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SIGNING ON

Never in the history of Christian broadcasting has
there been an opportunity to create television program-
ming that will fill the void left by the incredible lack of
ethical values in the television programs coming out of
Hollywood. The American public is fed up with the
primetime fare they are being served.

A recent study done by Gallup Poll for The Family
Channel reveals the profound alienation of Americans
from primetime television. Nearly two-thirds of American
adults say television has a negative effect on the family.
Seventy-one percent say objectionable programming con-
tent influences them to watch less television.

The survey also found that sexual suggestiveness and
violence were the chief sources of offense in the audience,
followed by the use of foul language. One result is that 64
percent of parents are reacting by frequently or occasion-
ally restricting their children’s viewing. This number is up 4 percent from the 1990
Family Channel Gallup Poll. The poll’s conclusion was a waming to program develop-
ers: “Put more emphasis on positive values and present a truer picture of personal and
family values.” This is more evidence of the wide and growing rift between the prefer-
ences of the viewing and listening public and the entertainment and news programming
being produced by the television, radio, and movie industry.

Nearly a decade ago, the Lichter-Rothman studies showed how wide a gap there was
between the American public and the producers of news, television, and movies. The sur-
vey recorded responses from the key gatekeepers in these three areas. The survey found

. . thfe gatekeeper's were at odds
Christian Broadcasters i maer ofhe ol
Need To Produce
Positive Programming

public.

While the results are
highly similar for all three
groups, just looking at the
television producers was
revealing. Ninety-seven per-
: by David Clark cent he,ld Fhe belief it is

woman’s right to have an
abortion; 95 percent said homosexuality is an acceptable lifestyle; 84 percent found noth-
ing wrong with adultery: 93 percent seldom attended church; 44 percent claimed to be
atheists; and 66 percent believed television should promete social reform. An interesting
side note is that 80 percent voted for Democrats in the past five presidential elections.

The growing rift between the American public and the producers of television has
important implications for Christian broadcasters. First, current ministry programs on the
airwaves must be cognizant of this incredible media morality void and address family
issues in practical, biblically sound ways. Second, the void provides an unprecedented
opportunity to produce innovative ministry-oriented programs. Third, we have an unpar-
alleled opportunity to create family oriented entertainment programs to fill this void.

I believe the secular broadcast and cable networks have moved away from program-
ming which appeals to the core of American families. We now have an opportunity to
produce programs offering an alternative consistent with the biblical family values which
have been the foundation of this great nation.

David W. Clark is president of National Religious Broadcasters and president of KMC Media,
Inc. in Dallas.
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TUNING IN

1921 marked the first religious broadcast on a com-
mercially licensed radio station in the United States, fea-
turing the service from the Calvary Episcopal Church on
KDKA/Pittsburgh. The broadcast was such a success that
the service became a weekly program on the station.

Following this breakthrough, religious programming
continued to grow and expand on stations throughout the
country and before long Christian broadcasters began to
think of owning and operating their own facilities. At first,
only blocks of time bought from existing stations were
available to Christian broadcasters while they awaited the
processing of their applications for new frequencies by the
U.S. Radio Commission.

On the air in 1924, Radio School of the Bible pro- "~ =***csrececcres
duced by the Moody Bible Institute led to the establish-
ment of WMBI in Chicago during July 1926. During that time frame, the Church of the
Four Square Gospel’s KFSG in Los Angeles and The Lutheran Church-Missouri Synod’s
KUOA in St. Louis each received their licenses.

WMBI produced its own speaking as well as music programming in two large
studios. One of the two Moody studios would be used for rehearsing while the other
served as the on-air facility. The production effort see-sawed back and forth between the
studios for eight hours every day thanks to a full-time staff of 150. Moody students were
often added to augment the talent.

The establishment of Old
Fashioned Revival Hour,

Radio, Television: s . bt o e
Radio Bible Class, ell as
Ave n U eS FO r dgzér(l)s olf olhers(,l ma&zil: i\tvpossi-

. ble to add solid, meaningful
Spreadlng Gospel programming to secular and
religious stations across the

nation.
by Dr. E. Brandt Gustavson Radio continued to rule the

airwaves, drawing more listen-

ers until television began to
attract its following in the late-1940s when TV sets became more affordable to the gener-
al public. Even though some preachers spoke out against “The Box™ to discourage their
adherents from watching, most Christians were viewing television programs.

Soon, evangelists, pastors, and Christian organizations realized how effectively the
message of the gospel could be transmitted via television, although there was concern
among some as to how the medium would enhance or interfere with the basic message of
the Bible.

Today, it is more apparent than ever how television has been used to proclaim the
gospel all over the world even if there have been some who abused the medium.
Hopefully the days of “over-glitz” by preachers is in the past and those like Dr. D. James
Kennedy, Day of Discovery, Pat Robertson, Dr. Billy Graham, Lloyd Ogilvie, and Robert
Schuller — examples of quality use of television in relaying the Christian message —
will remain to carry on their work in years to come.

Time has proven Christian radio together with Christian television has helped to ful-
fill the Great Commission of Jesus Christ in Matthew 28:19-20. To God be the glory.

Dr. E. Brandt Gustavson is the executive director of National Religious Broadeasters and pub-
lisher of Religious Broadcasting magazine.
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WASHINGTON WATCH

During this election season, candi-
dates for federal office in some ten states
have run Pro-Life campaign commercials
displaying pictures of dead fetuses.
Stations which have run the commercials
reported they had received numerous
viewer complaints, and, in at least two
cases, unsuccessful efforts were made in
state courts to prevent the advertisements
from airing. The Federal Commun-
ications Commission (FCC) staff has
received similar complaints numbering
*“in the hundreds.”

