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#3 in an information series for editors, reporters, resecrchers.
Tear out and save for future reference.

RADIATION

Facing tears with facts
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ach of us is exposed to radia-

tion every day. Where does
this radiation come from? How
does it affect our bodies? How
much of it comes from nuclear
plants? A better understanding of
the facts can help distinguish valid
concerns from needless fears.

What is radiation?

Radiation consists of particles or
rays emitted from an atom. It may
occur spontaneously, from the pro-
gressively decaying atoms of a radio-
active element. Or it can be induced
by man: particle accelerators can
bombard stable atoms, converting
them into unstable radioactive iso-
topes; and by setting off a chain
reaction in uranium, atoms can be
split (fission). The fission chain reac-
tion is the process a nuclear reactor

uses to generate heat from stcam
and electricity.

After more than 80 years of inten-
sive study, radiation is the most scien-
tifically understood, easily detected,
precisely measured, effectively con-
trolled and strictly regulated of all
environmental agents.

How are people exposed to
radiation?

People are exposed to radiation
every day, primarily from natural
sources and, to a lesser degrec, from
man-made sources.

Natural sources include: cosmic
rays from outer space; the sun; the
earth’s crust; the air; food; water;
even substances within our own
bodies.

Man-made sources include: X-rays
and radioactive materials used in
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medical diagnosis and therapy; the
mining of minerals; the construction
of buildings and other structures;
consumer products such as smoke
detectors and luminous-dial watches:
fallout from past testing of nuclear
weapons; and the use of various
fuels to generate energy (coal, geo-
thermal steam, natural gas, and
uranium).

How is radiation measured?
A rent is a unit of measurement of
radiation’s biological cffects on liv-
ing tissue. A miilliremn (mrem) is
1/1000 of a rem. Radiation ¢xposure
is usually discussed in millircm
because the amounts involved are
very small.

A U.S. resident receives an esti-
mated average total of around 200
millirem of radiation exposure each
year. The pie chart on the left shows
where this radiation comes from.

Source Exposure
Natural oo .o e wm e 135.2 mrem
Medical ... ... . ... . 61.4 mrem
FAllOUt pimo=a=c oe 3@ a0 s 1.2 mrem
Miscellaneous (consumer

products, ¢tc.) . . .. ... 1.0 mrem
Occupational ... ... .. 0.9 mrem

Nuclear ¢nergy industry . 0.3 mrem

200.0 mrem

Of course, these are averages. The
exposure varies for each individual
depending on many factors. Living
at high elevations results in greater
exposure from cosmic rays than
living at sca level (250 mrem in
Colorado compared with 120 mrem
in Florida). Crews of high-altitude
commercial jet airliners can get an
extra 300-400 mrem from cosmic
rays and the sun.

Are these ordinary levels of
radiation harmful?

To cause any detectable effect, a
person’s yearly dose of radiation
would have to be in excess of
10,000 millirem.



There is overwhelming agree-
ment within the national and inter-
national scientific communitics that
a yearly dose within the normal
average range of around 200 mil-
lirem would have negligible effects
on the human body. Based on esti-
mates by the National Academy of
Sciences?* the normal radiation lev-
els that all humans are exposed to
would cause no more than 1 per-
cent of all the cases of cancer and
genetic defects.

Who determines ‘“‘safe’’ levels
of radiation?

The International Conmmission on
Radiological Protection (ICRP),
formed in 1928, is an independent
nongovernmental expert body estab-
lished to recommend the maximum
radiation doses to which people
could be safely exposed. Its recom-
mendations have been universally
accepted for the last 50 years by
both national and international
bodies responsible for radiation
protection.

Are people exposed to higher
levels of radiation in the area
around a nuclear plant?

The Environmental Protection
Agency (EPA), has said that “Emis-
sions from nuclear power plants
average an annual exposure of only
a fraction of a millirem per person.
The average annual exposure of peo-
ple living within a 50-mile radius
of nuclear stations is less than a
millirem.”

Even the American Cancer Society
inits “‘Background Paper on Radia-
tion and Cancer”” (November 1980)
reports that the “‘scientific knowledge
we have indicates that there have
been no cancer deaths related to
the release of nuclear radiation
either in or outside of U.S. nuclear
power plants.”

