEVILLE, WDRZ 

March 13 WANL NC March 27 

LAKELAND, FL Y-1OO WFLB NASHVILLE, TN 

WCIE March 18 WFAI WAYM 
WJIS AUGUSTA, GA WNAZ

WMFJ WFAM 
WLFJ 

April, 13 April, 16 April, 22 April, 29 
HUNTINGTON, WV BALTIMORE, MD ROCHESTER, NY SPRINGFIELD, 

WOKT WFEL WJSL MO 

WJYP WASS WWWG KADI 

WEMM WAVA April, 23 April, 30 

April, 15 April, 20 PROVIDENCE, RI ST. LOUIS, MO 

WHEELING, WV CINCINNATI, OH WALE KSIV 
WRKF WNLT WARV KXEN 
WZAO WNCW April, 24 WCBW 

WZOM BANGOR, ME 
WRFD WHCF 

WWMR 
WHGS 

May, 1 May, 22 May, 25 May, 27 

KANSAS CITY, MO SALT LAKE CITY, BOISE, ID SPOKANE, WA 
KCCV UT KILA KM Bl 
KCNW KILA KTSY KTSL 
KWJC KANN KSFD KUDY 
May 21 KLLB KBXL May, 28 

LAS VEGAS, NV MSN WHEZ/KOOL TACOMA, WA 

KILA KCCS

kmzq kvch/kcrs 
KDBX 
KPDQ 
KHPE 

ADDICTED TO JESUS 
I would like to express a sincere and heart felt 

to all of the radio stations that made the "Addicted 
To Jesus" spring tour such a great success. 

THANK YOU 

(Circle 202 on (he Reader Service Cardl 



Readers’ Reactions 
Reader Comments 
On Black Relations 
Dear Editor: 

Thank you for the article, “The Road 
Too Frequently Travelled,” by Glenn 
Plummer in the February issue. For so long, 
racism has kept the church divided, and in 
their complacency, Christian leaders have 
somewhat ineffectively carried out the Great 
Commission (“Go ye into all the world and 
preach the Gospel” Mark 16:15). 

If white Christian leaders sincerely 
wish to reach or impact the black commu¬ 
nity, they must be willing to share leader¬ 
ship with African-Americans. Here are a 
few suggestions: first, place African-Ameri¬ 
cans on executive boards as arepresentati ve 
or voice for urban areas and how they can 
best be reached. 

Second, join with Christian African-
American leaders to sponsor speakers and 
community events. And thirdly, employ 
area liaisons to hold joint functions that 
appeal to urban and rural communities. 

If Christian leaders, white and black, 
would examine themselves and ask God to 
change their hearts, tearing down the walls 
of racism would be easier. It is vital that we 
unite in carrying the Gospel to urban and 
rural America. If the Bible says one of us 
can chase a thousand enemies away and 
two of us ten thousand [Deuteronomy 
32:30], then can you imagine what we as a 
united army of God can do? 

Monica Hopkins 
Laurel, Md. 

A Reality Check 
For CCM Radio 
Dear Editor: 

I agree with Matt Seward’s statement 
in his article [“What Have We Learned 
About Christian Music?,” March], Chris¬ 
tian music radio needs to “contrive to 
improve in order to attract a broader Chris¬ 
tian audience.” 

I wonder “how can we ever attract a 
broader Christian audience when we ig¬ 
nore reality?” Here’s a reality check: Chris¬ 
tian music is an "album" market. Stations 
play “charted singles” instead of “em¬ 
phasis” songs from the album. Ever try to 
buy a Christian music single? 

Each song of the Top 20 chart is there 
because a majority of radio stations played 

it. That does not say anybody, let alone our 
target audience, even wants to hear it. 
Obvious? Yes, but ignored. 

Winning a broader audience for our 
radio stations is not a mystery! I suggest we 
find out what songs people want to listen to 
and play those. After all, like Inspector 12 
says, “It isn’t a hit until your target audi¬ 
ence says it ’s a hitY' 

This would mean getting the album 
and testing the songs yourself with your 
target audience. You may be surprised, but 
your audience will be satisfied. 

Then, when radio is playing it. the 
trade publications show it, and record com¬ 
panies release more of the music the audi¬ 
ence wants. And Whoa! A broader audi¬ 
ence including and beyond Christians! 

Let’s each, according to our ability, 
perform a reality check on the music we’re 
playing. Only then, can we “contrive to 
improve” from a firm foundation. 

Danny Houle 
Station Manager 

KZOE-FM/Longview, Wash. 

Checking Egos 
Dear Editor: 

I am increasingly aggravated by broad¬ 
casters who speak of their work as reaching 
a “potential listening audience” of mul¬ 
tiple millions, i.e., “All Things Great and 
Beautiful,” in the March issue. It is “evan¬ 
gelistic speaking” at its worst. 

I hope Religious Broadcasting can 
implement an editorial policy to temper the 
grandiose vision of importance which some 
people hold of themselves. 

Peter Buckles, APR 
Director of Special Projects 

Northwestern College 
St. Paul, Minn. 

Statement Of Faith 
Should Be Updated 
Dear Editor: 

I’m writing to urge you to consider 
upgrading the spelling, syntax, word order, 
and vocabulary of the Statement of Faith 
found in the magazine at the bottom of 
[March’s] “Tuning In.” ... To be up-to-
date in language you may wish to consider 
substituting “humanity” for man. 

The word order in the sentence about 
eternal destiny “they that are saved unto” 
should surely be changed to something like 

“those who are saved to.” Somehow, you 
have simply perpetuated Middle English 
grammar and word order and we are near 
the end of the 20th century! 

The word “unto” went out of usage a 
long time ago. Instead of a comma after the 
word “lost,” you could better use a colon or 
semi-colon. 

To be consistent, you should use either 
“Holy Ghost” or “Holy Spirit.” Doubtless 
the better option for our time is “Holy 
Spirit." Hope my comments [are | helpful. 

Carl H. Van Farows 
Johnston, Iowa 

Editors’ note: NRB does not feel the 
need to cater to the politically correct 
climate penetrating even the Christian com¬ 
munity by substituting the genderless “hu¬ 
manity" for the generic (and biblical) 
“man. ” 

Secondly, the statement, adapted from 
the National Association of Evangelicals 
(NAE) Statement of Faith when NRB was 
founded in 1944, still manages to convey 
the organization ’s points in a concise and 
accurate way. 

Lastly, since “Holy Ghost" and “Holy 
Spirit” are interchangeable, it really is not 
inconsistent to use both for a word change. 
However, a few changes have been made 
[as seen in the May issue I to be more 
consistent with NAE’s Statement of Faith. 

Christian Music 
Compromised 
Dear Editor: 

The February issue carried an article 
about Christian music out of the closet 
[“Out of the Closet and Into the Spot¬ 
light”], lamenting the statistics showing a 
majority interviewed did not yet know about 
CCM. Rather than conclude these people 
are ignorant, maybe they are disgusted and 
fed up with the compromise. 

The justification of using the immoral 
music of the world reminds me of Balaam 
whose words were correct and professed a 
heart desire to please God. but caused Israel 
to sin through compromise with the world. 
Tim Fischer’s latest book, The Battle for 
Christian Music, explains the difference in 
biblical terms for those who want to know. 

Harlan Larsen 
Pear Park Baptist Church 

Grand Junction. Colo. 
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Magazine Space Should Be Used Wisely, Not Wasted 
Dear Editor: There are a lot of innovative things industry, i.e. religious stations do play 

I look forward to receiving your maga¬ 
zine every month and find it to be very 
helpful and interesting. As the general 
manager of a Christian radio station. I am 
especially thankful for the articles about 
radio. 

I think David Clark made several points 
very clear in “Signing On” in the March 
issue. In his opening paragraph, he wrote 
that effectiveness is finding the niche God 
intended for you and reaching your audi¬ 
ence. I think Religious Broadcasting needs 
to heed this advice. 

going on in Christian broadcasting. We 
need you to write stories about these things. 
Inspire us. Instruct us about broadcasting. 
... We need Religious Broadcasting to put 
us in touch with those who are doing it right 
around the country. 

I’ll close by paraphrasing Clark: “Isn’t 
is time for us to begin thinking and cre¬ 
atively using our magazine for 
narrowcasting to reach religious broadcast¬ 
ers?” ... Don't change [the 60 to 80 percent 
aimed right at us|. But please consider a 
different use for the other 20 to 40 percent. 

Christian music. We try to present a maga¬ 
zine which is as complete a resource as 
possible for those in the industry and we 
have an obligation to try to encompass as 
many themes as possible in a given year. 
We don 't want our readers to have to look 
in other places to read about industry-
related matters. Granted, some things are 
not directly related to religious broadcast¬ 
ers, but are instead of interest to them. 

As to why we “waste space on ” the 
music and book review columns, the an¬ 
swer is very simple: Christian radio and 

Time in to your 
donors. After all, they’re your 

lifeblood. And they need to be 
treated as people, not just names 
and numbers. 

Shelby's software for your development office 
helps you focus on just that—individuality ! Power-
ftd segmentation and selection routines, alone with 
increased flexibility, allow for a more personal 
touch. The personal touch your donors need. 

lime in to your donors. Call 800-877-0222 for 
information. Ask for a free demo diskette. _ , 

Shelby Sy$t=nia 
65 Germantown Court, Suite 303, Cordova, TN 38018 

Too often space is “wasted” on ar¬ 
ticles not directly aimed at Christian broad¬ 
casters. If you took the name off the cover 
of the March issue, no one would guess the 
magazine was targeting religious broad¬ 
casters. Nothing against [the artists cov¬ 
ered in the magazine], but I can read about 
them in a lot of other places. ... 

And why do you use space to give us 
album and book reviews? It’s not that these 
are bad things, but they are off target. 

You’ re already doing a great job, and I hope 
this will make it a little better. 

Doug Apple 
General Manager 

WXAN-FM/Ava. III. 

Editors ’ note: To clear the air on some 
of the points brought up by Mr. Apple, here 
is our response to his letter: 

Music is a very important part of our 

television stations play music and have 
book review programs. Also, we feel it is 
important to review books written by broad¬ 
casters in the industry. We feel it would be 
a disservice to our readers if we eliminated 
these columns because they are not directly 
related to religious broadcasters. 

But, we will bow to our readers ’ supe¬ 
rior (or at least vocal) judgment on what to 
keep and what to eliminate by way of a 
reader survey in an issue this fall. 

(Circle 203 on Reader Service Card) 
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Washington Watch 
The Federal Communications Com¬ 

mission (FCC) has released its rules imple¬ 
menting the mandatory carriage (“must 
carry") and retransmission consent provi¬ 
sions of the Cable Television Consumer 
Protection and Competition Act of 1992 
(the act or cable bill). From broadcasters’ 
perspective, the two provisions are the most 
important — and among the most complex 
— elements of the new cable law. 

Both broadcast stations and cable op¬ 
erators face a host of deadlines as the new 
statutory regime is put into place. This 
month’s column outlines the ramifications 
of a commercial broadcaster’s choice to be 
treated as a must carry station or to bargain 
for rights under retransmission consent. 

(Because the rules governing noncom¬ 
mercial broadcasters differ in several de¬ 
tails, they are not the focus of this column. 
Among other limitations, a privately oper¬ 
ated station must qualify for funding from 
the Corporation for Public Broadcasting to 

FCC Implements 
Must Carty, 
Retransmission 
Consent 
Richard E. Wiley 

be eligible for treatment under the act's 
noncommercial must carry rules.) 

Also highlighted are the dates of most 
significance to commercial stations. The 
FCC’s deadline schedule is built around 
two major compliance dates: June 2, when 
cable systems must begin offering all sta¬ 
tions qualified for must carry status, and 
October 6, when contracts negotiated pur¬ 
suant to retransmission consent begin to 
govern carriage rights for other commer¬ 
cial stations. 

Mandatory Carriage 
Must carry is expected to help broad¬ 

casters who need cable carriage and may 
not be able to bargain effectively for it. (At 
press time, a special three-judge panel up¬ 
held the provision against First Amend¬ 
ment challenge and called it “simply in¬ 
dustry specific antitrust and fair trade prac¬ 
tice regulatory legislation." The provision’ s 
enactment by Congress was a significant 
factor in the outcome; earlier versions of the 

must carry established by the commission 
were struck down in the mid-1980s.) 

To qualify for must carry status, a 
station must be a full-power commercial 
television station licensed to a community 
in the same Arbitron area of dominant 
influence as the cable system. Excluded 
from this definition are stations whose 
carriage would increase the system’s copy¬ 
right costs, or stations that fail to meet 
statutory standards for delivering a good 
quality signal. 

A cable system’s size determines the 
number of commercial stations the system 
is obligated to carry. Systems with 12 or 
fewer “usable activated channels" must 
carry at least three local commercial televi¬ 
sion stations. Systems with more than 12 
such channels must carry local commercial 
television stations on up to one-third of 
their usable activated channels. 

If more commercial stations are eli¬ 
gible for carriage than the act requires, the 
operator has general authority to choose 
which stations to carry. However, an opera¬ 
tor must carry a full-power station over a 
qualified low-power television station. 

Also, if two or more affiliates of the 
same network qualify, the cable operator is 
obligated to carry only the network affiliate 
located closest to its principal "headend,” 
or operating center. Finally, the operator is 
not required to carry a station that “sub¬ 
stantially duplicates” the programming of 
another commercial station, which the 
agency defines as “simultaneously broad¬ 
casting identical programming for more 
than 50 percent of the broadcast week.” 

In addition to guaranteed carriage, 
must carry status gives a station the right to 
choose from among three options for its 
cable channel position. The station must be 
carried on the same channel as its broadcast 
channel; the channel on which it was car¬ 
ried on July 19. 1985; or the channel on 
which it was carried on January 1, 1992. 

Retransmission Consent 
This provision, which requires cable 

operators to obtain a broadcaster’s consent 
to carriage, is expected to appeal to popular 
broadcasters, such as local network affili¬ 
ates. Under this option, broadcast licensees 
may obtain payment fortheirsignal or other 
benefits in exchange for agreeing to car¬ 
riage by the cable system. Channel position 
and other rights are subject to negotiation 
between the station and the cable operator. 

Implementation of the Provisions 

Richard E. Wiley 
isaformerchair-
man of the Fed¬ 
eral Communi¬ 
cations Com¬ 
mission and is 
general counsel 
for National Re¬ 
ligious Broad¬ 
casters. He was 
assisted in the 
preparation of 
this article by 
Rosemary C. 
Harold. 

Several deadlines already have been 
passed. Cable operators should now be 
complying with the act’s 30-day advance 
notice requirement for deletions or reposi¬ 
tioning of station signals. Thus, to make 
any final adjustments in their channel line¬ 
ups for the June 2 must carry deadl i ne. cable 
operators should have notified affected sta¬ 
tions by May 3. concerning signals to be 
deleted or moved. In addition, operators 
should have informed local commercial 
stations about their eligibility for must carry 
status. 

June 2 — Cable operators must begin 
carriage of all qualified must carry stations, 
although the channel positioning require¬ 
ments need not be implemented until Octo¬ 
ber 6. Operators also must send a list of all 
broadcast television signals carried on the 
system, and their channel positions, by 
certified mail to every local station, includ¬ 
ing those stations not designated as must 
carry signals and those not carried on the 
system. 

June 17 — Local commercial stations 
must notify cable operators, in writing, of 
theirelection of must carry or retransmission 
consent status. (An election choice will be 
binding for three years, at which time 
another election may be made.) 

Stations choosing must carry status 
also are required to indicate their preferred 
channel position. A broadcaster must place 
its election statement in the station’s public 
file, and a cable operator must place a list of 
broadcast stations carried pursuant to must 
carry in the system’s public file. 

October 6 — The cable bill's 
retransmission consent provisions take ef¬ 
fect. Thus, cable operators may not 
retransmit any commercial station without 
the station's consent, unless the stations 
have opted for must carry status or certain 
exceptions concerning satellite broadcast¬ 
ing apply. Operators also must arrange 
their systems to conform to the channel 
positioning rules, "u 
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Uevcticn, 
Sinsle-minded 

and Unstoppable 
by Dennis M. Mulder_ You might call me an “old China hand.” I lived in Taiwan (the 

Republic of China) for eight years 
as a missionary. I speak Chinese. And 

artist Michael Card and our agency. The 
Domain Group (Seattle), to record materi¬ 
al for a radio special, we met a man 
whose story of faith and perseverance 
brought home to me the drama of what 
God is doing in China today. 

Christian recording artist Michael Card has become an active advocate of The Bible 
League’s ministry in China following a visit to that country during which he helped to dis¬ 
tribute Bibles. The above photo was taken from video footage shot during the trip. 

because of The Bible League’s (South 
Holland, Ill.) Scripture placement min¬ 
istry, I’ve been to the People’s Republic 
of China many times and know hundreds 
of Chinese Christians. 

I’m well aware of the Chinese gov¬ 
ernment’s brutal persecution of the 
church. I’ve encountered numerous 
examples of the extraordinary bravery 
and faith of Chinese believers. But when I 
was in China recently with recording 

A Man of God 
It could put him in danger to reveal 

his real name in print, so I’ll call him 
Pastor Liu. He is a sweet, soft-spoken, 
60-year-old man with dark, intense eyes. 
Talking with him, you can’t help but feel 
God’s presence and love. 

Pastor Liu became a Christian as a 
young man. In the 1950s, he began travel¬ 
ing to rural villages, spreading the Gospel 
and planting churches. He was arrested 

several times for his work and warned to 
stop preaching. But his devotion to God's 
work was single-minded and unstoppable. 

In 1960, the communist authorities 
cracked down. They sentenced Pastor Liu 
to a hard-labor camp. That was where he 
stayed for 18 years, until 1978. As part of 
his punishment, Pastor Liu was given the 
job of shoveling out the pits under the 
camp toilets. 

The pits were ten feet deep. The 
stench was overpowering. And in 
Chinese culture, handling human waste is 
extremely degrading. The purpose of this 
punishment was to humiliate Pastor Liu 
in the worst way possible — and to place 
him in danger of contracting disease. 

But Pastor Liu wasn't bitter. When he 
told me about the time he spent in the 
cesspool, his face glowed as if it were a 
fond memory. “In the camp,” he told me, 
“you were never alone. Guards watched us 
by shifts, day and night. We could not 
speak unless the guards spoke to us first. 
Only while I worked in the human waste 
cesspool was I alone. Then I could pray 
loudly and sing my favorite hymn. 
Perhaps you know it; it’s called ‘In the 
Garden.’ ” 

Then Pastor Liu began to sing. “I 
come to the garden alone, while the dew 
is still on the roses. And the voice I hear, 
falling on my ear, the Son of God disclos¬ 
es. And He walks with me, and He talks 
with me, and He tells me I am His own. 
And the joy we share as we tarry there, 
none other has ever known. 

“At those times,” he said, “the 
cesspool became my private garden. It 
was there that the Lord told me 1 am His 
own.” Pastor Liu was so close to God that 
none of his life circumstances — even 
being locked away in a labor camp far 
from everyone he knew and loved, 
trapped in a degrading and dangerous job 

CONTINUED ON PAGE 12 
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DEVOTION, SINGLE-
MINDED ... 
CONTINUED FROM PAGE 11 

of shoveling out a pit of human waste — 
kept him from the presence of God. The 
cesspool was Pastor Liu’s garden, a place 
he could meet God. 

But here is what is just as amazing: 
since the day he was released from the 
labor camp with a stem warning never to 
preach again, Pastor Liu has continued to 
travel boldly and constantly, proclaiming 
the Good News and distributing Bibles 
within China. And he is not afraid. “In the 
labor camp, I survived because of the 
Lord’s presence with me,” he said. “I 
have experienced so much of the Lord’s 
abundant grace and presence. What else 
should I fear?” 

A Medium of Measurable Power 
Just days after I talked with Pastor 

A Cooperative Adventure 
When Christian recording artist 

Michael Card visited China with me 
and a radio production crew from The 
Domain Group, he took part in clan¬ 
destine Bible transfers and met several 
Chinese Christians who had endured 
harsh persecution for their faith. 

“The true value of God’s Word 
came alive for me — that it is valu¬ 
able, worth risking everything for,” 
says Card. The trip was part of a coop¬ 
erative venture with The Bible 
League. Card endorsed our work and 
was featured in several radio acquisi¬ 
tion efforts. The Bible League, in turn, 
sponsored Card’s national “Recaptur¬ 
ing the Imagination” tour. A video fea¬ 
turing Card in China and dramatizing 
the need for Bibles there is shown dur¬ 
ing Card’s concerts. The League also 
printed the concert program, which 
had space devoted to The Bible 
League’s work in China. 

Following the trip, Card wrote a 
song called “So Many Books,” based 
on the hunger for Bibles he witnessed 
in China, a hunger he says is foretold 
in God’s Word. “Amos 8:1 1 says, ‘The 
days are coming when I will send a 
famine through the land — not a 
famine of food or a thirst for water, but 
a famine of hearing the words of the 
Lord.’ That famine is going on in 
China right now,” Card says. 

—Dennis Mulder 

Liu, listeners to Christian radio across the 
United States heard his story and shared 
the excitement when we aired "China: A 
New Revolution,” a special broadcast 
report produced by The Domain Group. 
Response was overwhelming. Christians 
across America caught the vision for shar-

ly three-fold: 
• Special programs (hour and half¬ 

hour in length): Our specials focus on a 
specific area where we’re at work and 
communicate the need for Scripture clear¬ 
ly and dramatically. We’ve used both a 
“new report” approach and a “celebrity 

ing God’s Word 
in China. They 
joined The Bible 
League by send¬ 
ing Scripture¬ 
sharing gifts. 

Pastor Liu’s 
story is a power¬ 
ful one — so 
powerful, in fact, 
that it’s not easy 
to communicate. 
But radio did the 
job. Hearing 
Pastor Liu tell 
his own story, 
experiencing the 
intensity and 
emotion of his 
voice, gave the 
story he told a 
startling imme¬ 
diacy. Listeners 
felt as though 
they had met this 
man of God. 

The Bible League's Dennis Mulder and recording artist Michael Card 
pack Bibles into special bags in a Chinese hotel room just before 
meeting up with couriers who had traveled from rural China. The 
couriers are part of the underground church in China. 

And that vividness is part of the amazing 
power of Christian radio, power which has 
brought measurable results to our ministry. 

The Bible League has been using 
Christian radio as a fund-raising and 
donor acquisition tool since 1988. 
Careful, creative use of the media in part¬ 
nership with The Domain Group is bring¬ 
ing us thousands of new, committed min¬ 
istry partners. This support has dramati¬ 
cally increased our ability to send 
Scripture into China, Russia, and other 
countries where men and women need 
God’s Word. 

Our acquisition program on Christian 
radio has brought donors on board at a rev¬ 
enue-to-cost ratio of better than one-to-one 
at the point of acquisition. These donors 
have shown a strong long-term value to 
our ministry, with a high repeat of gifts 
and an impressive average gift amount. 

To date, our net revenue per new 
donor in this group (including ongoing 
cultivation costs) is over $200 and grow¬ 
ing. That’s after an average donor lifetime 
of just 15 months, so you can see how 
important people are and will continue to 
be to our ministry. 

A Trio of Uses 
Our use of Christian radio is basical-

Christian believers, such as the woman 
pictured above, represent a growing num¬ 
ber of Chinese people, despite vicious 
persecution from their Communist govern¬ 
ment. As the number-one provider of 
Scripture to China’s underground house 
churches, The Bible League is helping 
fuel this spiritual awakening. The ministry 
is using Christian radio to mobilize 
American believers behind the effort to get 
God’s Word into China. 
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telethon” approach with real success. The 
extended format gives us plenty of time to 
clearly present the need. It also has the 
advantage of catching and holding listen¬ 
ers’ attention long enough for them to 
make a decision to call in. 

• Spots (60-second): Spots have also 
worked well and have the added advan¬ 
tage of increased flexibility. Spots can fit 
into a station’s schedule easily and often 
on short notice. They have worked best 
for us when they coincide with media 
attention on the area we’re targeting. The 
spots about the need for Scripture in 
Russia which we aired during key 
moments of crisis have performed incred¬ 
ibly well. 

• Public Service Announcements 
(PSAs): While it is difficult to track how 
often these have aired, they have brought 
in a small group of unusually committed 
donors at almost no initial cost to us. Our 
best PSAs have featured mini-dramatiza¬ 
tions of true stories about people whose 
lives were changed by the Bible. 

An Eye in Both Directions 
A highly targeted media strategy has 

been a key part of our success in radio 
fund raising. The Domain Group has kept 
our air-time costs as low as possible while 
assuring that our message reaches the 
maximum number of potential donors. 