Stations Seek Commercial Ban
Representatives for several television
stations asked the commission for author-
ity to ban such commercials during future
campaign periods, or, alternatively, to

FCC Rules
On Pro-Life
Commercials

by Richard E. Wiley

channel them into time periods when chil-
dren were unlikely to view them. The sta-
tions argued that the *“‘graphic and shock-
ing” commercials were indecent under
FCC rules. The agency has defined inde-
cency as “language or material that, in
context, depicts or describes, in terms
patently offensive as measured by con-
temporary community standards for the
broadcast medium, sexual or excretory
activities or organs.”

As part of its request for a ruling, an
Atlanta station submitted a tape of a
Georgia congressional candidate’s com-
mercial which the station had previously
aired. The licensee claimed the advertise-
ment’s depictions of fetuses covered with
“menstrual gore” constituted “excretory
activity” under the commission’s defini-
tion of indecency. The station also argued
even if the commercials did not satisfy
the definition of indecency, broadcasters
should be permitted to exercise good-faith
judgment in refusing to air the ads or lim-
iting the air times because the material
was “unsuitable for children.”

The FCC's Mass Media Bureau
refused to rule that, as a general matter,
any depiction of dead fetuses or fetal tis-
sue is indecent. Such a broad determina-
tion, the bureau stated, would be inconsis-
tent with the agency’s usual case-by-case
review of alleged indecency. Specifically
with regard to the Georgia complaint, the
staff found neither fetal material nor the
expulsion of fetuses met the dictionary
definition of “excrement.” Therefore, the
commercial did not depict “excretory
activity” and so was not indecent under
the commission’s rules.

However, a broadcaster may run
“appropriate wamings” immediately prior
to airing such commercials if the broad-
caster in good faith judged that the mater-
ial could be disturbing to child viewers,
the Mass Media Bureau ruled. ““In the cir-
cumstances presented here, we would not
regard such an advisory, presented in a
non-editorializing and neutral fashion, to
either violate” FCC rules or federal
statutes, the bureau said.

The bureau offered an example of
an acceptable viewer advisory: “The fol-
lowing political advertisement contains
scenes which may be disturbing to chil-
dren. Viewer discretion is advised.” By
recognizing the interest of Congress and
the agency in serving children’s special
needs, such an advisory represents a “‘rea-
sonable accommodation™ between pro-
tecting young viewers and promoting the
goals behind the political broadcasting
rules, the bureau stated.

Prior Restraint Policy Upheld
The staff also held a broad finding of
indecency would contradict the commis-
sion’s policy against imposing “prior
restraints” on protected speech by making
rulings in advance of actual broadcasts.
The bureau cited Section 312(a)}(7) of the
Communications Act as the basis of its
ruling. This statutory provision requires
stations to make “reasonable amounts of
time” available to legally qualified federal
candidates to promote their candidacies.
Under the act, broadcasters generally
may not direct candidates to unwanted
time periods of the day or night or ban
candidate commercials completely from
certain dayparts. Thus, the bureau ruled
blanket limitations on air times also
would be invalid. Even restricting all
candidate commercials to certain time
periods in an attempt to avoid singling

out the controversial Pro-Life ads would
“deprive federal candidates of their rights
to determine how best to conduct their
campaigns.”

Although candidates for state and
local offices do not have a Section 312
right of access to broadcast stations, all
qualified candidates for office have a fed-
eral statutory right to “equal opportuni-
ties” to use broadcast facilities. In prac-
tice, this provision requires broadcasters
who air one candidate’s commercials to
offer equivalent broadcast time to oppos-
ing candidates for the same office. As a
result, the bureau held restricting contro-
versial candidate commercials to only
certain hours could violate a federal or
state candidate’s equal opportunities
rights.

Noting the Atlanta station wanted to
restrict the commercials to “later hours of
prime time,” the Mass Media Bureau said
this would impose a broader limitation
against such speech found to be indecent.
Currently, the FCC enforces its indecency
rules against material aired between 6
a.m. and 8 p.m. (Last year, an appellate
decision struck down a 24-hour ban
against indecent broadcasts and directed
the agency to define an appropriate “safe
harbor” for indecent speech, but as of
press time, the commission had net taken
formal action on the matter.)

Richard E. Wiley, a partner in the
Washington, D.C. law firm of Wiley, Rein
and Fielding, is a former chairman of the
Federal Communications Commission and
is general counsel for National Religious
Broadcasters. He was assisted in the prepa-
ration of this article by Rosemary C. Harold,
an associate in the firm.
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hat television — that mysterious-
Iy powerful device used by
actors to entertain, politicians to
campaign, advertisers to entice, and
Christians to evangelize — does well, it
does very well. It can make us feel. It can
help us see. But at the points of its greatest
weakness, television is very weak. It rarely
shows what cannot be seen. It often over-
simplifies the complex. Together, these
strengths and weaknesses form the pieces
of a complex puzzle.
“I compare television to a tapestry,”
says Coleen Cook. “It’'s kind of slick and

On TV the emphasis shifts
inevitably to the seen at
the expense of the unseen . . .
In an image-oriented
medium, the invisible God
of the Bible will be short-
changed to some degree
every time.

beautiful on the front side, then you flip it
over to the back side, and you see the tan-
gled threads and the loose ends that come
together to make up this illusion. My book
[All That Glitters] is an attempt to flip
over the tapestry for people and enable
viewers 1o understand how those various
threads vome together to affect the end
product. 1 like to think of it as an inside
Journey into the other side of TV.”

With some ten years of experience in
the mainstream media as a television
news anchor, producer, talk show host,
and reporter, Cook offers an “insider's
perspective” on the television industry.
But All That Glitters, her book which
delves into this complex world, does not
attempt to be merely a defense of the
industry. Rather, it is an examination of
television, of its strengths and weakness-
es. And to those who use the medium —
whatever their perspective — All That
Glitters serves as a warning that some of
the very characteristics that make televi-

sion powerful also make it weak.

