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Introducing FRC Direct, the Family Research Council’s Direct Newsline, an actuality line providing immediate issue
response, recordable commentary and access to fax-on-demand for the working media. Seventeen FRC public policy
experts are now available to you by phone 24 hours a day for an informed perspective on fast-breaking news that affects
the American family. Call 202-393-NEWS before your next family-issue story deadline.

Bill Mattox Col. Bob Maginnis Robert Knight Kristi Hamrick
Family Stability, Taxes Drugs, Military, Crime Cultural Studies Communications Director

Cathy Cleaver
Law

202-393-NEWS

The Family Perspective On Today’s News

1-800-726-6096
Fax-On-Demand

The Family Research Council is America’s Family Voice, and Washington’s most respected family policy organization. Phone, satellite, studio and remote
interviews for all print and broadcast media are available by arrangement. A fully equipped media center with sound, electrcal and lighting options is
also available for on-site interviews. For more information, contact Kristi Hamrick or Kristin Hansen today at 202-393-2100.

Family Research Council, 801 G Street NW, Washington, DC 20001  202-393-2100 fax 202-393-2134  http://www.frc.org



One of the most fulfilling aspects of being a religious television or
radio broadcaster is the opportunity you have to "AIR" Godly pro-
grams with the power to change the "HUMAN" heart. CrossView
Ministries is proud to offer you television and radio series with a
proven nationwide track record of success.

Phillip Yancey being interviewed

by Terry Rush

Cross\iew Television Audience

| :
with Terry Rush

Television

A 30-minute Christian televi

sion talk show. CrossView
features the inspiring and
uplifting testimonies of well-
known Christian authors,
lecturers and community
leaders, all sharing in a gen-
uine c¢ffort to help others.
Currently, CrossView is tele-
vised by: ACTS/Odyssey,
FamilyNet and INSP net-
works on more than 2,300
cable systems and television
stations across America.

<............................................O.Q.-

Give us a call!

Find out for yourself
how these quality
Christian productions
will benefit both you
and your audience.

Radio

This powerful radio series
of high-impact one-minute
vignettes is currently
heard on more than 400
stations across America.
Listeners easily identify
with real-life dramatiza-
tions of everyday issues
people often face, while
discovering that the
Savior's teachings offer
the world's only true, last-
ing solutions. Listeners in
need of help are offered
FREE audio tapes by
Christian experts on each
topic. These 00-second
dramas impact lives,
because they're not mere

words... they're Son*Words™,

1-800-426-2020

CrossView; Ministries

; ;

Free tape subjects available 1o
help Son"Words™ listeners include:
Salvation. Grief. Marriage.
Parenting, Hope. Addiction. Love
Divorce. Abancdonment. Prayer

and meany more.
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InfoCision is the only non-profit fundraising firm to earn an MVP Quality Award
each of the four years since its inception. This award recognizes those telemarketing
companies with the most outstanding commitment to Quality assurance, customer
service, and an uncompromised commitment to excellence.

Call InfoCision to learn how we raise more money for Christian organizations
than any other outhound telemarketing company.

Tim Twardowski ¢ Executive Vice President — Marketing
Nick Stavarz » Vice President — Marketing
325 Springside Drive ¢ Akron, Ohio 44333 ¢ (330) 668-1400 * httpy//www.infocision.com



My Adventures With
The Book of Virtues

by Bruce D. Johnson

The executive producer leads
a tour of this exciting new PBS
series. Caution: highly enter-
taining content ahead.

Television’s Image of Children
by Katharine Heintz-Knowles
How are children portrayed on television?

Find out from this academic study commis-
sioned by Children Now.
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Features

Coming of Age:
Children’s Video
by Don S. Otis

Christian video producers
are showing tfremendous

growth. It’s a great time to
be a Christian kid!
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A Pirate’s Tale

by Gary and Christiane Emory
The story of Ron Hamilton’s fransforma-
tion into the radio personality Patch
the Pirate is a whale of a tale!

Adventures in Children’s Programming
The characters from the successful PBS series Adven-
tures From the Book of Virtues. Left fo right: Aurora
the Hawk, Annie, Plato the Buffalo. Socrates the
Bobcat, Zach, and Aristotle the Prairie Dog.
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PRO-LIFE PERSPECTIVE
Reaching Hearts, Changing Minds,
Saving Lives.

In the summer of 1993 the producers of Pro-  radio commentary of the National Right to Life
Life Perspective received a letter from a listener ~ Committee, the nation’s largest pro-life group.
in Louisiana. In her letter, she Pro-Life Perspective will not only
described how a poem read on Pro- provide your listeners with the most
Life Perspective caused her to current news and information on
reconsider her options and choose life abortion, infanticide and euthanasia
for her unborn child. —it will also change minds and

Pro-Life Perspective is the official save lives.

Wanda Franz, Ph.D.

PRO-LIFE PERSPECTIVE

America’s Pro-Life Voice

The Official Broadcast of the National Right to Life Committee 8 RIGHT TO Llfg 419 Seventh Street, N.W. Ste. 500, Washington D.C. 20004, (202) 626-8817.
committee,



SieNing ON

Childhood Memories

ln this issue, Christian programming designed to meet the
spiritual needs of children is featured. Some excellent children’s
programs are now available on both radio and video but more are
needed. Many ministries have produced children’s programming
over the years. The Children’s Bible Hour now has programs in
100 countries and on over 600 stations weekly. This ministry tar-
gets children effectively with the flagship half-hour program, .00
Children’s Bible Hour; a daily, quarter-hour program, Storytime;  chairman of National
and a daily four-minute program, Keys for Kids. Religious Broadcasters

A new and innovative approach to children’s radio program-  and president of KMC
ming is the Children’s Sonshine Network, a 24-hour satellite ra- Media in Dallas.
dio network targeting children from 3 to 12. Utilizing FM sub-channels, local Chris-
tian stations are able to distribute this programming mix of music, ministry, and news
to children. The Southern Baptist Radio & Television Commission produced over 200
episodes of the television program, Sunshine Factory, in the ‘80s and is co-venturing on
a new series called Clowning Around.

While a vice president at the Christian Broadcasting Network in the early ‘80s, I
was involved in the production of 102 half-hours of SuperBook and Flying House, the
first animated Bible stories produced for children. Pat Robertson, ever the innovator,
saw the need for this kind of children’s programming, and these stories are still seen
daily in the United States and around the world.

In recent years, Focus on the Family has led the way with the daily radio program,
Adventures in Odyssey, still one of my favorite programs on a long car trip. In children’s
videos, Rob Loos and Bill Myers made history with McGee and Me. This series proved
that Christian children’s videos could be exciting, imaginative, entertaining, and suc-
cessfully inculcate biblical values. Another innovative approach to children’s televi-
sion programming is the Kids Everywhere Clubhouse, which allows program elements to
be produced in local languages for insertion into the program.

If children’s programs are to be effective, they must grab and hold the attention of
kids who are swimming in a sea of media. To do this, there must be a careful blend of
entertainment and information. And all must be in harmony with God’s Word so that
the lessons taught are theologically and spiritually sound. Such programs must also
be designed for children at different developmental levels.

But sometimes | think we underestimate what children receive from programs
designed primarily for adults. As a boy, I remember going with my pastor father to
the local radio station, WGIL-AM/Galesburg, Ill., to watch him present the Gospel.
The only pastor in town using radio at the time, his church became full in a relatively
short period. Even the local Catholic nuns wrote letters of support.

On another occasion I had the opportunity to hear and see Dr. Charles E. Fuller
on The Old Fashioned Revival Hour. This program, airing on the ABC Radio Network,
opened with “Heavenly Sunshine” played by Rudy Atwood, followed by special mu-
sic, testimonial letters read by Mrs. Fuller, and then Fuller’s preaching. An expositor
of the Bible, his sermons were simple, practical, direct, and all concluded with an
invitation to accept Christ. And thousands did. Among them, boys like Jerry Falwell.

As a small boy, I watched fascinated from the balcony of the Long Beach Civic
Auditorium as Fuller gave the invitation: persistent but compassionate. I recall after
the radio program ended, he continued the invitation. The audience was filled with
sailors headed to the Pacific because of the tension developing in Korea, where the
war had not yet begun. He waited patiently until all who wanted had come forward,
filling the front of the auditorium. After leading them in prayer, he urged them to live
every day for God as if it were their last.

Both of these experiences left indelible impressions on me as a child. I learned a
lesson I have never forgotten — radio can carry the Gospel into the homes of a com-

munity where an individual can never go.
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TUNING IN

Unfailing Father

I was touched by the writing of Jim Gwinn recently. Jim is
president of CRISTA Ministries in Seattle, which conducts
Christian radio ministry through three stations in the North-
west. Read Jim’s article and you’ll be touched, too. Reprinted
by permission from Christian Management Report, Novem-
ber 1996, © 1996 Christian Management Association.

Dr. E. Brandt
Over one year ago, CRISTA opened a group home  Gystavson is president

for persons living with AIDS. Since we opened, we have  of National Religigus
had 15 residents of whom five have died and seven have Broadcasters ard

publisher of Religious

accepted Christ. In trying to follow the Lord’s command :
Broadcasting.

in “reaching out to the least of these” [Matthew 25:40],
we have faced scorn from within and outside the Christian community. This
ministry has not been easy but the Lord has blessed us and lives have been
changed. We've learned that success comes through the promises of God which
far exceed the opportunities He gives us. He is true and faithful to His Word!

There’s a remarkable passage of Scripture in 1 Kings 8:56-61 that has helped
me in many ways with the challenges we have faced.

The new temple in Jerusalem has just been dedicated to the Lord. Solomon
then turns to the people and reminds them that “not one word has failed of all
the good promises He gave through His servant Moses.” Speaking to the
descendants of those who were with Moses in the wilderness, he points out
that God has not failed to bring to completion every word of His promises.
And if God did it for Moses, He will do it for us.

Solomon then says, may God “incline our hearts to Himself.” How often
do I pray for God to turn my heart toward Himself? Not often enough. I find
my heart easily inclined toward things, but it’s much harder to incline it to the
Lord. This is a great daily prayer request!

Solomon understands there are repercussions, both positive and nega-
tive, to the way we live out our life in response to God. So that the repercus-
sions may be positive, our prayer needs to be, “Lord, keep my heart inclined
to you and your principles and commands.”

As a result of the group home, we have experienced many unpleasant
repercussions. But God is blessing our outreach, churches are rising up in
support, government and non-government agencies are changing their opin-
ion of us — the whole community is watching us closely. Praise the Lord, the
repercussions are becoming more and more positive.

Solomon asks the Lord to give attention to his needs as each day requires.
May our cause, he pleads, “be near the Lord our God day and night.” It
reminds me of our Lord’s admonition, “Therefore do not be anxious for to-
morrow; for tomorrow will care for itself. Each day has enough trouble of its
own” [Matthew 6:34]. It’s easy to seek the Lord when we have trouble, but we
so easily forget Him when things are going well. It’s a tough assignment, but
I need that balance in my life to consistently seek Him daily in good and Pad
times so I can be everything He wants me to be.