It is a science and an art, crunching 
the hard numbers of Arbitran ratings and 
airtime costs with the softer numbers of 
demographics, timing, and potential 
responsiveness. We’ve always calculated 
projected response to determine whether 
airtime costs were justifiable. 

Christian radio has become a key part 
of our communications strategy, and it's 
going to stay that way for the foreseeable 
future. Right now, two new programs on 
China are in the works. We’re concentrat¬ 
ing heavily on letting American Christians 
know about the unprecedented spiritual 
awakening sweeping that great nation. 

We’re also airing a new series of spe¬ 
cial reports recorded live in Russia on the 
growing opposition to the Bible there. Is¬ 
lamic leaders, resurgent communism, and 
Western-style secularism are placing legal 
roadblocks to Scripture distribution in 
Russia and the other former Soviet repub¬ 
lics. At the same time, cult groups are 
spending millions of dollars in aggressive 
campaigns to snap up converts among the 
spiritually open but naive Russian people. 

It is critical that we rush Scripture 
into Russia as quickly as possible, and 
the only way we can do that is in part-

CONTINUED ON PAGE 14 

The Bible League 
Sharing God’s Word with spiritually hungry people 

Placed in the hands of loving Christians 

around the world, the Bible is the most 

powerful missionary there is. That’s why 

The Bible League has become one of the 

largest providers of Scripture around the 

world, placing over 32 million copies last 

year alone. The Domain Group's effective 

and efficient marketing services are 

helping Rev. Dennis Mulder and his staff at 

The Bible League grow and reach more 

people with the printed Word. 

H E 

Thirty-five years' experience. Cutting-edge strategies. 
Cost effective results. Proven leaders. 

Your partner in marketing and communication success. 
720 Olive Wav, Suite 1700, Seattle, Washington 98101 

206/682-3035 Fax 206/621-0139 
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nership with committed Christians who 
love God’s Word and believe in sharing 
it with people around the world. 
Christian radio is connecting us with 

these people. 
For us. the bottom line is sharing the 

Gospel with spiritually hungry people by 
giving them God’s Word. Christian radio 
is making that possible on a large scale. 

The Rev. Dennis Mulder is president of The 
Bible League, a 55-year-old international 
Scripture-placement agency based in South 
Holland, III. 

Why (and How) Christian Radio Works 
At the Domain Group, we’ve seen Christian radio produce phenomenal fund-rais¬ 

ing results for The Bible League and many of our other clients. 1 believe there are sev¬ 
eral good reasons Christian radio has such unique power to persuade. 

It’s instantaneous. The long production schedules of print media aren’t a prob¬ 
lem in radio. It’s possible to move from rough concept to a recorded message on the 
air nationwide in just days. 

Last December when President George Bush announced his decision to send U.S. 
troops into Somalia, one of our clients. Food for the Hungry, was on the air in less than 
two working days. Its series of high-quality spots announced the newly increased oppor¬ 
tunity to feed starving people in Somalia and asked Christians to respond. 

You can move even faster if you prefer local announcer-read spots. Just fax copy 
to stations, bypassing all the steps of recording, producing, tape duplication, and ship¬ 
ping. The relationship of familiarity and trust that exists between many on-air person¬ 
alities and their listeners gives this type of spot special credibility. 

It’s trusted. Christian radio has unmatched listener loyalty. Because listeners 
rely on Christian radio for spiritual nurturing — not just entertainment and informa¬ 
tion — it’s part of their lives at a deeper level than almost any other medium. 

Josh McDowell, another of our clients, has been on Christian radio nationwide 
for several years. The relationship he’s built with listeners has paved the way for some 
dynamite fund-raising efforts. 

A fund-raising message that has integrity and clarity can hardly miss on Christian 
radio. The committed believers who make up the audience want to give their 
resources to further God’s kingdom. A clear, attractive appeal opens the door for 
them. 

It’s cost-effective. Christian radio reaches a community of people who are pre¬ 
disposed to give. The responsiveness of this special audience often far outperforms the 
numbers you’ll see in the Arbitran ratings. 

With smart media buys, you can further target your message by demographic 
and/or regional criteria to get your message to your best audience with laser-beam 
accuracy. And on Christian radio, all of this is possible at extremely competitive air¬ 
time rates. 

It’s imaginative. Radio is called theater of the imagination for a good reason. It 
engages the imagination, the mind, and the heart more than any other medium, includ¬ 
ing television. 

Radio can take potential donors to the place of action. When listeners hear the 
material we taped with The Bible League in China, they can clearly visualize it. The 
drama of smuggling Bibles and the faith of the Chinese believers had unmatched emo¬ 
tional impact. That kind of involvement leads to commitment and long-term relation¬ 
ships. 

For Beverly LaHaye’s Concerned Women for America, we’ve used radio dramas 
to communicate the message. These dramas not only grab your attention, but they 
make the moral dilemmas facing our nation real and concrete. Response to these 
broadcasts has been overwhelming. 

Christian radio is a changing medium. Audiences are growing, becoming more 
diverse, more affluent, more sophisticated, and more demanding. Stations are getting 
more aggressive in their use of technology and marketing to increase their reach, 
effectiveness, and appeal. These changes will likely leave some ministries behind. But 
those that stay on the cutting edge will reap the benefits. 

—Timothy Burgess 
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ÍZEljc Jfunb-ratóíng: ^otoer 
of a Kittle Momentum 

by Timothy Twardowski_ Volumes have been written about the importance of motivating peo¬ 
ple. That challenge is especially 

critical in a Christian 
phone center, where the 
job of the communica¬ 
tor is to crank out call 
after call in search of 
vital donations. 

One might expect 
poor morale, employee 
burnout, and fast turn¬ 
over to be the end results 
of such a project. But 
InfoCision Management 
Corporation in Akron, 
Ohio, which assists nu¬ 
merous Christian organi¬ 
zations in telemarketing 
and fund raising, has hit 
on a successful formula. 

It’s a formula that 
makes the Christian 
phone center a dynamic 
place to work as well as 
a ministry where Christ¬ 
ian fellowship and a 
sense of purpose trans¬ 
form a job which must 
be done — but which is 
often viewed with sus¬ 
picion — into some¬ 
thing a communicator can approach with 
dedication and a sense of purpose. 

People can be motivated by mone¬ 
tary rewards. But a Christian phone center 
has four other valuable tools at its dispos¬ 
al. Answering the question, “How do you 
get the momentum required to raise funds 
for high-powered ministries?” basically 
involves four basic tools: praise, prayer, 
persistence, and promotion. 

We know people respond favorably 
to praise. And because InfoCision hires 
only people who can pray with their 
clients' donors as communicators, prayer 
is an important part of the fund-raising 
effort. We also know that even the best 
communicator will hit a rough spot when 
call after call yields the same negative 
answer. That’s why we instill the impor¬ 

tant principle of persistence. Finally, we 
understand that the tedium of the job can 
be relieved through special promotions 
such as contests, incentives, and a lively 
atmosphere. 

You ’ve got to care 
about the communica¬ 

tors ' needs before 
they can care about 

the needs and problems 
of others. 

A Word Kindly Spoken 
Praise is an important part of the 

InfoCision method. The communicators 
are immersed in it from the moment they 
set foot in the phone center. Supervisors 
greet each communicator personally 

when they arrive, letting them know, 
“I’m glad you’re here.” They express sin¬ 
cere concern about a communicator’s 
personal and professional life. 

According to Gary Hurd, a minister 
and InfoCision program 
supervisor, “You’ve got 
to care about the com¬ 
municators’ needs be¬ 
fore they can care about 
the needs and problems 
of others.” 

Knowing employ¬ 
ees on a personal level 
results in people who 
stay on to become mas¬ 
ter communicators. 
These valuable, sea¬ 
soned fund-raisers are 
the people with the abil¬ 
ity to take a program 
beyond the established 
goal. 

Phone center su¬ 
pervisors also know 
that good attitudes 
bring good results. 
Having witnessed the 
success of this formula, 
these supervisors begin 
each day by recogniz¬ 
ing people who have 
shown exceptional per¬ 
formances. 

Calls from the previous day are tabu¬ 
lated, and the names and results of com¬ 
municators with above-average perfor¬ 
mances written on a board at the front of 
the room. As the supervisor reads each 
person’s name and performance numbers, 
the entire room joins in with praise and 
applause. 

Phone center manager Carl Albright 
strongly believes this acknowledgement 
is a primary motivator for the communi¬ 
cators. “This quick, sincere recognition 
of good work fills the communicators 
with pride and the vision to want to do 
even better,” he says. “Many stop by on 
their day off to see if they made the 
board!” 

CONTINUED ON PAGE 16 

Daytime supervisor Bert Turner coaches Christian communicator Eileen Harper 
on the importance of following the script in order to improve her personal perfor¬ 
mance as a Christian phone center communicator. 
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Humbly We Bow 
In the Christian phone center, 

beyond goals regarding performance and 
productivity, it is the 
power of prayer that 
pulls the room together. 
At InfoCision, each 
shift has a voluntary 
prayer. Communicators 
pray that the Holy Spirit 
will go before their calls 
and touch the donors’ 
hearts so the hungry can 
be fed, the lost can be 
saved, or Bibles can be 
given to those who have 
never seen or owned a 
copy of God’s Word. 
Communicators pray 
for those who can and 
cannot give, for each 
other, for the company, 
for the clients, and for 
those on the special 
prayer list. 

Supervisor Ken 
Troutman observes, “As 
the communicators 
anchor themselves in 
prayer, a quiet but 
powerful momentum 
sweeps across the 
room.’’ Communicators 
agree that the bonding 
power of prayer makes 
them believe that they 
can make a difference. 
In essence, they become 
a part of the ministry for 
which they are raising 
funds. 

“InfoCision has 
replaced over-zealous 
‘rah rah’ and hype with 
quality instruction,” 
says Mike Langenfeld, 
manager of InfoCision’s 
second Christian phone 
center. “This knowledge 
gives communicators 
the persistence they 
need to overcome the 

Program supervisor Gary Hurd bows his head in prayer before starting the after¬ 
noon shift at InfoCision’s Forest Lake (Ohio) Christian phone center. 

Phone center supervisor Ken Troutman praises the top communicators from the 
previous day’s work during the daily announcements. 

frustrations of raising funds over the 
phone and to realize the incredible impact 
they can make with a simple two-minute 
phone call.” 

Sheer Persistence 
In the midst of a phone center 

buzzing with activity, communicators 

must work to develop the mind set to per¬ 
sist in the quest of helping the ministry to 
which they have been assigned. 
Persistence is the key whenever the 
Christian phone center is raising money 
from new or existing donors. 

For example, a politically involved 

ministry may wish to build a network of 
involved Christians determined to save 
family values in America. “Those of us 
who work on the program must under¬ 
stand that for every ten calls we make, 
seven will be ‘No’s,’ ” said communicator 
Ray Jacobs. “Our listening skills, ability to 
overcome objections, and sheer persis¬ 

tence are vital in making these tough pro¬ 
grams successful.” 

Daytime supervisor Bert Turner sets 
the stage for making difficult “prospect¬ 
ing” calls for new donors. He tells his 
communicators, “Making prospecting 
calls is like panning for gold in a mountain 

stream. You may pan a 
mountain of soil, but if 
you take home a pocket 
of gold, you are [still] 
successful.” 

Each group of six to 
ten communicators has a 
program supervisor who 
listens to their calls and 
personally “coaches” them 
to make each call with 
pride. These program su¬ 
pervisors keep the com¬ 
municators from deviat¬ 
ing from the script, make 
helpful comments to im¬ 
prove results, praise what 
is good, and act as the 
programs’ cheerleaders. 

It would be remiss 
not to mention the 
excitement generated by 
using computers in the 
Christian phone center. 
Computers allow com¬ 
municators to see their 
progress on the screen, 
and, when they are close 
to the goal, to dig for that 
extra “Yes.” Computers 
also allow the supervi¬ 
sors to track responses 
on a minute-by-minute 
basis. Every ministry 
campaign has an estab¬ 
lished goal. The supervi¬ 
sors can get the home 
room involved in a race 
to reach these goals by 
announcing the latest sta¬ 
tistics on the screen. 

Driving Forces 
Praising communi¬ 

cators for a job well 
done, inspiring them 
through organized pray¬ 
er, and instilling the vir¬ 
tue of persistence are 

three critical ways to generate momentum 
in the Christian phone center. The fourth 
jewel in the mantle of success is promotion. 

Promotion starts with the phone cen¬ 
ter atmosphere, which should be “dressed 
for success” with streamers and banners 
to generate excitement. There are posters 
on the walls and pictures in the booths to 
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remind communicators of the causes they 
are working for. 

“At InfoCision, we personalize every 
ministry and each of their fund-raising 
programs,” says Steve Brubaker, director 
of telemarketing. “Imagine a communica¬ 
tor looking at a large framed poster hang¬ 
ing on the wall. They see a starving child 
and the words, ‘Lord, when did we see 
you hungry and not feed you?' That image 
brings the cause to life for the communica¬ 
tor and gives them the drive to put a min¬ 
istry’s hunger program over the top.” 

Like other similar centers, InfoCision 

Sincere recognition 
of good work fills the 
communicators with 

pride and the vision to 
want to do even better. 

offers bonuses and at least two major con¬ 
tests each year. A recent favorite was the 
“Grand Prix.” The room was decorated 
with banners and balloons, and two teams 
were formed from a group of communi¬ 
cators working on the same program. At 
the end of the week, the team that raised 
the most money was treated to a pizza 
party. Each day, every person who was 
above goal got to break a balloon with a 
prize coupon inside. The prizes included 
gift certificates to local restaurants, movie 
tickets, and other prizes. 

Another favorite promotion was the 
“100 Days of Summer,” which was 
designed to boost attendance during the 
summer months. Points were earned for 
hours worked, with bonuses given for 
extra hours. A catalog was distributed 
listing gift items and the points needed to 
purchase them. A selection ranging from 
thermos bottles to portable television sets 
gave everyone a chance to make a "pur¬ 
chase.” Two energetic communicators 
even earned enough points to purchase 
VCRs! 

Those who coordinate the InfoCision 
Christian phone centers strive to make 
them enjoyable, rewarding places to 
work. As a result, InfoCision is blessed 
with a team of communicators who give 
their very best efforts and untiring loyalty 
as God continues to bless this aspect of 
ministry in His name. 

Tim Twardowski is InfoCision’s executive 
vice president in charge of marketing and a 
frequent speaker on telemarketing at con¬ 
ferences across the country. 
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Seeker- Sensitive 
by Phil Stout_ A great revolution is taking place in this country today, a revival 

resulting in the conversion of 
thousands of people. Evangelical church¬ 
es in America are seeing unprecedented 
growth. And much of this growth has 
been fueled by a new way of thinking 
about evangelism. 

We are discovering that our country 
truly is a pagan society. We are realizing 
that America does not understand our 
Christian culture, language, principles, 
and certainly not our Christian theology. 
We are discovering 
that many of the 
worship styles and 
practices we as be¬ 
lievers understand 
and love are simply 
not effective in 
reaching the lost. 

These realiza¬ 
tions have spawned 
a movement dedi¬ 
cated to communi¬ 
cating to the lost by 
making the procla¬ 
mation of the Gos¬ 
pel more “user 
friendly.” Churches 
are evangelizing 
through “seeker sen¬ 
sitive” and “seeker 
targeted" ministries. 
There are many 
effective models of 
this form of evange¬ 
lism. The greatest 
catalyst of this 
movement has been 
Willow Creek Community Church in 
South Barrington, Ill., headed by Bill 
Hybels, a visionary man with a passion 
for the lost. 

As is the case with any creative work 
of God, this new way of approaching 
evangelism is not without its critics. 
Because seeker-targeted churches appeal 
to the “felt needs” of their communities, 
there are those who accuse them of letting 
the world set their agenda. 

Because user-friendly churches com-

We say that our 
communities are not 
open to the Gospel 

when the real problem 
is that we have not 
made it accessible 

to them. 

municate in the language and media of 
our culture, there are those who accuse 
them of forsaking the foundations of the 
faith. And because seeker-sensitive 
churches use methods not found in most 
traditional churches, there are those who 
simply rebel against the changes that have 
been made in these churches. 

Speaking Their Language 
The concept here is really very sim¬ 

ple. When we send missionaries abroad, 

we teach them that they are to bring the 
gospel, not cultural baggage. Before they 
go to a foreign field, we expect them to 
learn the language and the culture of that 
field. Then we ask them to teach people 
about Jesus Christ in the language those 
people already understand. 

Imagine this scenario. An English-
speaking missionary goes to a Chinese 
village in which no one knows any 
English at all. He constructs a building, 
puts pews in it, and preaches every 
Sunday — in English. People drop by out 
of curiosity but never stay because they 
can’t understand his language. After six 

months, the mission¬ 
ary calls his superi¬ 
ors and says, “This 
field is not ripe. The 
people are not res¬ 
ponding to the Gos¬ 
pel. I’m preaching, 
but they’re not res¬ 
ponding.” 

This may sound 
ludicrous, and yet it 
happens every Sun¬ 
day in our country. 
Because we have 
failed to understand 
the language and 
culture of our soci¬ 
ety, we preach to 
people in a language 
they can’t under¬ 
stand. We say that 
our communities are 
not open to the 
Gospel when the 
real problem is that 
we have not made it 
accessible to them. 

And what is true of the local church is 
true of Christian broadcasting. We are in 
grave danger of speaking a language our 
world is incapable of understanding. 

Now I do believe in ministries that 
edify the believer and speak the language 
of the church. While the church I attend 
(like other seeker-targeted churches) has 
seeker-sensitive services on the weekend, 
we also have believer-oriented services 
during the week. I believe that in the local 
church and in broadcasting, we must 

Phil Stout (left) and Jerry Brewton (right) are the co-hosts of MasterDesign, a radio min¬ 
istry targeting unchurched baby boomers. 
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Broadcasting 
work to edify the believer. 

The problem today is that an over¬ 
whelming percentage of Christian broad¬ 
casts are geared to the believer. The num¬ 
ber of broadcast ministries that attempt to 
speak the language of our culture for the 
sake of evangelism is alarmingly low. 

The Challenges of Seeker-
Sensitive Broadcasting 

Reaching the lost has always been 
more difficult than edifying the believer. 
It simply takes more creativity. Perhaps 
that is why so many churches do nothing 
but build believers. They talk about evan¬ 

broadcasting. It is much more difficult 
and takes more creativity to speak to the 
lost. Four years ago, having recognized 
the need for seeker-sensitive broadcast¬ 
ing, Jerry Brewton and I answered God’s 
call to begin MasterDesign, a radio 
broadcast based in Elkhart, Ind., which 
targets nonbelievers. The challenges have 
been great. 

As is the case with all ministries, 
some of the greatest challenges have been 
financial. We made a decision at the very 
outset that we would not solicit funds 
over the air. Whether we wish to admit it 
or not, our society is turned off by prcach-

In an effort to spread the word about its outreach to the unchurched, MasterDesign par¬ 
ticipated in the General Assembly of the Church of the Nazarene’s “commercial assem¬ 
bly” in Indianapolis, Ind. 

gelism, but only believers attend their 
revival services. They tell their people to 
invite friends, but the people in the pews 
know that the people they work with 
would never understand or be comfort¬ 
able in their church. Although they may 
be ashamed of it, the fact is that many 
churches have settled for ministering only 
to Christians. 

Again, the same is true of Christian 

ers who ask for money over the air. When 
speaking to the lost, a minister’s plea for 
money is the source of jokes, not revenue. 

I understand that a ministry needs 
funds to survive. Church members under¬ 
stand that, too. But most of our society 
does not. Non-believers turn on the radio 
or television at the end of a broadcast, 

CONTINUED ON PAGE 20 
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Wanda Franz Ph.D. 
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SEEKER-SENSITIVE . . . 
CONTINUED FROM PAGE 19 

hear an appeal for support, and say, 
“That’s all they care about — money!” 

Is their perception valid? No. Is their 
appraisal of broadcast ministers accurate? 
No. But these are still their perceptions. 
And if we are honest, we must admit that 
they are perceptions which have been fed 
by a lack of wisdom and sensitivity on the 
part of many broadcasters. 

Jerry and I knew that we could not 
expect unbelievers to underwrite the cost 
of our broadcasts even though the min¬ 
istry was for them. We expected 
Christians to foot the bill so that non¬ 
Christians could hear the Word. (The 
same philosophy holds true in my church. 
On Sunday mornings, we tell visitors that 
we don’t expect them to give to the offer¬ 
ing. They are our guests.) 

As it turned out, we were both disap¬ 
pointed and thrilled. Some believers just 
couldn’t see the value in supporting a 
ministry that didn’t minister to them. 
Others enthusiastically supported it. Some 
of our denominational leaders saw the 
value of our ministry and made funds 
available for air time in English-speaking 
markets abroad that were heavily influ¬ 
enced by Western culture. 

Yet dollars are still a problem and a 
challenge. We have not been able to take 
advantage of some opportunities because 
we refuse to overextend our resources and 
force ourselves to become a stumbling 
block to the nonbelievers who hear us 
each week. 

A second challenge was going “out 
into the highways and hedges” (Luke 
14:23); in other words, broadcasting on 
secular stations. Again, honesty compels 
us to admit that Christian stations are lis¬ 
tened to predominantly by Christians. 
Like missionaries to a foreign field, we 
must go to the lost. We found that the 
excesses of many televangelists had 
closed some doors to secular stations. 

A third challenge was answering the 
criticism of believers. Some said, “We 
don’t like the music.” We answered, 
“That’s all right. It’s not geared to the 
musical tastes of a seasoned believer. It’s 
not for you.” 

Others said, “We don’t think you 
should use humor. The Gospel is serious 
business.” We answered, “We must get 
the attention of the nonbeliever. Humor 
communicates. Jesus used it!” Still others 
said, “You’re not preaching. You’re just 
talking to each other.” We answered, 
“Nonbelievers don’t turn on the radio to 

hear preaching. They tune in for music 
and conversation. We want to reach 
them.” 

It is a real challenge to make believ¬ 
ers understand that a ministry can be 
effective even if it does not appeal to a 
believer’s tastes. My father had an experi¬ 
ence that convinced him of this. The 
church he attends sponsors our broadcast 
on a station that covers his city. Dad 
admitted to me that he wasn’t crazy about 
some of the music we used. But one day, a 
co-worker, who was a nonbeliever, 
approached him and asked if it was his 
church that sponsored MasterDesign. Dad 
said, “Yes. In fact, my son is one of the 

The number of 
broadcast ministries 
that attempt to speak 
the language of our 
culture for the sake 
of evangelism is 
alarmingly low. 

hosts.” His co-worker said, “I like that 
show. I listen every week. I like the music, 
and they don’t preach or yell at me.” 

My father said he then realized that 
his co-worker was precisely the type of 
person we were trying to reach. He real¬ 
ized that it was more important for the 
music to catch the attention of that nonbe¬ 
liever than it was for my father to like the 
music. 

A fourth challenge in reaching the 
nonbeliever is the continual struggle to 
communicate the Gospel in a way that 
can be understood by secular men and 
women. Often during recording sessions, 
Jerry and I will stop ourselves and ask, 
“Would that make sense to the 
unchurched?” 

We find that the greatest example of 
one who could speak to spiritually igno¬ 
rant people was Jesus himself. He told 
stories that related to everyday living. A 
lost coin, a mustard seed, the owner of a 
vineyard, and the speck of dust in one’s 
eye were just a few of the topics He used 
to teach about the Kingdom. We talk 
about stress on the job, funny things kids 
say, hectic schedules, and just about any 
other topic that will open the door to talk 
about Jesus and His good news. 

Asking the Hard Questions 
As Christian broadcasters, we need 

to evaluate our ministries by asking the 
difficult questions. First of all, we must 
ask ourselves again and again what we 
are trying to accomplish. If ours is a min¬ 
istry targeting Christians, let’s call it that. 
As I said earlier, I believe we need min¬ 
istries that teach and edify believers. 
However, let’s not say we are evangeliz¬ 
ing simply because we have a Christian 
ministry on the air. 

Many ministries termed “evange¬ 
lism” and “outreach” simply are not. 
When we reach believers and tell our¬ 
selves that we are reaching nonbelievers, 
we give ourselves a false sense of accom¬ 
plishment. It is a lie we tell ourselves, and 
it is devastating to those who must be 
reached. 