“I claim an insider's per-
spective,” Cook explains.
“That doesn’t mean I'm the
niost expert person on the sub-
Ject of television; I'm just a voice
crying in a vast 20th-century
technological world . . . one voice
among many who may have some-
thing to contribute to the discus-
sion of this subject.

“It's so important for us to
realize the threads of the tapestry
— that the camera, not the reporter,
is the dominant storyteller; that
imagery is deceptive by nature; the
idea that television has to be interest-
ing, often at the expense of what's
important.

“Really what I'm trying to say is
that there are certain inherent things in
the technological and institutional nature
of TV that affect whatever product goes
through it, and the only way we're going
to use something that powerful effectively
is with a full understanding of its weak-
nesses and inabilities as well as its abili-
ties. If we don’t realize that this is a visu-
al medium that’s primary strength is to
project imagery and move people emo-
tionally — and we try to make it do some-
thing abstract and unpicturable and com-
plex and unemotional — we’re going to
be using it ineffectively.”

Such inherent limitations in the
medium of television should perhaps be
more troublesome to religious broadcast-
ers than to their secular counterparts, for
the message of the Christian broadcaster
is not merely one of entertainment but one
of conviction, a message of eternal signif-
icance. For Christian broadcasters, and
Sor Christians in general, to ignore or be
unaware of the limitations of television is
to naively place the message of
Christianity in the hands of an imperfect
medium.

“I think if you're going to use televi-
sion in a Christian sense at all, you've got
to be alert to [its] weaknesses,” Cook
says. “What | call the ‘dilemma of the
electronic pulpit’ is that television can do
the same things to Christianity that it does

All That Glitters is pub-
lished by Moody Press.

to news, to entertainment. The same weak-
nesses of TV, the threads of the tapestry,
can affect televised Christianity.

“We need to realize that visual medi-
ums are at their best when they're story-
telling. What television can do better than
anything else is not communicate truths
but role model values and ideas.”

And beyond an awareness of the
strengths and weaknesses of television,
Cook warns that Christian broadcasters
must be aware of the needs and wants of
the audience they are attempting to reach
and of where the members of that audi-
ence are in their understanding of
Christianity.

“I'm just not convinced that to mere-
Iy take our ‘inner circle’ Christian culture
and photograph it and project it up at a
skeptical world will be the most effective
way to use television,” Cook offers. “It’s
like we're sitting next to a swimming pool
and there’s somebody drowning in the
deep end, and we’re sitting down at the
shallow end, calling to them and saying,
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Coleen Cook says she is “just an ordinary reporter who discovered that television does only what it is capable
of doing.”

‘You really need to be down here!’

“You have the whole church culture,
with our traditions and our language and
all the things that we’re very comfortable
with, and so often we take [this] and pro-
Ject it up in its depth to a skeptical world
[that] doesn't understand it, doesn’t
understand our language, our style, our
customs, and then we wonder why they
don’t respond.

“Are we willing to recognize the
dilemma of the electronic pulpit? Are we
willing to be in touch with what television
is capable and incapable of doing? And
then are we willing to humble ourselves
to the point of reaching out to the least
among us?”

What follows are excerpts taken from
two chapters in All That Glitters which
particularly address religious broadcast-
ers. Within these chapters, Cook calls on
Christians to recognize the influence of a
medium which is at once enormously
powerful and undeniably weak.

— Elizabeth Guetschow

What is television doing to
Christianity? TV is doing to Christianity
what it does to everything else. The same
weaknesses of television — human, tech-
nological, and institutional — afflict tele-
vised Christianity. The scandals of recent
years have established that the electronic
church is not immune to ideological bias
and power lust — such problems plague
preachers as well as journalists.
Ignorance is a problem for reporters and
preachers alike. As one Christian station
manager notes, some Christian broadcast-
ers have drifted into theological never-
never land because they are professional
personalities and theological amateurs.

Certainly not all Christians agree on
doctrines and issues, and Christian televi-
sion inevitably reflects to some degree
the particular ideological views of the
handful who control it, to the exclusion of
ideas held by those who don’t. But more
important, Christian television, like its
secular counterpart, is at the mercy of
TV’s technological limits and demands,

which remold the
message in the image
of the medium.

In the TV age,
warns author Vir-
ginia Stem Owens,
the tool becomes the
master. She warns:
“We are in great
danger of allowing
communications
tools to dictate our
theology, a theolo-
gy that must be
reducible to a telex
message or taken
from  headlines
composed for the
sake of sensation
and guaranteed to
change tomorrow.
Scripture is whittled
into slogans.” Ro-
bert McNeil was
right — television
alters everything it
consumes. Nothing
goes into television
and comes out the same, including the

gospel.

Between a Rock and
a Hard Place

It is not my purpose to critically ana-
lyze television evangelism but to simply
underscore the dilemma of the electronic
pulpit. The TV evangelist faces the same
limits of a secular producer. He must
either start with a message simple enough
to fit the narrow confines of TV commu-
nication or take his theology and adapt it
for survival on the tube. The message
must be geared toward broad appeal,
because mass communication is depen-
dent on audience numbers to survive.

The need to build interest and hold
viewers, the demand for visual attractive-
ness — all such production demands
exert their influence in the realm of
Christian TV. Because TV communicates
visually and emotionally, it was
inevitable that televised religion would

CONTINUED ON PAGE 10
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TURNING OVER. ..
CONTINUED FROM PAGE 9

become a Christianized cult of personali-
ties. It was unavoidable also that TV’s
lust for the visual would shift the atten-
tion away from an invisible, mysterious,
incomprehensible, highly complex God
and elevate the personality attempting to
communicate the message.