Why is this so important? As Solomon says, “So that all the people of the
earth may know that the Lord is God: there is no one else.” What an incred-
ible thought! My life and the ministries of CRISTA can be used of God to let
the world know that our God is the true and only God.

It’s exciting to know the same God who was faithful to Moses will be
faithful to me. It gives a whole new meaning to the words in Romans 15:4 —
“For everything that was written in the past was written to teach us, so that
through endurance and the encouragement of the Scriptures we might have
hope.”
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Reviewing Television’s Rating System

The television industry’s “vol-
untary” ratings system is under scru-
tiny on several fronts in Washington,
D.C. Although the ratings scheme
has been in place for only a few
months, the industry coalition which
devised it is facing pressure from
Congress and children’s advocacy
groups to add content-based informa-
tion to the current age-based catego-
ries. Such criticism is likely to be a
central issue in the review of the rat-
ings system now under way at the
Federal Communications Commis-
sion (FCC).

As most broadcasters know, the
television ratings system was
prompted by calls for government
action to help parents control the
exposure of children to violent or
other objectionable programming.
Congress responded by including the
“V-chip” provision in the Telecom-
munications Act of 1996.

That provision was designed to
skirt First Amendment problems by
avoiding, as much as possible, direct
government assessment of program
content while essentially prodding
the television industry to develop a
ratings scheme of its own. Eventu-
ally, the ratings are to operate in con-
junction with an electronic blocking
device, known informally as the V-
chip, that must be built into most new
television sets beginning in 1998.

The 1996 Act requires only the
ratings be encoded and transmitted
along with the program signal to
operate with the V-chip but, since
January, most television stations and
cable operators have been transmit-
ting rating icons that appear
onscreen. The task of assigning a rat-
ing usually is performed by program
producers, broadcast networks, and
cable networks, although each broad-
caster and cable operator retains the
right to substitute the rating it deems
suitable for its community.

Among the major programming
outlets, only Black Entertainment
Television (BET) and the Public
Broadcasting Service (PBS) have cho-
sen to refrain from voluntarily rating

10 Religious Broadcasting / May 1997

their programming at this time.

The industry coalition which de-
veloped the voluntary ratings system,
led by Jack Valenti of the Motion Pic-
ture Association of America (MPAA),
took the movie industry’s decades-
old system as its model. The volun-
tary plan calls for all television pro-
grams, except for sports and news,
to be rated under one of six catego-
ries loosely based on the MPAA's
long-standing movie rating system.

Two of the six television rating
categories are to be used with pro-
grams specifically designed for chil-
dren: TV-Y denotes programming
appropriate for all children, includ-
ing youngsters aged 2-6. TV-7 indi-
cates that the program is designed
for youngsters aged 7 and older be-
cause it may contain mild physical
or comedic violence that might
frighten younger children.

The other four television ratings
are to be applied to general-audience
or adult-oriented programs: TV-G is
applied to a program deemed suit-
able for general audiences because it
contains little or no violence, no
strong language, and little or no
sexual dialogue or situations. The TV-
PG rating indicates the program may
contain material some parents may
find inappropriate for younger chil-
dren, including infrequent coarse lan-
guage, limited violence, and some
suggestive sexual dialogue and situ-
ations.

TV-14 denotes a program that is
likely to be unsuitable for children
under age 14 because it contains so-
phisticated themes, sexual content,
strong language, and more intense
violence. The TV-M (or TV-MA) rat-
ing applies to programs specifically
designed for adults-only audiences.

The current ratings categories do
not specify the type of objectionable
content — violent, sexual, or other-
wise — the program contains. That
lack of content specificity has been a
contentious subject since the
industry’s television ratings were first
introduced. A recently released study
sponsored by the National Cable Tele-

WasHINGTON WATCH

BY RICHARD WILEY

Richard E. Wiley is a
former chairman of
the Federal Communi-
cations Commission
and is general counsel
for National Religious
Broadcasters. He was
assisted in the
preparation of this
article by Rosemary
Harold.

vision Assaciation suggests age-based
rating labels may have a stronger
“forbidden fruit effect” than content-
based labels because some young-
sters are more attracted to the idea
of violating an age limitation than to
the content of a program itself.

The perceived inadequacies of
the television ratings created a stir
on Capitol Hill even before the new
study was released. During a Senate
Commerce Committee oversight
hearing in February, committee chair-
man John McCain (R-Ariz.) and other
senators criticized the industry plan
for failing to incorporate content-spe-
cific information, and the lawmakers
urged the industry to work more
closely with parents groups and oth-
ers to improve the system.

The House Telecommunications
Subcommittee plans to take up the
matter this month when it hosts a
town hall-style hearing in Peoria, IIl.,
to seek input from parents and oth-
ers outside Washington.

The 1996 Act also gives the FCC
a role in reviewing the ratings. Un-
der the statute, the agency authority
must determine whether the
industry’s system is “acceptable.”
The agency is accepting public com-
ments on the ratings through May
27, and chairman Reed Hundt has
expressed an interest in holding hear-
ings at some future (but as yet un-
specified) date.

Continued on page 38
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by Bruce D. Johnson

ARLY IN THE SUMMER OF

1994, I came across William

Bennett’s The Book of Virtues

in a bookstore. After only a

few moments of perusing var-
ious pages an idea flashed through
my mind: This would make a great
animated series!

Three things immediately struck
me. First, | reacted to the word “vir-
tues.” This was a word which I felt
had simply gone out of fashion, yet
in this book the word represented
the most important personal quali-
ties any human being could possess
— courage, loyalty, friendship, faith,
etc. I was struck by the power of the
very idea of virtues.

Second, the book contained
many stories that, to my knowl-
edge, never have been animated;
as a producer, this is like striking
a vein of gold. And third, having
previously produced two animated
anthologies (inctuding The Greatest
Adventures — Stories From the Bible,
which performed exceptionally well
in home video markets), | was
struck by how perfectly suited this
book and its stories were for a home
video series and how valuable a
contribution to children’s television
such a series would make.

1 did not know the book was on
top of the best-seller lists, nor did 1
know that many other producers
had already submitted requests for
film and television adaptation
rights. I purchased a copy, and the
next day I placed a cold call to
Bennett.
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The Adventure Begins

Finding the book was particu-
larly fortuitous, as I was ready to
launch a company wholly dedicated
to family entertainment. The idea
for PorchLight Entertainment had
been bouncing around in my head
for several years.

Having just resigned from a
ten-year career at Hanna-Barbera, I
was about to make the idea a reality
and I wanted to launch the compa-
ny with a property that represented
high quality and lasting value. The
Book of Virtues could be a perfect fit.

I was pleasantly surprised to

The animated characters of Adventures From The Book of Virtues delightfully illus-
trate the stories of William J. Benneftt’s book.



reach Bennett by telephone on my
first try. I outlined my background,
said | was starting a new company,
and told him | was interested in
optioning his book.

I was more than a little disap-
pointed as he kindly informed me of
the 19 other offers he had received
— including one from Disney — and
that he was “down the road” with
one of the offers at the time. Never-
theless, he asked me to send my re-
sume, which I promptly did.

The next day, [ received a call
from Bennett’s office asking if I
could meet him the following Mon-
day. Over the weekend, I devoured
the baok, wrote a “Series Proposal,”
and prepared to pitch my idea to
Bennett.

Ironically, what had caught his
attention on my resume was not my
numerous animation credits. Nor
was it my early experience in mak-
ing educational films. It was a brief
personal note that | had once been a
“hikemaster” in the Rocky Moun-
tains. Bennett, an avid mountain
climber, found immediate common
ground.

At the close of the three-hour

meeting, he made a commitment to
me, saying he’d chosen me to be the
producer of the series. He has re-
mained loyal to that commitment,
and is a valuable collaborator.

An Adventure in Marketing

My original plan had been to
produce Adventures as a prime time
series for a major television or cable
network. Fox, HBO, and The Family

“Here is a
children’s television
program to celebrate.
Welcome [Adventures
From The Book of Virtues]
into your home.”
— The Washington Post

Channel showed serious interest.
But as | was pitching the series dur-
ing the spring of 1995, | ran into an
old friend, Stephen Kulczycki, gen-
eral manager of PBS affiliate KCET-
TV/Los Angeles.

Several years ago | produced a

A still from “The Indian Cinderella” segment of the Adventures From The Book of
Virtues “Honesty” episode.

documentary series for KCET. When
Kulczycki learned about The Book of
Virtues project, he immediately sug-
gested presenting the series to PBS.
A few weeks later we met with two
PBS associates: head of program-
ming Kathy Quattrone and head of
children’s programming Alice Cahn.
The executives were enthused
about Adventures From the Book of
Virtues as a prime time event for
PBS. Shortly after the meeting, we
concluded a deal with PBS.

An Adventure in
Production

The Book of Virtues presents sto-
ries, poems, and essays that illustrate
virtues. After securing the rights,
PorchLight did a complete analysis
of every entry in the book — a full
synopsis of each story, including an
opinion of whether the story would
work for kids and whether it had
been animated before.

Once the analysis was complet-
ed, we began to examine creative
options. I believe that one of the rea-
sons for the book’s success is the
introductions to each story, written
by Bennett, in which the philosophy

PRESENTS

behind the story and the theme are
articulated. Bennett and I felt we
needed a character who represented
that point of view, and since Bill’s
nickname is “Buffalo Bill” we chose
a wise buffalo . . . and christened
him Plato.

It was important to have some
kids in the series, so we created Zach
and Annie, along with three other
cartoon animals: a feisty prairie dog
named Aristotle (Ari), a wily bobcat
named Socrates (Soc), and a red-
tailed hawk named Aurora — obvi-
ously a tip of the creative hat to the
great philosophers who are woven
into the fabric of the series.

Continued on page 14
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My ADVENTURES . . .
Continued from page 13

The Book of Virtues is wonderful-
ly structured, in part because it has
many stories, poems, or essays ex-
emplifying every virtue. We decid-
ed to similarly illustrate each virtue
with a number of stories, settling on
a format which introduces a theme,
allows the animal characters to lead
the audience into two or three sto-
ries which reinforce the virtue, and
wraps up with a scene in which the
virtue is applied. Often, this is an
emotionally touching moment in
the overall story, and is always
accompanied by a poem or a song.

As a structural example, the
“Honesty” episode opens with Zach
lying to his father about breaking a

“I don't think children get a lot of posi-
tive messages on television. I'm very
impressed with PBS for doing this.” —
Pam Dawber, voice of Liese in “The
Magic Thread”

camera, then the animals tell two
stories exhibiting the importance of
honesty (“The Frog Prince” and
“George Washington”) and share a
poem about truth, and finally, Zach
admits the truth to his father.
There is a reason why many of
these stories have lasted for hun-
dreds or thousands of years: They
are archetypal stories that illustrate
something that connects and res-
onates within the human psyche
throughout time, whether in the
1890s, the 1990s, or even the 2190s.
Viewers of all ages are enter-
tained by the versatile stories, and
telling them plants images in view-
ers’ minds of characters who have
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“done the right thing” in powerful
dramatic situations. | hope viewers
use these characters as role models
when they make decisions in their
lives, whether standing up for some-
thing they believe in, helping some-
one less fortunate, or simply being
an honest and trustworthy person.