How much radiation were
people exposed to from the
accident at Three Mile Island?
To quote the Kemeny Commission™* *
Report: “The maximum estimated
radiation dose received by any one

* From The National Academy of Sciences
Committee on the Biological Effects of
Ionizing Radiation

**Dr. Jobn G. Kemeny was appointed by
President Carter in April 1979 to bead
the investigatory President’s Commiission
on the Accident at Three Mile Island.
Dr. Kemeny was then President of Dart-
mouth College.

Average natural radiation background by state.

Natural background radiation differs considerably from state to state due 1o elevation and
the radioactive elewients present in the soil. If a resident of Harrisburg, Pennsylvania, moved
to Denver, Colorado, the additional radiation be would be exposed to each year would be
Sfar more than the maximum amount any individual could possibly bave received during the

entire Three Mile Island accident.

individual in the off-site general
population during the accident was
70 mrem.” The report further states
that the exposure received by the
general population is so small as to
have no health, developmental or
genetic effects.

If a resident of Harrisburg, Penn-
sylvania, moved to Denver, Colo-
rado, he would be exposed to more
additional radiation in one year
Jrom natural sources than anyone
could have received during the
Three Mile Island accident.

In over a quarter century of com-
mercial nuclear power plant opera-
tions, Three Mile Island is by far the
most serious event to occur. But the
“defense in depth” safety system
effectively controlled and contained
the accident.

Who we are and why we are
presenting these facts

We are the U.S. Committee for En-
ergy Awareness, 4 private organiza-
tion of clectric utilities, construction
companies, equipment manufac-
turers, and energy users. Most of
our members participate in the
electricity industry and believe
that nuclear energy will continue to

play an important role in America’s
electrical future. We believe that
radiation is a much-misunderstood
subject, often misrepresented in the
nuclear debate. We want to provide
factual information so that people
can make informed decisions about
energy issues.

The material presented here deals
with the safety of nuclear power
plants. In the future, we will deal
with occupational hazards involved
with the mining and manufacture of
nuclear fuels.

For free booklets on the electrical future
of America and the encrgy sources that
will help fuel it, just fill out this coupon
and send it to:

U.S. Committee for Lnergy Awarcness
P.O. Box 37012

Washington, D.C. 20013

Organization

Address

City State Zip
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Information about energy

America can count on today
U.S. COMMITTEE FOR ENERGY AWARENESS
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THE ONE AND ONLY SOURCE OF BOTH
THE CABLEPROFILE DATABASE AND

NEW CABLE PLANNER'S WORKSTATION.™

It's here: The most comprehensive,
sophisticated, and useful information
system in cable television in America.
ICR CableProfile and ICR Cable Plan-
ner's Workstation™ The indispensable
decision-support system—the data, the
hardware, the software, the service, the
support. And its custom-designed for
every business that wants to win in the
volatile and competitive world of cable.

CABLEPROFILE:

The exclusive database of Interna-
tional Communications Research. The
services, subscribers, ownership and
personnel, and multitudes of other cate-
gories of information on all 5,800 operat-
ing cable TV systems in the United States.
If it exists, and if it can help you do busi-
ness in cable, ICR CableProfile has it.

CABLE PLANNER'S WORKSTATION

ICR provides a microcomputer to
deliver the ICR CableProtile database
on-line. Complete with innovative cus-
tomized software, support, training, and
documentation. It's the information you
want, in the form you need, with the
simplicity and ease you never thought
possible.

ICR WORKSTATION CAPABILITY

Strategic planning, forecasting,
demographic analysis, competitive
analysis, market research, invest-
ment evaluation, pricing studies,
management reports.

|

|

UNIQUE ICR ADVANTAGES

(] Completely customized system.
[J Advanced applications software.
[] Electronic mail capability.

(] Superior screening, sorting, display
and color graphics capability.

[ ICR staff support in planning, forecast-
ing, market research.

[] Maximum data security.

(J Intensive updating: Monthly for top 100
systems. Quarterly for top 1500 systems.

THE ONE AND ONLY SOURCE

Only ICR has it all: The data, the hard-
ware, the software, the service and sup-
port. It's what makes ICR a one and only.