Since emphasis on TV shifts
inevitably from content to style, what the
preacher has to say becomes secondary to
his technique, cosmetic appearance, and
personal charisma in saying it. Some of
the emerging stars of the evangelical TV
screen are not necessarily the best and
brightest theologians but the most magnet-
ic personalities and the best entertainers.
They succeed, not so much because of
theological prowess, but because of their
story-telling ability and their skill at visu-
ally holding our battered attention spans.

Since TV can’t convey complexity,
it automatically does a complex subject
such as Christian theology an injustice.
Preachers who achieve any degree of
audience success have discovered they
must keep their message short and sim-
ple. The Christian programmer must con-
form the gospel to fit the television for-
mat, if it is to find an audience.

The TV preacher can overwhelm,
confuse, or turn off a listener or viewer
with technical Christian jargon. He can
stick doggedly to terms such as sin, sanc-
tification, and justification, saying all he
wants is a no-frills setting. But he will
communicate only to a select few, most
of whom are probably already predis-
posed to the message. Or he can simplify
his message, add the cathedral, greenery,
and fountains, and suddenly he has a
larger and more diverse audience. Such
elements create interest.

The chief sin of man may be to be
separated from God — but the chief sin
of TV is to be boring. Boredom is the sin
that separates the programmer from
viewer. Does the preacher risk boring the
very audience he wants to reach when so
much money is invested in technology
and air time? God may own the cattle on
a thousand hills, but would He slaughter
the entire herd for a feast no one is
attending? It is a difficult question
indeed.

As we have already seen, on TV the
emphasis shifts inevitably to the seen at
the expense of the unseen. On religious
TV shows, notes communications profes-
sor and author Neil Postman, “The
preacher is tops. God comes out the sec-

ond banana.” In an image-oriented medi-
um, the invisible God of the Bible will be
shortchanged to some degree every time.
Postman charges that no great reli-
gious leader, from Moses to Luther to
Jesus Himself, offered people what they
wanted — only what they needed. “But
television,” points out Postman, *“is not
well suited to offering people what they
need.” It’s too easy to turn off. He con-

I wonder what kind
of treatment Jesus Christ
would have received
at the hands of 20th
century producers had
He chosen to come at a
time when television was
the prevailing medium
of communication.

cludes: “As a consequence, what is
preached on television is not anything
like the Sermon on the Mount. Religious
programs are filled with good cheer.
They celebrate affluence. Their featured
players become celebrities
Christianity is a demanding and serious
religion. When it is delivered as easy and
amusing, it is another kind of religion
altogether.”

The $100,000 Question

Why did Christ miss the “age of tele-
vision™? It is a question worth pondering.
Modern day religious leaders are certain-
ly enamored with its potential. Pope John
XXIII once called television “God’s
greatest gift for communicating the
Gospel.” More and more Christian
groups now rush headlong into the elec-
tronic video arena in an effort to fulfill
the Great Commission. Some proclaimed
television to be “a tool used of God to
present the Gospel [to] millions who oth-
erwise would never set foot in the doors
of the church,” and “a perpetual adver-
tisement for local churches.”

One particular denominational leader
predicted that Christian television would
provide churches with a constant flow of
people responding to the national and
local programs his group planned to pro-
duce. Cardinal John O’Conner once told
a group of New York state broadcasters:
“With 30 seconds of time given to me
free on television or radio, I reach more
people than Christ reached in a lifetime

— in 33 years.”

As a child, I remember wondering
why Christ hadn’t come when television
was available to beam His message to the
four comers of the earth. Going into all
the world to preach the gospel to every
living creature sounded like a big job for
just 12 people. Wouldn’t it have been
easier and far more effective if Jesus had
just founded the Christian Broadcasting
Network? His arrival could have been
announced before millions, just as was
Justice O’Conner’s appointment to the
Supreme Court.

I now know that television is best at
creating illusions, not at communicating
truth. Since Jesus was in the truth busi-
ness, television might have presented
some very perplexing problems for Him.

I wonder what kind of treatment
Jesus Christ would have received at the
hands of 20th-century producers had He
chosen to come at a time when television
was the prevailing medium of communi-
cation. Would He have been the target of
biased interpretation? In his book, Christ
and the Media, Malcolm Muggeridge
muses about a fictional Fourth
Temptation. While wandering in the
desert for 40 days, Jesus is offered free
prime time television coverage by the
devil but turns it down.

Notes television writer Lloyd
Billingsley, “[Christ] knew that through
the miracle of editing, the network illu-
sionists could make Him appear however
they chose, something they frequently do
with His more outspoken followers [these
days.]” Or, perhaps worse, would the
media just have ignored Him altogether?

If Christ had come for TV, would He
have waited to perform His miracles until
cameras arrived? Would He have repeat-
ed them for the benefit of a network crew
that arrived late or whose camera suf-
fered a technical failure? Would He have
jumped off the Temple as Satan suggest-
ed — something really visual and spec-
tacular — to attract the “right” kind of
coverage?

Would Christ have risked the integri-
ty of His ministry [for] a medium that
inevitably generates illusion? Would He
have catered to a medium where the pre-
mium is on visual performance rather
than on unseen attitudes of the heart? If
Jesus’ message had come under the
excruciating time constraints of televi-
sion, would we have heard only one of
the nine Beatitudes?

Would we have rated Jesus on how
warm, witty, and dynamic He was on the
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tube? We pick our politicians this way —
and certainly our news anchors. I wonder,
would we have chosen a Savior that way?