These virtues are themes that
hold society — any society — to-
gether. The stories offer something
profound for all who see them. I am
idealistic enough to believe this
series will act as an empowering
force for “good” in a sometimes
dark and confusing world.

Adventures in Funding

PBS does not provide 100 per-
cent funding for programming such
as Adventures, so PorchLight formed
a team to pitch the series to corpo-

“What a nice change from voicing the
usual collection of demonic warlords
and space aliens.” — Charles
Shaughnessy, voice of Charles in “The
Chest of Broken Glass”

Parenting a la Plato

It has been said that there 1s
nothing more intluential in - a
child’s life than the moral power
of quict example. It we want our
children o torm good habits —
to possess the traits ol character
we admire most — we need to
teach them what those traits are
and why they deserve allegiance.

Children must learn 10 wden-
tifv the forms and content of
those traits. Thev must achieve
at least a minimal level of moral
literacy that will enable them to
make sense of what thev see in
lite and, we may hope. help
them live well.

Where do we go 1o find the
material that will help our chil-
cdren in this task? Fortunately, we
have a wealth of material 10
draw on — material that virtual-
Iv all schools and homes and
churches once taught to students
tor the sake of shaping charac-
ter. The Book of Virtues offers a
wide collecion ol ume-tested
stories and poems. legends and
tales, drawn from the world's
vast stories of great literature.,
Now. manv of those same stories
have been translated into filim
and a medium children under-
stand best: animation.

Adventures From The Book of

Virtues offers a unique experi-
ence to children as they learn
about some of the most impor-
tant tats i life —  courage.
compassion, faith, lovaly, friend-
ship. self-discipline. work. hon-
esty. perseverance, and responsi-
bilitv. This new animated series
will enable us as parents to teach
these important lessons to our
children in an entertaining, fun,
and adventurous way.

Aristotle wrote that  good
habits {ormed at vouth make all
the difterence in one’s life. Good
habits and  good examples of
character are found in all of
these stories. poems, and songs.
The goal of my original book,
and of the animated series., is 10
provide encouragement . . . to
empower  young people 10
embrace the qualities of charac-
ter portraved in these stories.

[ am pleased to be part ol
Adventures From The Book of
Virtues. With so many viewing
choices for children. it is com-
forting to know that there are
some good programs which will
help tcach some of the most
hasic and important lessons in
lite.

— William |. Benneu



rate America. While such captains
of industry are sometimes viewed
as cold and impersonal, we thought
they might stand behind solid vir-
tues (i.e. honesty, responsibility, self
discipline).

The search for a strong, large
national company to underwrite the
project and join in various market-
ing efforts ended the day we ap-
proached the corporate marketing
team at CIGNA. With the slogan
“A Business of Caring,” CIGNA’s
goals fit perfectly with the objec-
tives of the series. After a terrific ini-
tial meeting, and a few subsequent
meetings, CIGNA joined as the
major underwriter.

Not only did CIGNA provide
a significant amount of production
money, but also it put itself, its mar-
keting strategies, and its expertise
entirely behind the series. CIGNA
hosted events across the nation to
familiarize its 50,000 employees
with the series; we couldn’t have
hoped for a more involved sponsor.

Adventurous Voices
Another unbelievably support-

ive sector was the celebrity commu-
nity. Once the series was announced
in the Hollywood press, many
actors called wanting to lend their
talents to the project.

John Forsythe wanted to be the
voice of Daedalus because he felt
the story and his performance
would make a contribution to kids
everywhere. Elijah Wood plays

Alfre Woodard voiced a daring Harriet
Tubman in the recently released
“Faith” episode.

Icarus and said he was totally com-
mitted to the type of quality work
we are doing. Shelly Duvall, pro-
ducer of a recent fairy tale series,
asked if there was a role for her (she
plays the voice of a fairy in one of
the episodes).

Ed Begley Jr., who voiced the
role of William Tell, said he would
gladly do another one. Alfre Wood-
ard, as Harriet Tubman, was unbe-
lievably powerful. Ed Asner, George
Segal, Mark Harmon, Pam Dawber,
Kathy Bates, Tim Curry . . . it'sa
long list of talented actors. Advert-
ures also uses some of the top voice-
over actors in the business: Frank
Welker, Jim Cummings, Kath
Soucie, and Kevin Richardson, to
name only a few.

Audience Adoration

The blessings continued as the
series premiered. During September
1996, Adventires became the first
prime time animated series in PBS
history. National ratings were terrific,
but even more impressive was the

Continued on page 16
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MY ADVENTURES . . .
Continued from page 15

tremendous response from viewers.

After the launch, PBS received
more than 500,000 hits on the Web
site and hundreds of e-mails
(http://www.pbs.org/adventures).

The e-mails were a source of great
inspiration and encouragement for
all of the people involved in the pro-
duction. Heartwarming responses
such as, “Very impressed. We need
more shows of this kind for our chil-
dren,” and “I just wanted to tell you
how much I loved this show,” made
the entire adventure worthwhile.

Press Praise

The press has been equally
encouraging. Although we certainly
worked hard and planned on re-
ceiving a lot of secular press about
the series, PorchLight never expect-
ed Adventures would be so whole-
heartedly embraced by the press.

The Washington Post wrote,

Ken Wales: Adventures Advocate

I am excited about Adventures From The Book of
Virtues! And how privileged 1 feel 10 have produced
Christy, a program that is literally tied into the virtues
contained in William Bennett’s book and once that
plowed the ground for network television's turn
toward virtues.

In many wavs the program became a sacrificial
lamb for the politics ol network advertising, but it
opened doors for programs such as Touched by an
Angel, Seventh Heaven, and Adventures.

The very fact that Williaon Bennett collected this
treasure trove of stories in The Book of Virtues 1s a
great thing. Virtues are essental in making right
choices and living the best wav. They are kevs 1o all
of our c¢fforts in what we're trving to do in broad-
casting.

Bennett’s ability to be selective with the stories in
his book has been a grear gift to our contemporary
society. It needed 10 be done. And 1o come from a
man who is an educator, a former secretary ol edu-
cation. and a Catholic laviman it all fie It was
part ol his Christian stewardship that he compile The
Book of Virtues.

Then, Bruce Johnson’s stewardship took over.,
His professional achievements, when joined with his
personal faith and dedication. allowed him 1o leap
in and say, "I know how 1o take what I've done in
the prolessional mdustry and apply it to telling of
this at the children’s level, where it is most needed.”

An example of Johnson's blend of his gifts with
his trade is the program on “Faith,” which uses the
23rd Psalm and “Daniel in the Lion’s Den” to teach
faith on a level that a child can understand.

But part of Johnson's brilliance is that adulis can
also clearly see the principle imvolved and apply it 1o
their lives. To spread the message across those levels
takes a real walent.

Another important aspect of the program s
Johnson's selection of writers. The bouom line in
any successtul production s the story. Adventures uses
skillful writers who draw out the clements of para-
bles and use them to illustrate a storv.

So manyv Hollvwood actors have expressed mter-
est in being mvolved i Adventwres. "That Kind of tal-
ent instantly raises the caliber of the production and
gives it a “star lactor.”
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During casting. vou choose the best person by
using the insight that God gives you, and God takes
care ol the spiritual relationship ol that actor. For
Christy, 1 chose people who were right for the parts.
and though perhaps God wasn’t present in thein
lives. it gave Him a chance 1o work in new ground.

Many members of the Hollvwood community
love to do things for Kids. 1t’s especially appropriate
for Adventures because Johuson is using this creative
children’s series to reach ver another group of peo-
ple — celebrities — who need 1o be exposed 1o these
virtues.

And Johnson’s animanon is of a superh quality.
While 1t certainly could not be as expensive as Disney
studios, the anmmation s tluid, believable, rich. and
superior 1o what Kids are used to viewing on
Saturday mornings.

The fact that the program airs on PBS. which
some believe carries a liberal bias, 1s to be applaud-
ed. If we don't support the things PBS doces that are
good. then our opportuniues for doing more valu-
able things will disappear.

This is a breakthrough  program for PBS,
beciause while thev've had Mister Rogers and Sesame
Street, they haven’t had a lot of network-quality chil-
dren’s programs. While the usual ratings on PBS are
much less than the commeraial networks, Adventures
has done very well!

The bouom line 1 must share is how gratetul |
am to sec that some ol the ground that Cliristy broke
has been planted with good and fertile things which
have come to a wonderful harvest.

I encourage religious broadcasters to be bold
and think the best. The important thing is the mind-
set when vou start out: think excellence. think qual-
ity. think giving vour talent back 1o God.

Johnson is doing the work God has given to
him. His response 1o The Book of Virtues reminds me
of a line Alice Henderson asked in one episode of
Clristy, "1f we don’t do the work God gives us 10 do.
then who will do it2” He's given us so much; how
can we do anvthing less than our best?

Ken Wales is a veteran film and television pro-
ducer and executive producer of the CBS televi-
sion series Christy.



“The charming thing about virtue is
that it does stand alone and needs no
institute or ideology.”— Edward
Asner, voice of Daniel in “Daniel in the
lion’s Den”

“Here is a children’s television pro-
gram to celebrate. Welcome it into
vour home.” In awarding the series
the USA Today Family Channel Seal
of Quality, the newspaper reported,
“This is clearly a project worth
doing, something the family thank-
fully can watch together.”

TV Guide has featured the series
many times in its “Best Bets” col-
umn, The Los Angeles Tintes has sin-
gled out Aduventures as a “Must See”
nearly every time it's been on, and
Entertainment Tonight, CNN, and
numerous television and radio talk
shows have extolled the virtues of,
well, Virtues!

The embracing of the series by
the secular press has been a bit sur-
prising. Although Adventicres is not
strictly biblical in nature (though it
does tell several Bible stories), the
themes, morals, and ideas espoused
certainly lean toward a mare con-
servative culture and could be fod-
der for a relatively liberal press.
However, like the positive reviews
received by Bennett’s book, even
hard core reporters understand the
inherent goodness of Adventies
and the importance of its themes,
which transcend polities, religion,
and nationality.

Of course, not all of the press
has been positive. One magazine
with a large circulation questioned
the choice of “princess” stories in
the age of feminism and political
correctness. In defense, the series

Continued on page 18

Owver 265 outlets!
The Musical Adventures of Patch the Pirate help

families discover how building character can be fun!