Let ICR start helping you at once. Call
now: New York: 212-661-7410
Pennsylvania: 215-565-2990
Washington:  202-835-0900

ICR

International Communications Research
Division of Titsch Communications
Subsidiary of International Thomson Business Press
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Wirth Attention

THaNk you for James Traub’s article high-
fighting Congressman Wirth's role as a
Horatio at the national telecommunica-
tions-policy bridge [“"Rep. Timothy
Wirth Holds Back the Tide,” Sept/Oct).
It is a shame that a public servant of
Wirth's stature and quality must spend all
his time battling policy pygmies in both
Senate and House. How much more he
might accomplish were he to receive a
public mandate to renew a larger debate.

Unfortunately, that mandate may be
doomed by the very thing Wirth has been
battling for so many years—concentra-
tion in the communications industry and
consequent cross-ownership of the me-
dia. No one hears about national telecom-
munications policy, because those with
the resources to distribute this informa-
tion have an interest in whittling away at
Wirth and his efforts to build policy on
more than corporate pleadings.

But the decentralization of at least one
communications monopoly, AT&T, may
take some of the heat off Wirth and turn it
on state-level policy-makers. One hopes
progressive elements in Congress, in-
cluding Wirth. will seize on this opportu-
nity to build new political alliances sup-
portive of democratic national and state
communications policies.

RoBERT JACOBSON

Consultant

California State Assembly Commitiee

on Utilities and Commerce

Sacramento, California

As 1 wAS READING the article on Wirth, 1
was bothered by a statement that [ re-
peatedly encounter even among “lib-
erals” who favor limited deregulation.

The article says Wirth has suggested
“that radio can be partially deregulated,
possibly cven to the extent of dropping
such ‘content’ regulations as the Fairness
Doctrine and Equal Time Rule, since
competition now exists in all but small
markets.”

But a large number of Americansacross
the country live in small markets. Market
forces might be a more efficient *“regula-

tor” of citizen interest in large markets—
but they ignore the intercsts of citizens in
America’s many small towns.

HeriseErT J. ROTIELD

University Park, Pennsvlvania

The ABCs of News

INHiIsarTICLE [“*Supernews,” Sept./Oct ],
Robert Friedman claims that ABC’s
heavy investment in covering the Pope’s
trip to Poland “almost surely skewed its
news judgment,” prompting World News
Tonight 1o lead with the Pope story—in-
stead of giving priority to a Supreme
Court ruling or the space shuttle.

He also says “‘the pageantry of the
Pope’s farewell clcarly made for better
pictures than the Supreme Court’s
edict.”

Friedman’s claims are both gratuitous
and false. The Pope’s trip was the obvi-
ous and correct lead story that day. Per-
iod.

Tom GoobmaN

ABC News

New York City

One from the Heart

JuLie Taiens article, “Death in Prime
Time™ [On Air, Sept/Oct], makes some
observations about television that are not
new but arc given new meaning in the
context of personal loss.

This piece was well-chosen; it injects a
human and hcartfelt note in an area too
often crowded with social, political, and
technical commentary.

I applaud her honesty for removing the
impersonal mask of the reporter. This
story was one from the heart.

Rosirt TREUBER

New York City

Correction

In the list of acknowledgments for the
1984 Field Guide to the Electronic Media
(November/December), Channels ne-
glected to give credit where it was due.
All the full-page charts, as well as the
half-page AT&T chart, were created by
design director Marian Chin.
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Clip Service

The Brazilian television news corre-
spondent introduces herself on camera,
from a busy New York street, before
launching into a fast-paced two-minute
story about the booming credit-card
racket in the United States. What none
of her Sio Paulo viewers buck homge
knows is that the entire segment, minus
the introduction and ending, is a U.S.
government production.

It’s part of Satellite File, a free video
news service put out by the U.S, Infor-
mation Agency. The service provides
daily half-hour packages of six to 10 news
stories to 275 stations in 80 countries via
satellite, cassette, and embassy pouch.

The news package is varied. Top-of-
the-line items are likely to feature inter-
views with high U.S. officials on *“*hot”
subjects, such as the Soviet downing of a
Korean passenger plane. Cultural,
sports, and entertainment items back up
the lead story. A recent show included
pieces on doll collecting, neon art, and
New York's South Street Seaport. An-
other staple is the latest news in science
and medicine—everything from laser
fingerprinting techniques to improve-
ments in mammography.