Secondly, we must ask if there is a 
need for more ministries to the believer. 
We are blessed by more Bible studies and 
Christian helps (on and off the air) than 
ever before in history. Instead of invest¬ 
ing money, time, energy, and creativity in 
more ministries to believers, we should 
dedicate ourselves to discovering new 
ways to reach the lost. This includes the 
creativity and effort needed to finance 
broadcasting without soliciting funds over 
the air. 

Finally, we should ask ourselves how 
existing ministries with a Christian con¬ 
stituency can facilitate evangelism. Could 
a veteran broadcaster use his or her influ¬ 
ence and following to harness the creativ¬ 
ity and energy of one of these young 
seeker-sensitive churches? 

If we will ask the tough questions 
and allow God’s Spirit to take us out of 
our comfort zone, we can see a mighty 
harvest. I believe Christian broadcasting 
can have a more balanced attack. With 
the various broadcast ministries in the 
body of Christ, we can both target the lost 
and edify the believer. Each is needed if 
we are going to fulfill God’s command in 
Matthew 28:19 and “make disciples of all 
nations.” 

Editor’s note: Those who work to reach non¬ 
believers through MasterDesign welcome the 
comments, suggestions, and innovative ideas 
of other Christian broadcasters who have 
dealt successfully with the challenges of seek¬ 
er-sensitive broadcasting, financial and other¬ 
wise. Please contact Jerry Brewton at 
(219)534-8506, or write: MasterDesign, 
56714 Summit Park Drive. Elkhart, IN, 46516. 

Phil Stout is the pastor of First Church of 
the Nazarene in Jackson, Mich., and, along 
with Jerry Brewton, is a co-speaker on 
MasterDesign. 
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Myths and Methods: 
The Delicate Art 

of Asking for Money 
by Stephen Winzenburg_ For the past six years, the popular press has jumped at opportunities 

to tarnish the reputation of reli¬ 
gious broadcasters. Since the 1987 PTL 
scandal, inaccurate generalizations have 
been made regarding the fund-raising 
activities of 
the typical tel¬ 
evision min¬ 
istry. The truth 
is that most 
major TV min¬ 
istries use rela¬ 
tively small 
amounts of air¬ 
time for fund 
raising and 
promotion, 
while using the 
bulk of their 

John Ankerberg 

promotional activities, 4 percent to talk¬ 
ing politics, and the rest to pure spiritual 
messages. In the four years following the 
scandal, ministries increased the amount 
of airtime used for fund raising, promo¬ 
tion, and political discussion (see table 1). 

But the latest survey shows that the 
averages have returned to pre-PTL scan¬ 
dal levels. 
Most major 
ministries 
have stabilized 
to the point 
that they are 
actually using 
less time to 
ask for money 
than they did 
before the PTL 
scandal. 

When one 
breaks the “com-

Jerry Falwell 

cent used by teleministers in these com¬ 
mercial-like announcements matches the 
exact amount of airtime used by major 
networks in prime time television. 
According to Nielsen Media Research 
and Advertising Information Services, the 
major commercial television networks 
devote 22 percent of their prime schedule 
to “non-program 
elements,” such 
as commercials 
and promotion¬ 
al announce¬ 
ments. These 
percentages in¬ 
crease dramat¬ 
ically for net¬ 
work daytime 
shows, syndi¬ 
cated program¬ 
ming, and ca¬ 
ble networks. 

Billy Graham 

broadcasts for 
spiritual messages. 

Every two years, I tape and analyze 
the telecasts of the major television min¬ 
istries. In research methodology developed 
in 1980 at the University of Minnesota, 
segments of the religious broadcasts are 
timed and placed into one of four cate¬ 
gories. The original study of Jim Bakker 
and Pat Robertson, completed 
12 years ago, has grown over 
the years to include 19 religious 
television programs. 

An Encouraging Step 
Backward 

Before the PTL scandal, 
the programs studied devoted 
an average 22 percent of their 
telecasts to fund raising and 

mercial” time 
categories in two, the average program 
uses 13 percent for fund raising and 9 
percent for promotion. Of the 19 min¬ 
istries studied, two-thirds used less than 
the average in fund raising and almost 
half used less than 4 percent of their air¬ 
time to ask for money. 

Other research shows that the 22 per-

Secular Perceptions 
Television ministries use less time 

asking for money than commercial televi¬ 
sion spends running advertisements. The 
average prime time network TV show 
uses about 18 percent of its airtime for 
commercials; the average religious televi¬ 
sion broadcaster uses only 13 percent of 

his airtime for fund raising. 
So why do secular critics 

perceive that religious broad¬ 
casters spend the bulk of 
their shows asking for 
money? Perhaps it is because 
the method overpowers the 
message. Slick, entertaining 
television ads flow smoothly 

CONTINUED ON PAGE 22 

TABLE ONE 

FUND RAISING 
_ & PROMOTION POLITICAL SPIRITUAL 

1987 22% 4% 74% 
1988 27% 8% 65% 
1990 25% 8% 67% 
1992 22% 4% 74% 
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MYTHS AND . . . 
CONTINUED FROM PAGE 21 

throughout prime time programming. 
When Bill Cosby sells Jello by mak¬ 

ing funny faces with a bunch of kids, the 
audience is subtly encour¬ 
aged to buy a product that 
pays to keep the show on the 
air. However, when a broad¬ 
cast minister uses a quiver in 
his voice to claim, “If you 
don’t help us, we may go off 
the air,” the typical commer¬ 
cial television viewer is jolt¬ 
ed by the video message. 
Bill Cosby’s commercials 
don’t picture him with a 
stem face and his hand out¬ 
stretched, begging viewers to 
buy Jello to keep the spon¬ 
sor’s show on the air. 

A number of religious 
programs utilize this emotional method to 
ask for money: Jimmy Swaggart tells 
viewers that his bill for Russian TV is 
“due 12 days from now, and we don’t 
have one single dollar to pay for it”; 
Robert Tilton condemns ABC-TV’s 

Prime Time Live exposé by telling view¬ 
ers that "the devil tried to stop me from 
teaching people to worship God through 
giving” to his ministry; Larry Jones uses a 
telethon-like method in his weekly Feed 
the Children broadcasts; even Robert 
Schuller has, at times, sternly looked into 

the camera and claimed, “Your gifts are 
crucial to our survival.” 

The dramatic methods used by some 
religious broadcasters cause viewers to per¬ 
ceive that more time is spent fund raising 
than actually is. There is nothing wrong 

with asking for money; non-religious 
broadcasts occasionally use similar tech¬ 
niques during PBS pledge drives and the 
Jerry Lewis Labor Day Telethon. But min¬ 
istries should recognize the fact that if they 
continually make emotional appeals, view¬ 
ers will remember the financial request 

more than the spiritual mes¬ 
sage communicated during 
the rest of the program. 

Short and Subtle 
A more direct, less 

emotional approach comes 
from preachers like D. James 
Kennedy, who said his min¬ 
istry “can influence society 
only through the generous 
gifts of people like you,” or 
Fred Price, who is matter-of-
fact in telling viewers “I 
want to give you the oppor¬ 
tunity of sending your 
tithes, offerings, and gifts of 

faith,” while condemning preachers who 
“rip people off’ by using “all types of 
gimmicks.” 

Other ministries have completely 
avoided the emotional appeals by reducing 
their fund-raising segments to only a brief 

TABLE TWO 

AMOUNT OF AIRTIME DEVOTED TO FUND RAISING 

0% Day of Discovery 
The World Tomorrow 
It Is Written 

1% Paul Crouch/Praise the Lord 

2% Billy Graham 
Mother Angelica 

3% Charles Stanley/ln Touch 
Kenneth Copeland/ Believer’s Voice 
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mention of 
financial needs. 
The broadcasts 
of Billy Gra¬ 
ham, Mother 
Angelica, and 
Charles Stan¬ 
ley viewed for 
this study al¬ 
luded to viewer 
support so 
briefly that the 
viewer may not 
even notice it. 

Mother Angelica 

Graham simply stated, “We need your 
help.” while Mother Angelica gently 
encouraged viewers to “put us between 
your gas, water, and electricity bills.” 
Stanley did not even mention money, leav¬ 
ing his brief appeal to an unseen announc¬ 
er at the end of the program. 

A few telecasts did virtually no fund 
raising during the most recent study peri¬ 
od (see table 2), but virtually all broad¬ 
casts made some type of printed or spo¬ 
ken material available to viewers. Free 
offers were rare, ranging from a booklet 
from It Is Written, to a monthly magazine 
from The World Tomorrow, to a free full-
length video from Day of Discovery. 
Robert Schuller offered his 20th annual 
Christmas tree ornament at no cost. Oral 
Roberts did the same for his newest 
paperback, and Billy Graham provided a 
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free book written by his wife, Ruth. 
A few ministries made materials 

available for any “love gift,” such as a 
Fred Price teaching tape or the latest 
musical recording from Paul Crouch’s 
wife, Jan. But two-thirds of the min¬ 
istries studied made specific requests for 
donations when offering a product to 
viewers. 

Full-size books were used by only 
eight ministries to ask for a specific 
amount of money. Videos were also used 
to solicit contributions, including hour-
long copies of broadcasts and special 
video packages. Audio tapes were used 
by six min¬ 
istries to solicit 
donations, 
ranging from 
Christmas mu¬ 
sic to multiple¬ 
tape series. 
Some minis¬ 
tries offered 
more unusual 
premiums to 
encourage con¬ 
tributions such 
as mugs, tee-
shirts. and even 
toy trucks. 

Less than half the ministries I studied 
provided toll-free numbers for viewers to 
use. Only one ministry used the toll-free 
number for prayer requests; the rest were 
used to order books or tapes, or to find 
out more information about a school affil¬ 
iated with the ministry. Five of the pro¬ 
grams allowed viewers to call and charge 
donations to a credit card. 

The conclusion regarding fund rais¬ 
ing is that television evangelists spend, 
on the average, much less time asking 
for money than popular perception 
would hold. With almost half of those 
studied using zero to four percent of 
their airtime to request donations, the 
stereotypical “beggar” is the exception 
rather than the rule. There 
are a couple of ministers 
who could improve their 
fund raising techniques, but 
critics are unjustified in 
lumping all religious televi¬ 
sion broadcasters into one 
category. 

Pulpit Politics 
In the 1992 study, cov¬ 

ering the five weeks before 
the presidential election, 
political comments by the 
program hosts were also 
noted. Restraint was shown 

on most broadcasts, and the majority of 
the ministries actually decreased the 
amount of time they spent talking politics 
compared to 1988. 

No broadcast endorsed a specific 
political candidate, probably due to the 
requirements that tax-exempt organiza¬ 
tions refrain from promoting a specific 
candidate for public office. Surprisingly, 
some broadcasters hinted at voting 
against George Bush. 

Paul Crouch said he was unhappy 
with all the presidential candidates; 
Mother Angelica admitted that she was 
going to “write in” her own choice for 
president; and 
Robert Schul¬ 
ler preached a 
series of ser¬ 
mons on the 
Democratic 
buzzword 
“change,” but 
added that it 
was “not to be 
considered an 
implied en¬ 
dorsement of 
any political 
party.” 

A few programs provided a forum 
for conservative political guests. Ken¬ 
nedy included comments on his telecast 
from former candidate Pat Buchanan. 
Schuller hosted General Norman 
Schwarzkopf, who two days before the 
election told viewers, “I’d choose on the 
basis of character.” John Ankerberg did a 
number of broadcasts interviewing mem¬ 
bers of Congress regarding the rising gov¬ 
ernment debt. 

Over half of the ministers failed to 
even mention the upcoming presidential 
election. Most of the others encouraged 
voters to participate in the electoral 
process. Jerry Falwell asked followers to 
“stand up and be counted . . . march into 
the public square.” Kennedy said that fail¬ 

ing to vote “is violating a commandment 
of God,” while Kenneth Copeland said 
that believers "don’t vote Democrat or 
Republican. We vote Holy Ghost.” 

So while religious broadcasters are 
admittedly patriotic, they do not necessar¬ 
ily use their telecasts to rally viewers 
behind a specific candidate. 

Spiritually Speaking 
Finally, the spiritual content of the 

broadcasts studied varies dramatically. 
Some spend almost their entire telecast 
preaching, while others emphasize 
Christian music or celebrity testimony. 
There are also a few that rarely mention 
the name of Jesus. 

Those with the most amount of air¬ 
time devoted to pure spiritual matters, 
according to the study, are Day of 
Discovery, Charles Stanley, Paul 
Crouch, and Mother Angelica (see table 
3). These ministries take different 
approaches to the spiritual content of the 
broadcasts. 

Day incorporates soothing music and 
striking nature videos with a gently evan¬ 
gelical message. Stanley broadcasts his 
typical church service with some choral 
music and a lengthy sermon. Crouch’s 
talk show covers music, media, politics, 
and spiritual issues from a charismatic 
perspective. Mother Angelica’s Roman 
Catholic doctrine mixes with her refresh¬ 
ingly blunt responses to guests and phone 
callers. 

A few of the ministries used a minor¬ 
ity of their airtime for pure spiritual mes¬ 
sages. Because of his October series 
focusing on federal spending, John 
Ankerberg aired only 43 percent of what 
could be called “spiritual.” Yet he pro¬ 
vides a service to Christians by intelli¬ 
gently discussing topics of interest from a 
Christian perspective. 

Despite a few exceptions, most 
teleministries take seriously their goal of 
preaching the Gospel and devote the bulk 

of their broadcasts to spiritual 
messages, music, and testi¬ 
monies. The continual stereo¬ 
typing of television ministers 
as “con men” and “political 
activists” is unjustified. 
While a few may use ques¬ 
tionable tactics, most televan¬ 
gelists use their broadcasts to 
honestly communicate spiri¬ 
tual messages. 

Stephen Winzenburg is the 
chairman of the communica¬ 
tions department at Grand 
View College in Des Moines, 
Iowa. 

TABLE THREE 

AMOUNT OF AIRTIME DEVOTED 
TO PURE SPIRITUAL CONTENT 

94% Day of Discovery 

93% Charles Stanley/ln Touch 

92% Paul Crouch/Praise the Lord 
Mother Angelica 

91% It Is Written 

90% Kenneth Copeland/Believer’s Voice 

Robert Schuller 
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ŒmïÂ: fÄns wering tfie 
by Cindi McCord_ 

"For we are taking pains to do what is 
right, not only in the eyes of the Lord but 
also in the eyes of men." (2 Cor. 8:21 
NIV) Taking pains to do what is right. Paul reminded the members of the 

Corinthian church of the necessity 
of striving to be beyond reproach, of 
avoiding the criticism of those who would 
deter their work in the Lord. Paul’s words 
ring true even today, and we as 
ministers of God’s Word are 
admonished to set the example 
for ethical and financial excel¬ 
lence before a watching world. 

The clamor for accountabil¬ 
ity is reaching deafening levels 
in our society. In the aftermath 
of the recent United Way inves¬ 
tigation, the public is demanding 
that nonprofit organizations 
prove themselves worthy of pub¬ 
lic support. Donors are express¬ 
ing serious concern over the 
management of their donations; 
they want greater assurance that 
their contributions are actually 
being used to achieve the stated 
objectives presented in fund-
raising appeals. 

In addition, it seems that 
federal, state, and local govern¬ 
ments are forever devising new 
and cumbersome reporting 
requirements to prevent nonprof¬ 
its’ abuse of tax-exempt privi¬ 
leges. Christian ministries are not spared 
this scrutiny, for in the wake of several 
scandals in the 1980s, the 1RS has boldly 
stated its intent to target televangelists for 
audit. 

Meeting a Need 
We are all ultimately accountable to 

God. However, in this world Christians 
are called to reflect a positive testimony 
of Christ, and that requires a willingness 
to be accountable to man as well. As 
Christian ministries, we are called to 
honor the Lord in all the ways we do 
business, from our accounting practices, 
to our ethics in fund raising, to the imple¬ 

mentation of our programs and services. 
Accountability by definition implies 

some level of discomfort and vulnerabili¬ 
ty. To be accountable means to be oblig¬ 
ated to report, explain, and justify. Today, 
simply stating a commitment to biblical 
Christianity does not alleviate public 
doubt; people now want evidence of that 
commitment, as well as proof of honesty 
and wise handling of their sacrificially 
given gifts. 

Adhering to strict standards of 
accountability can be painful and costly. 

Such adherence requires “going the extra 
mile” and making sacrifices. This is hard 
to consider when there is much work to 
be done for God’s Kingdom; making 
extra efforts to demonstrate accountabili¬ 
ty can appear so distracting. 

But God alone knows our hearts; 
man can only judge by what he sees. 
Maintaining an accountability structure in 
your organization leads to more efficient 
and effective ministry and to the 
increased trust of your donors. 

In the late 1970s, several leaders of 
Christian ministries set out to establish a 
means of communicating the Christian 
nonprofit community’s dedication to 

accountability. In 1979, out of the desire 
for Christians to set the example of 
integrity, the Evangelical Council for 
Financial Accountability (ECFA) was 
bom. 

Today ECFA represents over 720 
Christian ministries which are tax-exempt 
under section 501(c)(3) of the Internal 
Revenue Code. ECFA’s steadfast pur¬ 
pose is to enunciate, maintain, and mani¬ 
fest a code of financial accountability, 
ethics, and reporting which is consistent 
with enlightened and responsible 

Christian faith and practice. Its 
mission is to help Christ-cen¬ 
tered evangelical nonprofit orga¬ 
nizations earn the public’s trust 
through their ethical practices 
and financial accountability. 

By requiring strict adher¬ 
ence to the ECFA Standards of 
Responsible Stewardship, ECFA 
assists its member organizations 
in making appropriate public dis¬ 
closure of their financial prac¬ 
tices and accomplishments. This 
materially enhances their credi¬ 
bility and support potential by 
increasing public confidence. 

The Public Response 
The public reaction to 

ECFA and its objectives has 
been and continues to be over¬ 
whelmingly positive. Over its 
14-year history, ECFA has 
become well-established and 
has gained public recognition 
and respect due to the integrity 

and accountability of its growing mem¬ 
bership. 

The commitment of ECFA and its 
members has not gone unnoticed by the 
press. Syndicated columnist Jane Bryant 
Quinn mentioned ECFA in a recent arti¬ 
cle, leading thousands of donors to call or 
write ECFA for information about its 
standards and the organizations found in 
compliance with those standards. The 
ECFA logo has become widely recog¬ 
nized as “the symbol of trust,” especially 
among donors to Christian organizations. 

The NRB/ECFA Relationship 
From 1988 through 1992, nonprofit 

^UCAL COU«^ 

ÍECFR1 

accout^^ 

The ECFA logo is billed as “a symbol you can trust. ” Council 
members, who are entitled to display the logo in their literature, 
are urged to explain to supporters that the logo indicates that 
“this ministry holds the highest standards of Christian ethics in 
financial accounting and reporting. ” 
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Call to Accountability 
members of National Religious 
Broadcasters (NRB) were required to 
submit to criteria established by the 
Ethics and Financial Integrity 
Commission (EFICOM). Due to the simi¬ 
larity of mission between EFICOM and 
ECFA, ECFA was asked to serve 
as administrator of the EFICOM 
program on behalf of NRB, 
though the two organizations 
maintained separate governing 
boards. 

During the 1993 NRB 
Convention held in Los Angeles 
from February 13-16, approval of 
revisions to the NRB Consti¬ 
tution and Bylaws provided for 
the disbandment of EFICOM. In 
lieu of the EFICOM program, 
NRB has decided to set standards 
of excellence for its members 
through its Ethics Committee and 
participation with ECFA. 

To continue NRB member¬ 
ship in good standing, all 
501(c)(3) tax-exempt NRB mem¬ 
bers with broadcast-related 
income and/or expenses in excess 
of $500,000 annually are required 
to become members of ECFA. 
Since the application deadline for 
those NRB members affected by 
the new requirements was May 
31, 1993, several applications 
are currently under ECFA 
review. 

give significance and value to ECFA 
membership. 

The following services for ECFA 
members are designed to ensure that 
members maintain compliance with not 
only the letter of the law but the spirit as 

GOOD 
GIVING 
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public that the organization displaying the 
logo has been found to be in full compli¬ 
ance with ECFA’s Standards of 
Responsible Stewardship. 

• Focus Newsletter: The Focus 
newsletter is a bi-monthly publication of 

the organization with the primary 
purpose of keeping members 
apprised of developments in the 
ECFA standards and policy deci¬ 
sions of the board of directors. 
Articles in Focus are designed to 
assist members in maintaining 
full compliance with the ECFA 
Standards. 

Focus includes a section that 
welcomes new members and 
periodically addresses pending 
legislation or other issues affect¬ 
ing nonprofit organizations. 
Focus also responds to questions 
or concerns that are brought up 
by members. 

• ECFA Brochure: The 
ECFA Stuffer is a brochure 
designed to be used by member 
organizations as an insert with 
mailings to their donors. Its pur¬ 
pose is to help ECFA members 
communicate the standards with 
which they must comply in order 
to remain in the Council. 

The member organization’s 
own logo is imprinted on the 
front of the brochures, which 
individualizes its message of a 

Nearly 100 NRB members 
have been members of ECFA in 
good standing for years. ECFA 
is encouraged by the relation¬ 
ship with and support of NRB 
leaders (some of whom serve on 

This ECFA ad slick, provided to member organizations for 
their own use, highlights the organization by name and affirms 
its adherence to ECFA standards. 

commitment to full financial 
accountability. 

• ECFA Member Profiles: 
As a service not only to members 
but also to the donor public, 
ECFA has developed a member 

the ECFA Board or Standards 
Committee) and the cooperative efforts 
that led to this decision. 

ECFA Services to Members 
ECFA is committed to serving its 

members by helping to proclaim their 
commitment to financial accountability 
and high ethical principles. By conduct¬ 
ing random on-site reviews of members 
and examining written documentation 
annually to confirm members’ compli¬ 
ance with the standards, ECFA strives to 

well, and to provide education and 
resources to promote greater account¬ 
ability. And ECFA firmly believes that 
greater accountability presents a positive 
testimony of Christian stewardship and 
enhances the public trust placed in 
Christian ministries. 

• The ECFA Logo: The most recog¬ 
nized benefit of ECFA membership is the 
right to display the ECFA logo. The logo 
represents ECFA’s “seal of approval” for 
its members and communicates to the 

profile of each of its member organiza¬ 
tions. The information on each member 
profile includes the following: organiza¬ 
tion name and address, donor contact per¬ 
son, chief executive officer, a brief 
description of the programs and ministry 
of the organization (in 100 words or less), 
and limited financial information derived 
from the member organization’s most 
recent audited financial statements. 

The member profile is offered in 

CONTINUED ON PAGE 26 
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ECFA: ANSWERING ... 
CONTINUED FROM PAGE 25 

response to public inquiry regarding any 
ECFA member organization and is one 
way that ECFA publicizes its member¬ 
ship. Up to three member profiles are pro¬ 
vided free of charge to anyone upon 
request. 

• ECFA Member List: ECFA pub¬ 
lishes a complete list of its membership in 
January of each year. The ECFA member 
list contains the standards for member¬ 
ship, the name and location (city and 
state) of each member organization, and a 
list of subsidiaries, affiliates, and pro¬ 
grams that fall under the membership 
umbrella. 

Individual copies of the ECFA mem¬ 
ber list are mailed to anyone free of 
charge upon request. Members are sent 
complimentary copies of the member list 
twice a year. A supplement to the mem¬ 
ber list is published mid-year and includ¬ 
ed in any mailings of the member list for 
the remainder of the year. 

• Ad Slicks for Member Publications: 
ECFA has developed camera-ready ad 
slicks for use by members in their own 

For the best in 
Planned Giving Services ... 

LEE BERNARD 
COMPANY 

858 N. Palm Canyon Drive 
Palm Springs, CA 92262 

(619) 323-9458 or 
(800) 344-0839 

also offering a complete 
line of attractive brochures 

FREE 
Samples and Quotations 

(Circle 209 on the Reader Service Card) 

publications, newsletters, or advertise¬ 
ments. The ad slicks highlight the organi¬ 
zation by name and affirm its adherence 
to ECFA Standards. 

• Advertisements in Christian 
Magazines: In addition to ad slicks that 
are provided directly to the membership 
for use in their own publications, ECFA 

We as ministers 
of Gods Word 
are admonished 

to set the example for 
ethical and financial 
excellence before a 
watching world. 

also produces advertisements for publica¬ 
tion in various Christian magazines. 
Most recently, advertisements have been 
placed in Christianity Today, Charisma, 
and Religious Broadcasting magazines. 

The advertisements target donors to 
Christian ministries. ECFA invites donors 
to inquire about member organizations 
and to receive a “Giver’s Guide” to assist 
them in practicing wise stewardship. 