¢ 15-minute weekly serial adventures
¢ Filled with delightful characters

1o Godly character-building emphasis

® Outstanding stories and songs

¢ Fully-orchestrated music

e Digital sound effects

e Nearly 1 million recordings in homes

e Custom promos with each new series

Call 1-800-GO-PATCH for a free demo and materials. The Adventures of
Patch the Pirate is 2 non-commercial, non-protit, listener-supported
ministry, provided free to broadeast stations. We have produced 120
original broadcasts ready tor airplay. Fax us your request today. Come join
our crew!

- |To request your free CD of Putch the Pirate Favorites call,
“ 'write, or fax us today!

A‘Roo
&

,‘o
~

" :
o

The Adventures of Patch the Pirate
PO. Box 6324 ® Greenville, SC 29606

1-800-334-1071  1-800-467-2824

FAX 1-800-249-2117

May 1997 / Religious 3roadcasting 1174




by Gary and Christiane Emory
72, NCE UPON A TIME,
in the land of South
Bend, Ind., a boy

J‘ dreamed of becoming
a hero.

Ron Hamilton dreamt of excite-
ment, danger, adventure, and mys-
tery. He played cowboys and Indi-
ans, cops and robbers, generals and
troops. In the midst of all these
dreams, he had to practice the piano
and sing with his younger brother
and sister at church. It was not a
chore; he enjoyed music — and
baseball, running, swimming, and
helping his dad as an electrician’s
“soil engineer.”

The program is
recognized by National
Religious Broadcasters as
being the third-largest
children’s religious
programming outreach.

He lived a normal life and did
things that all kids do. He sang in
Youth for Christ rallies, rode across
the country on a ten-speed expedi-
tion, and then rode off to a Chris-
tian college to study music. By age
23, he had married his mentor’s
eldest daughter and had served on
the faculty of his alma mater, his
childhood dreams of heroism fast
sailing over the horizon.

The Trial

Hamilton and his wife, Shelly,
were serving in music ministry with
a bright future ahead of them. One
day during a voice lesson he had
trouble reading music, so he went
to the eye doctor for a prescription.

Noticing something unusual,
the doctor scheduled a series of tests
and determined Hamilton needed
surgery — with the risk that he might
lose his eye to the suspected cancer.

When Hamilton awoke from
the operation, his wife tearfully told
him the doctors had removed his
left eye.

20 Religious Broadcasting / May 1997
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Volume One of “Captain Patch’s Treasure Chest” includes eighf story and song
adventure tapes.



“The charming thing about virtue is
that it does stand alone and needs no
institute or ideology.” — Edward
Asner, voice of Daniel in “Daniel in the
Lion’s Den”

“Here is a children’s television pro-
gram to celebrate. Welcome it into
your home.” In awarding the series
the USA Today Family Channel Seal
of Quality, the newspaper reported,
“This is clearly a project worth
doing, something the family thank-
fully can watch together.”

TV Guide has featured the series
many times in its “Best Bets” col-
umn, The Los Angeles Times has sin-
gled out Adventures as a “Must See”
nearly every time it’s been on, and
Entertainment Tonight, CNN, and
numerous television and radio talk
shows have extolled the virtues of,
well, Virtues!

The embracing of the series by
the secular press has been a bit sur-
prising. Although Adventures is not
strictly biblical in nature (though it
does tell several Bible stones), the
themes, morals, and ideas espoused
certainly lean toward a more con-
servative culture and could be fod-
der for a relatively liberal press.
However, like the positive reviews
received by Bennett’s book, even
hard core reporters understand the
inherent goodness of Adventures
and the importance of its themes,
which transcend politics, religion,
and nationality.

Of course, not all of the press
has been positive. One magazine
with a large circulation: questioned
the choice of “princess” stories in
the age of feminism and political
correctness. In defense, the series
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® Nearly 1 million recordings in homes

e Custom promos with each new series
Call 1-800-GO-PATCH for a free demo and materials. The Adventures of
Patch the Pirate is a non-commercial, non-protit, listener-supported
ministry, provided free to broadcast stations. We have produced 120

original broadcasts ready for airplay. Fax us your request today. Come join
our crew!

- To request your free CD of Patch the Pirate Favorites call,
“ 'write, or fax us today!
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MY ADVENTURES. ..

Continued from page 17

adaptations have been faithful to
the original stories. If the Brothers
Grimm have the princess living
happily ever after with the prince,
so does our adaptation. Many of
these stories have charmed children
for years and if the stories in the
series communicate the thematic
point, the goal has been met.

Adventuring Beyond PBS

Today, eight months after the
initial television launch, Adventures
has taken on a momentum of its
own. More companies from corpo-
rate America have joined in the
push, as have members of the secu-
lar and religious broadcasting
worlds.

The production received the
endorsement and support of reli-
gious broadcaster Pat Robertson,
who interviewed Bennett on The 700
Club. Kathy Lee Gifford raved about
the series on Live With Regis and
Kathy Lee. And PorchLight’s invest-
ors have continued to support the
series and the company’s vision for
high-quality family entertainment.

With a special exclusive sneak
preview to Christian Booksellers of
America (CBA) stores, five home
video episodes were released into
the Christian market during Sep-
tember 1996 from Warner Resound
(a division of Time Warner), and
have already become “Platinum
Certified” best sellers.

Having been embraced by the
Christian community, Adventures
licensed products are now entering
the CBA marketplace: apparel,
books, and other toys. During Feb-
ruary, the installment on “Courage”
was released in CBA stores; “Faith”
is scheduled to launch this month.

Simon & Schuster, also solidly
behind virtues, is releasing a series
of 12 books based on Adventures;
four titles hit retail outlets during
October 1996 with an initial print
run of 500,000.

February was a big month for
Aduventures, with the first six epi-
sodes of the series entering the mass
retail market to great success.
Warner Home Video and PBS For
Kids Home Video distribute the
series nationwide to mass marketers
such as Target, Kmart, Blockbuster

‘I felt that the virtues communicated in
this project were very important and
we need to pass these messages
down to our children who are the next
generation.”— Irene Bedard, voice of
Morning Light and Sharp Eyes in “The
Indian Cinderefla”

and others. And Fox Television and
Video is bringing the series to
broadcasters throughout the world.
It seems that corporate America
really is behind virtues and teaching
children positive values!

Drawing the Bottom Line

Aristotle said, “We are drawn to
the good,” a quote gleaned during
my lengthy conversations with
Bennett. And as Plato said — and as
any parent knows — children must
be taught right from wrong; it is not
something humans inherently pos-
sess.

For some this time-honored les-
son, supported by the Ten Com-
mandments, has been lost or at the
very least is undernourished. Now,
thanks to a widely embraced an-
thology and a wonderfully enter-
taining television series, virtue —
and knowing right from wrong —
just might become more deeply
engraved in the consciousness of
children.

That would be an adventurous
accomplishment for the many tal-
ented artists, writers, and musicians
who worked with PorchLight Enter-
tainment on Adventures From The
Book of Virtues.

Bruce D. Johnson is an executive
producer of Adventures From The
Book of Virtues.
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by Gary and Christiane Emory

7@, NCE UPON A TIME,
in the land of South
Bend, Ind., a boy

dreamed of becomin,
N\_ J ‘ a hero. S
Ron Hamilton dreamt of excite-
ment, danger, adventure, and mys-
tery. He played cowboys and Indi-
ans, cops and robbers, generals and
troops. In the midst of all these
dreams, he had to practice the piano
and sing with his younger brother
and sister at church. It was not a
chore; he enjoyed music — and
baseball, running, swimming, and
helping his dad as an electrician’s
“soil engineer.”

The program is
recoghized by National
Religious Broadcasters as
being the third-largest
children’s religious
programming outreach.

He lived a normal life and did
things that all kids do. He sang in
Youth for Christ rallies, rode across
the country on a ten-speed expedi-
tion, and then rode off to a Chris-
tian college to study music. By age
23, he had married his mentor’s
eldest daughter and had served on
the faculty of his alma mater, his
childhood dreams of heroism fast
sailing over the horizon.

The Trial

Hamilton and his wife, Shelly,
were serving in music ministry with
a bright future ahead of them. One
day during a voice lesson he had
trouble reading music, so he went
to the eye doctor for a prescription.

Noticing something unusual,
the doctor scheduled a series of tests
and determined Hamilton needed
surgery — with the risk that he might
lose his eye to the suspected cancer.

When Hamilton awoke from
the operation, his wife tearfully told
him the doctors had removed his
left eye.
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Volume One of “Captain Patch’s Treasure Chest” includes eight story and song
adventure tapes.



A Patch and a Nickname

Shortly after his surgery, the
doctor gave Hamilton his first “pi-
rate patch,” medical slang for an
eye patch. As the Hamiltons left the
hospital, a passing child tugged on
his mother’s sleeve and exclaimed,
“Look, Mommy! There goes a
pirate!”

Another curious little friend
asked Hamilton what was on his
eye. In his best straight-faced man-
ner, he replied that it was a pirate
patch. The young boy’s eyes
widened as he stammered, “Are . . .
are . . . you a real pirate?”

“I guess so,” he answered. “You

M BCAME

Left. This colorful evangelistic tract tells the tale of Ron Hamilton’s transformation

into Patch the Pirate.

Iwenty-five years ago Shelly’s
father and music instructor, Dr.
Frank Garlock, founded Majesty
Music. The company published
brass arrangements, church choral
arrangements, and recordings for
local churches.
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songs together with character voic-
es: a whale, a sea gull, and three
oysters.

The resultant Sing Along With
Patch the Pirate received an incredi-
ble response. Parents were wearing
out the record and demanding
more. The next year saw the launch
of Patch the Pirate Goes to Space, fea-
turing a more developed plot and
sound effects.

Today, after 17 full-length
adventure recordings, a second gen-
eration of children are singing songs
such as “Obedience,” “I Love Broc-
coli,” “The Poochie Lip Disease,”
“Wiggle Worm,” and many more.

Each adventure features a plot
with Captain Patch, his wife, Sissy
Seagull, and their children: PeeWee,
Pixie, Peanut, Princess, and PJ Pi-
rate. The zany characters are faced
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A [ Saw Jesus In"You

Center. Children and adults take adventurous voyages with Patch the Pirate on the
radio and through CDs such as “Giant Killer.”

Right. In addition to Patch the Pirate journeys, Ron Hamilton records solo albums
such as | Saw Jesus In You. “This recording is first of all, a tribute to a godly man;

however, it also is an attempt to communicate what a father should be. Working
on this recording brought me a lot of joy and a lot of tears.”

can call me ‘Patch the Pirate!”” His
childhood dream had come true. He
finally had a heroic nickname that
sounded exciting, though not exact-
ly earned in the way he had vividly
imagined.

A Majestic History
What happened next can only
be understood by revisiting history.

Shortly after the Hamiltons
joined Majesty’s team, Ron recorded
his first solo album (Rejoice in the
Lord). The Hamiltons wrote chil-
dren’s songs filled with simple yet
profound Bible character lessons.
While recording a few of their best
tunes, the adventures of Patch the
Pirate began when Hamilton decid-
ed at the last minute to string the

atabatedo my (a“)wt

with situations that call for the cap-
tain’s practical wisdom and able
assistance.

