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HomeNet Really
Grows On You.

In three short years, HomeNet
(a division of The Christian
Broadcasting Network) has wel-
comed over 150 affiliates and is
rapidly becoming America’s
leading cooperative network of
independently-owned Christian
television stations.

Why the giant strides? In part,
it's due to programming such as
The 700 Club and The American
Times, our highly-rated daily news-
cast, co-produced with Conus, the
largest U.S. satellite news gatherer.
Plus a roster of blue chips and
classics featuring comedy, nostalgia,
action/adventure, westerns and
ministry programs.

But the main reason for our
success is the way we treat our affil-
iates. From our affiliate steering
committee to the most generous
split of avails in the industry, every-
thing we do is aimed at your growth
as well as ours.

If you want to attract Christian
and non-Christian viewers thirsty
for high-quality alternative program-
ming, you can’t do better than
HomeNet. Give us a call today at:
1-804-523-7313

ENTERTAINMENT NETWORK

for stations on the grow
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NRBat50: GOLDENRECOLLECTIONS

Itbegan half a century ago with the deceptively simple
intention of serving a community of broadcasters
whose message was the Good News. Today, the
images associated with National Religious Broadcast-
ers and its journey of 50 years tell a unique story of
dedication, faith, creativity, and perseverance. In this
anniversary issue — 25 years for the magazine and 50
for its parent organization — Religious Broadcasting
offers a glimpse of where NRB and the industry it
serves have been and where they will go, of what they
have been and what they may become.

Cover Photos
from NRB
archives
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David Clark

Signing On

The recent controversy raised by the
refusal of some local ABC affiliatesto air
NYPD Blue draws attention to the hypoc-
risy within the television entertainment
industry over the effects of violence and
explicit sex on audiences. ABC claims
such programming has nodirecteffecton
the behavior of viewers, and the net-
works assure us the viewer can make
distinctions between video and reality so
no harm results from such viewing.

Yet, while claiming entertainment
programs have no effect on behavior, the
spot sales departments of the same networks spend millions to convince businesses spot
advertising will result in viewers purchasing products. And advertising does affect
behavior because it results in product sales and that is purchasing behavior.

It has always been hard to understand why the press seems oblivious to this obvious
contradiction in the claims made by the networks. But the evidence television does indeed
affect behavior is overwhelming. In a rare admission that a program may have been
responsible for influencing behavior, MTV moved its latest contribution to lifting the
aesthetic tastes of America’s youth, Beavis and Butt-head, to a later time slot after a five-
year-old boy alledgely imitated an episode in which the main characters played with fire.
In the real-life incident, the fire killed the boy’s sister and destroyed his family’s trailer.

Incidents such as this one, backed by hundreds of studies, demonstrate clearly
television and radio not only inform and persuade, butalso affect behavior. Butinastrange
way, this is good news for Christian broadcasters. We have been saying since religious
broadcasting began programs inform and change attitudes and behavior.

Yet the viewpoini broadcasting reinforces
already held attitudes but seldom converts lis-
teners or viewers to new viewpoints has been
accepted as axiomatic by most communication
researchers writing about religious broadcast-
ing today. This is true even though there is a
large and growing body of empirical research
that overwhelmingly demonstrates a high cor-
relation with mediaconsumption and conversion from passive listening/viewing toacting
out various anti-social behaviors in children and adults. It is fair toask those who have built
successful academic careers doing and publishing research on Christian broadcasting
why religious broadcasting has no effect on behavior when their fellow social scientists
seem to be finding abundant evidence of effects on children’s behavior.

In books on Christian broadcasting, the generalization about few conversions or
changes as a result of broadcasting is given as though it is based on current research.
Broadcast ministries have abundant testimonies from those who claim Christian radio or
television was a factor in their relationship to Christ. Yet, I am unaware of any
comprehensive research of these testimonies. How can any competent researcher claim
Christian broadcasting does not play a part in the conversion process if they have not
systematically examined the thousands of testimonies to the contrary?

It is time for those who speak confidently of Christian broadcasting’s lack of
effectiveness to apply their disciplines to this data. Such research would find compelling
evidence Christian broadcasting is used in doing the work of reconciling people to God.

Radio and television programs inform, persuade, and affect behavior. And because
this is true, we can be assured Christian broadcasting can be used by the Lord to change
lives. Our role is to produce the highest quality programming appealing to the audiences
the Lord has called us to reach. "

Religious Broadcasting (1ISSN 0034-4079) is published 11 times a year. To subscribe send $24 for one year to National
Religious Broadcasters, 7839 Ashton Ave.. Manassas. VA 22110-2883. Canadian orders must add $6 annually: all other
foreign orders must add $24 per year. Second class pestage paid at Manassas, Va.. and additional offices.