• Radio PSAs: With the cooperation 
of a number of Christian radio stations, 
ECFA has sponsored radio spots that pro¬ 
mote the ECFA membership and the 
meaning of the ECFA logo. The radio 
spots have resulted in increased public 
awareness of ECFA and the significance 
of ECFA membership. 

All inquirers are sent the ECFA 
member list, Giver’s Guide, standards 
brochure, and up to three member profiles 
on specifically requested members, which 
further highlight ECFA member organi¬ 
zations and their public testimony of 
accountability. 

• Representation to the Media: In this 
era of increased scrutiny of nonprofit 
organizations, ECFA is often called upon 
to describe its standards for membership 
and its procedures for monitoring the 
compliance of its member organizations. 
The ECFA president is interviewed by 
religion reporters and others seeking to 
provide guidance to the public in the area 
of charitable giving. 

ECFA and its standards have been 
mentioned over the years in such well-
known publications as Reader's Digest, 
Time, and Newsweek. The Council takes 
every opportunity to delineate the ECFA 
standards and publicize the organizations 

that have been approved for membership. 
• Toll Free 800 Number: To provide 

service to both donors and members, 
ECFA established its own toll-free num¬ 
ber. This has increased the number of 
public inquiries in recent years and pro¬ 
vided members with free access to ECFA 
to obtain assistance with Council-related 
issues. 

• ECFA Membership Manual: ECFA 
provides a membership manual to each 
member organization with commentaries 
on the ECFA Standards for Responsible 
Stewardship and information on a number 
of issues to enhance compliance with 
Council Standards and improve account¬ 
ability. 

Topics include ECFA policies, the 
Annual Membership Review and Field 
Review programs, good board gover¬ 
nance, proper public disclosure practices, 
government reporting, record retention, 
compensation and appraisal for the chief 
executive officer, etc. A variety of 
resources are provided for further infor¬ 
mation. 

• Nonprofit Alert Newsletter: ECFA 
provides a complimentary subscription to 
the Nonprofit Alert, an excellent publica¬ 
tion of the Gammon & Grange Law Firm. 
The purpose of this publication is to alert 
nonprofit leaders to key developments 
and responsive risk management steps. 
Through the Alert, members are kept 
abreast of late-breaking legal and tax 
issues that could affect them. 

The ECFA Commitment 
The motivating force behind the 

efforts of ECFA and its membership is to 
provide a means by which Christ-cen¬ 
tered nonprofit organizations may pro¬ 
claim confidently, “We are so glad we 
can say with utter honesty that in all our 
dealings we have been pure and sincere, 
quietly depending upon the Lord for His 
help, and not on our own skills.” (2 Cor. 
I:12TLB). 

Editor’s note: More information about 
ECFA, its members, or making application for 
membership can be obtained by calling the 
ECFA office at (800) 323-9473 or by writing 
ECFA, P.O. Box 17456, Washington, DC, 
2004 1-0456. 

Cindi McCord is director of member ser¬ 
vices for the Evangelical Council for 
Financial Accountability (ECFA) in 
Washington, D.C. She served as adminis¬ 
trative staff for the EFICOM program on 
behalf of NRB and is now working with non¬ 
profit NRB members seeking ECFA 
approval. 
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Waco Christian radio station KBBW-AM not only was active in reporting on the cult standoff but also played a vital role in the story itself. 

by Jack Chambers_ 

WACO, Texas — As the smoke 
lifted from the burning cult 
compound in Waco on April 

19, questions multiplied. The media, as 
well as law enforcement agencies, were 
certain to be scrutinized for some time to 
come for the manner in which they han¬ 
dled the seven-week standoff between 
federal officials and members of a Branch 
Davidian sect. And Christian radio broad¬ 
casters were among those whose role in 
the story was and continues to be ana¬ 
lyzed. 

At 7:30 a.m. on Sunday, February 
28, Steve Williams, general manager of 

Christian radio station KBBW-
AM/Waco, received a phone call. An 
informant told him that “something big” 
was about to happen at the Branch 
Davidian compound. Later that day, a 
bloody shootout erupted between cult 
members and agents from the Bureau of 
Alcohol. Tobacco, and Firearms (ATF). 

On Monday afternoon, Craig Smith 
discussed the Waco incident on his radio 
program, America Talks, broadcast 
nationally from Phoenix on the Christian 
Broadcasting Network (CBN) in Virginia 
Beach, Va. Smith extended an invitation 
for cult leader David Koresh to call in. 
Since KBBW carries America Talks, 
Smith hoped that some of the cult mem¬ 

bers in the compound might be listening. 
Apparently they were. 

Ambiguous Opportunity 
On Tuesday, Smith was contacted by 

the FBI. He was informed that Koresh 
had requested airtime for a 58-minute 
message on Smith’s program in exchange 
for his promise of surrender. When Smith 
was told about the large number of “inno¬ 
cent children” in the compound, he 
agreed to cooperate. 

Smith sought network approval from 
Shirley Thorton, general manager of 
CBN Radio Network in Virginia Beach. 

CONTINUED ON PAGE 28 
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A BURNING ... 
CONTINUED FROM PAGE 27 

Thorton was cautious. “My main reserva¬ 
tion,” says Thorton, “was that we didn’t 
want people to tune in to the middle of 
Koresh’s message and think that we were 
aligning ourselves with him.” Thorton 
contacted CBN president Pat Robertson, 
who gave the go-ahead. 

Koresh’s tape was to be aired live 
from KBBW’s studios. News of the 
agreement spread like wildfire, 
and reporters swarmed the stu¬ 
dios in Waco and Phoenix. 
One hundred miles south of 
Waco, Gene Bender, vice pres¬ 
ident and general manager of 
KIXL-AM/Austin, Texas, 
“Austin’s Christian Infor¬ 
mation Radio,” decided to air 
the message even though 
KIXL doesn’t carry America 
Talks. “This was not just 
because it was a religious 
story,” Bender explains, “but 
because it was in the public 
interest of our central Texas lis¬ 
teners. The time was right for 
this since the cult standoff was 
still a fresh, hot news item.” 

Just after 1 p.m., the FBI 
delivered the tape to KBBW. 
Koresh had also requested that 
KRLD-AM/Dallas, a secular 
news station, air the tape. 
Because of a mix-up, KRLD 
actually beat CBN to the punch 
and started airing the tape at 
1:30 p.m. — three minutes 
before it began airing on CBN. 

Later, many news reports 
only mentioned KRLD's 
broadcast and excluded any 
mention of CBN, which has a 

given us some things to think about.” 
However, he also said that this was an 
example of trying to “catch flies with 
honey instead of vinegar.” 

Others were openly critical of 
Koresh. In Austin, KIXL program direc¬ 
tor and talk show host Collin Lambert 
was joined on the air by a local seminary 
professor. The two men pointed out the 
inconsistencies in Koresh’s theology with 
orthodox biblical interpretations. 

By nightfall, it was obvious that 
Koresh had broken his promise to surren-

gram, saying Koresh was “not a man of 
God, but only a two-bit coward.” The FBI 
played a tape of Smith’s comments over 
loudspeakers to the cult for three nights. 

No Regrets 
In spite of Koresh reneging on the 

bargain, those who aired the taped sermon 
do not regret their decision. CBN’s Thor¬ 
ton says that she received positive 
response from program hosts on her net¬ 
work. KBBW’s Williams says, “I'd do it 
again.” His operations manager, Bill 

Thrasher, says, “We accom¬ 
modated both parties in the 
standoff, as well as satisfying 
our network.” And KIXL’s 
Bender received “overwhel¬ 
ming thanks” from his listen¬ 
ers after the broadcast. 

Ashton Hardy, a New 
Orleans attorney specializ¬ 
ing in communications law, 
represents many Christian 
broadcasters and says there 
are no broad principles for 
granting air time in terrorist 
situations. However, he says 
that it was entirely appropri¬ 
ate to air such material as 
long as it did not violate the 
Federal Communications 
Commission (FCC) general 
rules which forbid disrupt¬ 
ing public order or promot¬ 
ing terrorism. 

According to David 
Clark, chairman of National 
Religious Broadcasters 
(NRB), this story has 
opened up new questions 
about the role of broadcast¬ 
ers. Like Hardy, Clark says 
there is no specific policy on 
such situations. However, 
the issues raised will likely 

KBBW operations manager Bill Thrasher says that his station 
“accommodated both parties in the standoff, as well as satisfying our 
network. " 

nationwide audience. Smith says that 
didn’t bother him since his motivation 
was not to get his “name in lights.” 
CBN’s Thorton says, “We never pushed 
it from a publicity standpoint, whereas 
KRLD has played it to their advantage.” 

Koresh’s message turned out to be a 
rambling theological treatise on his views 
concerning the Second Coming of Christ. 
In Austin, KIXL inserted brief announce¬ 
ments every four or five minutes inform¬ 
ing listeners of what they were hearing. 

Critical Scrutiny 
Immediately after the tape ended, 

Christian broadcasters began analyzing 
the message. Smith spoke in complimen¬ 
tary terms and said, “David, you’ve really 

der. Later, he told negotiators he was 
waiting for a “sign from God.” Those 
connected with the airing of the taped 
message were disappointed. “I felt 
betrayed,” Smith commented. However, 
KIXL’s Lambert says, “We didn’t feel 
personally slighted since we had broad¬ 
cast the tape as a news story.” 

Another agreement was later worked 
out with Koresh, guaranteeing him a live, 
two-hour radio interview with Smith 
immediately following his peaceful sur¬ 
render. Smith was scheduled to fly to 
Waco on March 23, but the FBI called 
him at the last moment and said Koresh 
had backed out of the deal. This angered 
Smith, who, by his own account, “went 
ballistic” on the next afternoon’s pro¬ 

be considered at NRB 94, perhaps in a 
workshop or panel discussion. 

Clark says that CBN sacrificed one 
aspect of reporting — that of providing 
objective “surveillance” — when it 
became part of the story. He is also con¬ 
cerned that granting air time to Koresh 
gave a degree of credibility to his mes¬ 
sage. Says Clark, “I would have aired the 
tape only if someone could have cross-
examined Koresh immediately afterwards 
on the air. This would have given us 
some ability to hold him accountable.” 
However, Clark concedes that most pro¬ 
gram directors would have accommodat¬ 
ed the FBI’s request. 

One prominent Christian journalist 
openly challenges the decision to air the 
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tape. Dr. Marvin Olasky, associate pro¬ 
fessor of journalism at the University of 
Texas (Austin), says, “It was a bad deci¬ 
sion.” Olasky, who teaches journalism 
history, media law, and media ethics, 
adds, “Journalists cannot let themselves 
be controlled by terrorists or blackmail¬ 
ers.” He says that CBN provided Koresh 
with “a tool for his propaganda.” 

Secular Misunderstanding 
Some members of the secular media 

have apparently misunderstood the man¬ 

broadcasters were better equipped to 
cover this story than the secular media. 
Thrasher says, “We immediately focused 
on the spiritual perspective and asked for 
prayer.” KBBW associate program pro¬ 
ducer Shelley Layne, who has been inter¬ 
viewed by Christian media around the 
world on this story, says, “Christians have 
an advantage (in this type of situation) 
since we understand its spiritual signifi¬ 
cance. We are familiar with biblical pre¬ 
dictions of false prophets as well as the 
Second Coming.” KJXL’s Lambert says, 

positive result of this story is that it has 
built bridges between the secular and 
Christian media. (During the standoff, 
KIXL radio sent tapes of Hanegraaff’s 
show to Austin’s radio and TV news 
directors with the suggestion that they 
contact CRI for pertinent information on 
cults.) Hanegraaff says Christians have 
used this opportunity to show secular 
reporters that “we have nothing to hide, 
and we have answers.” 

Olasky acknowledges that Christian 
broadcasters are able to help distinguish 

Board operator Sean Eakin holds Koresh’s taped message in the Waco studios of KBBW radio. 

between various branches 
of evangelicals, instead of 
lumping them all together 
like the secular media 
does. He says, “Covering 
a story like this is alien ter¬ 
ritory to many secular 
reporters.” He says that 
Christians are more quali¬ 
fied than the secular media 
to cover a religious story, 
much as “a sports reporter 
is better able to cover a 
baseball game than some¬ 
one who has never been to 
a ballpark.” 

However, NRB’s 
Clark says that religious 
broadcasters have erred in 
only focusing on the theo¬ 
logical problems with 
Koresh’s teachings in¬ 
stead of criticizing his im¬ 
moral behavior with fe¬ 
male cult members. He 
says that the “real story” 
is that this cult leader used 
religion for his own 
“greed and sexuality," and 
that Christians should 

ner in which Christian radio broadcasters 
covered this story. During the standoff, an 
article in the Austin American-Statesman 
stated, "KBBW Christian radio . . . has 
taken an openly sympathetic stance 
toward Koresh and his embattled follow¬ 
ers.” KBBW’s Thrasher denies this and 
says, “We were sympathetic to both 
sides.” The station ran a rebuttal one day 
after the article appeared. 

Smith has been called “irresponsi¬ 
ble” and “not ready for the big leagues” 
by some of his secular colleagues in the 
Phoenix media because of his decision to 
air Koresh’s tape on his show. His 
response is: “I guarantee you they would 
have done the same thing.” 

Better Understanding 
Many observers feel that Christian 

“We were able to analyze the cult spiritu¬ 
ally, not just psychologically.” 

John Clemens, news director for the 
USA Radio Network (Dallas) and co-host 
with Marlin Maddoux of the nationwide 
talk show Point of View, points out that 
many secular reporters are handicapped 
because of a lack of familiarity with 
Christian terminology. He cites the exam¬ 
ple of one reporter at a Waco news con¬ 
ference who asked, “Where can I get a 
copy of this Book of Revelation?' 

Hank Hanegraaff, president and 
chairman of the Christian Research 
Institute (CRI) in Irvine, Calif., and host 
of the national radio program The Bible 
Answer Man, says, “Christian broadcast¬ 
ers can help listeners distinguish truth 
from error when analyzing groups like the 
Branch Davidians.” He also says that one 

have been at the forefront 
in covering this aspect of the scenario. 

In spite of the tragic ending to the 
events in Waco, some feel that there have 
been positive aspects to the story. 
KBBW’s Layne echoes the sentiments of 
many fellow Christian broadcasters when 
she says, “The Lord has used this situa¬ 
tion for good. In reporting this story, I 
have had the opportunity to share the 
Gospel on secular networks worldwide.” 
In reference to Koresh, Layne says, “My 
message has been: This isn’t the Christ, 
but He is coming!” 

Jack Chambers is a radio and television talk 
show host, freelance writer, and statewide 
syndicated columnist in Austin, Texas. 
Portions of this article were published in the 
May issue of Christianity Today. 
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by Dan Wooding_ 

More than 250,000 Europeans are 
reported to have made commit¬ 
ments to Christ during Billy 

Graham's mission in Europe, which 
extended from a small hall in Essen, 
Germany, to Vladivostock, Russia, and 
even into Mafia territory in Italy, hi the 
first of two special reports for Religious 
Broadcasting, Wooding, who was in 
Essen for the mission, reports on some of 
the life-changing results from this, the 
most far-reaching crusade of Graham 's 
50-year ministry. 

Billy Graham’s recent “sky televi¬ 
sion” mission to Europe saw an astonish¬ 
ing 250,000 people commit their lives to 
Jesus Christ in places as far apart as 
Vladivostock, the once-closed eastern¬ 
most city in Russia, and the war-torn 
regions of the former Yugoslavia. At 74, 
when many people have retired, Graham 
completed his historic mission to all of 
Europe, many parts of which have seen 
vast changes, including the collapse of 
walls and governments. 

This most far-reaching Graham cru¬ 
sade was transmitted by satellite to more 
than 1400 centers across Europe, includ¬ 
ing nearly 400 locations throughout 
Germany, Austria, and Switzerland. In 
addition, more than 2000 video missions 
are planned over the next two months. 
Attendance at the satellite locations 
across Europe averaged nearly 2000 per 
venue, ranging from four people at a 
church in a small village in the south of 
France to crowds of more than 10,000 in 
Romania. 

Technological Wonders 
The outreach, known as ProChrist 

’93, originated from Essen, Germany, 
March 17-21. It was then beamed to some 
7.2 million people in 59 countries and ter¬ 
ritories throughout Europe in 44 lan¬ 
guages as part of the Mission World 
Europe project. Nearly 1 million people 
also attended the German-speaking con¬ 
ferences in Germany, Austria, and 
Switzerland. 

ProChrist ’93 was Graham’s first 
crusade in Germany since the former East 
and West Germany were reunited and the 
Berlin Wall came down in 1989. The cru¬ 
sade became the most widely supported 
Christian mission by the German people 
this century, backed by more than 1200 
churches across the country. 

Each night. Mission World Europe 
extended the Essen meetings across 16 
time zones in such diverse locations as 

Extraordinary 
prisons, shopping centers, cinemas, 
church auditoriums, town halls, and even 
an airport on the small island of Sylt in 
the North Sea where the air traffic control 
schedule had to be altered to accommo¬ 
date the meetings. 

“Evangelical leaders consider 
Mission World one of the greatest bless¬ 
ings in reaching my country with the 

— translated into 44 languages — to pro¬ 
vide an effective tool for communicating 
the gospel to hundreds of locations where 
people had gathered to watch and listen. 
A total of 50 transmitters, using six differ¬ 
ent satellites and eight transponders, 
beamed the message across the continent 
from Iceland to Russia. 

This continent-wide extension was 

ProChrist '93, the fourth in a series of Billy Graham’s worldwide regional out reaches, origi¬ 
nated from Essen, Germany. 

Gospel,” said one national committee 
member in assessing the impact of 
Mission World Europe on his country. 
This comment is representative of many 
received after the four days of transmis¬ 
sions by satellite to the 59 countries and 
territories participating in the project. 

Seven regionalized editions of the 
satellite programs were produced, com¬ 
bining culturally specific music and testi¬ 
monies with the talents of internationally 
recognized artists. Following each 
evening’s message in Essen, Germany, 
these specially produced programs were 
edited together with Graham's message 

the fourth in a series of worldwide region¬ 
al outreaches which have sought to 
extend Graham’s crusade ministry across 
entire continents. The outreaches have 
used state-of-the art technology, including 
complex satellite systems, instantaneous 
interpretation, and fiber-optic telelinks. 
However, through the use of satellite, 
Mission World Europe had more actual 
crusade locations than any previous 
Mission World outreach. 

To enable everyone present in the 
satellite venues to clearly understand the 
gospel, a team of 84 interpreters simulta¬ 
neously translated the program into their 
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Outreach 
own language. The appropriate local lan¬ 
guage was then transmitted in what could 
be described as a modern-day Tower of 
Babel — except that in this instance, the 
message made sense to those listening at 
the satellite meetings. 

“Each local committee was trained to 
prepare their community as though Mr. 
Graham was himself coming,” said a 

spokesman for Mission World Europe. 
“Prayer and personal discipleship were 
emphasized, publicity was printed and 
distributed, Christian life and witness 
classes were held, venues obtained, and 
technical arrangements made.” 

Good Reports 
Soon after the first transmission, 

reports on the results 
began to pour in 
from across Europe. 
An estimated 1200 
people attended the 
mission in Gela, 
Italy, the heart of 
Mafia country. Two 
hundred people res¬ 
ponded to the invita¬ 
tion. “This is the 
right way to defeat 
the Mafia,” com¬ 
mented one leader. 
In Romania’s 12 lo¬ 
cations, more than 
I K).(XX) attended the 
missions, with 3500 
inquirers. 

Despite the con¬ 
tinuation of war in 

State-of-the-art technology allowed crusade organizers to bring a 
centuries-old message to millions across Europe. 

Video monitors and 43 translation booths formed a network by 
which Graham’s message was simultaneously translated by a 
team of 84 interpreters into 43 languages. 

the former Yugo¬ 
slavia, a crowd twice 
the size of the hall’s 
capacity crammed 
into the venue each 
night in the small 
Serbian village of 
Backi Petrovac. 
Most of those who 
responded were 
young people. “Peo¬ 
ple can see some¬ 
thing different. They 
see a way out of 
[their] disappoint¬ 
ment,” said a local 
leader. 

In Sisak, Croa¬ 
tia, some two miles 
from the front line of 
the civil war raging 
in the area, 350 peo¬ 
ple attended the mis¬ 
sion which was held 
in the local cinema. 
Fifty people res¬ 

ponded to the invitation the first night, 
with almost as many responding on each 
of the subsequent evenings. 

Some of the meetings were even held 
in former Communist party halls, which 
proved to be an advantage to organizers. 
In Michalovde, in the recently formed 
Slovac Republic, a power blackout affect¬ 
ed the entire city. But because the build¬ 
ing where the mission was held had been 
previously occupied by the local 
Communist party and had therefore been 
equipped with a special generator, the 
meeting was able to proceed without 
interruption. 

On several occasions, people who 
hadn’t planned to attend the meetings 
ended up being a part of the mission. In 
the Bulgarian capital of Sofia, just a few 
seconds before the start of the transmis¬ 
sion from Essen, a problem with the 
audio connection made it necessary to use 
another satellite system, one belonging to 
the “Palace of Culture” where the meet¬ 
ings were taking place. 

The system also serviced cafes, bars, 
and restaurants in the area; thus, the 
patrons of those establishments that night, 
who would normally have been watching 
sporting events on the satellite, instead 
saw 90 minutes of Graham’s mission 
from Essen. 

In Portugal, where there is only a 
small evangelical community, nearly 
60,000 people attended the 23 mission 
meetings. Overflow facilities had to be 
quickly improvised at several locations. 
In a German prison, prisoners were given 
the option of watching a top European 
soccer game or Graham’s crusade. They 
chose the crusade. 

After Graham’s extraordinary 
Moscow Crusade last October when at 
times nearly one-third of the audience 
each night responded to the invitation, it 
was not surprising that the highest 
response to Graham’s message during 
this crusade took place in the former 
Soviet Union. Capacity crowds were the 
norm in this, one of the most diverse and 
unstable regions of the world. Some 
226,000 people attended with an average 
of 20 percent responding to the invitation. 

In Yerevan, Armenia, the gymnasi¬ 
um where the meetings were held was 
packed to capacity in spite of equipment 
problems and a severe snow storm. The 
technician advisor who was there to run 
the equipment commented, “I would not 
have been surprised if only 30 people had 
shown up.” When he arrived, the building 
was full. After the meeting, he saw people 

CONTINUED ON PAGE 32 
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EXTRAORDINARY 
OUTREACH ... 
CONTINUED FROM PAGE 31 

reading “Steps to Peace with God,” and 
was nearly overwhelmed with emotion. 

Perhaps even more remarkable than 
the attendance at the meetings was the 
cooperation among various church 
groups. Pastor Joseph Bondarenko, who 
had spent some ten years in prison for his 
faith, said that what took place in his 
region was of historic dimensions, adding 
that he had “been working for 30 years to 
get the churches in that area to cooperate 
in some way.” 

Challenges Met 
“Technically speaking, the entire 

operation with all of its components has 
gone quite well,” said Wendell Burchett, 
Mission World technical coordinator in 
Moscow. “The decision to bring in 
Western technicians was absolutely 
essential. Without them, I do not think we 
would have made it.” 

A newspaper in the Vinnitsa region 
of Ukraine commented, “It pays to note 
one thing. The emotional effect of the ser¬ 
mon was very strong despite the fact that 
it was translated. Our parliamentarians 
have not even reached that stage. What is 
Billy Graham’s secret? He preached what 
he deeply believes and what he has expe¬ 

rienced in his life. 

An extensive satellite uplink system made it possible for more 
than 8 million people in 59 countries to hear Graham’s message. 

Crowds across Europe — many of them far larger than organiz¬ 
ers had anticipated — gathered in facilities from movie theaters 
to prisons to town halls to hear the Good News. 

How many of those 
who occupy the seats 
of the deputies in our 
Parliament can claim 
to have such a 
faith?” 

Other media out¬ 
lets noted the impact 
of Mission World 
Europe as well. In 
Portugal, the national 
television network 
featured the satellite 
missions on the na¬ 
tional news. National 
newspapers also 
picked up the story, 
with one giving it a 
full page in which the 
Gospel was clearly 
articulated. 

One evening, a 
local radio station 
broadcast the entire 
program to an audi¬ 
ence of more than 
10,000 people. This 
was considered a 
major breakthrough 
in the small evangel¬ 
ical community. 
“Local leaders are 
absolutely overflow¬ 
ing in joy,” said a 
spokesperson there. 