Sailing the Radio Sea

At the insistence of its audience,
Majesty Music turned the record-
ings into the highly successful radio
program The Adventures of Patch the
Pirate.

Beginning with 45 stations
(including three networks: The
Children’s Sonshine Network,
Family Radio Network, and VCY
America Network), the outreach
now enjoys more than 270 outlets,
many of which repeat the broadcast
several times during the week. VCY

Continued on page 22
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America Network also carries the
satellite feed.

The program is recognized by
National Religious Broadcasters as
being the third largest children’s
religious programming outreach.

The listener-supported ministry
is distributed free of charge and
does not purchase airtime. Mission
radio organizations — including
Trans World Radio, Caribbean
Radio Lighthouse, and other inde-
pendent stations — distribute the
program internationally.

The Content

The recordings are a vital tool
in helping children to put a handle
on godly character and understand
the principles even some
adults need to learn.

Attitudes, actions, and
motivations are colorfully
illustrated in plots, situa-
tions, and character types.
Conflicts are settled through
godly responses, answered
prayer, and upright charac-
ter. No super-power, sci-
ence-glorifying, egocentric
solutions are given to ten-
sions created by evil or self-
ish characters.

Rather, life-changing
lessons are based upon bib-
lical truth and principles.
Fantasy devices such as The
Great American Time Macliine
are used to illustrate real
characters’ attitudes and
actions. These devices help
to equip children to develop
solid conclusions from the
stories and learn vital princi-
ples along with the charac-
ters.

Aiding in the illustrations
are original, compelling songs with
Christ-honoring lyrics. The music is
high quality with most songs fully
orchestrated with live symphonic
instruments. Synthesizers supple-
ment the instruments and provide
variety and fun sounds.

A typical 15-minute broadcast
consists of an opener with Jonas
Squidley and his salty parrot, Ahab;
a ten —~ 12 minute adventure cut
with creative music and sound
effects; additional songs supporting
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Programs are sent out
every two months with
more than two years of
original broadcasts before
they are repeated.

the program theme; and a tag with
the toll-free number.

The broadcasts are underwrit-
ten through the not-
for-profit organiza-
tion Hope For The
Home, so no sales or
offers are made dur-
ing the broadcast.

THE .
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With the advent of digital
recording technology, Majesty pur-
chased a 24-track Akai Adam
Digital Multi-track System and an
Akai DD1000 Magneto Optical
Digital Editing Workstation.

The company also added soft-
ware for mixing automation and
began to record and produce The
Adventures of Patcli the Pirate on
location, upgrading the mixer to an
Amek BIG 44 Console with total
recall. The upgrade allows the engi-
neer to reset a mix, including all
sends, equalizations, settings, pans,
and automated levels, locked to
SMPTE time code.

'/'..'5 ﬁATru
P "G ALV -

\o e Leog

Suaned - lsset 2

Tyis ook belongd Lo

Left. The Adventures of Patch the Pirate is a family aoffair for the Hamiltons.

Right. Patch the Pirate Club is a unique, character-building children’s choir program.
Each sailor receives a “Sailor's Log” and can earn patches, pins, and awards. More
than 1000 clubs are in existence around the world.

The Facilities

After originally building an 8-
track sound effects studio in a for-
mer office building, a bit of number
crunching and a lot of research help-
ed the ministry realize it could afford
its own full-production studio.

The DD1000 uses 650mb
removable drives. Within 30 sec-
onds, complete projects can be
changed, eliminating download and
upload times and allowing quick
access to a variety of sound effects
and soundtrack sources.



Each year, the organization
increases its digital sound effects
libraries from Sound Ideas. The
libraries allow quick access to clas-
sic sound effects from productions
such as The Flintstones, The Jetsons,
Warner Bros. cartoons, the Lucas
Film Library, Twentieth Century
Fox, and The General.

Database searches find sound
effects listings for the radio pro-
gram. A fiber optic connection
between a Sony 100 Carousel and
the DD1000 enables auditioning
and downloading of various effects
and places them in the production
with a remote MIDI keyboard to
trigger the cue.

The workstation has been
invaluable in allowing pre-record-
ing and editing of special effect
voices and children’s dialogue.
Before production, the processed
voices are edited, level adjusted,
and dropped directly to multi-track.
With the DD1000 a producer can
fire any cue directly from a comput-
er keyboard.

The Talent

Majesty Music is fortunate to be
based in the university town of
Greenville, S.C., which features a
tremendous pool of vocal, character,
and speech talent. The program
auditions children and adults for
special character voices and music
parts.

Often the child who plays the
role is not the one who sings the
solo. Sometimes a child who is tal-
ented in both acting and singing is
discovered through the Christian
school or in a church choir.

During recording sessions, the
children often record against scratch

piano and click track. Most choirs of
eight to 12 children are over-dubbed

three times, twice in stereo and once
in mono. During the mono pass the
children sing around an omni-direc-
tional AKG414.

The new CAD Equitek 200 and
100 condenser microphones provide
an excellent vocal quality along
with the 414s and Neumann
KMI184s. An AKG-C422 stereo mic
records the Yamaha-C7 grand piano
and stereo vocals, providing an
excellent mono-compatible stereo
signal.

The Tracks

Many children and adults can
use only one side of a set of ear-
phones; with both ears closed they
are generally sharp in pitch. Each
child has a headphone level control
and a sealed Audio Technica AT-910
earpicce. Though overdubbing parts
without the click track is nearly
impossible, the engineer is careful
not to allow the click track to bleed
onto the vocal tracks.

An average choir recording of a
song takes between 45 minutes and

Continued on page 24
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one hour, not including solos or
additional harmony. The addition of
the new Alesis Adat XT 48-track
system ensures compatibility with
the orchestra recordings. This sys-
tem of modular eight-track digital
recorders daisy chains by a fiber
optic cable. The studio also uses the
Alesis BRC remote auto-locator
with memories.

Additional processing equip-
ment includes an Aphex Compellor,
Lexicon PCM 80 and 90 reverbs,

port since The Adventures of Patch the
Pirate shoved off 15 years ago.
These mates have shared the spiri-
tual victories resulting from the
musical ministry. Many families fac-
ing the loss of an ill child have
called to request a visit from
Captain Patch.

Ten years ago one such boy
who was given no hope received a
visit from the captain; now he sings
each week in the church where
Hamilton serves as music minister.
Hamilton says, “What seemed to be
a tragedy has actually become one
of the greatest blessings of my life.”

The combined musical heritage

During recording sessions, Gary and Christiane Emory are hands-on technicians.
Gary's engineering skills and Christiane’s administrative gifts enhance the ministry
of Majesty Music.

Ensoniq DP4 digital processors, a
TC Electronics Finalizer, Panasonic
3700 and 3800 DAT recorders, KRK
9000 monitors, an Akai DR4d hard
disk recorder, and a Marantz CDR
610 compact disk recorder.

The Tapes

Duplication of the broadcast is
done in real time directly from DAT
masters, using Nakamichi and
Tascam cassettes. Programs are sent
out every two months with more
than two years of original broad-
casts before they are repeated.

Aftiliate stations also receive
free CDs and cassettes of Majesty
Music’s vocal solo and instrumental
recording series. Promo spots for
each adventure series are available.

Mates on the Voyage

Thousands of listener responses
have sailed into Majesty Music’s

of the Hamiltons has proved to be a
blessing to believers around the
world. Together they have written
and produced ten seasonal cantatas,
nearly 300 songs, and ten solo re-
cordings. This 25th anniversary year
of Majesty Music marks the 18th
full-length Patch the Pirate adven-
ture.

In the second adventure, Pee-
Wee Pirate — voiced by the Hamilt-
ons’ son, Jonathan — prayed a sin-
ner’s prayer at age two. (Jonathan
is now 18.) Many precious children
have followed this path to the Savior.

As Captain Patch and his crew
sail the airwaves, the staff members
of Majesty Music pray the program
will continue to capture kids’ hearts
and minds for Christ.

Gary and Christiane Emory are chief
engineer and administrative assis-
tant, respectively, for Majesty Music.
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Children's videos produced by Christians
may soon replace Power Rangers, Gargoyles,
or Bone Chillers on Saturday morning television.

In “legend of the Desert Bigfoot” (Tyndale House), the Last Chance Detectives prepare for a night visit from the creature at their
home tase, a B-17 bomber.
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by Don S. Otis

ARK TWAIN ONCE
quipped about the
weather, “Everybody
talks about it but
nobody does anything
about it.” The abundance of anti-
Christian offerings at the box office,
on television, and on cable send
many Christians on the war path —
and for good reason.

Some believe
traditional pro-fami
-ly entertainment
companies such as
Disney have begun to
sell out. Christians
can no longer trust
secular producers to
understand, let alone
respect, their high
regard for family.

As the entertain-
ment industry shunned
family friendly pro-
gramming, many
Christians took aim at
advertisers. Organiza-
tions such as Focus on
the Family and the Amer-
ican Family Association
led the charge to boycott
products or write letters to
companies that refused to
respond to the pleading of
pro-family Christians.
Thoughtful Christians un-
derstood what was at stake:
the future of their children
and the future of the family.

Secular Statistics

Michael Medved'’s hard
hitting, insightful book Holly-
wood Versus America gave
Christians a glimpse into the
Hollywood dream machine.

But it was William Bennett’s
The Index of Leading Cultural
Indicators that gave Medved's
shocking revelations real teeth.

The average American
preschool child watches 27 hours
of television every week. By the
time American children graduate
from grade school, they will see
8000 made-for-television murders
and 100,000 acts of violence.

The story for teens isn't much
better. They spend 21 hours each
week watching television and less
than 2 hours reading. It isn’t only
that America’s youth, Christian or

“Christian producers
are changing
the paradigm
Jor everybody

~— Bill Haljun, director of development
for Big Ideas Productions

“The Toy That Saved Christmas” (Big
Ideas Productions) went platinum
(sales of 100,000 copies or more)
within the first week of its relegse.

not, are dumbing down. The real
question is where they are getting’
their values.

A report by the National
Commission on Children notes,

“Pervasive images of crime, vio-
lence, and sexuality expose children
and youth to situations and prob-
lems that often conflict with com-
mon values of our society.” Yet the
values of society are increasingly
greyed by the influence of “Must-
see TV” with no morality.

More than half of Ameri-
cans believe that television has
a greater influence on children’s
values than parents, teachers,

and religious leaders com-
bined. “The dream factory,”
writes Medved, “has become
a poison factory.”

A question Christian
broadcasters and media pro-
fessionals face is how to
dilute or divert the influence

of Hollywood. Perhaps
Christians can’t completely
alter Hollywood's influence,
but they can change the
effect it has upon their fami-
lies. The crux of this article
shows how Christian entre-
preneurs and companies
are doing just that.

Until recent years,
Christians have been
quick to judge but slow to
act. Though many have

spoken about the need
for wholesome family
entertainment, few have
done much to solve the
problem.