Printed in the U.S.A. Copyright 1994 by National Religious Broadcasters (NRB). all rights reserved. Contents of this
magazine may not be reproduced. in whole or in part. unless expressly authorized in writing by NRB. All editorial and
production correspondence should be sent to Religious Broadcasting, 7839 Ashton Ave., Manassas, VA 22110-2883.

Religious Broadcasting assumes no responsibility for return of manuscripts. photographs. and cartoons, and reserves the
right to accept or reject any editorial and advertising material.

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

Television & Radio
Influence Behavior
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“Dr. John C. Wiilke is well estab- Tu n I ng I n
ished as the pro-life issues expert
throughout Chrtistian radio Toward the end of October, I partici-
in America. pated in a “miracle” conference of European
Dr. Willke's LIFE ISSUES broadcasters. The group came together in
daily five minute broadcast Brussels, Belgium, under the name Fellow-
remains even more important Shlp OfEuropean Broadcasters. Harvey Tho-
than ever J‘efore in keeping our mas of England is chairman and serves with
Keners Kyenyme s a an excellent committee, including Ger de
pro-life groups. We highly . .
recommend it.” Ridder of Evangelische Omroep from the
Netherlands, attorney Roger Stanway from

'Dr: E. Brandt Gus-
tavsonis the presi-
dent of National

< . Religi Broad-
b 3 Dick Bott, England, and Hugo Danker of Evangeliums- c:;'tggu:nd rO:b-
Bott Broadcasting Co. > | p
Rundfunk from Germany. Iésher%fRehgt:pus
] i i . roadcasting
Gathering for these informative meet g

ings in Belgium, most of the 86 participants
were from Europe, but a number came from other parts of the world as well. The speeches,
workshops, and discussions gave a good insight into the needs of both Eastern and Western
Europe.

The first evening Dr. Arie Oostlander of the Netherlands, who serves on the new
regulatory European Parliament, spoke on “Broadcasting in Europe to 2000 and Beyond.”
He gave concepts in overcoming the complexities of reaching Europe with the Christian
message. Europe is essentially a secular society complicated by many national borders with

o® multi-languages.
with JOHN C. WILLKE. M.D. I was so encouraged by the visual and audio reports of Russian transmissions. Hannu
v e 9 Haukka of International Russian Radio/TV (IRRTV) in Finland told of the response to his
The nation’s No. 1 five-minute ministry’s television program. At one time in 1991, 1.4 million letters from children were
daily commentary with the received in response to an IRRTYV offer. The post
f ge you've counted European office asked Haukka to come sort the mail, and
3 just leave the mail out which was addressed to the

Broadcasters ministry. How amazed everyone was at the re-

sponse to IRRTV’s programs. It is clear God is

HOld “Miracle” calling “many sons home to glory” — not in

death, but through a new lasting, yes, eternal

. relationship with Him. Continue to pray for the
Conventlon people in the Commonwealth of Independent
States that they might hear of Christ and come to

E. Brandt Gustavson Him. yme

Whata thrillitis to hear of God’s Word going to the nations making up Eastern Europe.
To be with Dalibor Krupa of Slovakia, Peter Cieslar of Poland, and Lilla Matis of Hungary
was refreshing. These are people who lived for Christ under communism and now have the
opportunity to witness for Christ freely.

One of the new innovative ideas presented was the new satellite service to Latin
America. Through a collaboration flowing out of the World by 2000 project, HCIB and
Trans World Radio are jointly developing a program and news service to local and regional
radio stations throughout South America.

It is my firm belief if we fail to cooperate in mass media ministry, we will never be as
effective. Also, with overseas ministry, we as Americans must be helpers and encouragers.
== Our role is certainly not to be overlords or bosses — we must be team players. "s

LIFE ISSUES National Religious Broadcasters Statement of Faith

— . We believe the Bible to be the inspired, the only infallible, authoritative Word of God.

| NS I ITUTE ) | N C We believe that there is one God, eternally existent in three Persons: Father, Son, and Holy
SERVING THE EDUCATIONAL NEEDS OF THE PRO-LIFE MOVEMENT GhOSf.
1721 W. Galbraith Rd., Cincinnati, OH 45239 We believe in the deity of our Lord Jesus Christ, in His virgin birth, in His sinless life . in His miracles.

Phone (513) 729-3600  FAX (513) 729-3636 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.

For a free audition tape contact g7 We believe that for the salvation of lost and sinful man regeneration by the Holy Spirit is

Ambassador Advertising Agency g absolutely essential.