How the items are used when they ar-
rive in African, Latin American, and Fu-
ropean studios is also varied. Some com-

GEOSYNCHRONOUS ORBIT

mercial or state television services use
the entire news story as transmitted. Oth-
ers just lift a few images to fill out their
own reporting. And stil] others try to
make the material look like their own by
using USIA’s “Chromakey’ techniques
to insert.their personnel into the images.

While Italian viewers watch Satellite
Filé clips on their nightly news, people in
the MiddJe East can see them on closed-
circuit televjsion in their hotel rooms.
USIA officials are particularly happy
about getting their clips on prime-time
broadcasts in such places as Yugoslavia,
where the signal “*bleeds™ across borders.

The style of Satellite File mimics that
of network news documentary—authori-
tative yet entertaining. The stories don’t
Jjust look like American commercial tele-
vision—sometimes they are commercial
television. USIA’s own production facili-
ties gre small; the Washington, D.C. of-
fice has only two minicams. So the USIA
both commissions stories and buys them
already produced from local television
stations around the country, paying an
average of $200 a clip. The total budget
for Satellite File is $7.000 a week.

Will this just-like-commcrcial-news
service compete with genuine commer-
cial television's international sales? Ri-
chard Levy, assistant to USIA TV and

CHANELS (]
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Film Service director Alvin Snyder,
doesn’t think so. “We're small potatoes
in this racket,” he says, “and we can’t
compete with the core offerings of outfits
like UPI-TN and Visnews, which are sell-
ing hard news.”” He waves a cable just in
from Swaziland, requesting broadcast
television programming. “How much do
you think Swaziland can pay?’ he asks.
“We're not taking anyone's business
away. Infact, we may be fostering quality
and making [less developed countries)
into a market for the future.”

Ed Helfer, vice president for marketing
inthe Visnews American subsidiary, Vis-
com, agrees that Satellite File poses no
competitive threat. “But I've been im-
pressed by what I've seen. USIA is really
putting'on the gas, trying to modernize.”

Indeed, Satellite File is one example of
what’s been happening at USIA since the
appointment of the ex-Hollywood pro-
ducer and friend of President Reagan, di-
rector Charles Z. Wick, who has encour-
aged the government information service
to use the best commercial entertainment
and marketing techniques to sell Ameri-
ca’s image abroad. “That’s been particu-
larly important in television,” says Ri-
chard Levy, “where, unlike the Voice of
America, we depend on other people’s
delivery systems. We have to compete
for attention with everything else that's
available.” Levy should know how to
handle the challenge: His background is
in international marketing for Paramount
and Embassy Pictures. Likewise, his
boss. Alvin Snyder, has plenty of private-
sector experience in major-market broad-
cast news production and management.

The TV and Film Service is so far the
only branch of USIA to have its own mar-
keting division, which arranged, among
other things, Satellite File’s debut at the
huge international television market
(MIP) at Cannes in 1983. There are even
trade ads for the TV and Film Service in
Variety magazine.

But for all its high profile at the sales
end, Satellite File has a low, often invisi-
ble, profile at the distribution end. Sub-
scribing stations almost never acknowl-
edge it in the credits. ““We’re happy that
way,” says Levy. USIA, after all, is try-
ing to sell a positive image of America
without making it look like propaganda.
But no matter what it is called, Satellite
File still contains a message. “One of the



® Whatdo advertisers, broadcasters, Action
for Children’s Television (ACT), National
PTA, National Education Association (NEA),

American Federation of Teachers, National
Council for Children and Television,

Children’s Defense Fund and others all

agree on?

FROM ME TO YOU, its effectiveness

and excellence.

FROM ME TO YOU is the most unique property ever produced to reach and
touch both cnildren and parents.

FROM ME TO YOU is a highly recommended and award-winning series of 65
thirty-second live-action dramatizations filmed on location. Children convey
important messages abot t a number of meaningful subjects such as safety.
accident prevention, health, nutrition, relationships and others that affect

children's lives and well-being.

FROM ME TO YOU spots may be tagged with sponsor identification and be
broadcast alone or piggybacked with a commercial. The series is available

either on a national or local basis.

FROM ME TO YOU represents a rare and rewarding opportunity to serve the
best interests of the adve-tiser, the broadcaster, and the public.