“Clergy must real-
ize that it isn’t enough
to curse the darkness,”
says the Rev. Doug

Millham, preaching
at First Presbyterian
Church of Hollywood.
“They should tell the
faithful to pray for
those who create the
media products con-
sumed by millions
and support efforts to
minister to the more than 2000 com
mitted Christians in Hollywood.”

In a sermon reprinted in Dr.
Theodore Baehr’s MOVIEGUIDE
magazine, Millham put Christian
involvement in the entertainment
industry into perspective: “One
change of producer, one change of
script, one change in network lead-

Continued on page 28
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ership, will alter the course of what
millions of people think and feel
and believe about life itself.”

Personal Best

Ken Wales, executive producer
of Christy, based on the best-selling
book by Catherine Marshall, is one
Christian who has worked success-
fully inside Hollywood. Few people
realize how much singular effort
and personal cost it took for Wales
to finally see 13 episodes air on
CBS two years ago. (See Reli-
gious Broadcasting, May 1995.)

Many believe Christy
helped pave the way for other
family friendly programs such
as Touched by an Angel and
Promised Land. Undoubtedly,
the efforts of Wales and other
Christians in Hollywood have
made a difference.

The problem for Christian
viewers, however, is the grow-
ing decadence of ungodly pro-
ducers who want to see just
how far they can push the
envelope. The new ratings sys-
tem may actually give some
shows added license to pro-
duce “trash-TV.”

Maturing in the
Mainstream

But other producers, both
inside and outside Hollywood,
are silently and skillfully
designing quality programs
that are being spun off into
products.

One such producer is
Bruce Johnson, former general
manager of Hanna-Barbera
and founder of PorchLight
Entertainment in Los Angeles.
Johnson'’s new animated series,
Adventures From The Book of Virtues,
is a spin off from William Bennett’s
best-selling primer, The Book of
Virtues. (See page 12.)

The Family Channel is also
gaining production momentum by
creating programs such as The
Ditchdigger’s Daughters, the story of
successful black obstetrician Yvonne
Thornton. Thornton’s working class
father instilled godly values in his
children which enabled them all to
succeed.
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“It used to be
a couple of people
had the monopoly
on quality
children’s videos.
This is no longer true
as good animation
and writing is riding
the coattails of
the secular market.”

— Jeremy Lees, CBA Marketplace
video reviewer

“If creative Christian producers develop solid chil-

dren’s products that rise to the challenge of quality
family entertainment, the word will get out.”
— Don S. Ofis

While these programs and oth-
ers like them are welcome fare for
Christians, impressionable children
need more. And that’s where Chris-
tian video producers are coming of
age.

Growth Charts

No one with any credibility
debates the influence of the media
on young viewers. Children are
affected by what they see and hear.
Thousands of Christian families are
waiting for video products and
entertainment designed with their
needs and wants in mind.

It is no longer a secret that PG-
rated films generate three times the
revenue of the typical R-rated film.
Yet, according to Medved, the enter-
tainment industry keeps cranking
out more than four times as many
R titles. An astute business person
would look at this irrational practice
and fire the top executives making
these critical decisions.

The good news for Christians is
that this illogical behavior has
moved the hand of Christian com-
panies and ministries like Group
Publishing, Tyndale House, Word,
Broadman & Holman, and Focus on
the Family. These organizations
are helping to produce pro-
grams and videos that reflect
Christian values.

Bill Haljun, director of
development for Big Ideas
Productions says, “Christian
producers are changing the
paradigm for everybody.” Phil
Visher, founder of the compa-
ny, developed the 3-D program
Veggie Tales. He saw an oppor-
tunity to bring Hollywood-
style entertainment graphics
to the Christian market.

Visher and Haljun have
been surprised at the over-
whelming success of their
genre of sing-a-longs; Big Ideas
has produced seven episodes
geared to reach 3- to 10-year-
olds.

“The great thing about
Veggie Tales,” says Haljun, “is
that adults aren’t punished
because they’re doing some-
thing good for their child.”

Integrating Needs

Some adults experience an
automatic gag reflex when they
watch Mister Rogers or Barney
with their children. While a few
programs like Veggie Tales or
Adventures From The Book of Virtues
can captivate both kids and adults,
most are not designed to.

Jim Kellet, producer and direc-
tor for kids’” videos at Group Pub-
lishing, says the key to reaching a
younger audience is to focus on an
interactive format.

Group Publishing started as a
supplier of quality curricula. The
company’s sing-and-play videos
and Chatter Adventures are designed
to integrate learning with fun. And
that integration has paid off: the last



Chatter video sold 15,000 units with
the initial order.

Keilet and executive producer
David Balsinger estimate that one
million kids were exposed to their
interactive format through Vacation
Bible Schools alone.

The Chatter videos are built
around a cuddly chipmunk, akin to
stuffed animals kids have at home.
Chatter’s Stowaway Adventure is shot
on location in the Bahamas and
combines fast-paced drama with
helping kids learn a Christian way
of dealing with issues.

Group’s Sing-and-Play Music
Videos help teach moral lessons
through video parables that include
music video action. Kellet says get-
ting kids involved is part of Group’s

Christians can
no longer trust
secular producers
to understand, let alone
respect, their high
regard for family.

philosophy. The videos” music and
simple choreography help kids
learn while getting out their energy.

Anyone working with young
children understands the value of
combining activity with learning.
Kellet believes one key to producing
effective children’s entertainment is
to focus and not be too broad.

To Market, To Market

Peter Mayer, marketing manag-
er for specialty products at Tyndale
House, says originally the Christian
Booksellers Association (CBA) mar-
ket wasn’t big enough to cover
expensive shows, though Focus on
the Family’s well-known McGee &
Me video series has sold 2.5 million
copies.

According to CBA Marketplace
video reviewer Jeremy Lees, Veggie
Tales took five of the top ten spots
for best-selling videos in a recent
survey. Lees notes, “It used to be a
couple of people had the monopoly
on quality children’s videos. This is
no longer true as good animation
and writing is riding the coattails of

the secular market.”

That is exactly what companies
like Group, Porchlight, Big Ideas,
Tyndale, Chariot-Media, and others
are trying to do. Increasingly, small-
er companies with innovative pro-
ducers are getting a share of the
market without taking away any-
thing the larger companies enjoyed
in the past.

As more players enter the arena
and the quality of videos increases,
standards in the industry are also
rising. “There should not be any

penalties associated with Christian
entertainment,” says Haljun. “We
don’t have to lower our standards.
In fact, they should be higher.”

Marketplace Dynamics
An estimated one million chil-
dren are home-schooled in the
United States. Additionally, tens of
thousands of children attend private
schools, religious or secular.
Combine this with the burgeon-

Continued on page 30
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Focus on Issues is a weekly
public affairs program that
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More than half of Americans
believe that television has a greater
influence on children’s values
than parents, teachers, and religious
leaders combined.

ing number of dual-income house-
holds and the evidence points to a
growing market.

Parents of preteens are tired
and frustrated. They're looking for
something wholesome that will
augment, not destroy, the values
they want their children to have.
Parents want alternatives for their
kids, but these alternatives must be
high quality or kids will tune them
out. More Christian producers
understand this qualitative reality
and are effectively responding to it.

The video release of Adventures
From The Book of Virtues by Warner
Resound will be yet another barom-
eter of just how responsive the chil-
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dren’s video market is. Unlike some
children’s videos, this animated ver-
sion of biblical and ethical lessons is
as fun for adults or teenagers as it is
for preteens.

If Big Idea’s Veggie Tales is any
indication, the Christian children’s
video market is still growing.
According to Haljun, The Toy That
Saved Christmas went platinum
(sales of 100,000 copies or more)
within the first week of its release.
Larry Boy and the Fib From Outer
Space, the newest episode, hit the
street late last month. Veggie Tales
releases are on an even faster pace
now than just a year ago.

There is a lesson in this. If cre-
ative Christian producers develop
solid children’s products that rise to
the challenge of quality family
entertainment, the word will get
out.

Home school kids are happier,
parents are more content, and chil-
dren’s video producers are finally
reaping profits because stubborn
Hollywood producers have refused
to listen to the needs of Christians.

Children’s videos produced by
Christians may soon replace Power
Rangers, Gargoyles, or Bone Chillers
on Saturday morning television.

When this happens, it may be
too late for Hollywood to get back
in the act. Then Christians and their
values will be influencing the na-
tion’s children — and the country’s
future.

Don S. Otis is president of Creative
Resources, Inc., a Christian consult-
ing and media relations firm based
in Sandpoint, Idaho.
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Television's Image of Children

A study based on a comprehensive analysis of
regularly scheduled entertainment programs
featuring child characters on broadcast and cable television

by Katharine Heintz-Knowles

By the time a child today graduates
from high school, he or she will have
spent more time in front of a television
set than in a classroom. One of the
things kids often see on television is
a reflection of themselves: images of
children, as interpreted by the enter-
tainment industry.

Last year, Children Now sponsored
the first content analysis to examine how
children are portrayed in television news
and newspapers. This year, Children
Now is turning its attention to another
under-examined arena: How children are
portrayed on entertainment television.

How children see people their age
portrayed on television is important.
Television’s images help shape how
Yyoung people view themselves and their
place in the world around them: televi-
sion can expand a child’s aspirations, or
it can limit her horizons; it can teach
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him what is important or unimportant;
it can demonstrate what is to be valued
and what is to be shunted aside.

The picture television paints of kids
also affects overall public perceptions
about children and the validity and
importance we attach to their concerns.

1t is for these reasons that Children
Now set out to explore how children are
portrayed on entertainment television.
This article offers the results of the most
comprehensive content analysis study
ever completed on this subject.

— James P. Steyer

HILDREN SHOWN ON
entertainment television
are motivated most often
by peer relationships and
romance, and least often
by school-related or religious issues.
One way to determine what

messages children may receive from
television is to look at what appears
to motivate the children on televi-
sion. The motivations of television
characters could send young view-
ers influential signals about the
importance and value of various
aspects of life.

The study found that in almost
twice as many instances, children
on television are motivated by
romance rather than school-related
issues. (See chart on page 33.)

Issues

Entertainment television almest
never shows children grappling
with important issues. While many
children in the real world are forced
to deal with increasingly difficult
family and societal problems, this
study reveals that their entertain-
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Character Motivation

What motivates the primary child characters
on entertainment television?

To do this,
the researchers
recorded the
number and char-
acteristics of chil-

dren shown on
television and the
behaviors they
engaged in.

To determine
the value lessons
children may be
learning from tele-
vision, researchers
analyzed how
often the children
on television en-
gaged in pro-
social actions such
as sharing, telling

ment-television counterparts are
leading much simpler lives.

Only 10 percent of television
programs featuring child characters
deal with major social or family
issues such as racism, substance
abuse, public safety, or homeless-
ness.

Only 2 percent of television
programs featuring child characters
deal with major family issues such
as family crises, child abuse, domes-
tic abuse, or family values.

Less than 12 percent of the chil-
dren on entertainment television are
shown confronting important issues.