God’s Way of Doing Things

Jesus’ way of communicating stands
in stark contrast to 20th century sophisti-
cation. His words traveled beyond the
crowds in Galilee simply by the faithful
repetition of His disciples, who repeated
them countless times with others.
Unaided by modern methods of commu-
nication, those words finally came to rest
in handwritten manuscripts, copies of
which have survived the ages. Jesus had
no electronic tools for broadcasting, but
how profound and far-reaching His com-
munication was and continues to be!

Jesus may have “missed” modern
media technology, but He was not with-
out powerful ways of getting His message
across. Someone once said that the best
way to send an idea into the world is to
wrap it up in a person. God understood
the power of person-to-person communi-
cation, so He met and made His disciples
face-to-face — one at a time. Perhaps
ABC anchor Ted Koppel was partly cor-
rect when he referred to Jesus Christ as
“the ultimate extra-terrestrial.” Yet Christ
was far more than a visitor from outer
space. He was the Infinite penetrating the
finite. God became a human being, dying
and delivering the good news of forgive-
Ness person-to-person.

In this electronic age, we should be
careful not to lose sight of the effective-
ness of God’s approach. Christianity is far
more than simply broadcasting a message
over a mass medium. It is living the
gospel out in multidimensional detail
before the eyes of the world and personal-
ly reaching people at their point of deep-
est need.

Scripture reminds us that Jesus came
at the most effective time for communica-
tion. The Bible tells us that “when the time
had fully come” God sent His Son into the
world (Galations 4:4). Far from “missing”
the modern media, the Scriptures insist
that Jesus arrived at the ripest possible
moment in history to communicate.

Wisdom for a Modern Society
Whatever use Christians make of
television, we must first define it strictly
along the lines of the strengths and weak-
nesses of the medium or it will not be
effective. First, we must recognize the
dilemmas of the electronic pulpit and
resist trying to make television do what it
is incapable of. Second, we must identify
our audience. Who are the people we

want to reach, and what will they respond
to? The answer is not just the unchurched
or unsaved. Who are these people really?

Christian broadcasters must recog-
nize that we now live in a post-Christian
culture that does not understand our
spiritual terminology, church traditions,
or cultural mannerisms. Today’s un-
churched audiences are far more discrim-
inating than many would-be evangelists
realize. They are deeply conditioned to
salivate to a particular type of imagery
with a certain look and feel to it. They
have been trained subliminally by highly
polished advertising and programs. The
production standards by which Christian
TV programs are measured in the minds
of audiences are those set by the major
networks and professional production
companies.

We need to leamn what we can from
secular television producers. Norman
Lear, the highly successful producer of
All in the Family and other prime time
hits who has been preaching his own

Christianity is far more
than simply broadcasting
a message over a mass
medium. It is . . . personally
reaching people at their
point of deepest need.

gospel of social values for years via TV,
says that ideas are more convincing when
they come gift-wrapped in drama and
humor: “People,” he points out, “accept
information more readily when they’re
being entertained.” Is it possible that we
need to “preach” less directly and more
subliminally?

If T could use TV any way I wanted
to preach, I would use it to tell more sto-
ries and preach fewer sermons. I have
been personally more enthralled by the
beauty of the movie Chariots of Fire,
more moved by the emotion of
Shadowlands, more convicted by the
powerful Christian symbolism of the TV
movie The Doll Maker, and more
instructed by the moral lessons of Walt
Disney’s Pinocchio than by much of the
evangelism I have seen on TV. One of
the most powerful pieces of “TV evange-
lism” I have ever seen was a recent
“20/20” interview by Barbara Walters
with former baseball star and Christian
Dave Dravecky about the tragic amputa-
tion of his pitching arm.

Am [ saying there is no place on TV

for preachers? Not if they are good
speakers with a contemporary style and if
they possess a strong sense of how to
relate Christianity to the felt needs of sec-
ular culture. But if Christians are to use a
mass medium like television with any
degree of success in terms of changing
the audience, they must move out of
merely broadcasting church services and
sermons and into the storytelling business
in a significant way. To spend millions to
merely broadcast speakers is to use TV’s
power only in a limited, secondary sense.

And, finally, the electronic church
must face the fact of what it is competing
against. Currently, much of existing
Christian broacasting is merely compet-
ing against itself for the same audience
already agreeable to its present style.
There is much duplication of effort. We
need to stop rivaling each other for a
share of the “already convinced” and
design programming that will compete
with secular programming for the
“unconvinced.”

In spite of the millions of dollars
spent to “evangelize” America via the
airwaves, a survey by Christian
researcher George Barna suggests that
confidence in the local church continues
to decline. According to Barna, only 38
percent of Americans believe that the
church is relevant for today.

One positive use for television
would be to build audiovisual images that
link Christian beliefs with the felt needs
of the culture. But in many cases, mil-
lions of dollars are spent on amusing the
already saved with images they are com-
fortable with, while those same images
intimidate, confuse, and, in some cases,
repulse those who are beyond the bound-
aries of the established church and who,
sadly, are the ones most desperately in
need of a change of heart about
Christianity.

Christian television must be more
than a man reading the King James
Version of Scripture into a TV camera.
We cannot treat television as though it
were merely radio with a picture. But we
dare not continue to use it, as some do,
blindly or ineffectively if we are to meet
the felt needs of our culture, project an
image of credibility on behalf of our Lord,
and penetrate the skepticism of this age.

— Coleen Cook

Taken from All That Glitters by Coleen Cook.
Copyright 1992, Coleen Cook. Moody Press.
Used by permission.

Coleen Cook is the author of All That
Glitters and now works as a freelance writer
from her home in Merreo, La.
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fessor who told students,

*“To cook a hamburger fast,
you must cook it slowly.” He
proved his point by cooking
two burgers in the classroom
— one on high heat and one on
medium. The high burner
turned the burger black on the
outside, forming an insulating
layer of carbon that kept the
insides uncooked. The medium
burner slowly cooked the other
burger all the way through.