In Romania, a 
national newspaper 
with a readership of 
approximately 
600,0(X) often known 
for its focus on scan¬ 
dals was so im¬ 
pressed by the mis¬ 
sion that it promised 
to publish sections of 
the New Testament 

in each issue at no charge until the entire 
New Testament was published. 

Keys to the Mission 
One key to the success of the 

Mission World Europe crusade was 
Operation Andrew, a project whereby 
people were encouraged to pray for and 
invite family and friends to the meetings. 
In Croatia, one local pastor saw four 
cousins respond to the invitation at the 
same meeting. And after much prayer, a 
former Yugoslav state official, who was a 
believer, saw his wife respond to the invi¬ 
tation. 

“While the technology and the 
crowds throughout Europe are impres¬ 
sive, it is the stories of changed lives that 
really measure the success of this out¬ 
reach,” said a Mission World Europe 
spokesman. In Manchester, England, for 
example, a man described as a “hopeless 
alcoholic” was invited to the mission. He 
went forward at the invitation, where his 
counselor “happened” to be an ex-alco¬ 
holic. 

Leadership reaction throughout 
Europe was universally positive. For 
many, the crusade was a stimulus for 
renewal of individual commitments to 
evangelism. Said one Romanian leader, 
“The cooperation in this work brought us 
nearer to our Lord Jesus and strengthened 
our faith. We believe this ministry is a 
blessing for our country and in the fortifi¬ 
cation of our churches.” 

A Croatian leader noted, “We feel 
this might be a fresh start for the church¬ 
es’ evangelical mission in Zagreb and 
Croatia.” Another added, “We expect 
many positive changes within the local 
church.” In the United Kingdom, a British 
leader said, “Mission World has given 
our church a fresh enthusiasm for the 
Decade of Evangelism.” 

The four Mission World outreaches 
have extended Graham’s message to 
nearly 70 million people by satellite and 
video; throughout his 50 years of min¬ 
istry, Graham has preached the Gospel 
message to some 180 million people. And 
the work done through Mission World 
Europe represents not a finish but the start 
of something eternal. 

“This should only be the beginning,” 
commented a Swedish leader after the 
meetings had ended. "There is a spark. 
May God turn it into a fire!” 

Dan Wooding is an award-winning British 
journalist and regular Religious Broadcast¬ 
ing columnist living in Southern California, 
where he is the founder and international 
director of ASSIST (Aid to Special Saints in 
Strategic Times). 
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Inside NRB 
Attorney To Write 
NRB Fairness Brief 
MANASSAS, Va. — National Religious 
Broadcasters ( NRB ) has engaged a Wash¬ 
ington, D.C.-based attorney to write a legal 
brief on the concerns and reasons for NRB ’s 
position on the Fairness Doctrine. [Editor’s 
note: For a more complete history of the 
Fairness Doctrine and NRB's position, see 
"Washington Watch" in the April issue of 
Religious Broadcasting.] 

The white paper (brief) will give the 
rationale behind NRB's stand and will be 
used for presentation to the Clinton admin¬ 
istration, the Federal Communications Com¬ 
mission, Congress (specifically to the com¬ 
munications committee), and NRB mem¬ 
bers. A plan for action will probably appear 
in an addendum to the brief. 

According to NRB president E. Brandt 
Gustavson, this will be a paper of substantial 
detail concerning NRB’s opposition to the 
Fairness Doctrine. Gustavson has also indi¬ 
cated the paper will be available to anyone 
who wants a copy at a nominal fee. 

Advertising Index 
Aegis Benefit . 45 
B.A.C. & Associates . 14 
The Bible League . 13 
Bott Broadcasting . 5 
Carman Ministries . 7 
Children’s Sonshine Network .... 41 
Directory of Religious Broadcstg .. 22 
InfoCision Management . 2 
Israeli Ministry of Tourism . 35 
Killion McCabe Associates ... IFC, 1 
Lee Bernard Co. 26 
Life Issues Institute . 6 
National Right To Life . 19 
National Supervisory Network ... 17 
NRB Southwestern Regional . 43 
Shelby Systems . 9 
SOMA Communications . 41 
Zondervan Publishing . 49 

For more information about advertis¬ 
ing in Religious Broadcasting maga¬ 
zine or the 1994 National Religious 
Broadcasters Directory of Religious 
Media (formerly called The Directory 
of Religious Broadcasting), call ad¬ 
vertising manager Dick Reynolds at 
(704) 393-0602 or his assistant Liz 
Oliver at (703) 33O-7(XX). 

Michael Medved To Speak At NRB 
Southwestern Convention July 21-23 
IRVING, Texas — With spiritual warfare 
as its theme, the National Religious Broad¬ 
casters Southwestern 
Convention will meet 
July 21-23 at the 
Harvey Hotel in Irv¬ 
ing. 

Guest speakers 
include Chuck Bolte, 
president of Briargate 
Media and host of Fo¬ 
cus on the Family’s 
weekend broadcast; 
Ashton Hardy, former 
chief counsel to the 
Federal Communica¬ 
tions Commission; Dr. 
Gene Getz, pastor of 
Fellowship Bible 
Church in Plano, Texas, and host of the 
Renewal Radio Program’, and Michael 

Medved, co-host of PBS’ Sneak Previews 
and author of the controversial bestseller 

Hollywood vs. 
America, who will 
speak at the July 22 
luncheon. 

Recording artists 
Phillips, Craig & 
Dean will provide the 
musical entertain¬ 
ment. Other high¬ 
lights include a Texas 
barbecue and auction 
as well as a tour of the 
Southern Baptist Ra¬ 
dio and Television 
Commission facilities 
on July 21. 

For more infor¬ 
mation, contact Phil French at (602) 254-
5001. 

Michael Medved 

(Circle 205 on Reader Service Card) 
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Media Focus 
ACLJ Fights To Include Prayer, God At Graduation Ceremonies 
WASHINGTON. D.C. — At an April 5 
press conference in Washington, the Ameri¬ 
can Center for Law and Justice (ACLJ) 
unveiled its nationwide education cam¬ 
paign to inform high school students of 
their constitutional right to pray and speak 
out about God at graduation ceremonies 
this year. 

“Prayer and religious speech can be 
included at public high school graduation 
ceremonies as long as it is student-led and 
student initiated,” said ACLJ chief counsel 
Jay Sekulow. “A student’s First Amend¬ 
ment right to free speech does not end when 
he or she stands up to get a diploma." 

The ACLJ, a two-year-old public in¬ 
terest law firm and education group founded 
by religious broadcaster Pat Robertson, is 
currently involved in disputes concerning 
graduation prayer in more than 130 school 
districts nationwide with cases in more 
than 25 states, including New York, Cali¬ 
fornia, Texas, Florida, Illinois, and Vir¬ 
ginia. The ACLJ has mailed school bulle¬ 
tins to the nation's 15.ÍXX) public school 
superintendents, outlining a student's right 
to pray and include God at graduation 
ceremonies. 

The ACLJ is poised to dispatch legal 
“Swat Teams” to communities around the 
country to meet with school and govern¬ 
ment officials to inform them of the consti¬ 
tutionally protected right of student-initi¬ 
ated prayer. 

“We’re prepared to assist any school 

district in drafting policies that support the 
free speech rights of students,” Sekulow 
said. "Our goal is to resolve these issues in 
the community, not in the courtroom. But 
if those who oppose religious speech or a 
religious speaker bring the issue to court, 
we’ll be there.” 

Also present at the press conference 
was Chad Vance, a high school senior from 
Blue Ridge High School in Farmer City, 
Ill., who contacted the ACLJ after school 
officials initially denied apetition for prayer 
from him and other classmates. Vance and 
the overwhelming majority of his graduat¬ 
ing class (65 out of 66) voted in favor of 
having student-led prayer at commence¬ 
ment. 

“I was raised in a Christian home,” 
said Vance, who is senior class treasurer. 
“It’s a strong conviction of mine and my 
classmates to have [prayer] at graduation.” 

After the ACLJ intervened on Vance’s 
behalf, the students provided school offi¬ 
cials with information about the legality of 
student-initiated prayer. The officials then 
agreed to consider the petition at its April 
19 board meeting; an attorney from the 
ACLJ was present to address the board. 

“I just want to keep the tradition of 
prayer going." Vance said when asked why 
prayer at graduation was important to him. 

Sekulow said Vance’s case was not 
unique. “In fact, it’s representative of the 
thousands of students who want to main¬ 
tain their free speech rights.” 

The ACLJ’s position is grounded in 
case law: in Lee v. Weisman (1992), the 
U.S. Supreme Court held only that it vio¬ 
lates the Establishment Clause for school 
officials to invite clergy to give prayers at 
commencement. Sekulow says the ruling 
does not prohibit students from initiating 
and leading prayer. 

Also cited was Jones v. Clear Creek 
Independent School District (1992), a case 
decided after Lee v. Weisman. In Jones, the 
Fifth U.S. Circuit Court of Appeals upheld 
the constitutionality of a school district 
resolution permitting high school seniors 
to include a student-led invocation at their 
graduation ceremony if the majority of the 
class votes to do so, Sekulow said. 

“There is confusion in the classroom,” 
said ACLJ executive director Keith 
Fournier. “Many students are unaware 
that they have the choice to include God in 
graduation ceremonies. There’s a growing 
hostility toward Christians and people of 
faith in this country. It is not only wrong, it 
is unconstitutional.” 

Headquartered in Virginia Beach, Va., 
the ACLJ has offices in Washington. At¬ 
lanta, New Hope, Ky„ and Mobile, Ala. 
With a nationwide network of attorneys 
who are dedicated to Christian advocacy 
and the promotion of pro-liberty, pro-life, 
and pro-family causes, the organization 
has more than 2(X).(XX) supporters who are 
committed to the defense of traditional 
values. 

Survey Reveals Churchgoing Voters At Odds With Stereotype 
CHESAPEAKE. Va. — A national survey 
of 1529 voters reveals that self-identified 
evangelicals (Protestants and Catholics who 
regularly attend church) represent 39 per¬ 
cent of all registered voters in the United 
States, making them the largest single vot¬ 
ing bloc in the electorate. 

The survey, conducted by Market Re¬ 
search Institute (an independent public 
opinion research firm) for the Christian 
Coalition, found that among churchgoing 
voters, 51 percent identify themselves as 
Republicans, 31 percent Democrats, and 17 
percent Independent. 

This spells trouble for the Republican 
Party if it removes pro-family issues from 
its platform, according to Christian Coali¬ 
tion executive director Ralph Reed. Based 
on the survey, 58 percent of all churchgoing 
Republican voters would likely leave the 

GOP ifit dropped pro-family issues from its 
platform. The survey also indicated that 37 
percent of churchgoing voters would leave 
the party if the GOP removed the pro-life 
plank. 

Because 60 to 65 percent of all Repub¬ 
licans are frequent churchgoers, between 
one out of every five and one of every three 
GOP voters would likely leave the party. 
“If the Republican Party drops pro-family 
issues, the big tent will become a pup tent,” 
said Reed. 

The survey revealed a demographic 
profile of churchgoing voters sharply at 
odds with the media stereotype. Most are 
women (61 percent female, 39 percent 
male); 66 percent attended college or have 
earned a graduate degree; 65 percent work 
in white collar or managerial occupations; 
and the median household income is 

$40,000. The median age is 44 with 76 
percent married with children (66 percent). 

A majority of churchgoing American 
voters say the national news media is unfair 
and biased in its coverage of religion. The 
news media has a disapproval rating of 52 
percent, higher than Congress, with 53 
percent agreeing that the media displays an 
open anti-Christian bias and 62 percent 
saying the news media pro-Clinton bias 
was a major factor in electing Bill Clinton 
president. Only 5 percent trust the media, 
placing the media on the same level of trust 
as Congress and the White House (both 
received 5 percent each), while 78 percent 
trust the church. 

The survey included voters who attend 
church twice or more a month and has a 4 
percent margin of error and a .95 confi¬ 
dence level. 
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“WHEN A CHRISTIAN 
VISITS THE LAND OF THE BIBLE, 

IT’S LIKE 
A HOMECOMING.”- Pat Boone 

Hear about the Holy Land 
on Pat’s syndicated radio show. 

Jerusalem. Mount of Olives 

“Wherever you go in the Holyland - from Nazareth to the Galilee - you’re 
struck by how familiar it all seems. The ancient place names come right out 
of the Scriptures. And somehow, to somebody who’s grown up with the 
Bible, it’s like a spiritual homecoming. 
“Often as I visit Israel. I come back feeling richer in my faith. It’s a joy every 

Christian should experience -at least once in a lifetime.” 
If you haven’t been to the Holyland yet, there’s no better time than thisyear-
when record numbers of Christians will be visiting us. 

Consult your minister or a local travel agent about special Christian tours for individuals and groups. 
And whether you want to organize or join a group tour, or travel independently, call for our free 

Christian tour kit. It contains highlights of the important sites, a colorful illustrated pilgrimage 
map and information on tour programs. 
For your tour kit, call toll-free: 1-800-456-BIBLE 

Los Angeles: 213-658-7462 • Miami: 305-539-1919 • Canada: 416-964-3784 1a:410-V04-3/04 

Hope to see you soon 

For other assistance, contact the nearest ISRAEL GOVERNMENT TOURIST OFFICE: 
New York: 212-560-0600 x245 • Atlanta: 404-875-9924 • Chicago: 312-782-4306 • Dallas: 214-991-9097 

(Circle 103 on the Reader Service Card) 



Trade Talk 
Airwave News 

LONGVIEW. Wash. — KZOE-FM/ 
Longview-Keslo has a new transmission 
site, 225 meters higher than its previous 
one. The new height improved local recep¬ 
tion and increased KZOE’s primary cover¬ 
age area by 343 percent, according to sta¬ 
tion management. 

MADISON. Wis.— The Book & The Spade, 
a locally produced WNWC-FM/Madison 
news program, has entered its second de¬ 
cade of broadcasting. Focusing on the latest 
news in biblical archeology since 1982. The 
Book & The Spade has kept listeners up-to-
date on discoveries in Israel and neighbor¬ 
ing countries that shed new historical light 
on the Bible. The weekly news and inter¬ 
view program is the only one of its kind, 
according to its producers. 

Carman perfoms “Serve The Lord” before 
Spring Break travelers along Main Street 
in Daytona Beach during Beach Reach 
’93. Drawing an estimated crowd of 15, 000, 
other performers included Ricky Skaggs, 
Eric Champion, and the Newsboys. 

recently conducted its annual sharathon in 
which nearly 5(XX) listeners took part over 

the three-day event. 
COLUMBIA. S.C. 
—WMHK-FM/Co-
lumbia held its Life 
Link campaign dur¬ 
ing the month of 
January. Designed 
to provide local cri¬ 
sis pregnancy and 
adoption agencies 
with urgent-need 
items, such as ma¬ 
ternity and infant 
clothing, diapers, 
personal hygiene 
items, and gifts for 
birth mothers, the 
listener response to 
Life Link was overwhelming, according to 
WMHK. The station encouraged listeners 
to pick up Life Link sheets from local stores 
and to deliver the items directly to the 
agencies involved. WMHK has plans to 
make Life Link an annual event. 

LAKE HELEN, Fla. — Z Music, which 
debuted its 24-hour-a-day Christian music 
television network March 1, has already 
exceeded growth projections, according to 
Z Music president Ken Yates. In early 
March, the network signed a 12-month 
contract which began April 1 to lease tran¬ 
sponder 15 on satellite Galaxy I. Yates said 
Z is available in 2 million-plus cable house¬ 
holds on more than 100 cable systems, in 2 
million-plus broadcast households, and in 
4 million households with satellite dishes. 

MORRlSON.Colo.—KWBI-FM/Morrison 

The listener-sup-
ported station owned 
and operated by 
Colorado Christian 
University met its 
goal of $780,000. 

SAN FRANCISCO 
— Harper San Fran¬ 
cisco announced Ev¬ 
eryday People, a Se¬ 
attle-based talk show 
co-hosted by Randy 
Rowland and John 
Westfall since 1984. 
began to air nation¬ 
ally March I on CBN 

Radio Network. The evening drive-time 
show for contemporary Christians is run¬ 
ning Monday through Friday from 4 to 5 
p.m. (EDT). 

LINCOLN. Neb.—Backtothe BiMeisnow 
broadcasting the Gospel in three additional 
languages in India, increasing the potential 
listening audience there by 110 million 
people and the total number of languages 
broadcast into India to seven. The addi¬ 
tional languages are Telegu (the second 
most commonly spoken official language 
in India), Kannada (an official language 
spoken in Karnataka), and Konkani (used 
by more than 1.5 million people daily). 

Awards 

LANCASTER. Pa. — Paul Hollinger, gen¬ 
eral manager of WDAC-FM/Lancaster. has 

Director JoAnn King of Bethany Christian 
Services holds a foster care baby in her 
arms while surveying the items donated by 
WMHKlisteners to Life Link. Bethany Chris¬ 
tian Services was one of the agencies 
assisted by this campaign. 

been named the 1993 Small Business Per¬ 
son of the Year by the Lancaster Chamber 
of Commerce. The award, first presented in 
1989, is given in recognition for the contri¬ 
butions of small business to the general 
good of the community. Hollinger has been 
with WDAC since 1961. 

ARLINGTON, Texas — For the second 
year in a row. KCBI-FM/Arlington’s news¬ 
team has received the “Best Newscast in Its 
Class” award by the Texas Associated 
Press Broadcasters. KCB1 news director 
Bob Morrison anchors the newscast with 
traffic producer Terri Barrett providing the 
traffic reports and chief meteorologist David 
Briggs giving the weather updates. 

Music News 

NASHVILLE. Tenn. — Eric Wyse of Gary 
Musick Productions directed a Ross Perot 
impersonator in a promotional video en¬ 
titled Gospel Music — Big Business for the 
Gospel Music Association. The video, 
shown during the independent label pre¬ 
sentation at the National Association of 
Record Merchandisersconvention, features 
studio footage of “Perot” combined with 
promotional segments on DCTalk, Michael 
English. 4Him, and the choral project 
"Handel’s Messiah — A Soulful Celebra¬ 
tion.” 

Photography director Matt Coale (left), di¬ 
rector Eric Wyse, and Ross Perot imper¬ 
sonator Jack Mayberry pause during the 
taping of Gospel Music — Big Business. 

CHICAGO—“I Need To Hear From You” 
by Petra received an 86 percent vote of 
approval during WPNT-FM/Chicago's 
Make-It or Break-It promotion March 12. 
According to WPNT’s Todd Manley, the 
song “generated the most votes on Make-
It or Break It since I tested The Heights’ 
song (“How Do You Talk To An Angel”) 
last fall.” On March 13. Petra teamed up 
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with Chicago Bears all-pro linebacker Mike 
Singletary and youth communicator Ron 
Hutchcraft for a Chicago Rosemont Hori¬ 
zon appearance, which more than 14,000 
people attended. 

FRANKLIN, Tenn.— Scott Wesley Brown 
became the first Christian recording artist 
to receive a pennit from the Cuban govern¬ 
ment for a Christian music tour. Hosted by 
Cuban nationals, Brown traveled more than 
1000 miles in Cuba for six free concerts 
during February. 

WASHINGTON, D.C. — Bobby Jones of 
Black Entertainment Television’s Bobby 
Jones’ Gospel will host this year’s Ameri¬ 
can Gospel Arts Day June 19 in Washing¬ 
ton on the Mall of the Lincoln Memorial. 
With an expected audience of 100,000, 
Jones will be joined by a variety of secular 
and gospel recording artists for six hours of 
non-stop gospel music in celebration of the 
diversity of the American gospel idiom, 
from traditional to rap. A Joint Congres¬ 
sional Resolution was passed in 1987 to 
recognize June 19 as American Gospel 
Day, a perpetual date to celebrate America’ s 
gospel heritage. The event will also be used 
as a platform to educate churchgoers about 
AIDS. 

NEW 
YORK — 
In March, 
the African 
Children’s 
Choir per¬ 
formed at 
Kennedy 
Airport 
with re¬ 
cordingsu¬ 
perstar 
Michael 
Jackson 
and the 
United Na¬ 
tions Inter-
national 
School 

African Children’s Choir 
member(left), Michael Jack-
son, and United Nations In¬ 
ternational School Choir 
member arrive for the ben¬ 
efit concert at Kennedy Air¬ 
port. 

Choir to benefit the children of Sarajevo, 
Bosnia. Recording exclusively for Mar-
anatha! Music, the African Children’s Choir 
is currently touring the United States after 
doing another special project with Jackson 
and his Heal The World Foundation con¬ 
cerning Somalia. 

MEMPHIS, Tenn.—The 1993 Crossroads 

MOSCOW— Col. BorisM. Lukichiov(left), 
a high ranking official in the Russian Fed¬ 
eration Ministry of Defense, recently met 
with Cecil Todd of Revival Fires Ministry to 
ask Revival Fires to provide Bibles and 
humanitarian aid for the soldiers in the 
Russian military. 

Cross-Cultural Music Exposition (April 
15-17), designed to showcase the best emerg¬ 
ing musical talent in America, featured 
artists in the music genres of rap, urban/rap, 
metal/hard rock, bluesjazz, pop/rock, con¬ 
temporary Christian, gospel, country, and 
singer/songwriter. This was the first year 
gospel and contemporary Christian music 
was represented in Crossroads, and per¬ 
formers included Grace Cafe, Urgent Cry, 
Angelheart. Unchained, and Vision. 

NASHVILLE, Tenn.—The William Morris 
Agency (WMA) and Charles Dorris and 
associates have finalized an agreement 
which brings the Charles Dorris Agency 
into the WMA fold. Recognizing the im¬ 
portance of the Christian music arena, 
WMA strengthened its commitment by this 
acquisition. 

News Briefs 

OKLAHOMA CITY. Okla. — Country 
music recording artists Willie Nelson and 
Wayion Jennings and Feed The Children, 
a hunger relief organization, worked to¬ 
gether to raise funds during Farm Aid VI 
April 24 in Ames, Iowa. Feed The Children 
spearheaded the collection and distribution 
of food this year for America’s needy farm 
families. 

LOS ANGELES — World Vision’s re¬ 
cently opened Christian Resource Center in 
Moscow will sponsor a conference on 
“Morality in a Changing Society” next 
month. Fifty Russians from the realms of 
education, media, government, and reli¬ 
gion have been invited to the conference. 
Among the four Russian and four Ameri¬ 
can intellectuals who will be presenting 

papers is theologian and author Carl F.H. 
Henry. 

FLORENCE. Ky. — Mediaexecutives John 
Pierce. Harold Gore, and John Lauer have 
announced the formation of a new media 
brokerage and consulting firm, Force Com¬ 
munications & Consultants. Offices will be 
located in Atlanta and Crestview Hills, Ky. 
Between the three of them, Pierce, Gore, 
and Lauer have over 100 years experience 
in radio and television station ownership, 
brokering, and management. With their 
combined broadcast background and ex¬ 
tensive industry contracts, Force Commu¬ 
nications plans to offer a personal media 
sales approach. 

DALLAS — Greg Martin, a Professional 
Golfers Association (PGA) Tour Monday 
qualifier, has begun a new ministry called 
Professional Life Ministries. While play¬ 
ing in PGA tournaments covering 38 cities 
in 1993, Martin anticipates visiting hospi¬ 
tals. orphanages, church groups, youth or¬ 
ganizations, and pro-life rallies. He will 
also continue his ties with the USA Radio 
Network as a news and religion producer. 

People 

HOUSTON — The Morningstar Radio 
Network has expanded its sales staff by 
hiring Everett Strong for its Dallas sales 
office. Strong previously served as general 
manager for several mainstream New Or¬ 
leans stations. 

CARY.N.C.—Trans World Radio (TWR) 
has internationalized its board of directors 
by inviting two executive officers of its 
national partner organizations to join its 
American-based board. The Rev. Horst 
Marquardt of Evangeliums-Rundfunk in 
Germany and the Rev. Per-Olof Maik of 
Sanansaattajat in Finland have joined 
TWR's board. 

PRINCESS ANNE. Md.— Jim Woodland, 
manager of WOLC-FM/Princess Anne for 
the past 12 years, is leaving the station to 
return to his home in Portsmouth, Va., with 
his family. Woodland will continue preach¬ 
ing and he also hopes to be a consultant for 
other Christian radio stations. 

SHAKOPEE. Minn. — Brian Fisher is the 
new operations manager for KKCM-AM/ 
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Minneapolis-
St. Paul. Fish¬ 
er, a former 
National Reli¬ 
gious Broad¬ 
casters staff 
member, also 
worked for 
WWDJ-AM/ 
Hackensack, 
N.J.. and 

Brian Fisher 

WAWZ-FM/Zarephath, N.J. 