Behaviors

On commercial broadcast net-
works, a majority of the child char-
acters engage in anti-social behav-
iors, and those behaviors often yield
positive results for the characters.

Research has demonstrated that
television can have a positive effect
in teaching children important val-
ues and the benefits of pro-social
behaviors such as helping others,
sharing, or telling the truth in diffi-
cult situations. Unfortunately,
experts also agree that television
can have a negative effect on chil-
dren, encouraging anti-social behav-
ior such as dishonesty or violence.

One purpose of the study was
to examine the kinds of messages
kids receive from television and the
lessons they could learn from the
behavior of children their age on
entertainment television.

the truth in diffi-
cult situations,
meeting responsi-
bilities, and help-
ing others, and how often they
engaged in anti-social actions such
as lying, neglecting responsibilities,
or being either verbally or physical-
ly aggressive.

The researchers then looked at
whether those anti-social or pro-
social behaviors were shown to be
effective in meeting the character’s
goals. For example, when a child on
television lies, does that behavior
tend to pay off, or does it have neg-
ative consequences?

The study revealed that while
many children on television are
shown engaging in both pro-social
and anti-social
ways, the majority
of behaviors
shown, across all
forms of televi-
sion, are pro-
social. These posi-
tive acts are

Pro-social behaviors are most
likely to be seen as effective in meet-
ing the child’s goals, while anti-
social behaviors are more likely to
be shown as ineffective. Sixty-one
percent of pro-social behaviors were
effective, while just 34 percent of
anti-social behaviors were effective.

Although most anti-social
behaviors do not pay off for the
children on television, several sig-
nificant torms of anti-social behav-
ior are shown to be effective. For

How children see
people their age
portrayed on television
is important.

example, physical aggression is
effective in meeting the child’s goal
most of the time, and deceitful
behavior is seen as effective nearly
half the time.

Ninety-five percent of the anti-
social behavior found in this study
appears on commercial television. A
majority of the children (53 percent)
on broadcast network programs
engage in anti-social behavior, while
between 35 and 47 percent of the
child characters on basic cable, pay

Continued on bagz3—4

Positive/Negative
Percentage of child characters on fictional shows
engaging in pro-socidl or anti-socidl acts (multiple
behaviors were recorded for each character):

shown to be most
effective in help-
ing the characters

achieve their
goals. T
Seventy per- ST

cent of child char-
acters on fictional
shows engage in
pro-social acts,
while 40 percent
engage in anti-
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TELEVISION'S IMAGE . . .
Continued from page 33

cable, and syndicated programs
behave anti-socially.

PBS presents the most positive
role models for children. Only 10
percent of the children on PBS pro-
grams engage in anti-social behav-
iors.

Minorities

According to the television
researchers, one important issue to
consider when assessing how a par-
ticular group is portrayed — such
as minority children or girls — is
the issue of recognition: how often

The absence of
minority characters could
leave children from
these groups without
significant role models. . .

a member of that group is shown.
The results of this study show that
minority children are under-repre-
sented, especially Hispanic/Latino
children. (The following statistical
information is charted on page 36.)

On commer-
cial broadcast tele-
vision, 80 percent
of all child charac-
ters are white;
13.7 percent are
African-Ameri-
can, 4 percent are
Asian-American,
and a mere 2.1
percent are His-
panic/Latino.

According to
the U.S. Census
Bureau, 69 per-
cent of children
under 18 are
white, 15 percent
are African-Amer-

ican, 3.3 percent are

Who Is Responsible?
Anti-socidl child character behavior by source:

Asian-American, and 12.2 percent
are Hispanic/Latino.

While cable television’s record
nearly matches that of commercial
television, the Public Broadcasting
Service (PBS) does a much better job
of reflecting the ethnic mix of Amer-
ica’s children: on PBS, 27.5 percent
of child characters are African-
American, 13.8 percent are Asian-
American, and 20 percent are

Hispanic/Latino.

Gender

Girls and boys are almost
equally represented on television. In
contrast to the ethnic breakdown of

What Works

Child Behaviors Most Rewarded on Television

Pro-Social:
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child characters, entertainment tele-
vision does a good job of represent-
ing both boy and girl characters.

Fifty-two percent of child char-
acters on commercial broadcast net-
works are males; nearly 57 percent
are male on cable, and 51 percent
are male characters on PBS.

There are important differences
in the ways girls and boys are por-
trayed. The researchers analyzed
the behaviors of child characters on
entertainment television and
revealed several differences.

Girls are twice as likely as boys
to show affection. Boys are 60 per-
cent more likely to use physical
aggression. As noted earlier, when
the study examined whether a child
character’s behavior was seen as
effective in meeting the child’s goal,
it was revealed that physical aggres-
sion was effective most of the time.

Conclusion

Television is sending mixed
messages to children. In a positive
development, children on television
are relatively equally divided be-
tween boys and girls, although the
behaviors for the different sexes are
shown to vary in ways that could
reinforce gender stereotypes, with
girls being portrayed as more affec-
tionate and boys as more physically
aggressive.

Television lags behind, howev-
er, in portraying children from
minority groups, with fewer than 3
percent of child characters on com-
mercial television being Hispanic/
Latino. The absence of minority
characters could leave children from
these groups without significant



role models, and could lead chil-
dren of all ethnic groups to form a
skewed vision of their community
and their place in it.

The study also revealed that few
role models are presented on televi-
sion to help teach children how to
handle the many important social
and family problems they face in
real life, with surprisingly few
shows offering examples of children
coping with such problems.

Entertainment television
almost never shows
children grappling with
important issues.

With regard to whether televi-
sion is showing positive or nega-
tive role models to children, the
study found mixed results. Unfor-
tunately, the majority of child char-
acters on commercial broadcast
networks are shown acting in an
anti-social way.

Certain significant anti-social
behaviors, including physical
aggression and deceitful behavior,
are frequently shown to be effective
in meeting children’s goals, sending
a potentially negative message to
the children in the audience.

In addition, the children on tele-
vision are seen most often being
motivated by peer relationships and
romance, and least often by school
issues or religion.

Throughout the study, it was
found that the Public Broadcasting
Service plays an important role in
presenting positive role models to
children. PBS is the only place chil-
dren from minority groups can see
children like themselves often on
television, and PBS also offers chil-
dren of all ethnic groups the most
examples of positive behavior.

Methodology

This study is based on a com-
prehensive analysis of regularly
scheduled entertainment programs
featuring child characters on broad-
cast and cable television.

Continued on page 36
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TELEVISION'S IMAGE . . .
Continued from page 35

The study surveyed early
morning, afternoon, prime time,
and Saturday morning broadcasts
on the ABC, CBS, NBC, FOX, and
PBS networks, and the USA, Nick-
elodeon and Disney cable channels.

in October 1994 and subjected to
systematic coding analysis.

Acknowledgments

This report is published as part
of the Children and the Media
Program at Children Now. Children
Now would like to thank the
Charles Stewart Mott Foundation
and an anonymous donor for their

Television is sending
mixed messages to children.

In addition, the top syndicated pro-
grams airing on non-network chan-
nels were also included.
Entertainment programs cov-
ered by this study include dramas,
sitcoms, variety programs, cartoons,
and action-adventure shows. Day-

time soap operas were not included.

News, talk, and reality programs
are not considered entertainment
programs for the purposes of this
study.

Because the study reviewed
only regularly scheduled programs,
the sample does not include movies
shown on television. Only pro-
grams featuring regular child char-
acters (up to age 18) were selected
for analysis. Three episodes of each
program selected were videotaped

generous support of this program.
These donors are not responsible for
the statements or views expressed
in this report.

Editor's Note: This research article
is reprinted with the gracious permis-
sion of Children Now, a nonpartisan,
nonprofit organization with offices in
New York City, Los Angeles, San
Francisco, and Sacramento, Calif.

The information was gleaned from
the Children Now Web site at
http:/fwww.dnai.com/~children.

Katharine Heintz-Knowles is assis-
tant professor of communications

at the University of Washington.
James P. Steyer is founder and presi-
dent of Children Now.

“A Melting Pot?”
Distribution of Child Characters By Ethnicity and Source
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Public Policy Conference
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The 1996 NRB Public Policy Conference electrified attendees by creating conduits of
communication between broadcasters and Congress. Don't break the circuit -- connect with
your representaitves and senators at the 1997 Public Policy Conference.

Speakers

The 1996 Public Policy Conference was a tremendous success with participants like House Majority
Leader Dick Armey (R-TX), Alan Keyes, Sen. Conrad Burns(R-MT), William Bennett, Sen. Dan Coats
(R-IN), Rep. Bob Dornan (R-CA), Gary Bauer, Jay Sekulow, Cal Thomas, Rep. Bill Tauzin (R-LA), Sen.
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Sen. Tim Hutchinson (R-AR), Rep. Frank Wolf (R-VA), Rep. Tony Hall (D-OH), Rep. Linda Smith (R-

WA), Sen. Phil Gramm (R-TX), Speaker of the House Newt Gingrich (R-GA), and Elizabeth Dole.
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Highlights include: Y Meetings on the Hill % Visits to congressional offices Y Invite-your-
Representative Reception Y and question-and-answer times with key Washington leaders.

Housing

Hyatt Regency Washington, the site of the 1997 PPCis at the doorsteps of the nation's Capitol, twc
blocks from the U.S. Capitol, Supreme Court, Library of Congress, and the House & Senate office
buildings. Call (202) 737-1234 to make your lodging reservation, be sure to mention your
attendance at the NRB Public Policy Conference for the group rate ($145 single or double).

e

Registration Form
QMember $200 [ Associate Member $225 (L Non-Member $275 (J Spouse $125 TOTAL: $
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Fax this form with your credit card information to 703-330-7100 or 6996.
Send this form to NRB, 7839 Ashton Avenue, Manassas, VA 20109.
Or call with your credit card information to 703-330-7000 ext. 503.



What Are We Showing the Children?

Most homes have a family
room. However, for many, it is no
longer a ‘family’ room, but a class-
room and the teacher is the televi-
sion. The teaching is New Age doc-
trines, disobedience, violence, free
sex, homosexuality, etc.”

My wife made that statement as
we were discussing the problems
related to children. I replied, “What
chance do these children have? Since
many parents or guardians use the
television as a babysitter, children
spend the majority of their time in
front of it and they are practicing
what they have been taught. We see
the results of this teaching on the
front pages of our newspapers and
the lead stories on television news
each night.”

The future of America and the
future of the church lies in our chil-
dren, but where is the greatest in-
vestment made today, both by Chris-
tian television and the church? It is
in the adults. Most Christian pro-
grams — and churches — are aimed
at the adult audience and the money
is spent on this group.

No business would last if it spent
the majority of its advertising dol-
lars on a part of society that is dy-
ing. Look at the tobacco industry and
the millions spent persuading youth
that its product is something they
want. Millions more are spent re-
searching where the tobacco’s
money should go to attract new con-
sumers and retain the old.