Distributed by:
BARON ENTERPRISES, INC.
522 So. Sepulveda Boulevard
Los Angeles, CA 90049
213/476-0638
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GOOD COMPANY

Making broadcasting better is just
one of the goals of American Women
in Radio and Television. Our network
of professionals in the electronic
media is a vital link in the operations
of companies across America.

To tind out how you and members of
your staft can benefit from member-
ship in AW.R.T., call or write:

merican women in
radio and television inc.
1321 Connecticut Avenue, N W.

Washington, D.C. 20036
(202) 296-0009

MEDIA BROADCASTING - MUTUAL BROADCASTING SYSTEM - NATIONAL PUBLIC
RADIO « NBC - NEWSWEEK VIDEO - OUTLET BROADCASTING + RACAL-MILGO INC, -
RCA SELECTAVISION - RKO RADIO NETWORKS - SELCOM, INC. - SESAC, INC. -
STORER BROADCASTING COMMUNICATIONS - 3M - TEXACO. INC. - THE SPERRY &
HUTCHINSON CO. - THE UPJOHN CO. - TV GUIDE MAGAZINE - UNITED PRESS
INTERNATIONAL - USA NETWORK - VIACOM ENTERPRISES « VIDEO LIMITED - VISTA
PRODUCTIONS - VOICE OF AMERICA - WESTINGHOUSE BROADCASTING & CABLE «
WHAS, INC, - YOUNG & RUBICAM + A.C. NIELSEN CO. - ABC - AFTRA - AMERICA
CABLEVISION - AMERICAN AIRLINES, INC. - ARBITRON + AMERICAN RED CROSS -
ASCAP - AYERST LABORATORIES - BELO BROADCASTING - BROAD STREET
COMMUNICATIONS - BURSON MARSTELLER - CABLE NEWS NETWORK - CANADIAN
BROADCAST CORPORATION - CAPITOL CITIES COMMUNICATION - CBS -
CHESEBROUGH-POND'S - CHEVRON U.S.A. - COMSAT CABLE COMMUNICATIONS -

“
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-JoinUs

ecome a member of the Mu-
seum of Broadcasting where history
comes alive through its radio and tel-
evision collections of great moments
in comedy, drama, sports, politics
and the lively arts.

Relive Orson Welles’ “War of the
Worlds,” FDR's Fireside Chats, Army-
McCarthy hearings, Ali-Frazier
fights, Nixon-Kennedy debates, and
the Apolio 11 moon walk.

Rediscover the comedy of Jack
Benny, Fred Allen, Sid Caesar and
Ernie Kovacs or see The Beatles in
their first appearance on THE ED
SULLIVAN SHOW or watch the
Shakespeare plays, “Golden Age”
TV dramas and “Dance in America.”

As a member you receive compli-
mentary admission to exhibitions,
the MB News, schedules of exhibi-
tions and events, and special dis-
counts on Museum seminars,
events, and publications.

RESIDENT INDIVIDUAL MEMBERSHIP $30

RESIDENT DOUBLE MEMBERSHIP $40

Membership extended to a second per-
sonand to children when accompanied by
aparent.

NON-RESIDENT OR STUDENT MEMBERSHIP $25

Available to students with a valid college
1.D. and persons living beyond a 50-mile
radius of New York City.

Membership Application
PLEASE PRINT

NAME

ADDRESS

CITY STATE ZIP
Individual $30 d
Double  $40 O

Second name if applicable
Non-Resident/Student $25

My check in the amount of $

is enclosed.

Please make check payabile to the
Museum of Broadcasting.
Please detach and mail to:
MUSEUM OF BROADCASTING
Attn: Membership Department
1 EAST 53RD STREET

NEW YORK, NEW YORK 10022

S| | R

M MUSEUMOF BROADCASTIN
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most important parts of this package is
the science and medicine news,” Levy
says. “It shows that we don’t just use our
technology to make weapons. And that’s
the most popular part of the show every-
where it goes. When we run a medical
item, the interviewed doctors get calls
from all over the world.”

PAT AUFDERHEIDE

Underdeveloped

Ursula von Zallenger, visiting from Mu-
nich, stopped by one day to discuss chil-
dren’s television. She is the program offi-
cer for the Prix Jeunesse, an international
festival convening every two years to
recognize excellence in programs for
young people and to promote improved
standards in this sphere. The festival is
held under the auspices of the European
Broadcasting Union and the United Na-
tions Educational, Scientific, and Cul-
tural Organization.