VENTURA, Calif. — William Greig Jr., 
president of Gospel Light Publications, has 
announced Marian Morris' transfertochair-
person of the newly developed organization 
Church Ministry Conventions Network 
(CMCN) from executive associate to the 
president and director of human resources 
for Gospel Light. Comprised of Sunday 
School convention directors across the na¬ 
tion, CMCN's goal is to strengthen the 
Sunday School movement and encourage 
the growth and development of church 
ministry conventions. 

ARLINGTON.Texas— Ron Harris, KCBI-
FM/Arlington’s former program director 
and morning drive personality, returned to 
the station in March. Harris has been named 
the director of broadcast services for KCBI 
and the Criswell Radio Network. 

SEATTLE — The Raymond Group has 
announced the 
addition of 
Mark Mohr to 
the position of 
manager of 
broadcast me¬ 
dia programs. 
Mohr will be 
responsible for 
strategic plan¬ 
ning and me¬ 
dia develop¬ 
ment for other 
agency clients 
as well as be-

i ng the producer for Mission Network News, 
a four-and-a-half minute daily radio news 
service of World Concern. 

Mark Mohr 

CHARLOTTE, N.C. — Dr. Roger Parrott 
has been elected as the chair of the U.S. 
board ofthe Lausanne Committee for World 

Evangelism. He replaces Dr. Paul Cedar, 
who has become the chair of the U.S. 
Committee for Lausanne. 

MADISON. Wis. — InterVarsity has ap¬ 
pointed Deb LcPoire as its new director of 
InterVarsity Missions Fellowship. LePoire 
will coordinate Christian colleges with 
InterVarsity’s resources, such as the Urbana 
student mission convention. 

Also, InterVarsity has announced the 
appointment of Glandion Camey to associ¬ 
ate director of InterVarsity Missions and 
Urbana. Camey will oversee InterVarsity’s 
short-term mission programs, called Glo¬ 
bal Projects. 

ATLANT A — Genesis Communications 
announced the hiring of Steve Barrett to 
manage WNIV-AM/Atlanta. Barrett's ra¬ 
dio experience dates back to 1972 with a 
strong background in sales and sales man¬ 
agement. WNIV is a combination of Chris¬ 
tian news/talk and adult contemporary 
Christian music. 

BLUE EARTH. Minn. — Due to growth. 
KJLY-FM/Blue Earth's board of directors 
has implemented a reorganization plan, 
which was effective February I. Matthew 
Dorther has been named executive director 
of Minnesota-Iowa Christian Broadcast¬ 
ing. Inc., and will oversee all current and 
future operations. Paul Schneider will re¬ 
tain his title of general manager of KJLY 
with an emphasis in the areas of program¬ 
ming, music, and promotion. 

Publishing News 

SPRINGFIELD. Mo.—Gospel Publishing 
House, in cooperation with the Pentecostal 
Textbooks Project Board of The General 
Council of the Assemblies of God (A/G), 
has announced a new line of textbooks 
called Logion Press. This project is a coor¬ 
dinated effort of the Gospel Publishing 
House to provide scholarly textbooks for the 
18 A/G colleges, institutes, and seminary. 
Non-A/G colleges will also be using the 
texts. 

LINCOLN. Neb. — Back to the Bible an¬ 
nounced the publication of its new maga¬ 
zine. Back to the Bible Today, in April. To 
be published bimonthy, the magazine will 
feature Bible-teaching articles and infor¬ 
mation about ministries around the world. 
To receive a free subscription, contact Back 
to the Bible in Linclon. 

Christian 
Jte&Sellers! 

CUmiBOUNI) 
*(4) 1. My Utmost for His Highest, Updated Edition, Ay 

Oswald Chambers and edited by James Reimann. 
Discovery House (Nelson) 

(3) 2. And the Angels Were Silent, by Max Lucado. 
Multnomah 

(2) 3. The Body, by Charles Colson. Word 

(6) 4. Liugh Again, by Charles Swindoll. Word 

(7) 5. The Anointing, by Benny Hinn. Nelson 

(1) 6. Lord, I Need a Miracle, by Benny Hinn. Nelson 

(10) 7. The Wonderful Spirit-Filled Life, by Charles 
Stanley, Nelson 

(8) 8. Finding the Love of Your life, by Neil Clark 
Warren, Focus on the Family ßVord) 

(11) 9. Low for a lifetime, by James Dobson. Multnomah-

(5) 10. The Coming Economk* Earthquake, by Larry 
Burkett, Moody 

(9) 11. Storm W inning, by Billy Graham. Word 

(12) 12. In the Eye of the Storm, by Max Lucado. Word 

13. Christianity in Crisis, by Hank Hanegraaff. 
Harvest House 

(18) 14. Quiet Tunes for Couples, by H. Norman Wright. 
Harvest House 

(17) 15. The Hidden Value of a Man, by Gary Smalley and 
John Trent, Focus on the Family (Word) 

(15) 16. Faith Works, by John MacArthur Jr., Word 

17. Halley’s Bible Handbook, byH.H. Halley, 
Zondervan 

(19) 18. His Needs, Her Needs, by Willard Harley, Revell 
(Baker) 

(14) 19. Walking With Christ in the Details of life, by 
Patrick Morley, Nelson 

(13)20. The New Dan* to Discipline, by James Dobson, 
Tyndale 

PAPERBACK 
* ( 1 ) 1. A Bride for Ik amigan, by Janette Oke. Bethany 

House 

(2) 2. Stick a Geranium in Your Hat and Be Happy!, 
by Barbara Johnson. Word 

(4) 3. Splashes of Joy in the Cesspools of life, 
by Barbara Johnson. Word 

(6) 4. Prophet, by Frank Peretti. Crossway 

(7) 5. The Bondage Breaker, by Neil Anderson. 
Harvest House 

(18) 6. Six Hours One Friday , by Max Lucado, Multnomah 

(9) 7. This Present I )arkness, by Frank Peretti, 
Crossway 

(3) 8. The Crossed Sabres, by Gilbert Morris, Bethany 
House 

(5) 9. Frontier Lady, by Judith Pella. Bethany House 

( 10) 10. No Wonder They Call 11im the Savior, by Max 
Lucado. Multnomah 

(8) 11. The Measure of a Heart, by Janette Oke. Bethany 
House 

12. My I tmost for Ilis I lighest, by Oswald Chambers. 
Barbour. Revell (Baker) 

( 13) 13. The Blessing, by Gary Smalley and John Trent, 
Pocket 

(11) 14. (iood Morning, Holy Spirit, by Benny Hinn. Nelson. 
Walker 

15. Mere Christianity, by C.S. Lewis. Macmillan 

( 12) 16. Becoming a Woman of Excellence, by Cynthia 
Heald, NavPress 

(20) 17. A W oman’s Guide to Spiritual W arfare, by Quin 
Sherrerand Ruthanne Garlock, Servant 

18. (iood Grief, by Granger Westberg, Fortress Press 
(Augsburg Fortress) 

19. Shooting Star, by Brock and Bodie Thoene, Bethany 
House 

20. More Than a Carpenter, by Josh McDowell, Tyndale 
'Iasi month's position -Includes sales of boxed sets 

This list is bast'd on actual sales in Christian retail stores in the I rated Slates and Canada 
during April. All rights rtstrwd. Copyright 1993 CHA Service Corp and SpringArbor 
Distributors. Distributed by Evangelical Christian IVblishers Association 
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Practical Programming 
Most of us working in Christian broad¬ 

casting make our living directly or indi¬ 
rectly off the Gospel. True? Whether you 
have a commercial or noncommercial ra¬ 
dio or television station, a program or a 
support ministry to those in broadcasting, 
you get money ultimately from the people to 
whom the Gospel is preached. The question 
is, can we be trusted with their money? 

These people who are called “do¬ 
nors” are the listeners, viewers, and con¬ 
sumers who are exposed to the media 
through which we disseminate the Gospel 
message. And when they feel like our pro¬ 
gramming is helping them spiritually, they 
will likely give back financially. Just like 
the Apostle Paul stated in 11 Corinthians 
9: 11, “If we have sown spiritual seed among 
you. is it too much if we reap a material 
harvest from you?” 

Though at times it seems difficult to 
“reap” as much funding as we would like, 
it is remarkable how relatively easy it is to 
get the audience to pay for ministry. All we 
do is ask for money. And they give it! 

We send them a letter, do an on-air 
appeal, or ask them to buy a product or 
patronize a business and they do it. Not all 

Can They Trust Us 
With Their Money? 
Todd Isberner 

of them, but lots of them. They give mil lions 
of their hard earned dollars every year to 
countless broadcast ministries who prom¬ 
ise to use that money to effectively present 
the Gospel. 

And in the process of paying for all the 
operational costs of our ministry, we also 
get to eat. That’s biblical, too: “Don't you 
know that those who work in the temple, 
and those who serve at the altar share in 
what is offered on the altar? In the same 
way, the Lord has commanded that those 
who preach the Gospel should receive their 
living from the Gospel" [Il Corinthians 
9:13-14]. 

Whether we ask a 5-year-old, the cov¬ 
eted 35-54-year-olds, or senior citizens — 
they give their money. That’s incredible, 
but also frightening because of the respon¬ 
sibility it places on us to use every dollar as 
carefully as though it came directly from 
the hand of God. 

After all, these people who so easily 
hand over their money do so with complete 

trust. They trust our honesty when we tell 
them about the needs and our judgment as 
to how it will be spent. They trust our fund-
raising appeal and respond as we direct 
them to. They trust the results we tell them 
we’re getting because of their giving. 

So how trustworthy are we? If they 
could trace their dollar from the time it left 
their wallet to what we spend it on for 
salaries, equipment, office supplies, fund 
raising — would they approve? Even more 
scary, would God approve of the way we got 
it and how we spent it? 

This is why it’s so frightening to have 
the responsibility for the money God’s 
people entrust to us for “the work” of 
ministry. He is very protective of His people 
and obviously angered when they are taken 
advantage of. 

But. of course, we never intend to take 
advantage of our donors and most of the 
time believe we are 1 (X) percent trustworthy 
with their money. And because we want to 
please the Lord by upholding integrity with 
his givers, we ought to deliberately reassess 
the way we are getting and spending His 
money. 

Start with a built-in system of account¬ 
ability. One that is organized, structured, 
and effective in taking action. Maybe it’s 
monthly meetings with your board, a com¬ 
mittee, an accounting firm, or businessmen 
who ask questions and keep tabs on at least 
three critical areas. 

1. Presenting the needs. Arc we hon¬ 
estly presenting the actual bottom line needs 
for what is essential for operating the min¬ 
istry? And the flip side of that is have we 
carefully counted the cost before setting out 
to build? 

Surely the needs are relative to the 
vision and execution of ministry goals. I’ve 
seen some stations where the drive for 
excellence and sophistication has blinded 
them from seeing who is picking up the tab. 
On the other hand, there are some minis¬ 
tries that are unprepared, never have enough, 
and are always in need. 

How have we determined our real 
expense and is our budget in line with what 
Jesus wants His sheep to pay for? Has there 
been any rationalizing of some areas of 
spending because of thinking we deserve it 
for working so hard for the Lord? Is there 
even the slightest exaggeration when pre¬ 
senting the need? Is there anything we have 
disguised? Can a donor be assured his 
dollar will go directly toward what we said, 
or will it be used on something he has no 
knowledge of? And is there a good, clear. 

Todd Isberner is 
president of 
SHARE Media 
and marketing 
consultant for 
the Skylight Sat¬ 
ellite Network in 
St. Paul, Minn. 

easy-to-understand written record of every 
financial transaction available to donors 
anytime? 

2. Making the appeal. Can we be 
completely trusted not to abuse our privi¬ 
lege to ask for money ? When I do sharathons, 
I often have a list of do’s and don’ts in front 
of me for what is done on the air; number 
one is “don’t beg. threaten, whine, bribe, 
manipulate, guilt them [sic], or repeat my¬ 
self over and over again.” 

How trustworthy are we to provide 
them with the right kind of motivation for 
giving? Are the motivations biblical, like 
“willing hearts from those who are 
prompted to give” [Exodus 25:2]? Are the 
donors “rejoicing because of the willing 
response of those who gave freely and 
wholeheartedly to the Lord” [ 1 Chronicles 
29:9]? Do we encourage them to be “cheer¬ 
ful” givers because they are performing a 
service by supplying the needs of God’s 
people and giving thanks to God? 

Or is it easier to get them to give by 
dangling carrots in front of them like irre¬ 
sistible premiums, or over-exaggerated 
promises of what their gift will do for God? 
And are we sensitive as to how often we ask 
fortheirhelp? Do they feel like the only time 
we show any personal interest in them is 
when we want their money? Does every 
letter have to end with a post script about 
needing their financial help before it’s too 
late? 

3. Reporting the results. If they can 
trust us to be honest in presenting the need 
and not to abuse our privilege in making the 
appeal, can they also trust us to accurately 
report the results of their giving? 

I recently received an annual report 
from Josh McDowell Ministry. Talk about 
accurately reporting the results of what the 
donor dollar was producing. I know how 
my dollars were used and know exactly 
what their ministry accomplished in the 
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Sales Spot 
The new 1993 Tri-S Media Report has 

just been published and the findings reveal 
many interesting trends among Christian 
media users. But first, who are Christian 
media users? They are people who did one 
of the following: 

I. Listened to a Christian radio station 
in the last week; 

2. Watched aChristian television show 
in the last week; 

3. Used a Christian telephone direc¬ 
tory in the last month; 

4. Read a Christian magazine in the 
last month; 

5. Read a Christian newspaper in the 
month; and 

6. Read a stack of Christian advertis¬ 
ing cards in the last year. 

How many persons does this compile? 
In this author’s opinion, the number hovers 
somewhere around 25 million, 96 percent 
of whom are adults. We are not saying there 
are 25 million Christians in America, just 
25 million Christian media users. 

By and large, this total is assembled 

Tri-S Media Report 
Examines Christian 
Media Users 
Gary Crossland 

from individual audience and readership 
estimates supplied by various rating ser¬ 
vices, such as Arbitron. Simmons, and 
individual circulation statistics. It consti¬ 
tutes virtually all of those persons within 
the church who are reachable, simple be¬ 
cause these same persons deliberately ex¬ 
pose themselves to some form of mass 
Christian media. 

Therefore, if our numbers are accu¬ 
rate, the present size of the available Chris¬ 
tian market is approximately one-tenth the 
size of America's total population. This 
percentage may seem large to some and 
small to others. However, it is probably as 
exact as our science will let us come. Per¬ 
haps this percentage can serve as a suffi¬ 
cient rule-of-thumb in future market esti¬ 
mates. 

According to the Tri-S data, Christian 
radio is still the Christian media to which 
most survey respondents give their atten¬ 
tion. Chart one has the total breakdown. 

Christian-owned businesses are now 
more popular than ever among the Chris¬ 
tian media public — 79.6 percent of all 
respondents said they preferred to shop at 
Christian-owned businesses. Most of the 
remaining 20.4 percent did not care and 
almost none of them preferred non-Chris-
tian businesses with which to trade. 

By their own admission, virtually half 
of all Christian media users (48. 1 percent) 
bought Christian recordings in the last 
year; 40.6 percent bought Christian books; 
and 62 percent consider themselves to be 
frequent bookstore patrons. While there are 
those who estimate a considerably smaller 
percentage of Christians actually shop at 
religious bookstores, remember Christians 
in general are not the group this study was 
concerned 

Gary Crossland 
is president of 
Soma Commu¬ 
nications Inc. of 
Dallas, pub¬ 
lisher of Tri-S 
sales and re¬ 
search tools. 

ber of places these people could be. 
Secondly, no one really knows if there 

are many more out there. Thirdly, their 
responsiveness to a “Christian”-oriented 
campaign may not prove to be profitable, 

with—the hab¬ 
its of the Chris¬ 
tian market 
are. 

Until 
now, this is the 
only group 
with which 
Christian ad¬ 
vertisers have 
anything to do. 
Among this 
number of 
reachable be¬ 
lievers, twoout 
of three are 

Chart One 
Percentage of Christian Media Users who: 

Listened to a Christian radio station in the last week 92.9 
Read a Christian magazine in the last month 73.6 
Frequently read Christian news and appeal letters 62.7 
Got a direct-mail ad from a Christian bookstore last year 56.3 
Watched a Christian television station in the last week 45.1 
Read a Christian newspaper in the last month 31.7 
Read a deck of Christian advertising cards in the last year 20.6 
Used a Christian telephone directory in the last month 14.4 
Attended a Christian trade show last year 8.0 

self-professed Christian bookstore custom¬ 
ers, and their responsiveness tells Christian 
advertisers how well the advertisers have 
been doing their job. 

If advertisers want to reach more Chris¬ 
tians than those delivered by Christian 
media, we feel this would be an expensive 
and perhaps fruitless project. Outside of 
Christian media, there is an infinite num¬ 

considering the expense to reach them. 
Therefore, the statistics provided by Tri-S 
are useful because they define a known, 
reachable audience of Christians, which 
could very well constitute the bulk of true 
believers in America. If anyone wishes to 
market a product to Christians, the Tri-S 
sample base is an adequate slice of the pie. 

However, not all Christian media us-

Chart Two 
Percentage of Christian Media Users who: 

Made charitable contributions in the last year 87.8 
Made religious contributions in the last year 82.3 
Gave $200 or more last year to Christian causes 69.0 
Tithe to a local church 62.0 
Gave to a broadcast ministry last year 52.1 
Regularly contribute to parachurch ministries 37.9 
Listened to a teaching program on Christian radio last week 65.7 
Listened to Christian music on radio last week 78.7 
Is church member 81.3 
Frequently attend Christian seminars or conferences 31.4 

ers con-
siderthem-
selvestobe 
born-again 
(only 94.3 
percent). 
Chart two 
has a look 
at the fi¬ 
nancial 
contribu¬ 
tors and 
fellowship 
patterns of 
all respon¬ 
dents in the 
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last year. 
According to Simmons Market Re¬ 

search Bureau, 58.8 percent of all adults in 
America are principal shoppers in their 
households. That is, they make most of the 
day-to-day decisions regarding what prod¬ 
ucts to purchase. However, among Chris¬ 
tian media users, the numbers are slightly 
higher. Chart three has the results. 

In conclusion, the Christian media 
public is large. There are more radio and 
television stations, networks, newspapers, 
and periodicals serving this market than 
any other. One-tenth of all radio stations in 
the United States are Christian-formatted. 
There are very few specifically definable 
groups in America (outside of children and 
golden-agers) who are as easy to locate. 

Today, there is more known about 
Christians than almost any other market, 
and advertising to them has been elevated 
to a science. These people are heavy pur¬ 
chasers of Christian products, frequent giv¬ 
ers, and strongly influenced by their own 
media. When folded into the right market¬ 
ing equation, Christian media users have 
the potential to make Christian advertisers 
measurably successful, "n 

Chart Three 
Percentage of Christian Media 
Users who are the chief deci¬ 
sion-makers for household pur¬ 
chases: 
Christian men 36.7 
Christian women 88.7 
Christian radio listeners 65.0 
Christian television viewers 64.3 
Christian magazine readers 65.9 

Information for the Simmons Market Research 
Bureau is compiled via field representatives 
who administer both an interview and a written 
survey to approximately 20,000 people nation¬ 
wide. The margin of error for the surveys is 
about 4 percent. Simmons is the qualitative 
source for many agencies who either buy or sell 
secular media, including both print and broad¬ 
cast. The published numbers relating to Chris¬ 
tian radio constitute only approximately 0.001 
percent of Simmons' work. 

The Tri-S Christian Media Report is compiled 
annually by Soma Communications Inc. via 
113 field representatives who administer a 
written survey to approximately 2500 people 
nationwide ( 105 markets). The margin of error 
of the survey is 4 percent. 

The Children’s Sonshine Network rM is: 
• A Positive Influence • A T.V. Alternative • A teaming Experience • Affordable 

• Biblical Values • Mind Stretching • A Parental Reinforcement * Challenging 

• "Theatre" of the Mind • Entertaining • Unique • Fun! 

For free information and video, call 1-800-530-9779 
A Broadcast Outreach of the Grand Rapids Baptist College & Seminary 

Valuable information published monthly for Advertising, Publishing, 
Music and Ministries. America's Christian Research Company. 

Soma Communications, Inc. 1-800-282-5337. 
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Funding Management 
Every broadcasting ministry goes 

through at least three distinct phases of 
impact and ministry. These three phases 
are identifiable, and if managed correctly, 
can be used to bring synergy to the impact 
of the ministry. 

Phase I — Entrepreneurial Phase 
This phase usually lasts one to three 

years and is the time when a ministry is just 
getting off the ground. There is wide-eyed 
excitement on the part of the board, staff, 
and initial visionaries involved in the start¬ 
up of a new broadcast ministry. 

It’s a time when there’s a realization of 
instantaneously impacting thousands of 
people in a single moment for Christ. A 
time of newness. A time of excitement and 
great challenge. 

Usually, during this period of minis¬ 
try, there are two types of donors who tend 
to respond aggressively and generously: 
“visionary donors” and "bandwagon do¬ 
nors.” 

The visionary donor tends to give to 
new things. These donors give in somewhat 
large amounts in proportion to others be¬ 
cause they can see the impact of the minis-

What Funding Phase 
Is Your Station In? 
Lauren Libby 

try before others catch the vision. They also 
tend to like start-up ministries and to give 
to specific pieces of studio equipment, un¬ 
derwriting a month’s operating expenses 
or anything that will “leverage” the im¬ 
pact of every dollar they give. 

Bandwagon donors catch on to the 
excitement a little later than visionary do¬ 
nors, but they also get caught up in the 
newness and energy of a new ministry. This 
is why a sharathon within the first six 
months after a station signs on the air is a 
good way of capturing these new band¬ 
wagon donors. 

If the sharathon is done too soon after 
sign-on, a bandwagon surge will not mate¬ 
rialize. Likewise, if an on-the-air fund raiser 
is done too late after sign-on, the initial 
excitement of a group of people getting 
together to do something spectacular for 
God is lost. 

Phase II — Maturing Phase 
Sometime between the fourth and sev¬ 

enth year, a ministry begins to bump up 

against a “glass ceiling.” This usually 
comes with the leveling of income from the 
existing donor base, a realization that the 
ministry is not new, and the first 
changeovers in personnel at a new station. 

Donors who tend to respond well dur¬ 
ing the maturing phase are those who are 
the “loyal” donors. These donors tend to 
respond well to direct mail for established 
operating costs and new projects, but by and 
large, they tend to be the committed core of 
donors who need to surround every minis¬ 
try. These loyal donors also respond well to 
on-air fund raisers because they view these 
as a time to renew their yearly commitment 
to a broadcast ministry. 

Loyal donors also give because of per¬ 
ceived spiritual value personally received 
from a ministry and are necessary to build 
a core donor base for a broadcast ministry. 

Phase III — Critical Phase 
From the eighth to tenth year, it has 

been my observation that a broadcast min¬ 
istry enters a phase in which several things 
begin to happen: the board of directors has 
been in place for quite some time and 
lethargy has begun to take over both the 
board and leadership of the ministry. Min¬ 
istries often do the same things time after 
time. The culture of the listener has begun 
to shift, and a new generation of listeners 
needs to be recruited. 

The reason this is a critical phase of a 
broadcast ministry is because one of two 
things will occur. First, because of a level¬ 
ing out of finances, and in some cases a 
decline of income to the ministry, the man¬ 
agement and board will begin to control the 
broadcast ministry rather than viewing the 
decline as an opportunity to retool for an 
even greater impact of ministry. 

The second thing that can happen is 
the leadership of the ministry, encompass¬ 
ing both the board and operational leader¬ 
ship, realizes it is time to refocus the 
ministry's purpose, mission, values, and 
target audience. Instead of managing a 
downward spiral of energy and resources, 
they begin to invest foreven greater impact 
in the future. 

It’s been my experience this is an ideal 
time to re-recruit entrepreneurial people 
and to once again become part of a broad¬ 
cast ministry. By reshaping the mission and 
focus of the ministry, giving opportunities 
are generated for donors who like to help 
revitalize a ministry. 

The first thing necessary in recruiting 
these new entrepreneurial donors to an 

Lauren Libby is 
vice president 
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cations for The 
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established ministry is to acknowledge the 
ministry must be refocused by analyzing 
the current situation and realizing new 
opportunities are present. If resources are 
available, the station could capture new 
ministry opportunities. 