515 East Commonweakh Avenue We believe in the present ministry of the Holy Spirit by whose indwelling the Christian is

Fullerton, California 92632 enabled 1o Iive a godly life.

(714) 738-1501 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.

(Circle 150 on the Reader Service Card) We believe in the spiritual unity of all believers in our Lord Jesus Christ.
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Washington Watch

After more than 30 years of sporadic
attention to the issue of violence in televi-
sion programming, Congress now appears
likely to act. Observers are predicting legis-
lators will pass some form of restrictions in
1994 to control violence in entertainment
programming. However, just what form the
legislation may take remains uncertain.

Congressional momentum on the is-
sue has increased since this column last
addressed the matter in September 1993. I
noted then that the matter began percolating
in the spring of "93, when Congress held
hearings to monitor voluntary efforts
launched by the television industry in re-
sponse to complaints concerning excessive
violence.

The industry came forward with two
initiatives. First, ABC, CBS, and NBC de-
vised aset of “joint standards” to govern the
use of violence in their entertainment pro-
gramming. Second, those networks, along
with Fox and several cable networks, estab-

Congress Appears
Likely To Restrict
Violent Television
Programming

Richard E. Wiley

lished an “advance parental advisory plan”
designed to warn parents of programming
inappropriate for viewing by children.

The plan calls for a brief advisory
message to air immediately prior to certain
programs and to appear in all program
promotional material. Both the joint stan-
dards and the advisory plan were imple-
mented at the beginning of the current
season.

However, as 1993 drew to a close, it
was apparent that neither of the two volun-
tary initiatives had slowed the drive in
Congress to “do something” about televi-
sion violence. The imitation by a few teen-
agers of a scene in the Disney film The
Program —in which some football players
lie down in the middle of a busy street —
and a fire set by a five-year-old who alleg-
edly watched MTV’s Beavis and Butt-head
has intensified the call for congressional
action.

Eight different proposals for govern-
ment-imposed limitations are now pend-
ing. Two bills have attracted the most pub-
licattention, thanks totheirinfluential spon-
sors: H.R. 2888, sponsored by Rep. Ed-
ward Markey (D-Mass.), chairman of the
House Telecommunications Subcommit-
tee; and S. 1383, sponsored by Sen. Emnest
Hollings (D-S.C.), chairman of the Senate
Commerce Committee.

Markey’s Proposal

Markey’s bill, the “Television Vio-
lence Reduction Through Parental Empow-
erment Act of 1993, centers on a techno-
logical solution to the problem. It would
require that new television sets sold in the
United States be equipped with built-in
circuitry — nicknamed *violence-chip” or
*V-chip” technology — to enable viewers
to block display of 1) specific channels,
programs, and time slots; and 2) “all pro-
grams with acommon rating.” It appears to
apply to any television signal transmitted
by broadcast or cable.

The Markey bill is silent as to the
definition of *‘a common rating” or rating
systems in general. Butin hearings held last
year, Markey indicated he hoped the tele-
vision industry would establish a central-
ized ratings organization, such as the Mo-
tion Picture Association of America.

By employing a control mechanism
resting on non-governmental actors — i.e.,
parents and the television industry itself
the Markey bill tries to avoid many of the
difficult First Amendment questions other
proposals raise.

There is some precedent for limited
government regulation of broadcasting in
order to protect children because the courts
have recognized that broadcasting is a per-
vasive medium which parents cannoteasily
control. But government’s authority to re-
strict the content of cable programming is
less clear.

Hollings’ Act

Hollings’ bill, the “Children’s Protec-
tion From Violent Programming Act of
1993, is patterned after existing restric-
tions on indecent broadcast programming.
The bill directs the Federal Communica-
tions Commission (FCC)toestablishalate-
night *safe harbor” period for airing “‘vio-
lent video programming.”

The commission would be required to
repeal the license of any broadcaster who
“repeatedly violates™ the statute. The bill

Richard E. Wil-
ey is a former
chairman of the
Federal Com-
munications
Commission
and is general
counsel for Na-
tional Religious
Broadcasters.
Hewasassisted
in the prepara-
tion of this ar-
ticle by Rose-
mary C. Harold.

exempts premium cable channels, such as
HBOand Showtime, and pay-per-view pro-
gramming,

Like the indecency restrictions, the
Hollings bill appears likely to come under
constitutional attack in at least two ways.
First, the problem of adequately defining
the term “violent video programming”
should not be underestimated. The current
versionof the bill leaves the task tothe FCC,
but Hollings’ staff reportedly is working on
a definition that satisfies constitutional re-
quirements.