I believe that evangelicals
could learn a lesson about
evangelism from this physics
chef. In their attempts to fulfill
the Great Commission
(“Therefore go and make disci-
ples of all nations, baptizing
them in the name of the Father

Irecall a college physics pro-

His Place, a talk show of sorts produced by Cornerstone Television in Pittsburgh and set in a fictitious
diner, provides one example of innovative Christian programming. The show, which airs each week-
night, targets young, active Christians in the Pittsburgh area and features information about local
events, news commentary, Bible studies, and entertainment. Above, Jeff Reddinger and Rhonda Miller
gather at His Place.

Does Christian Tl

by Quentin J. Schultze

and of the Son and of the Holy Spirit.”
Matthew 28:19 NIV), Christian broad-
casters may be losing the culture wars
that determine how fertile the soil is for
massive religious conversions.

Christian broadcasters need not be
embarrassed or feel like second-class citi-
zens if their programs are not explicitly
evangelistic. Religious conversion is not
the alpha and omega of all Christian
activity in the world. The mass media
increasingly cultivate the cultural “soil”
for evangelism. All broadcasting that pro-
motes Christian values, attitudes, and sen-
sibilities, whether it is music, news, or
drama, is essential for the reclamation of
God’s world.

The Burden of the Great
Commission

American television has suffered
considerably because of evangelicals’
narrow linkage of “Christian” and “evan-
gelistic.” By using these terms inter-
changeably, and by assuming that the pri-

mary purpose of television programming
must be to convert viewers to Christ,
American evangelicals ironically have
created their own broadcast ghettos.
Moreover, the preoccupation with
the Great Commission has led to mis-

All broadcasting that
promotes Christian values,
attitudes, and sensibilities . . .
is essential for the
reclamation of God'’s world.

placed and often unfair criticism of talent-
ed Christians who sought careers in
broadcasting. A 60-year-old evangelical
friend, highly successful in broadcasting
and convinced that he has never compro-
mised his beliefs, tells me that his mother
still cannot understand why he would
have entered such an evil business.
Finally, the emphasis on immediate

evangelization has sometimes stifled cre-
ativity and resulted in inferior quality pro-
gramming. Perhaps this is also why some
Christian TV has typically turned the
power of the gospel into a hackneyed tale.
So do we really need more romanticized
conversion stories or docu-testimonials
that distort the way the Holy Spirit nor-
mally works in the lives of real people?
Or do we need more realistic drama that
compellingly witnesses to the grace of
God and the life of faith? Which do we
need more of today — films like
“Chariots of Fire” or preaching-teaching
shows?

Suppose we evaluated all of our
communication today — everything we
wrote and said — in terms of whether or
not the gospel was proclaimed. Most of
our college lectures would be unneces-
sary. So would most musical recordings
and concerts. In fact, if we said “I love
you” to someone, it could be construed as
nen-Christian. When the Great
Commission is our alpha and omega in
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communication, we fall into such naive
views of television.

Everything we do has an evangelistic
dimension to it in the sense that all of our
actions reflect our own “witness™ to the
lordship of Christ. But it is simply wrong
to reduce our view of communication to
whether or not it was intended to pro-
claim the gospel. Yet this is what many
evangelicals want to do with the arts,
including film, theatre, literature, and now
television.

Communication and Creation
Our redemption in Christ should
prompt us to do more than proclaim the
gospel. We must see the Great
Commission and all other human com-
munication in the context of the creation,
not just as a backdrop to the Second
Coming. Our vocation is to obey God, to
be responsible servants in all aspects of

our lives, not only to serve the more spe-
cialized roles of evangelist or pastor.
Since Adam named the animals,
humankind has been using communica-

Any communication that
furthers God's interests in
this world is Christian,
whether it comes from the
mouth of an evangelist,
a television news reporter,
or an actor.

tion to build cultures, from Babylon to
Israel to America. The Cultural Mandate
(see Genesis 1:24-31) given to human-
kind in the first few chapters of the Bible
established all peoples’ vocation in life: to

responsibly take care of and develop the
creation — to be stewards of God’s
world. This is indeed what we all do, for
good or bad, and for work as well as play.
And we do it through communication.

The Latin root for the word commu-
nication actually means “to share,” or lit-
erally “to make common.” It is the same
root for communism (having property “in
common”), and communion (having the
sacrifice of Christ “in common” as we
celebrate the sacrament). Christianly
speaking, communication is first of all the
process of creating a common culture in a
godly society.

In other words, communication
enables us to fulfill the Cultural Mandate
by working and playing together as image
bearers of God. It is hard to think of a sin-
gle human task that does not require the
ability to “share culture” — to have com-
mon ways of life. Without such commu-

Have to Evangelize?

Thom and Cathy Hickling, associate producers of His Place, developed the show to reach baby boomers,
people age 25-42 who are largely untargeted by Christian television.

nication, our lives would be
impoverished, and we could
accomplish little, from
building homes to playing
tennis.

Secular Influences

Ironically, the tendency
of the church to limit its
notion of communication to
evangelism parallels secular
trends in Western society. In
the last few centuries,
Western conceptions of
communication shifted
gradually from the idea of
“sharing” to the concept of
“controlling.” This led even-
tually to the popular view
that communication is trans-
mission — the “sending and
receiving of messages.”