Another type of donor who responds to 
this critical phase is the new generation of 
donors. In the eight to ten years since the 
station signed on the air, 25-year-olds have 
become 35-year-olds; thus, their cash flow 
and interest in potential impact of ministry 
have probably grown along with their age. 
What a golden time to recruit a new genera¬ 
tion of people to a new focused vision of 
broadcast ministry. 

The critical phase is probably the hard¬ 
est phase for a ministry to grapple with. But 
it's probably one of the most exciting op¬ 
portunities for an established, mature min¬ 
istry. Hebrews 1:1 says, "Faith is the assur¬ 
ance of things hoped for, the conviction of 
things not seen.” A few good men and 
women, through eyes of faith, see increased 
ministry opportunities and new potentials 
and can literally revitalize a ministry in the 
critical phase, thus setting it up for a vital 
impact in the years to come. 

Recognizing the Ministry Phase 
Probably the first ingredient necessary 

in recognizing which phase your ministry 
currently is in. is to recognize the fact there 
are distinct phases in every broadcast op¬ 
eration. When was the last time you realis¬ 
tically stopped, as a board of directors and 
leadership of a broadcasting ministry, and 
analyzed where you are in regard to what 
you want to accomplish in the ministry God 
has entrusted you? 

Those broadcast ministries who, ac¬ 
cording to Proverbs 27:23, "know well the 
conditions of your flocks, and give attention 
to your herds” will be the ministries that 
will remain viable, financially sound, and 
be positioned to seize opportunities in the 
next generation of listeners. % 
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RUNNING LOW ON AMMO? 
Double time to NRB Southwest 

for the latest intelligence in Christian Broadcasting July 21st - July 23rd. 
Real SPIRITUAL WARFARE - contrary to what the world sees is the daily battle which Christian Broadcasters wage with the 
unseen forces of darkness! • With too few troops and tremendous hills to climb, your ammo, as well as your energy and 

resources, can easily be depleted. • This year NRB Southwest is specifically designed to pick you up, heal your wounds, arm 
you for battle and send you out better prepared for victory than ever before. 

Don’t miss these special battle briefings from the Top Brass. 

Field Marshall 
Michael Medved 
(Nationally televised 
film critique and 
bestselling author of 
Hollywood vs. 
Amenca) 

Colonel Chuck Bolte 
(President of 
Briargate Media, 
executive producer of 
Adventures in 
Odyssey, and host of 
Focus on the 
Family's Weekend 
Broadcast) 

General Ashton Hardy 
(Former Chief Counsel to 
the FCC; considered by 
many to be the most ’ 
distinguished attorney in 
communications Law. with 
a large number of Christian 
broadcasting clients) 
Please fax legal issues you 
would like to discuss to 
504/830-4659. 

Chaplain, 
Dr. Gene Getz 
(Pastor of Fellowship 
Bible Church in 
Plano, Texas and 
Host of the Renewal 
Radio Program) 

Captain Medical Corp, 
Dr. Robert Hemfek 
(Licensed staff 
psychologist with the 
Minirth - Meier Clinic. 
Co-author of Love is a 
Choice, We are Driven, 
Kids Who Cany our Pain, 
Love Hunger. Passage of 
Marriage and The Path to 
Serenity) 

Lieutenant Commander 
Fred Smith 
(Best Selling Author, 
Columnist for 
Leadership Journal and 
one of the Founders of 
the Layman’s 
Leadership Institute) 

And Special NRB - SW “USO SHOW" from musical guests Phillips, Craig and Dean. 

Field Headquarters - Harvey Hotel Irving • Date of Deployment - 7/21/93 • R&R - Texas BBQ Bash and Auction featured 
Special Maneuvers - Southern Baptist Radio and Television Commission Tour and dinner Wednesday evening. 

REGISTRATION FORM 

Enclosed is $_ my registration. 
( ) $190 member ( ) $90 Spouse 
( ) $ 160 each additional person from your company. 
’ Includes meals and workshop materials. 
For Hotel Reservations... 
Call the Harvey Hotel - DFW direct at 214-929-4500. 
Be sure to request NRB - SW discount. Religious World Travel Service... 
is the designated travel agency for NRB-SW. 
Call toll-free 1 -800-525- 1596. Ask for special NRB-SW air fares. 

□ 1 plan to attend the special Wednesday evening Southern Baptist 
Radio and Television Tour and dinner. 
Number in party_ Transportation provided by Harvey Hotel 

Make Check payable to NRB-SW 
Fill in and mail to; Robin Jones, KQCV Radio, 1919 N. Broadway, 
Oklahoma City, OK 73103 

Name _ 
Organization_ 
Address _ 
City _ State _ Zip _ 
Telephone No ( ) _ 
Make a copy of this form and fill out for each member of your party. 
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Imagine 1 million teens across the 
North American continent simultaneously 
conducting outreach pizza parties for their 
non-Christian friends. Sound impossible? 
On March 6, “See You at the Party" linked 
an estimated 50,000 parties via satellite, 
allowing young people a biblically sound, 
culturally relevant environment to commu¬ 
nicate Christ to their peers. 

See You at the Party (Operation 
Powerlink) involved several months of train¬ 
ing, thousands of youth-initiated concerts 
of prayer, and peer evangelistic parties. 
Promoted and coordinated by 39 U.S. and 
34 Canadian denominations and 
parachurch groups, young people all over 
North America — in homes, pizza parlors, 
churches, and stadiums — were linked to-
getherthroughTrinity Broadcast Network's 
satellite system. 

Over 325 television stations and 2100 
cable affiliates picked up the signal and 
cable-casted or broadcast the party activi¬ 
ties. The broadcast “dropped in” on ten 
parties to get a flavor of what was happen¬ 
ing— from Tampa Bay, Fla., to Yellowknife 
Northwest Territories, to the Hawaiian Is-

Pizza Party Youth 
Evangelistic Tool 
Dann Spader 

lands, to Ontario, Canada, to McAllen, 
Texas, on the Texas-Mexico border, to 
places in between. The satellite link-up 
then broadcast a powerful dramatic vi¬ 
gnette depicting the needs of the youth 
culture, a music video by Michael W. Smith, 
and a Gospel presentation by Josh 
McDowell. 

Preliminary reports from the parties 
are still flowing in: 

“This was the best outreach event 
we’ve ever had [with] 40 out of the 100 in 
attendance [being] saved.” — North Shore 
Assembly of God in Skokie, Ill. 

“We are praising God for a great 
outreach. We had 100 students go through 
the training and 150 of the non-believing 
friends attended the party [with] 250 total. 
Thirteen kids trusted Christ. We are al¬ 
ready planni ng our next outreach.”— Grace 
Brethren Church in Wooster. Ohio 

“Super! It gave total leadership to 
youth. It became their party!” — Beacon 
Hill Baptist in Somerset, Ky. 

Youth Wave 
“Twenty-five students went through 

the video series, 13 non-believers attended 
our party and three trusted Christ. [The] 
kids saw how planning and prayer on their 
part overcame obstacles and fears. They 
saw God touch people they loved and they 
want more!” — Greater Erie Youth For 
Christ in Erie, Pa. 

See You at the Party was an event 
combining biblical truth with ’90s technol¬ 
ogy to reach teens for Jesus Christ. Con¬ 
ceived in February 1989. Operation 
Powerlink was bom when 17 denomina¬ 
tional leaders and 13 parachurch organiza¬ 
tions met with McDowell for three days of 
brainstormi ng to discuss the needs of Ameri¬ 
can youth. With a goal of “ignit[ing] a 
generation of young people to peer evange¬ 
lism,” McDowell’s vision captured the 
burden of my heart and Sonlife Ministries 
became involved in the project along with 
Josh McDowell Ministry. 

The parties were as large as 12,000 in 
Kansas City. Mo., but the project’s target 
was smaller gatherings, such as a party in 
California with three. Early responses show 
an average of 35 percent of party attendees 
were non-churched peers invited by Chris¬ 
tian friends. Based on over 700 evaluations 
received so far, the estimate indicates an 
average of 3.4 people per party registered 
first-time commitments to Jesus Christ. 

We conservatively estimate 88,000 
young people were led to Christ after at¬ 
tending the party. In addition, we project 
over half a million non-churched youth in 
American were exposed to the life-saving 
message of the Gospel — many for the first 
time. 

Our hearts were particularly thrilled 
by the sustaining prayer supporting the 
event. On February 28, a Day of Prayer for 
the youth of our country was held, with a 
focus on revival and spiritual awakening 
among today's generation. On March 3, an 
estimated 10,000 student groups prayed 
specifically for the salvation of friends they 
had invited to the party through concerts of 
prayer. 

How was an event on this scale mobi¬ 
lized with over a million plus teenagers 
evangelizing their peers? I believe there 
were a number of reasons. 

First, a number of like-minded youth 
organizations have concentrated their ef¬ 
forts to train youth and youth leaders in peer 
evangelism through training within the 
past decade. Every year Sonlife ministry 
trains several thousand youth leaders in 
Great Commission priorities. This has led 

Dann Spader is 
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Wheaton, III., 
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to networking and strong friendships among 
the leadership and within youth organiza¬ 
tions across the nation. 

Second, God has raised a strong prayer 
movement among youth and youth minis¬ 
tries. Prayer precedes proclamation and 
revival. All of the first great spiritual awak¬ 
enings experienced in history were pre¬ 
faced by prayer. Few understand that youth 
have been catalysts in the last great spiritual 
revivals. J. Edwin Orr documents this fact 
in his book Campus Aflame: “ Y oung people 
in student-led prayer bands have been at the 
forefront in almost every awakening.” 

Four years ago, God initiated the “See 
You at the Pole” strategy with 45,(XX) 
youth participating. Phenomenal growth 
has occurred since then with an estimated 
2 million teens praying around their school 
flag pole in September 1992. Coinciding 
with this movement of prayer was a move¬ 
ment of proclamation with See You at the 
Pole naturally leading to See You at the 
Party. 

Third, God has given us the tool of 
interactive video training and the medium 
of broadcasting. Through a sharply focused 
message, effective educational designs, and 
creative productions, an estimated 800,000 
Christian youth have been challenged and 
equipped to reach their friends for Christ. 

For years we have used the medium of 
the airwaves as a vehicle of evangelism. 
Operation Powerlink took it a step further. 
The broadcast served the purpose of some 
50,000 parties to help local Christians suc¬ 
ceed in reaching their non-believing friends 
for Christ. 

The Operation Powerlink concept ap¬ 
plied Ephesians 4: 12 [“for the equipping of 
the saints for the work of the ministry”] to 
media leaders. Powerlink, a fresh infusion 
of biblical truth, technology, and strategy to 
help local Christian youth succeed in doing 
evangelism was a historic step forward for 
Great Commission evangelism. N 
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NATIONAL RELIGIOUS BROADCASTERS 

COMPREHENSIVE BENEFIT PLAN 

“One significant way NRB can benefit its members is by providing a quality 
group health and life insurance plan at a reasonable cost. The NRB 
Comprehensive Benefit Plan was established solely for the benefit of members. 
NRB seeks no financial return, therefore every dollar paid in is available as 
benefits to those who are members of the plan. 
Many ministries and for-profit organizations have found that this plan offers the 
most benefit for dollar invested. I strongly recommend that you make a 
comparison of your present health insurance and what it can offer compared to 
the NRB Comprehensive Benefit Plan.” 

Dr. David VF. Clark 
President, National Religious Broadcasters 

Are Your Group Health Insurance Costs Getting Out Of Control? 

Are You Tired Of Shopping And Switching Insurance 
Arrangements? 

Are You Interested In Establishing A Long Term, Mutually 
Q Beneficial Relationship With A Major Insurer Which Has A 

Special Negotiated Arrangement For NRB Members? 

“YES” . 
Then You Need To Contact The NRB Plan. 

merits which permit each participating employer to 
structure their program to suit their own special needs. 
This flexibility in design includes a wide range of health 
insurance deductibles and co-insurance levels. Preferred 
Prorider discount arrangements are also available in most 
major metropolitan areas. Aegis Benefit Administrators is 
available to assist you in achieving the proper balance 
between benefits and cost for your group. 

SUPERIOR SERVICE 
Our insurer maintains a nationwide network of claim 
representatives who are available to assist employers 
and/or claimants with any matter related to the NRB Plan. 
A toll free WATS line is available to Plan members for this 
purpose. Plan members have indicated to us that the 
overall services provided under the NRB Plan are second 
to none. 

If you would like to find out more about the Plan, please contact: 

P.O. Box 25504 • Little Rock, AR 72221 (800) 432-8910 

THE NRB PLAN OFFERS REAL VALUE 
NRB sponsors a health insurance plan as a benefit to its 
members. Benefits include Group Life, AD&D. and Group 
Health Insurance. Also available are optional benefits 
such as Dental, Prescription Drug Card, Disability In¬ 
come. and Maternity Expense. The participating NRB 
members receive outstanding insurance coverage at a 
competitive price. 

FINANCIAL STABILITY 
The NRB Plan is fully insured by a major insurance 
company. The rate structure for NRB members and their 
employees reflects an overall favorable level of claims 
which we believe is the direct result of the fact that a 
Christian lifestyle promotes good health. 

FLEXIBILITY 
The NRB Plan offers a broad ranse of benefit 
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Socially Speaking 
The United Nations and certain child 

advocacy groups are now urging the United 
States to rati fy a document cal led the Un i ted 
Nations Convention (Treaty) on the Rights 
of the Child. Because of the special powers 
that treaties enjoy under the U.S. Constitu¬ 
tion, the media have a particular responsi¬ 
bility to inform the American people about 
all the effects of a proposed treaty before it 
is considered by the U.S. Senate for ratifi¬ 
cation. 

This U.N. Treaty on the Child is based 
on the concept that a child’ s rights originate 
with the U.N. Treaty itself or with the 
government, in contrast to the American 
theory that individuals have inalienable 
rights which the government may not take 
away. U.N. treaties, courts, and bureaucra¬ 
cies do not respect our American philoso¬ 
phy of individual rights, and it would badly 
diminish our liberty to submit ourselves to 
a U.N. Document interpreted by foreign 
lawyers. 

The treaty purports to give the child the 
right to express his own views freely in all 
matters, to receive information of all kinds 

Child Rights Treaty 
Not In America’s 
Best Interest 
Phyllis Schlafly 

through "media of the child’s choice." to 
freedom of religion, to be protected from 
interference with his correspondence, to 
have access to information from national 
and international sources in the media, to 
use his “own language,” and to have the 
right to “rest and leisure.” 

These are just a few of the literally 
dozens of brand new “rights of the child” 
scattered throughout the 54 Articles of the 
U.N. Treaty, which is longer than the entire 

U.S. Constitution. Despite a vague refer¬ 
ence to undefined “rights and duties of 
parents," the treaty does not recognize any 
specific parental right to make decisions for 
their minor children. 

Do we really want to give every child 
the legal right to say anything he wants to 
his parents at the dinner table? To watch 
television (“access to the media”) instead 
of doing homework? To join a cult (free¬ 
dom of religion) instead of attending his 
parents’ church?Toreject household chores 
because they interfere with his U.N. right to 
“rest and leisure”? 

What will it mean to enforce the pro¬ 
vision that makes “primary education com¬ 
pulsory and available free to all"? Will this 
ambiguous provision require us to give 
public subsidies to private and religious 
schools along with government control, 
OR could it be interpreted to ban private 
and religious schools altogether? 

Current U.S. law prohibits our own 
federal government from prescribing cur¬ 
riculum for local schools, but the U.N. 
treaty prescribes curriculum with awesome 
specificity. It calls for teaching children 
“the principles enshrined in the Charter of 
the United Nations,” respect for "the na¬ 
tional values of . . . civilizations different 
from his or her own,” and “the develop¬ 
ment of respect for the natural environ¬ 
ment,” 

The U.N. treaty imposes on the gov¬ 
ernment the obligation to “strive to en¬ 
sure,” to “render appropriate assistance,” 
and to “take all appropriate measures” to 
the "maximum extent of their available 
resources” so that children may enjoy cer¬ 
tain economic benefits, such as an “ad¬ 
equate standard of living.” Since these 
provisions cannot be implemented without 
money, will the courts require our govern¬ 
ment to impose new taxes to carry out these 
obligations? 

The U.N. treaty requires us to “ensure 
the development of institutions, facilities. 

Phyllis Schla¬ 
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dio commen¬ 
tary and weekly 
radio talk show 
on education. 

and services for the care of children." The 
treaty even obligates the government to 
ensure "standards” for child care institu¬ 
tions. services, and facilities (which even 
the liberal Congress specifically rejected in 
October 1990). 

The U.N. Convention on the Rights of 
the Child is vague and contradictory on the 
fundamental issue of whether or not an 
unborn child is accorded any rights. Article 
6 states that every child has a “right to 
life,” and the preamble affirms that “the 
child ... needs ... legal protection before 
as well as after birth.” 

On the other hand. Article 16 purports 
to establish the child’s right to “privacy,” 
while under Article 24 no child may be 
deprived of “his or her right of access” to 
health services. The abortion issue should 
not be further complicated by putting the 
U.N. bureaucracy and international courts 
into the decision-making process. 

Of course, all these grandiose U.N. 
treaty goals would not be complete without 
the establishment of a new international 
bureaucracy and mechanism of control 
headed by a committee of ten “experts.” 
There is no assurance that any American 
will be on this committee of experts, nor 
that there will be even one “expert" friendly 
to American institutions and traditions. 

The U.N. Treaty on the Rights of the 
Child is bad for Americans on every count 
—and should be rejected by the U.S. Senate. 

PRACTICAL PROGRAMMING 
CONTINUED FROM PAGE 39 
last year through pictures, stories, budgets, 
statistics, charts, strategies, goals fulfilled, 
and plans for the future. 

Can we say the same for our ministry? 
Do our donors know the specifics of how 
their money was used and the effect it had on 
someone for Christ? Are we in any way 
holding back from reporting the details 
because it is too difficult to explain the 
financial matters or worse yet because the 

results of ministry are just not there? 
I have a friend who has consulted 

mission organizations for years. After thor¬ 
ough research, he sometimes discovers a 
ministry is spending all its money, time, 
and efforts merely on self-perpetuation. His 
advice? Pull the plug. If God is through with 
a particular work, let it go. and let His 
people send their money elsewhere. 

Are we brave enough and caring 
enough toward God’s givers to do the same 
if it’s time? Or arc we stuck in the notion 

that God needs us to complete His work? 
Have we declared we are indispensable and 
forgotten God has “reserved 7000 others” 
who are waiting to take our place? 

Ultimately, it all comes down to the 
issueof stewardship; responsibly using what 
God has given for the work that needs 
doing. And those of us in ministry who are 
in any way, shape, or manner touching 
money that has its origin in the pockets of 
God’s people must be found trustworthy 
before asking for their help, “b 
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Music Matters 
Music For The Soul 
reviewed by Darlene Peterson 

ADVENTURES IN 
ODYSSEY 

“A Fine Feathered Frenzy” 
directors and producers: Mike Joens, 

Ken C. Johnson 
Focus on the Family/Word Kids! 

Several years ago, I had a hard time 
finding many truly high-quality Christian 
children' s videos—professionally produced, 
well-written, and creative as well as bibli¬ 
cally sound and morally uplifting. That’s 
why it’s so encouraging to see more work 
like the latest Adventures in Odyssey ani¬ 
mated cartoon, “A Fine Feathered Frenzy.” 

The animation, background music, 
character development, pacing, and overall 
production are top-notch. The story and 
dialogue communicate the main lesson — 
taking responsibility for one’s actions — in 
a fun and light-hearted way with humor 
that will appeal to adults as well as children. 

Maybe that’s why the Adventures in 
Odyssey radio show is one of my 71 -year-
old father’s favorites. This particular story 
features a souped-up runaway lawnmower, 
a strong-willed parrot, and a daring aerial 
rescue, along with beloved Odyssey char¬ 
acters Whit and Dylan. I won’t say any¬ 
thing else, so I don’t give away the story! 

TINY TOT PWAISE, 
VOLUMES 1 THROUGH 6 
producer: Clifford “Barny” Robertson 

Marañadla! Music’s Kids’ Praise! 
Company 

While I’m mentioning family mem¬ 
bers. I should tell you that my 17-month-old 
son, Kyle, helped me review this series 
because the music is designed “for ages 12 
months to four years.” The following is 
Kyle’ s reaction— what he would have said 
if he had a vocabulary of more than six 
words! 

“Suddenly, I heard the voices of a 
group of children just a little bit older than 
myself singing a catchy song about God. I 
excitedly looked around the room to see 
where they were. Seeing no one but Mommy, 
I finally figured I was hearing a recording. 
I confirmed this by pointing to the stereo 
speaker and seeing Mommy nod her head. 
Then I started to dance because the tune was 
so bouncy.” 

Considering the short attention span 

of Kyle’s age group, I read his response as 
a good review. Older children will be able 
to take advantage of the split-track setup of 
each tape. One side is full stereo and the 
split-track side allows you to eliminate the 
singing and sing along with just the accom¬ 
paniment. The lyrics are well-suited for 
toddlers— si mple, upbeat, and reassuring— 
while the music is simple but varied and 
playful. 

SLOW BURN 
Glenn Kaiser and Darrell Mansfield 

Grrr Records 

For authentic acoustic blues from a 
Christian perspective, try this Glenn Kai-
ser/Darrell Mansfield project. No stranger 
to the blues personally or musically, Kaiser, 
as a young man, watched his family disin¬ 
tegrate under the pressures of poverty and 
illness. Finding solace in music, he im¬ 
mersed himself in it, eventually turning to 
blues, soul, and rhythm & blues because of 
the heartfelt authenticity he sensed in those 
who sang it. 

Kaiser made his personal commit¬ 
ment to Jesus Christ in 1971 and joined a 
Christian community now known as Jesus 
People USA, of which he has been a pastor 
for almost two decades. Musically, Kaiser 
is best-known for his work in REZ band. 

Mansfield, who contributes vocals and 
virtuoso harmonica skills to the project, 
also gave his life to Jesus in 1971. However, 
before that, a nearly successful suicide at¬ 
tempt left him unable to play the guitar. 
After studying theology for two years, he 
returned to music with the harmonica. 
Besides a heavy touring schedule, he’s also 
much in demand as a studio musician. But 
he considers himself an evangelist first and 
a musician second, serving on the pastoral 
staff at Calvary Chapel in Costa Mesa, 
Calif. 

This duo’s combined love of the Lord, 
musicianship, and heartfelt delivery of the 
down-to-earth lyrics make me think of how 
David must have expressed his yearnings 
in the Psalms. David was as human as he 
was inspirational — and so are these blues. 

THE PICTURE CHANGES 
_ Phil Driscoll_ 

producer: Bill Maxwell 
Word 

With this release, Phil Driscoll tempo¬ 
rarily sets aside his renowned trumpet and 
through a series of ballads, love songs, and 

Phil Driscoll 

groove-oriented pop tunes, sings his mes¬ 
sages to the masses. “This album’s focus is 
on evangelism, which necessitates commu¬ 
nication,” Driscoll says. “Christ commanded 
us to go into all the world. 

“There comes a time when you have to 
take your music beyond the walls of the 
church to the unchurched. Our goal was not 
to make an album full of religious cliches 
and terminology, but to effectively build a 
basis from which to talk. I’ll continue to 
play the trumpet, but I wanted to say some¬ 
thing with this album.” 

The album features Leon Russell and 
Joe Sample on keyboards and former 
Koinonia musicians Harlan Rogers, Alex 
Acuna, and Abraham Laboriel. Driscoll 
wrote six of the ten songs, with Russell and 
Lou Pardini contributing several others. 

THE ABSOLUTE BEST 
_ Carman_ 

producer: David Foster 
Sparrow 

Using arresting drama, storytelling 
skills, the ability to convey biblical truths 
and character sketches in the shorthand of 
hip street slang, and inspired praise and 
worship leadership. Carman has been pow¬ 
erfully communicating the Gospel for over 
adecade. Thiscollection features 15 Carman 
classics, such as "Lazarus Come Forth,” 
"The Champion,” “Radically Saved,” 
and "Revival in the Land.” It also includes 
a new ballad entitled "Serve the Lord,” 
featuring the studio mastery of producer 
David Foster. Carman’s commitment to 
evangelism and the strengthening of be¬ 
lievers is reflected in the fact that his con¬ 
certs are free. I don’t know how anyone 
could come away from this recording with¬ 
out being uplifted and encouraged. 