Christian television and the
church need to take a new look at
how they are spending their efforts
and money for the future. In Chris-
tian television and the church, we
spend 90 percent of our finances on
the adult population and a possible
10 percent on children, while 90 per-
cent of the future church will come
trom the children we reach for Christ
when they’re young. Our budgeting
is wrong! We need to spend 90 per-
cent on children and 10 percent on
adults.

The majority of children’s Chris-
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tian television programs today come
from groups who have a vision but
tight budgets. There are even fewer
programs for teens and only a couple
directed to the 12- to 15-year-old
group. The latter group has the high-
est dropout level in the church to-
day and little is being done to reach
it. The challenge for Christian tele-
vision and the church is to reach the
future church, persuading children
and youth that Jesus Christ is Some-
one they want, need, and should
have.

“Pure religion and undefiled
before God and the Father is this, to
visit the fatherless and widows in
their affliction, and to keep oneself
unspotted from the world” [James
1:27]. Never before in history has the
number of fatherless children and
youth reached the numbers of today.
It is not unusual for a principal to
tell me 70 percent or more children
in his school come from a fatherless
home. According to James, if we
want to practice pure religion, we
must visit this group, and what bet-
ter way than through television.

The potential and opportunity is
here — we have Christian television
stations and the networks offering
programs 24-hours a day. Two of
these networks are planning to or
have begun airing one transponder
of children’s programming only, but
there are not enough programs avail-
able to fill the hours.

Producers need to take a new
look at what they’re doing and what
they plan for the future. Take advan-
tage of what the secular world has
done: target a group and it pays off.
The Christian media need to target
those who are not being reached and
for whom very little is being done
and make every effort to reach them.
It will pay off for the church and the
future of Christian television.

As Christians and especially as
those involved in television, we have
a great responsibility. I see it as one
the early disciples faced — to share
Jesus Christ, no matter the cost in

TeLEVISION ToPICS

BY RAY “BLAack BUrFaLO” WILSON

Ray “Black Buffalo”
Wilson began Black
Buffalo Trails ministry
in 1949. Wilson, an
Indian of the Cowlitz
tribe, is a television
producer, evangelist,
and missionary.

time, lives, or finances; whatever it
takes.

God has provided the means for
us to visit these groups in the pri-
vacy of their homes. Let’s get into
their family rooms and produce qual-
ity, innovative programs to capture
their imagination and lead them to
a saving knowledge of Jesus Christ
and life everlasting.

WASHINGTON WATCH

continued from page 10

If the commission finds the
industry’s ratings to be acceptable,
it will take no further action except
to approve technical rules for car-
riage of the encoded ratings. But if
the FCC deems the voluntary ratings
plan unacceptable, the agency must
take steps to establish a government-
recommended alternative ratings
scheme — an action that could well
raise both public policy and consti-
tutional concerns.

Should a government-backed
ratings plan be devised, nothing in
the 1996 Act explicitly requires
broadcasters, cable operators, or
other multichannel video distribu-
tors to use it — or any other catego-
rization scheme — to rate their pro-
gramming. But supporters of the
ratings concept expect public pres-
sure ultimately will persuade most
stations, cable systems, and other
video distributors to do so."



INnsiDE NRB
V-Chip for Parental Control

by Richard W. Burden

The icons in the upper lefthand corner of your television set during the
first 15 seconds of some programs are an industry response to provide parents
with a code representing program content. The Telecommunications Act of
1996 requires an electronic device called a “V-chip” to be incorporated into
most new television sets sometime in 1998. The incorporation of this device
will allow parents to block programs with a certain rating.

Technically, the area reserved for V-chip coding resides in Line 21 Field 2.
This line by its location is defined as resident in the active picture area, but
remains unseen on normal receivers because of the television receiver practice
of overscanning. The importance of locating this information in the active
picture area, rather than locating it in the vertical interval, is that any informa-
tion encoded in the active picture area does not separate from program con-
tent. An example of coding within the active picture area is closed captioning,
which is located in Line 21 Field 1. Thus, it becomes practical to encode both
V-chip information and/or closed captioning within program content either
during the production or post-production phase.

The rating system proposed by the television industry for V-chip opera-
tion in its initial stage is somewhat similar to the rating system utilized in
motion pictures. It is broadly based on age group with no sub-rating with
respect to content, such as sex and violence. This places the value judgment
on appropriate program content, for each age level, entirely by what the tele-
vision industry deems acceptable.

The industry has responded to concerns of Congress and the Telecommu-
nications Act but the basic flaw is the concept’s broadbased acceptability by
both age level and by family value. It is also highly probable that programs
with the same industry rating may be inconsistent with parental judgment.
Thus, parents cannot rely on this type of a rating system to reflect their own
personal values. The television rating system is as follows:

TV-Y — All children. Themes, elements designed for very young audi-
ence and should not contain any upsetting material.

TV-Y7 — Children age 7 or older. Program may trouble children if they
can’t separate fantasy and reality and may contain physical or comedic vio-
lence.

TV-G — General audience. Most parents would find this program suit-
able for all ages, but not targeted specifically for children.

TV-PG — Parental guidance suggested. Parents may find parts unsuit-
able for young children. May contain coarse language, suggestive dialogue, or
limited violence.

TV-14 — Parents strongly cautioned. Parents “strongly urged” to watch
this program with children and cautioned against letting children younger
than 14 watch.

TV-M — Mature audiences only. Designed for adults, program may not
be suitable for those under 17. May contain harsh language, sex, or violence.

Technology exists in the structure of Line 21 Field 2 to also include pro-
gram and episode information within the code. The addition of program and
episode information is factual and does not discriminate against program con-
tent. Thus, with the transmission of this additional information, parents will
have the alternative to plan family viewing either by industry rating system or
by program or episode.

Please file your comments on the television rating system and information
to be contained within the Line 21 Field 2 code with the Federal Communica-
tions Commission and your congressman.

Richard W. Burden is president of Richard W. Burden Assoc:ateé, based in Canoga Park Calif

Editor’s note: National Religious Broadcasters supports the V-chip and other ways,
such as the new television rating system, which assist parents in monitoring their
children’s viewing habits.
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Chadder’s Wild

Frontier Adventure
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Chadder the Chipmunk
Encounters Champion
Bully Wallace Jaw—
the Meanest Kid in the
World-at Branson’s
Silver Dollar City*

Starring Ventriloquist
Emeta Kraemer

CHADDER SHOW

® Shot at Branson, Missouri’s Silver
Doilar City Family Theme Park

® Dramatic Production with Chipmunk
Puppet Character Named Chadder

® Full of Laughs for Adults and Kids

® Wholesome Entertainment Based
on Christian Values

® Fast-Paced Adventure for Ages 3-10
® interactive Parents Guide Included

® QOptional Companion Video—
Sing and Play Jamboree Music Video

NATIONAL AWARDS
® Dove Family Approved Seal Award
® Film Advisory Board Excellence Award

AVAILABLE RIGHTS/VIDEOS

® TV/Radio Interviews with Chadder
and Ventriloquist Emeta Kraemer

® Domestic TV Broadcast Rights

® Foreign Christian TV Broadcast Rights

® Foreign Video Distribution Rights

® Available for Premium Use as Stand
Alone or with Companion Music Video

Marsha Rano  Dave Balsiger
GROUP PRODUCTIONS
P.0. Box 508, Loveland, CO 80539 USA
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TRADE TALK

AIRWAVE ANNIVERSARIES

SAN DIEGO — In March, The Grapevine, hosted by
Michael Law, celebrated a decade of live, local talk on
KPRZ-AM/San Diego. The program airs daily and fea-
tures listener call-ins, news commentary, and special
newsmaker guests.

AIRWAVE NEws

BROADWAY, Va. — Because of damage by the remnants
of Hurricane Fran last September, WBTX-AM/Broadway
had to rebuild its 24-year-old tower and transmitter. Lis-
teners and others donated time, finances, and even a self-
supporting tower. The Massanutten Broadcasting Co.-
owned station went back on the air December 13 after
being dark for 97 days. Massanutten Broadcasting Co.
president Dave Eshleman said, “I am overwhelmed with
all God has done in getting the station back on the air.”

uayn usyy Aq ojoyd

oy

ve Eshleman stands bside the ruined tower
and transmitter of WBTX-AM/Broadway, Va.

CAMARILLO, Calif. — Salem Communications Corp.
has agreed to purchase three AM properties from Guard-
ian Communications. The $3 million sale will give Sa-
lem its first properties in Baltimore (WITH-AM) and Cin-
cinnati (WTSJ-AM) as well as a duopoly in Cleveland
(WCCD-AM).

DALLAS — Last month, the USA Radio Network
launched a new weekly program, The Christian Comput-
ing Hour with co-hosts Steve Hewitt and Kevin Cross.
Hewitt is founder and editor-in-chief of Christian Comput-
ing Magazine. The hour-long program seeks to promote
computer technology as a vital tool for ministry.

MINNEAPOLIS — WYLT-FM/Bahalia, Miss., has joined
the SkyLight Satellite Network'’s inspirational format.

ESSEX, England — The Miracle Channel launched April
4 with its main penetration into North Africa, the Middle
East, and the 10/40 Window. However, the channel also
reaches into Europe and 50 nations. CTV Gospel in the
United Kingdom and Norway are behind the launch.

COLORADO SPRINGS, Colo. — The Word in Praise, the
third music format of the Salem Music Network, began
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airing on KPRZ-FM/Colorado Springs earlier this year.
Three additional stations have joined this format: WPZE-
AM/Boston, WORD-FM/Pittsburgh, and WMPS-AM/
Millington-Mempbhis, Tenn.

SIMI VALLEY, Calif. — On Valentine’s Day, the Voice of
Hope European Beacon broadcast a message of love into
Europe, the United Kingdom, and North Africa over the
former propagator of hate, the huge jamming station in
Ibilisi, Georgia. The Voice of Hope European Beacon is
now airing daily.

AWARDS

SCOTTSDALE,
Ariz. — Food for
the Hungry re-
ceived three An-
gel Awards under
the local televi-
sion category for
its videos Chang-
ing the World One
Child At A Time,
Making a Differ-
ence, and A Look
Inside Africa. All
videos were pro-
duced by former
Phoenix television broadcaster Marissa Leinart. The 20th
Annual Angel Awards were held February 19 in Holly-
wood, Calif.

Marissa Leinart of Food for the
Hungry poses with her Angel Awards
and actress Donna Douglas after the
ceremony in Hollywood.

SAN DIEGO — KPRZ-AM/San Diego general manager
Mark Larson received the 1997 Coalition Award as part
of the “Shine The Light” awards celebration sponsored
by the San Diego County Christian Coalition. Three other
individuals also were recog-
nized with this award.

CHARLOTTE, N.C. — Chosen
People Ministries won the Sil-
ver Angel Award for national
television documentary and
home video for Messiah in the
Feast of Dedication. Sheila
Stephens of Chosen People Min-
istries wrote, directed, and pro-
duced the winning entry.
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