Second, the agency may have diffi-
culty in collecting adequate data to support
whatever safe-harbor hours it chooses. It is
this area, and not definitional problems,
which has plagued indecency regulation;
courts have on three occasions struck down
various hours limitations for lack of factual
support regarding children’s viewing hab-
Its.

However, during a well-publicized
October hearing before Hollings’ commit-
tee, U.S. Attorney General Janet Reno tes-
tified certain Senate legislation, including
the Hollings bill, would be constitutionally
sound. She acknowledged that regulating
cable would raise different and more diffi-
cult constitutional issues. In addition, the
acting FCC chairman, James Quello, has
endorsed the Hollings approachin the event
the industry does not effectively regulate
itself.

None of the television violence bills
are necessarily mutually exclusive. Legis-
lators could be persuaded to combine fea-
tures of various proposals in order to move
a bill forward. Any proposal that wins
committee endorsement before reaching
the full House or Senate is considered quite
likely to pass. "s
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Global Glances

Evangelist Billy Graham is taking the
unchanging message of God’s love to the
magnificent new Tokyo Dome in Japan,
January 13-16, at a time of unprecedented
change in the lives of Japan’s 124 million
people.

Japan, the world’ssecond richest coun-
try behind the United States, has dumpedits
peculiar one-party democracy and has a
new prime minister, Morohiro Hosowkawa.
He is Japan’s first political leader in 38
years to come from outside the ranks of the
Liberal Democratic Party (LDP).

Hosowkawa’s maiden policy speech
in August as prime minister had an overall
spiritual quality as he described the Japan
he wants to mold. a nation built on tradi-
tional Samurai values involving “love of
the good and simple™ and “hatred of useless
luxury and extravagance.” The new Japa-
nese leader coined a phrase for his ideal
Japan: “A nation of no-frill excellence.”

The “Land of the Rising Sun" has now
entered a period when working people no

Billy Graham
Takes Message
Of Love To Tokyo

Dan Wooding

longer rely on traditional values of intense
loyalty to their job and company as their
parents did. In the midst of material pros-
perity, the Japanese people are acknowl-
edging the spiritual dimension of their lives,
At the same time, they are not practicing
Buddhism and Shintoism in the numbers
their forefathers did.

Increasing contact with the West has
brought about unprecedented cultural
changes represented in the recent marriage
between the emperor’s son and American-
(Harvard University)educated and formerl y
Washington, D.C.-employed Princess
Michiko.

Some believe Japan has been “born
again” economically as a nation, and now
this could occur in a spiritual way with
Graham’s Mission 94, Recently. a reporter
with Tokyo's Yomiuri Shinmbun newspaper
(the largestin Japan) asked Graham how he
evaluated Japanese activities and faith in
the post-World War 11 era.

“In regard to faith in the last half cen-

tury. I am told by experts that there are at
least | million professing Christian church
members inJapan. and approximatel y 6000
Protestant and Catholic churches in Japan.
-« [While that is not] a large number
compared with the total population, I am
told that the number is growing,” Graham
comimented.

Five Million Bibles

Graham added, “I was amazed to find
out that over 5 million Christian Bibles are
sold in Japan every year. I think many
Japunese have an interest in the Christian
faith. even if they are not Christians.

“Many of my friends who have lived in
Japan feel the Christian churches of Japan
will experience much growth in the days
ahead. In America. we have had a secular-
istic trend in recent decades. But many
people who became caught up in that have
become disillusioned with purely material
values and are now searching for spiritual
values. They have discovered that material
success or pleasure does not til] the empti-
nessof our heartsor give us lastin gmeaning
in life.” Graham said.

“The same thing could happen in Ja-
pan. As a Christian. I believe God loves us
and created us for a purpose. and our lives
areonly fulfilled and happy ina lasting way
when we have a right relationship to God
and His will.”

Graham indicated that 10 be the reason
heaccepted an invitation tohold crusades in
Japan. He went on 10 tell the Japanese
reporter that afew years ago, a mayorof one
of Japan's major cities told him. ** *Mr.
Graham. why is it that the number of Chris-
tians in Japan today is not much larger than
it was a hundred or more years ago? |
believe it is because those of you who are
Christians have not made your message
clear to the Japanese people.”

Japan’s Christian Heritage

Christianity initially entered Ji-pen.
“the land of the Rising Sun.” through the
work of Jesuits in the 16th century. who
were cventually driven out by persecution.
By 1638. Christianity appeared to be ex-
tinctin Japan and it was not until the middle
of the 19th century. when several Western
nations made commercial treaties with the
Japanese. that missionary links were re-
stored.