By the time of the tele-
graph, for instance, a few

CONTINUED ON PAGE 14
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DOES CHRISTIAN. ..
CONTINUED FROM PAGE 13

people still viewed communications as a
means for creating social harmony and
universal brotherhood. But growing num-
bers of people perceived it as a means for
sending economic news faster and more
profitably than before. The telegraph
would give a competitive edge in the
stock market or futures trading; it was a
way of achieving personal or corporate
gain, not principally a means of improv-
ing society.

As a result, the mass media were
increasingly identified with manipulation
and control — with getting other people
to think or do things. Modern industry
was partly responsible for this shift, too.
Contemporary communication is greatly
influenced by advertising and public rela-
tions, which have made “communication”
and “persuasion” nearly synonymous.
The church increasingly imitated the
communication theories of modemn busi-
ness, especially since World War II.

Evangelicals, in particular, quickly
and naturally adopted the “manipulation”
mode of communication because it
seemed to fit so well with the emphasis
on the Great Commission. They used sec-
ular models of communication and mar-
keting to reach the world for Christ.
Along the way, however, evangelicals
also lost sight of the scope of communica-
tion in the church’s broader task of fulfill-
ing the Cultural Mandate.

Why Communicate?

Communication is central to practi-
cally everything we do as human beings
— work, play, worship — and not only to
explictly persuasive activities. Nearly
every area of life depends on the use of
communication to maintain culture.
Family meals, schoolroom lessons, and
bedtime prayers are (or should be) mean-
ingful communication.

Communication enables us to
“share” our lives with others in both pro-
found and mundane ways: to worship
with others, to work with others, to get to
know others, to break out of our loneli-
ness and alienation with each other and
God. What would be more destructive to
our godly vocation in life than to deny us
our ability to communicate? How little
we would accomplish, and how meaning-
less life would be for us!

Television can help us to enjoy, to
take care of, and to develop God’s cre-
ation. Any communication that furthers
God’s interests in this world is Christian,

whether it comes from the mouth of an
evangelist, a television news reporter, or
an actor. Responsible communication is
Christian, and to be responsible is to
establish and maintain the kind of culture
that glorifies God. In other words,
humankind’s vocation is not only to evan-
gelize, but also to be good and faithful
stewards of creation.

All of our communication and cul-
ture are witnesses to the gospel, or at least
they should be. “Christian television”
includes far more than televangelists,
gospel music programs, and conversion
dramas. It means much more than per-

Producers and viewers
should seek the most
appropriate uses of the
technology for the good
of humankind and the
glory of God.

suading people to accept Christ as their
Lord and Savior — though it certainly
includes that!

Television as Technology

As a communications tool, television
is not culturally neutral. It will always, by
its very nature, communicate differently
than other technologies. It becomes part
of the message, and therefore part of the
culture. Each communications technology
influences society and individuals in par-
ticular ways.

Compared with printed communica-
tion, for example, television may indeed
be an inferior medium for elaborate philo-
sophical argument. Printed media are
probably more appropriate. But that does
not mean that the technology of television
is inherently evil. Instead, producers and
viewers should seek the most appropriate
uses of the technology for the good of
humankind and the glory of God. Every
communications medium offers some
potential contribution to fulfilling the
Cultural Mandate and the Great
Commission.

It appears that the real power of tele-
vision is not so much to persuade people
to change their basic allegiances in life,
from their faith commitments to their
political loyalties. Rather, television’s
power radiates from its remarkable power
to shape the contours of a culture. The
tube “massages” the ways of life of a peo-
ple, thereby establishing the scope of
acceptable values, beliefs, and attitudes.

This year’s Presidential race is an
excellent illustration. Behind all of the
direct attempts to persuade voters to sup-
port one candidate or the other is televi-
sion’s constant shaping of the public
agenda. Campaign rhetoric may not
change voters’ political allegiances, but it
undoubtedly influences the way media
defines the debate.

For example, in only a few weeks,
“family values” became a major cam-
paign issue. Suddenly one speech by the
Vice President created a national discus-
sion of the topic. This is typical of how
television works, shaping the nation’s
cultural agenda. Television programs are
the closest things we have to a national
culture.

More than anythings else, we should
keep in mind the fact that evangelization
takes place in a cultural context more or
less fertile to the gospel. If Christians lose
the battle over the culture, evangelization
will be exceedingly difficult.

Communication was not given to
humankind by God only to fulfill the
Great Commission, but to fulfill the Cul-
tural Mandate. Christian broadcasters
should consider the full scope of the medi-
um’s role in creating, maintaining, and
transforming culture for the glory of God.
Explicitly evangelistic programs are not
enough. News, drama, entertainment,
sports — all fall within the scope of the
Cultural Mandate if they are done to the
glory of God. Communications and cul-
ture are different sides of the same human
ability.

We do not have to feel guilty about
producing programs that never preach the
gospel. Nor should we fail to use TV for
explicitly evangelistic purposes.
However, we do need more programming
that contributes in godly ways to the fab-
ric of our culture and the quality of our
lives. Christian broadcasters are first and
foremost to be responsible caretakers of
television.

Television belongs to God. It should
be used wisely and discerningly, just like
all other resources. As things now stand
in North America, | wonder if Christian
broadcasters are winning some souls but
losing the overall culture. If so, perhaps
this process can be reversed partly by a
broader definition of Christian television.
After all, the hamburger that cooks slowly
might cook most quickly.

Quentin Schultze teaches at Calvin College
in Grand Rapids, Mich., and is the author of
Redeeming Television: How TV Changes
Christians — How Christians Can Change
TV, from which this article is adapted.
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Every major American city is confronted with problems and
opportunities. The problems of death, homelessness, poverty,
AIDS, crime ... the opportunity to bring messages of life,
happiness, peace confront us everywhere. On September 8, 1992,
TV38 president and former three term president of the National
Religious Broadcasters, Jerry Rose, delivered an editoral message
to Chicagoland entitled "Battling for the Soul of a City." In that
message he committed himself, TV38 and all it's resources of staff
and facilities to stand tall and
strong in reaching out to touch

a city with Godly solutions.