Darlene A. Peterson is the music reviewer for 
Religious Broadcasting magazine. 
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The Book Shelf 
The Secret Kingdom: Your Path to 
Peace, Love, and Financial Security 
by Pat Robertson 
Word, 1992 

reviewed by Harry Conay 

Great books filled with spiritual truths 
are happily easy for a reviewer to rave about 
and recommend. Conversely, error-riddled 
books are painfully easy to ignore or, if one 
must, dutifully criticize. But an otherwise 
good book with a theologically question¬ 
able slant presents a challenge. Such is the 
case of The Secret Kingdom by Pat 
Robertson. 

Throughout this revised edition of a 
work published ten years earlier under the 
same title, Christian Broadcasting 
Network’ s Robertson does a superlative job 
of describing what is wrong with today’s 
economically and morally bankrupt soci¬ 
ety. Despite the severity of the problem, he 
finds hope in a God-given “framework for 
our lives.” 

Robertson concentrates on devoting a 
chapter each to “several broad, overriding 
ones” (called “‘laws’ of the kingdom”) 
pertaining to: “Reciprocity,” “Use,” “Per¬ 
severance,” “Responsibility,” “Great¬ 
ness,” “Unity,” “Fidelity,” “Change,” 
“Miracles,” and “Dominion.” 

There is much good advice within this 
well-written book, and application of the 
aforementioned “laws” would (God will¬ 
ing) probably make the world a better place 
in which to live. But there is a materialistic 
leaven sprinkled throughout the text, the 
result of which I cannot, in good con¬ 
science, recommend. 

For example, when Robertson speaks 
of “reaching into the spiritual world, touch¬ 
ing the truth and power of God, and trans¬ 
ferring them into the physical world." his 
emphasis is on the present-day, worldly 
rewards which will accrue to those believ¬ 
ers who engage in a kingdom lifestyle. He 
certainly doesn’t deny spiritual benefits, 
but after describing “the good news of 
salvation and the work of the Holy Spirit in 
believers’ lives” as “truly good news,” he 
adds: “But there is much more.” 

One may be hard pressed to imagine 
“much more" — either qualitatively or 
quantitatively — than the gift of salvation 
and eternal life (through Jesus Christ) to 
unworthy sinners and the spiritual rewards 
of the kingdom, present and future, but 
Robertson paraphrases Jesus, saying, “Seek 
the kingdom, understand the way it works, 

and then ... the evidence of earthly success 
will follow you” (my emphasis). 

Regarding two such evidences 
(“health” and “abundance”), most Chris¬ 
tians discern from Scripture that no matter 
how obedient or holy they may be. physical 
health and worldly abundance are never 
promised to believers on earth in this life as 
something due them. Likewise, their ab¬ 
sence is not to be automatically equated to 
God’sdisfavor—an interpretation Robertson 
also warns against making, but then makes ! 

Certainly anyone seeking the king¬ 
dom in search of something more material¬ 
istically rewarding than spiritual abun¬ 
dance or spiritual wealth is, at the very least 
operating from insincere, ulterior motives 
(not to mention theological ignorance). 

Robertson writes that, “through our 
words, we translate the will of God in the 
invisible kingdom to the visible situation 
that confronts us ... . We speak to money, 
and it comes. We speak to crops, and they 
flourish.” Surprisingly, Robertson illus¬ 
trates how the principle behind this highly 
debatable claim is perfected in heaven by 
citing the out-of-body experiences of a 
guest on his 700 Club television program. 
“As a scientific man,” says Robertson, this 
guest (a physician), “naturally analyzed 
these experiences carefully and concluded 
that in heaven the mere thought produces 
the action.” 

One wonders why even the charis¬ 
matic Robertson would choose to include 
such a fantastic tale as a valid example of 
anything positive within a Christian con¬ 
text. But then again, Robertson’s claim 
(made in defense of modem day miracles) 
that, “people [in Africa] who were dead are 
actually being raised again,” does nothing 
to lend credibility to, or confidence in, the 
validity of any of his other assertions in this 
flawed volume. 

When Is It Right To Die?: Suicide, 
Euthanasia, Suffering, Mercy 
by Joni Eareckson Tada 
Zondervan. 1992 

reviewed by Harry Conay 

Most knowledgeable readers of Chris¬ 
tian literature know of the tremendous 
courage of Joni Eareckson T ada who, though 
left totally and permanently paralyzed in a 
di ving accident as a teenager, has overcome 
her physical limitations to write numerous 
books of encouragement to us all. In addi¬ 
tion to her first-hand knowledge of suffer¬ 

ing, two other incidents (the deaths of a 
five-year-old niece by cancer and her 90-
year-old father after a series of strokes) have 
led her to write When Is It Right To Die? 

Basing her arguments solidly on Scrip¬ 
ture, Tada discusses and faults a variety of 
commonly held worldly arguments in favor 
of assisted death to conclude that “any 
means to produce death in order to alleviate 
suffering is never justified,” but that, con¬ 
versely, “allowing a person to die when he 
is, in fact, dying is justified.” 

With these underlying principles she 
compassionately examines “the distinc¬ 
tion between providing a person with all the 
life to which he’s entitled as opposed to 
artificially prolonging the process of his 
death.” The guidance she provides is as 
practical as it is inspirational, and 1 urge 
everyone to read this vital and surprisingly 
uplifting book. 

Let’s Talk: An Honest Conversation 
on Critical Issues— Abortion, Eutha¬ 
nasia, AIDS, Health Care 
by C. Everett Koop and Timothy Johnson 
Zondervan, 1992 

reviewed by Harry Conay 

In Let’s Talk, C. Everett Koop, best-
known as Surgeon General under President 
Ronald Reagan, has teamed up with Timo¬ 
thy Johnson, medical editor for ABC News, 
to discuss “in a series of letters back and 
forth ... four of the most critical yet divisive 
ethical issues facing us today.” Although 
both are evangelical Christians (Johnson 
being an ordained minister), they “dis¬ 
agree on many specific subjects relating to 
medical ethics.” 

Koop is the more conservative of the 
two, but both claim to regard the Bible as 
“the primary source of guidance in daily 
living” and “the life and teachings of Jesus 
as an inspiring model for compassion and 
courage.” The big truth which this thought¬ 
provoking little book communicates is that 
there may be philosophically, theologi¬ 
cally, oreven theoretically correct answers, 
but in the practical, everyday realm of daily 
confrontation and application, there are no 
easy answers. Even among Christians, such 
life-and-death matters are complex and 
multi-faceted (requiring prayer, keen dis¬ 
cernment of Scripture, dialogue, and a 
loving attitude). 

Harty Conay is an educational media spe¬ 
cialist who lives in West Orange, N.J. 
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Interview Insights 
With Tips From Authors 
by Greg Stielstra 

You know what you like in an inter¬ 
view guest. You want them to be pre¬ 
pared, to be pleasant, to speak intelli¬ 
gently, and if possible, to know some¬ 
thing about your show and audience. 

Not surprisingly, authors who are 
guests on interview programs also have 
expectations of their hosts. They like the 
host to be prepared, to ask general ques¬ 
tions, and to be somewhat unpredictable. 

Verne Becker, author of several 
books including The Real Man Inside 
and a veteran of hundreds of radio inter¬ 
views, believes the best interviews are 
with hosts who have read the book. “Char 
Binkley ofWBCL-FM/Fort Wayne, Ind., 
had obviously read, thought about, and 
digested my book before we went on the 
air,” Becker said. “As a result, we had 
a wonderful interview.” 

Authors are not ignorant of the busy 
schedules kept by talk show hosts. Becker 
is quick to add, “I would love for them to 
read my book cover to cover, but I under¬ 
stand that many of them are interviewing 
more than one guest each day and read¬ 
ing every book is impossible.” 

Fortunately there are other ways to 
prepare. Most publishers send book an¬ 
nouncements which include a synopsis, 
an author bio, and some sample ques¬ 
tions. Many times, the table of contents is 
a good way to get a feel for the entire 
book. By reading the first page of each 
chapter it is possible to know what the 
chapter covers in greater depth. 

Becker believes the pre-interview is 
perhaps the best form of preparation. “I 
like it when a station calls me before the 
interview and asks me what I would like 
to cover during the program. Not only 
does the host find out what I am most 
excited to talk about, but we also develop 
a rapport that is obvious during the inter¬ 
view,” Becker pointed out. 

If you haven’t prepared, your audi¬ 
ence doesn’t need to know. “If the host 
hasn’t read the book, ... I wish they 
wouldn't say so on the air,” says Patty 
Sprinkle, author of Women Who Do Too 
Much and Do I Have To? 

Instead, Sprinkle suggests letting 
the author recommend some questions 
before going on the air or giving the 
author a bit more freedom to control the 

direction of the interview rather than 
risking questions which may not relate. 

Phrase questions to address topics in 
a general way. “I am always uneasy 
when people ask a question about what I 
said on some specific page," comments 
Andy Bustanoby, author of Tough 
Parenting For Dangerous Times. 
"Rather than asking ‘what are the 12 tips 
you give on page 178 . . .’ I wish they 
would ask a more general question about 
my suggestions forsuccessful parenting.” 

Unpredictability, while not an ex¬ 
pectation, can be a pleasant surprise 
during an interview. “I like unstructured 
programs where you never know what 
might happen next,” Bustanoby said. 

Becker added that lively conversa¬ 
tion can be destroyed by using only the 
prepared interview questions. "I don’t 
like it when the host reads the sample 
questions like a script, even though I 
wrote them,” he emphasized. Instead, 
use the questions to get the interview 
started, then let it evolve on its own. 

Listener call-in, if properly con¬ 
trolled, can keep an interview moving. 
An interview with Johanna Fisher of 
KCBI-FM/Dallas is one which Sprinkle 
points to as a favorite. 

“She [Fisher] used the first half of 
the show for the interview between the 
two of us before taking calls from the 
listeners during the second half. This 
allowed us to cover areas of interest to us 
and still respond to questions from the 
audience,” Sprinkle revealed. 

Get the most out of every interview. 
Be prepared; read the book if you can. If 
time won’t allow, then read the news 
release, table of contents, and back cover. 

Conduct a pre-interview; spend five 
minutes with the author before the show 
and you could wind up interviewing a 
friend. Ask general questions; your audi¬ 
ence will relate better to them and they 
give the interview the opportunity to 
move in new directions. 

Don’t be too predictable; avoid us¬ 
ing only the sample questions because 
they make the interview sound stilted 
and formal . Listen carefully to the author’ s 
answers; they may trigger new questions 
from you. 

Greg Stielstra is manager of broadcast 
media for Zondervan Publishing House 
and associate producer of the Zondervan 
Radio Network in Grand Rapids. Mich. 

Religious Broadcasting's 

Feature Forecast 
July/Ausust 1903 

Next month’ s issue will focus on 
the publishing industry andon the 
imporant role it plays in commu¬ 
nicating the Gospel. 

* Carefidly Crafted Language, 
by Greg Stielstra 

* Communications Planning in 
the CIS. by Mark Snowden 

* America, Beyond Tomorrow, 
by George Barna and Jeff Blake 

* A Prize Better Than Gold, by 
Dan Wooding 

AUTHORitative interviews! 
Tell Your Audience To Take Charge of Their Health 
Interview Dan and Annette Tomal on how they tracked 

down a competent surgeon after being told there was 
no hope for their 4-year-old son who had a terminal 

brain tumor (he s now 12-years old!). The Tornais will 
tell your audience cost-saving strategies in managing 

their health, insights into the medical system, and how 

to find appropriate health-care professionals. 

Interview questions: Explain your detective work in 
providing your son with the right medical care. What 

questions should patients ask of their doctor when 

confronted with tough medical decisions? 

AUTHOR AVAILABILITY: LaPorte, Ind, Chicago, and 
by telephone. 

CONTACT: Media Relations, 800-727-8004. 

£ ZondervanPublishingHouse 
A Division of HarperCdlins/ViW/sAerj 

(Circle 197 on the Reader Service Card) 
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Classifieds 
HELP WANTED 
NEWS DIRECTOR OR ANNOUNCER 
wanted for inspirational radio network in 
upstate New York. Must be experienced, 
creative, and industrious. Send demo tape 
and resume to Jay Johnson. Family Life 
Network. P.O. Box 506. Bath. NY 14810. 
Equal Opportunity Employer. 

A FEW GOOD MANAGERS wanted with 
work ethics, religious AM-FMs in South¬ 
east. Send resume to V. Baker. Box 889, 
Blacksburg. VA 24063. 

SITUATION WANTED 
SEEKING PROGRAM DIRECTOR/ Op¬ 
erations Manager position. I have seven 
years’ experience with a strong commit¬ 
ment to quality programming, sharp sta¬ 
tion sound, track record of audience growth. 
Skilled in copywriting, production, talk 
show creation, program sales. Call (813) 
343-4153. Plan #0504. 

TRANSLATIONS 
Translating youraudioand video tapes 
to the language of your choice. All 
languages available. Major ministry 
credits. Call (214) 625-5600 or write 
to Box 560532, Dallas, TX 75056 

Christian 
Radio Broadcasting 
Times Available 
New Brunswick, Nova Scotia and 

Prince Edward Island 

Vast Under Served and 
Untapped Market 

Atlantic Canada 
• Power to reach and cover a 

population more than 1,000,000. 
• Widespread, cost effective 

distribution for your Christian 
programming. 

For Further Information Write To: 

GA 
GARRETT Fredericton. NB 

ATU YTK LTD Ê3A5G9 

WANTING TO BUY 
FMs/CPs/Commercial/NCE 

Send Particulars 
Box 9DW 

Religious Broadcasting 
7839 Ashton Ave. 

Manassas, VA 22110 

Easy toquaify 

X !w or used equipment & computers 
frsandng, no dovas payment 

on BROADCASTING 
EQUIPMENT 0 FINANCING 

§ a 
EXCHANGE 
NATIONAL Call Mark Wilson 
FUNDING (800) 27S-O18S 

UNUSED CALL LETTERS 
MAILING LABELS 

AM • FM «TV 

dstawopld 
301-652-8822 800-368-5754 

MEMBERSHIP ASSISTANT 
NEEDED 

couMimnow 
BRowuncoxst'invn 

Immediate part-time position (full-
time in September) available for a 
membership assistant at NRB Head¬ 
quarters in Manassas, Va. Requires 
computer skills with WordPerfect 5.0 
and dBase preferred. Good English 
and communication skills. Sales back¬ 
ground, Spanish language, and writ¬ 
ing skills a plus. We offer excellent 
benefits and a staff committed to Chris¬ 
tian broadcasting. Call NRB's mem¬ 
bership department at (703) 33O-7OÍX) 
or write to NRB, 7839 Ashton Ave., 
Manassas, VA 22 HO. 

(¡eneral Manager Needed 
Commercial nonprofit station has an 
opening for a general manager. Part of 
The Word in Music group. Sales man¬ 
agement experience a must. Experi¬ 
ence with donor base a plus. Send 
resume, references, and salary history 
to Mark Pluimer, The Word in Music, 
1465 Kelly Johnson. Suite 202, Colo¬ 
rado Springs, CO 80920. EOE. 

• MANAGEMENT 
• FTNDRAISING/DONOR DEVELOPMENT 
• SALES A MARKETING 
• STATION IMAGING 
• RESEARCH 
• ENGINEERING/START IPS 
. \ ll>E<> PRODI <TION 

TOM LEWIS 
rus n> ext 

815-227-5254 
FAX: 815 597-6237 

BROADCAST DATABASE 

¿atawcrlC 
MAPS 

Coverage/Terrain Shadowing 
Allocation Studies • Directories 

P.O. Box 30730 301-652-8822 
Bethesda. MD 20814 800-368-5754 

Used Equipment 
The Largest Dealer In The World 

Pro Video & Film Equipment Group 
PHONE 214-869-0011 FAX 214-869-0145 

POSITIVE RADIO GROUP 
Expand your ministries on these 
stations: 
WKGM — Norfolk/Virginia Beach, Va. 
WFTK — Raleigh/Durham, N.C. 
WSGH — Winston-Salem/Greensboro, 

N.C. 
WCXN — Hickory/Statesville, N.C. 
WNOW — Charlotte, N.C. 
WKTR — Charlottesville, Va. 
WOKT — Ashland, Ky./Huntington, 

W.Va. 
WKDI — Denton, Md. 
WBNN, WBGS, and WCBX coming soon. 

For further information, write to: 
Positive Alternative Radio 

Larry Cobb, V.P. 
P.O. Box 339 

Smithfield, VA 23430 
(804) 357-9546 

Steve Amerson 
CD's 

for Radio Airplay 

He Is My Strength 
Call Upon The Lord 

Is There A Place? 
($5.00 each, includes Shipping) 

Send your request to: 
Amerson Music 

11846 Balboa Blvd. #337 
Granada Hills, CA 91344 

(818) 368-0749/(818) 360-0445 FAX 
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MAXIMIZE YOUR 
MINISTRY 

À t last! A fun-filled way to spread God's “Word” 
/ % and expand your ministry at the same time! 

How? With BibleQuizMania, an exciting new game 
series on audio cassette challenging one’s knowledge of 
the people, places and events in the Bible. Each tape has 
100 questions and answers, fully dramatized with sound 
effects and professional voiceovers. Hear God speak to 
Noah! Listen to Jesus crying out from the cross! Pray 
with Mary at the tomb... and much more! 

Each BibleQuizMania series has two cassettes 
attractively packaged. Series include: Genesis. The 
Easter Story. The Christmas Story. Works and Miracles, 
Heroes, Kings and Prophets to name a few. Utilize this 
unique new product for donation premiums, 
promotional events, fundraisers and even as an 
educational tool in Bible Study Class. 

Order them in singles or as sets with custom labelling 
and a personalized introduction. Call now for your free 
demo and watch your ministry grow! 

1-800-593-5757 
Lasting Impri:ssions 
Div. of Embassy Cassette Inc. 
3118 West Alpine, 
Santa Ana CA 92704 

(Circle 206 on the Reader Service Card) 



Calendar Close-up 
June 6-9 
National Cable Television Association’s 
Annual Convention; San Francisco, Calif. 
Information: (202) 775-3669. 

June 15-17 
REPLtech International; Santa Clara Con¬ 
vention Center, Santa Clara-San Jose, Ca¬ 
lif. Information: Benita Roumanis, (914) 
328-9157. 

June 19 
American Gospel Arts Day; Lincoln Me¬ 
morial, Washington, D.C. Information: 
(202) 398-4693. 

July 10-15 
Christian Booksellers Association Inter¬ 
national Convention; Atlanta. Information: 
(719) 576-7880. 

July 12-16 
Image World Dallas (Video Expo & The 
Cammp Show); Dallas. Information: Benita 
Roumanis. (800) 800-KIP1. 

July 15-17 
Satellite Broadcasting and Communica¬ 
tions Association summer trade show; Nash¬ 
ville, Tenn. Information: (703) 549-6990. 

July 21-23 
National Religious Broadcasters South¬ 
western Regional Convention; Dallas. In¬ 
formation: Phil French, (602) 254-5001. 

August 5-7 
Christian Country Music Association Con¬ 
vention; Tennessee Performing Arts Cen¬ 
ter, Nashville, Tenn. Information: Gene 
Higgins, (615) 344-4442. 

August 28-30 
Entertainment South Exposition & Confer¬ 
ence; Orlando ExpoCentre, Orlando, Fla. 
Information: (904) 248-0100, 

August 29- September 4 
14th Congress of the International Leprosy 
Association; Buena Vista Palace Hotel, 
Orlando, Fla. Information: Susan Kastner 
or Jim Gittings, (803) 271-7040. 

September 8-1 1 
Radio 93 Convention (sponsored by Na¬ 
tional Asssociation of Broadcasters); Dal¬ 
las. Information: (202) 429-5350. 

September 16-20 
International Broadcasting Convention; 
Amsterdam, The Netherlands. Informa¬ 
tion: 44 71 240-3839. 

September 23-25 
National Religious Broadcasters South¬ 
eastern Regional Convention; Tampa Bay, 
Fla. Information: Mike Bingham, (407) 
737-9762. 

September 26-28 
National Religious Broadcasters Western 
Regional Convention; Marriott Colorado 
Springs, Colorado Springs, Colo. Informa¬ 
tion: Jamie Clark, (916) 485-7710. 

October 4-8 
Image World New York (Video Expo & The 
Cammp Show); New York. Information: 
Benita Roumanis, (800) 800-KIPI. 

October 7-10 
National Religious Broadcasters Midwest¬ 
ern Regional Convention; Woodfield 
Hilton, Chicago. Information: Phillip 
Mowbray, (312)433-3838. 

October 14-16 
National Religious Broadcasters Eastern 
Regional Convention; Sandy Cove Confer¬ 
ence Center, North East, Md. Information: 
Steve Cross, (703) 534-2000. 

October 21-23 
National Religious Broadcasters Carib¬ 

bean Convention; San Juan, Puerto Rico. 
Information: Hector Perez, (809) 754-2592. 

October 24-31 
1993 White Ribbon Against Pornography 
Campaign (during Pornography Aware¬ 
ness Week). Information: (212) 870-3222. 

October 26-31 
Religious World Exposition & Conference; 
Moscow. Information: (708) 990-2070. 

November 1-7 
National Religious Books Week (sponsored 
by Evangelical Christian Publishers Asso¬ 
ciation). Information: (602) 966-3998. 

November 18-20 
National Convention of the Evangelical 
Theological Society; Washington, D.C. 
Information: James Borland, (804) 582-
2000. 

November 20-24 
National Convention ofthe American Acad¬ 
emy of Religion; Washington, D.C. Infor¬ 
mation, (404) 636-4757. 

November 21-28 
National Bible Week. Information: (212) 
408-1390. 

December 6-10 
Image World Orlando (Video Expo & The 
Cammp Show); Orlando, Fla. Informa¬ 
tion: Benita Roumanis, (800) 8(X)-5474. 

December 27-31 
URBANA 93 — God So Loves the World; 
University of Illinios. Information: Dan 
Harrison, (608) 274-9(X)l . 

January 29- February 1, 1994 
51st Annual National Religious Broad¬ 
casters Convention & Exposition; Sheraton 
Washington Hotel, Washington, D.C. In¬ 
formation: (703) 330-7000. 

If your organization is planning a major meeting, seminar, 
conference, or convention which would be of interest to 
religious broadcasters or related professionals. Religious 
Broadcasting would like to include it in Calendar Close-up. 
Please send the information at least three months prior to the 
event c/o: 

Religious Broadcasting 
Calendar Close-up 
7839 Ashton Avenue 
Manassas, VA 221 10 

Media Travel U.S.A, is the official agency of the 1993 
National Religious Broadcasters conventions. Specializing in 
the travel needs of broadcasters, Media Travel U.S.A, is 
teaming up with Delta, Northwest, and Continental airlines to 
provide for the travel needs of attendees and exhibitors at all 
NRB and other broadcast industry conventions. For further 
travel information and airline reservations, call (800) 283-
TR1P I in Florida (407) 575-7600], 
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Your Donors Deserve Your 
Membership 

^f,LICAL COUl/^ 

ACCOUNT 

Evangelical Council 
for Financial Accountability 
P.O. Box 17456 
Washington. DC 20041-0456 

To find out more about 
joining ECFA “ECPH 

call toll free 

WHAT YOUR ECFA 
Membership Means . . . 

You Have a Clear and Strong 
Commitment to Evangelical 
Christianity. 

You Maintain the Highest 
Standards of Integrity. 

You Believe in Full Financial Disclosure. 

You have an Independent Board that Accepts 
Responsibility for Your Organization’s Activities. 

You Have Your Books 
Audited Annually. 

You Follow Strict 
Guidelinesand 
Standards for Fundraising. 

(Circle 207 on the Reader Service Card) 
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How To End Sleaze 
& Violence on TV 

Life doesn’t need to be complicated. 
And when you hook up with HomeNet— 
the Christian television network offering so 
many benefits—you’ll see how much sim-

. pier life can be. 
As a station manager, you’ll discover 

the advantages of being affiliated with a 
network to get the programming you want. 
You’ll appreciate the wholesome family 
programs HomeNet consistently delivers: 
popular children’s Bible stories, outdoor 
sporting adventures, television and movie 

classics, and The 700 Club ’s outstanding 
level of news and inspiration. Plus, 
HomeNet Satellite News provides the only 
daily national television news from a 
Christian network. 

In addition, HomeNet continues to add 
to its great program lineup and affiliate 
benefits package. 

For more information about how we 
can simplify things, call our Affiliate 
Relations department at 804-523-7313. 
Then sit back, and enjoy the easy life. 

There’s No Place Like Home 

ENTERTAINMENT NETWORK 
(Circle 208 on the Reader Service Card) 