The Catholics were the first 1o re-enter
the land. followed by the British-based
Church Missionary School (1869) and the

Dan Wooding is
an award-win-
ning British
journalist who
lives in Garden
Grove, Calif. He
is the founder
and interna-
tionaldirector of
ASSIST (Aid To
Special Saintsin
Strategic
. Times), as well
as a commenta-
tor for the UPI
Radio Network.

Society for the Propagation of the Gospel
(1873) as well as several American organi-
zations. Their work has continued. but still
more than 99 percent of Japan's population
are not Christians.

Another Perspective

Dr. Koji Honda is Japan's senior evan-
gelist and a former pastor. In 1967. he was
counseling and follow-up chairman for the
Billy Graham Tokyo International Crusade
at the Nippon Budokan and at Korshuen
Stadium in Tokyo. He later served as gen-
eral chairman at the 1980 Graham Tokyo
Crusade. one of six nationwide crusade
meetings held in Japan.

Honda was asked by Henry Holley,
Graham’s director for Mission 94, about
the spiritual climate of Japan today. “The
Japanese people have a spiritual hungerand
thirst. Japan does not have a significant
number of leaders who are Christians. But
the Japanese people are quick to grasp the
implications of the Gospel. The coming of
Billy Graham provides the people of Japan
with a tremendous opportunity to be trans-
formed by the Gospel.™

Honda continued. “The moral tone of
Japan is low today. . . . This is the day and
age when we need 1o change internally.
Billy Graham comes 10 Japan to proclaim
the Word of God. He has a big heart that
cares for the entire world.”

Billy Grahamsays. “The secret of each
crusade has been the power of God’s Hol y
Spirit moving in answer (o the prayers of
millions of His people around the world.”
So to the Christians of Japan, it appears the
Sonisabout torise in “the land of the Rising
Sun.” %
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You could go to the factory
to buy an automobile. ..

...but how much service
would you get after
you drove away?

Service. Knowing it's available gives you
confidence when you buy a new car. The same is
true for your satellite network. When you buy
from an equipment manufacturer, all you get are
the nuts and bolts. When you buy from NSN, you
get a complete system designed to meet your
needs today and down the road.

NSN Network Services is more than just
hardware sales. As an authorized distributor of
ComStream, NEC, IDC and other fine satellite
networking, products we let you hit the road in
style. With spacetime available on GE American
Communications Inc's Satcom K-1 and Satcom
C-5, and PanAmSat satellites, we'll get you
where you need to be. And, with NSN's 24-hour,
toll-free technical support service, we'll keep
your network running smoothly.

Service is why NSN has more VSAT digital
audio networks up and running than anyone
else. Turn to NSN for:

¢ Network Engineering

+ US & International Spacetime
¢ 24-Hour Technical Support

¢ Installation & Training

¢ Equipment Sales & Leasing

¢ Disaster Recovery

# The latest in integrated systems
applications.

New low prices! Save big on ComStream
ABR200 digital audio receivers. Call for details.

1-800-345-VSAT

8 7 2 8

NSN NETWORK
303-949-7774  Fax 303-949-9620 SERVICESSM
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Editor’s note: A quarter of a century ago, Religious
Broadcasting magazine was transformed from its three-
year-old predecessor, the Radio Telegram. Little informa-
tion of any specific nature about that first issue can
be ascertained since copies of it no longer exist in the
magazine’s archives.

But perhaps this is not such a travesty, for where
Religious Broadcasting came from is probably less
important than where it is today, and where it is today is
certainly less important than where it will go tomorrow.

It was precisely that question — where will the
religious broadcasting industry’s premier publication go

in the next 25 vears? — which motivated “The Great
Readership Speak-Oui,” Religious Broadcasting's first
readership survey in seven vears, the results of which we
present in the following pages.

Tallving the 143 surveys returned (out of 4886 dis-
tributed) was a humbling experience, to be sure. Bui
more importantly, it was a learning experience, a chance
1o discover your likes and dislikes and to carch a vision
for the future. And so we offer this promise: that we will
use your comments, suggestions, remarks, and requests 1o
make Religious Broadcasting a magazine of quality and
impact within this challenging, powerful industry.

A note about the numbers and percentages found throughout this report:
due to instances of multiple responses and/or incomplete returns, some results reflect
returns of fewer or more than 143 and percentages of above or below 100.