To address the problems

with solutions that are so

desperately needed

and to make

a difference

is our goal,

and we are

committed

i

to the task. "Greatness has to do with the courage to do the right
thing for the long term, even though it may not solve all the
problems of the moment. My praver is that God would grant our
leaders the wisdom and the courage, to seek greatness for our
future.” The heart of TV38's ministry is to broadcast the Good
News through the best variety ot programs for today's Christian
family. Programs for children and teens, inspirational music,
real-life drama, world news and Good News plus nationally-
known teachers, and local worship
services. If your vision is to reach
Chicagoland, then join all the other
ministries that have made TV38 their
broadcast choice. If your need is
television production, let

TV38 put its award
winning team, our
facilities, and our
commitment, to
work for vou.

vl WCFC/Chicago

38 South Peoria = Chicago, IL 60607-2628 = (312) 433-3838 = Fax (312) 433-3839
Jerry Rose, President = Dave Oseland, Program Director = Kevin SanHamel, Sales Manager = Debbie Revitzer, Production Manager
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THE MOUSE . ..
CONTINUED FROM PAGE 17

sake of controversy. “We try not to
ambush people.,” Dempsey says. “If a
guest comes on the program, I think 1
have certain humane responsibilities.”

In the spirit of faimess and balance,
and with the goal of encouraging
informed decision-making, Dempsey
investigates the topics and guests present-
ed on the program “fairly in-depth.”
Dempsey also begins each show with an
introduction of the guests involved in
order to establish credibility for the audi-
ence. “It’s important for me to give the
audience reason to believe whatever the
guest may say,” Dempsey says.

The general format of the program is
to ask “the tough questions people are
murmuring about.” and, in addition to
bringing in the Biblical perspective, to
provide viewers with a *body of informa-
tion™ about the topic.

For its efforts, Chapter and Verse
has received several awards, including an
award of excellence from the National
Association of Local Cable Programmers
in Washington, D.C. Dempsey notes that
the program has eamed its reputation for

excellence while working within a budget
which he says can barely even be
described as a shoestring. As a public
access group, those who produce Chapter
and Verse are not entitled to any fundrais-
ing; Dempsey says they are only allowed
to broadcast a post office box number.

The “How-to’s” of Public
Access

Dempsey advises other Christian
groups interested in taking advantage of
the opportunity of public access that the
most necessary element for success is
commitment. “There are some really legit-
imate reasons why operators wouldn't
want to work with a group, and one of the
reasons is a lack of commitment.”

Beyond the need for loyalty to the
project, Dempsey warns that access groups
must respect the equipment and the opera-
tors at the local station. “As long as those
ground rules are met. there really shouldn’t
be any reason why there couldn’t be a
mutually beneficial alliance between the
operator and the local access group.”

Finally, Dempsey suggests that
members of the crew — including cam-
eramen, directors, audio technicians, floor
managers, and talent directors — be

U]
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“cross trained” to do each others’ jobs.
The Chapter and Verse crew consists of
eight people who work in the studio two
times each month, an arrangement which
accommodates varying career schedules.
Chapter and Verse airs on Friday
evenings, Sunday afternoons, and Wednes-
day mornings, a set of negotiated time

The important thing is
to follow your interests.
If there’s something about
which you're excited,
find out who's doing
the exciting things
and track them down.

slots which allows interested viewers to
see the program whatever their schedule.

Of particular benefit to the program is
its involvement with the statewide inter-
connect cable network, which Dempsey
says basically connects all the cable televi-
sion homes in the state and allows Chaprer
and Verse 1o be on more than one cable
station, “so that anybody anywhere in
Rhode Island who has cable has us.”

Rhode Island residents who do not
have cable can tune in to Chuerch Focus, a
radio program now affiliated with
Chapter and Verse of which Dempsey is
a co-host. Dempsey says the radio pro-
gram allows him to talk with numerous
guests who are not able to appear on the
cable program. Guests on Chapter and
Verse have included Billy Graham and
Mother Teresa. “We’ve had a lot of
happy events like that,” notes Dempsey.
“There are some astounding guests
who've made what I believe is a lifetime
impression upon me and on some of those
in our audience.”

In finding and attracting guests for
both Chapter and Verse and Church
Focus, Dempsey cites the importance of
interest and perseverance. “The important
thing is to follow your interests. If there’s
something about which you're excited,
find out who's doing the exciting things
and track them down.” Dempsey warns
that the process of “tracking them down™
can be a discouraging one, but he says
tenacity can — and usually will — pay off.
“It’s not over,” Dempsey asserts, “until
whoever it is you want to interview is look-
ing at you in the rearview mirror as you're
going away. Until then, hang in there.”

Elizabeth Guetschow is the features editor
of Religious Broadcasting magazine.
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Decisions, decisions. The kind of decisions the
Supreme Court makes will affect our families, lives and
liberties for decades to come. What kind of leaders do
you want making the vital decisions of the day? Will they
reflect the historic values that made our nation great or
those of a decaying world system?
Regent University exists for such a time as this.
We are training individuals committed to becoming
exceptional leaders in the areas of law and govern-
ment, business, education and counseling, commu-
nication and the arts, and ministry. Earning master’s
and doctorate degrees, our students are pursuing
truth for the ultimate
purpose of promoting justice, reconciliation,
peace, and hope.
Make a decision that will change the way you
look at the world and sharpen your leadership . .
skills. Call toll-free today to receive more Virginia g ﬁf&ff,;v’g”%ﬁ%ﬁ?
information on Regent University. 1-800-677-7858
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