STATE REPRESENTATION

(listed from most to least number of responses per state and Ontario)

Florida
Tlinois
New York
Texas
Virginia
Michigan
Pennsylvania
California
Iowa
Minnesota
Ohio
Alabama
Tennessee
Wisconsin

Arizona
Colorado
Indiana
New Jersey

Oregon
Washington
Georgia
Kansas
Louisiana
Maine
Maryland
Idaho
Kentucky

A LU 10000 0D\

North Carolina

New Mexico
Oklahoma
South Carolina
South Dakota
West Virginia
Ontario

States with no respondents:
Alaska, Arkansas, Connecticut,
Delaware. Hawaii, Massachusetts.
Mississippi, Montana, Nebraska,
Nevada. New Hampshire. North
Dakota, Rhode Island, Utah. Vermont,
Wyoming
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(The following are ranked trom
calegories receiving the highest percent
age of responses to those receiving the
lowest. Please note that these rankings.
as well as those listed under “type of
business.” are purely numeric and are
not indicative of the importance of one
position over another.)

JOB DESCRIPTION

Management 314
Administration 23%
On-air/Program

Production 10%

Other (includes student. 9%
music minister, public
relations, attorney. pastor,
writer. consultant. film director)

Promo/Communications
Marketing/Sales

On-air Production
Programming
Technical/Engineering
Advertising

On-air News

6%
5%
5%
5%
3%
1%
1%

RADIO
TELEGRA\&

religious
broadcasting

August - Seplember

1974

— EDUCATION LEVEL— AGE o P ey

High school graduate 6% under 18 0% male 87%
Some undergraduate study 20% 18-24 G female 13%
Undergraduate degree 36% 25-34 99
Post graduate degree 36% 35-49 53¢ — NRB MEMBER —

50-65 5% no 70%

over 65 54 ves 30%

DENOMINATIONAL AFFILIATION
(listed with numbers of responses in each category)

Assemblies of God I Evangelical Free 2 Nazarene 2
Baptist (includes various 25 Evangelical 2 Non-denom./none listed 13
fellowships) Foursquare International 3 Pentecostal 3
Bible Fellowship | Free Methodis I Pillar of Fire 2
Charismatic 2 Full Gospel | Presbyterian (PCA) 2
Christian Missionary Alliance | Grace Brethren I Presbyterian 4
Christian Church 2 I-CA 2 Protestant 1
Church of God | Independent Bible | Reformed 1
Episcopal 6 Independent 2 Roman Catholic 5
Evangelical Covenant R Inter-derominationa I United Church of Christ ]
Evangelical Church Alliance | Lutheran 2 United Methodist 2

Mennonite !

CONTINUED ON PAGE 12
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SILVER LESSONS . ..
CONTINUED FROM PAGE 11

GENERAL COMMENTS ABOUT

RELIGIOUS BROADCASTING DEPARTMENTS:

* ] especially appreciate Jon
Petersen’s column and insights. Please
continue to carry this [department].”

*“Some of the ‘news’ is great
(such as Arbitron and Nielsen ratings
information). but some ‘news’ is just
organizational PR.”

**[ feel like you're covering the
right topics. but the information tends
(o be too elementary or perhaps it is that
the information is not helpful because it
isn’t anything new.”

#“I"d redo the look of the whole
thing and cut down on articles by peo-
ple who profit from the topic — they
are like advertorials.”

* “The changes, i.e.. past 12
months. have been a good move in the
right direction in terms of quality and
responsiveness to readers.”

**“In seeking recognition and pres-
tige, you have aligned yourselves too
closely with politicians. compromising
Christian image and integrity.”

**You need temale writers — all
are male! Strange in a media whose
audience is over 60 percent female.”

**You're doing a very good job
looking better aesthetically all the time.
It anything. you might consider consoli-
dating some of the departments or
running some of the monthly columns

bimonthly for variety's sake and 10
keep perspectives ‘fresh” and not to be
100 ‘department heavy.”

* ~Grateful I am for all the depart-
ments in Religious Broadcasting as it
certainly provides the best print tool
communicating how we are doing at
broadcasting the Lord’s will.”

* *Needs graphics update —
sharper, more eye-catching. Long
articles with lots of body text tire the
reader. Trade Tulk [is the| best part of
magazine!”

1. “View from the Pew” — ‘|
think a view from someone outside the
industry which reflects how the industry
‘comes across’ may be both interesting
and helpful to religious broadcasting
professionals.”

2. “Station Spotlight™ — featuring
a different station each month

SUGGESTIONS FOR NEW DEPARTMENTS

3. Reaching women listeners

4. Missions and broadcasting

5. News and news reporting

6. International audiences —
response. anecdotes. demographics

7. “Where are they now?” column
— featuring broadcasters such as Tom
Netherton. Doug Oldham, Merrill

Womach

8. Advice column relating to radio
and television in a question and answer
format

9. Women broadcasters

10. College broadcasters

RELIGIOUS BROADCASTING FEATURE ARTICLE EVALUATIONS

General Interest of Articles
very interesting 35%
somewhat interesting  59%
somewhat uninteresting 5%
very uninteresting 0%

Feature Article Rankings (in order of highest to lowest rated)
Theme # of ©*5” (always read) ratings  Average Rating

Radio 89 4.37
Programming/Production 60 3.98
Music 45 3,73
Social Issues 3] 02
Television 29 RIS
Ministry/Evangelism 28 342
Fund Raising/Finances 27 324
Technology 24 346
Education/Youth 22 334
Publishing 22 2.83

Feature Article/Theme Suggestions

*How to start an FM station. from getting an FCC
license to going on the air

*Is on-air music responsive to listeners’ tastes or
controlling them?

*Christians involved in mainline churches™ communica-
tions programs

*101 ways for “Mom and Pop™ to improve their radio
ministry

*Can a ministry closely tied to one person survive with
them?

*Christians in the secular media markets — opportuni-
ties and limitations

*Successes and failures of projects, programming, and
strategies

*Local church media ministries
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RELIGIOUS BROADCASTING DEPARTMENTAL EVALUATIONS

(presented in order of departments rated “most read” to those rated “least read”)

# of 5> (always read) Interview Insights
Department ratingsAverage Rating Funding Management
Trade Talk 56 4.4 Inside NRB
Washington Waich 43 3.8 Global Glances
Practical Programming 4?2 4.0 Targeting Technology
Music Matters 35 37 The Book Shelf
Media Focus 34 4.0 Youth Wave
Signing On 32 39 Calendar Close-up
Sales Spot 31 35 Socially Speaking
Tuning In 28 3.7 Television Topics

25 3.7
23 3.7
23 3.6
19 34
19 3.6
19 35
18 B
17 33
17 B
15 3.0

Length of Readership

GENERAL INFORMATION

Number of Other People Who

Professional Convention

Less than | year 5% Read Each Issue Participation
1-3 years 20% 21% (numbers listed are response
4-6 years 24'% I 32% counts. not percentages)
7-9 years 19% 2 29% NRB National 30
10 or more years 31% 3 0% NRB Regional 11
4 2% NAB 7
Time Spent Per Issue 5+ 6% NAB Radio 3
less than 1/2 hour 17% Other 38
1/2-1 hour 50% Impact on Ministry
1-1 1/2 hours 20% very significant 6% Religious Broadcasting
1 1/2-2 hours 6% considerable 18% appearance and readability
more than 2 hours 7% some 58% appearance (average rating on a
very little 18% scaleof 1 10 5) 39
readability (average rating on i
scale of 1 to 5) 3.85
TYPE OF BUSINESS

(These are also ranked according to the general category and specific description receiving the
highest percentage of responses to those receiving the lowest.)

Radio/FM station 18%
Radio/AM station 14%
Other (student. 11%

church. pastor. consultant.

ad agency owner, public

interest. ministry, publicist.

career development/

placement)

Program Producer 11%
Radio/Educational station  11%
Program Producer/Television 6%
Education/School of Comm. 3%
Publishing/Books 3%

Agency-Buyer/Radio 2%
Program Prod./Film-Video 2%
Radio/Network 2%
Television/Network 2%
Agency-Buyer/Print 1%
Agency-Buyer/Television 1%
Music/Artist Management 1%
Music/Publishing House 1%
Radio/AM Stereo 1%
Radio/Cable Station 1%
Radio/Shortwave 1%
Television/Cable Operator 1%
Television/Cable Station 1%

Televisio/LPTV 1%
Television/UHF Station 1%
Television/VHF Station 1%

(Categories receiving no
responses: equipment/manufac-
turer. equipment/sales; equip-
ment/service; government-edu-
cation/appointed federal post.
government-education/elected
office; music/booking agency:
music/independent producer:
production house/video)

CONTINUED ON PAGE 14
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SILVER LESSONS . ..
CONTINUED FROM PAGE 13

You read Religious Broadcasting
because . . .

“It’s the publication of the industry
in which I'm involved on a daily basis.”

"It gives me the pulse of religious
broadcasting nationwide.”

“Religious Broadcasting is a vital
link between hundreds of diverse min-
istries. It helps keep me informed as to
what others are doing.”

“I want to know what other people
in my field are thinking and doing.”

“Religious Broudcasting helps me
1o stay informed and motivated. I enjoy
and learn something from every issue.”

“I want to know what media in
general is doing (o propagate the Gos-
pel and how/who/when/etc. | want 1o
pray tor certain issues |and] rejoice for
other members’ victories.”

“It runs articles of interest on a
cross-section of subjects relating 1o
Christian broadcasting. It helps keep
me “‘plugged in.”

GENERAL COMMENTS AND SUGGESTIONS

“It gives me insight on other broad-
cast stations, new ideas, and [the] broad-
er scope of religious broadcasting.”

“Ithas valuable articles on topics
I'need to know more about. | have only
been a manager for one year. and | need
all the help I can get.”

Things you think we could
do better. . .

“Religious Broudcasting could use
more balanced. investigative journal-
ism. Strive for the truth. the whole
truth.”

1 could hear more from ‘them
that’s doing.” It's okay to hear from
industry representatives, but I’d really
rather hear from fellow program direc-
tors. announcers, and managers.”

“You could include some articles
by Christians working out in the secular
media as to how they try to be salt and
light in their environment.™

1 [would like to see] more articles

which contained references on how 10
help the “little guys™ — small churches,
small ministries. small radio and TV
programs — make the mark. We need
1o be encouraged to network and pool
our abilities. which NRB can do a great
deal to promote and encourage.”

"I could read the actual, honest
experiences of others in areas of: busi-
ness integrity. vision for creative pro-
gram initiatives, ideas for breaking the
status quo in programming. help in
broadcasting to audiences’ real needs.
rather than to what we think they need
to become like us!”

“I'd like 1o see articles directed
toward the local church uses of media.”

"I recommend more attention o
attracting the non-churched listener.
Sometimes [ think we are talking to
each other more than to new ‘prospects.’
While it is important to train and edu-
cate the faithful, it is important to find
new ways to reach the lost.”

We, as Religious Broudcasting’s editorial staff. greatly
appreciate the time and eftort of each person who participated
in “The Great Readership Speak-Out.” In the coming months,
we hope you'll be able to see your comments, suggestions,
and requests in action. We hope you'll notice us updating our
look and improving our content. And as always. we hope

A FEW FINAL THOUGHTS

you'll feel free to contact us directly with any further sugges-
Lions or conmments.

Our task as a staft is not finished now that the surveys
have been counted and the results tabulated. Indeed, we know
that the real task — that of becoming better than we are —
lies ever ahead of us. ks

A Natwork Where the Family Is Winner
Facing the Winds of Change

The Elernal Messsgs in the Age of Television Il
Praview of NRB Regional Comventions

RLELIGIOUS

BROADCASTING

Changing Face
of Christian
Radio

NRB Regional Convention Highlights ‘

The Harvest International

fhe Rebirth G Hym
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IN KANSAS CITY

KCCV

_‘B_
Kansas €ity’s Christian Voice

Only KCCV delivers the Total Christian Radio Audience
with Big AM coverage . . .and 24 Hour FM coverage . . .
to give the audience more fnot different) Christian programming choices!

KCCV Delivers the TOTAL Audience —
Kansas City’s Only Christian Radio AM/FM puo!

or over 31 years KCCV has served Kansas With big coverage, K€ECV=-760 AM reach-

City with QUALITY Christian Programming es into 5 states during the day. However,
All Day ... Every Day. NOW with the crystal clear 24 Hour FM stereo
signal of K€CCV-92.3 FM, Kansas City fam-
ow, a new day has dawned in Kansas ilies are TOTALLY served by KCCV . . . better

City with the advent of KCCV-92.3 FM, than ever before.
a Full Power, Class C3 FM station serving the
Kansas City Area 24 Hours A Day. THERE IS SIMPLY NO DOUBT . . .

Kansas City’s Christian Voice, KCCV AM/FM
delivers the TOTAL AUDIENCE in Kansas City.
% KCCV-760 AM and KCCV-92.3 FM —

Kansas City’s Christian Radio DUO ... Families Can Depend On!

o B
; i A Service of

¢§ | &= BOTT RADIO NETWORK

< KCCV-760 AM  KCCV-92.3 FM KSIV-1320 AM  WCRV-640 AM \J
Kansas City Kansas City St. Louis Memphis

Dick Bott KCIV-100 FM WFCV-1090 AM KQCV-800 AM Rich Bott
Prasident Fresno/Modesto Fort Wayne Oklahoma City Vice President

(Circle 108 on the Reader Service Card)




(1) The Old Fashioned Revival Hour was one of the more promi- York City’s Times Square.
nent pfograms on radio when National Religious Broadcasters (4) A Revivaltime broadcast from the 1960s.
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