When asked whether third world coun-
tries regularly participate in the festival,
she replied: “It depends on what you
mean. In the area of children’s television,
if you can forgive me, we consider the
United States the third world.” L.B.

Mind’s Eye
Over Matter

Subliminal stimulation, the psychologi-
cal “behavior modification” technique
that achieved fleeting notoriety 25
years ago when advertisers first tested
it on unsuspecting moviegoers, is stag-
ing something of a comeback.

This time, however, its leading expo-
nents believe Americans are now ready
to zap their own psyches in order to in-
duce therapeutic behavior changes. Ac-
cording to the two companies now mar-
keting subliminal video messages,
suggestions embedded in television pro-
gramming can help viewers lose weight,
stop smoking, control stress. improve job
performance. and even master sports.

Late last fall, Stimutech Inc. of East
Lansing, Michigan, introduced Expando-
Vision, a computer-based system that al-
lows individuals to receive subliminal
stimulation while watching regular televi-
sion programming. An “electronic inter-
face device” (EID). costing $89.95, is the
heart of the system, hooking up the TV
set and the home computer. It interrupts
the television signal every two-and-a-half

minutes and flashes a pre-programmed
message onto the screen for a 30th of a
second—assertedly too fast for the eye,
but not the mind’s eye, torecord.

Stimutech has eight Expando-Vision
software programs to go with its equip-
ment. Each sells for $39.95 and contains a
series of simple, declarative statements
which, if one chooses, can be made visi-
ble by the flip of a switch on the EID. The
weight-control cartridge, for instance,
flashes: “I see me thin,”” “I am secure,”
“Isee me trim,” “I am attractive,” “I see
me shim,” “I am acceptable.”

Meanwhile, another company has
come up with what it considers a pathway
to the unconscious. Environmental
Video. known for its “‘video wallpa-
per”—prerecorded cassettes featuring
nothing but tranquilizing shots of scenic
locales—is now selling two of those tapes
with subliminal audio messages added—
one on weight control and the other on
stress control. As company president
James R. Spencer explains, “We find
[Stimutech’s visual] exposures are dis-
cernible to the eye. So what we do is use
an audio track™ on both video tapes.
However, Environmental is experiment-
ing with faint superimposures of sugges-
tive messages over the images.

“We don’t feel the video tape alone is
sufficient to overcome a problem such as
overeating, alcohol abuse. or stress,”
Spencer admits. So the company throws
in a separate subliminal audio tape for
good measure. (Such audio tapes have
been on the market for years.) The pack-
age sells for $69.95.

Before you write out your check.
though. it’s fair to ask whether these sub-
liminal products work. Neither Stimu-
tech nor Environmental Video has of-
fered any research showing that the video
messages perform as claimed. Stinutech
advisor Dr. Wallace LaBenne cites a
number of studies said to prove the effi-
cacy of subliminal techniques in modify-
ing behavior. But other experts have dis-
puted the validity of this evidence.

If we assume for a moment that sublim-
inal persuasion is effective, we open a
whole different can of worms. For in-
stance, what is to prevent unscrupulous
operators from manufacturing subliminal
programs to control behavior in prisons,
mental hospitals, and nursing homes?

We can take some comfort from La-
Benne's assertion that ““the subconscious
mind is certainly not going to do anything
that’s against its own morality, propriety.
and decency.” But neither the Federal
Communications nor the Federal Trade
Commission has any explicit policy reg-
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Five Exciting New Courses in
Communications at The New
School for Social Research
Conducted in Cooperation
with Channels Magazine on
the theme:

e "How to s
@ Understand and mms
@ Deal with the New &

m=m Communications

| Technologies” m

TWELVE WEEKS, STARTING
FEBRUARY 6

1. Survey of the New Communication
Technologies and How They Function
Thursdays, 7:45-9:15 p.m. Instructors:
Les Brown, editor-in-chief, and other
Channels editors

2. The Impact of New Communication
Technologies on Established Institu-
tions

Mondays, 5:55-7:25 p.m. Instructor: J.
Martin Bailey, editor, A.D. Publications
3. Television News: Part News/Part Tel-
evision

Mondays, 7:45-9:15 p.m. Instructor:
Martin Koughan, staff producer, CBS
News

4. Citizens' Interests in the New Com-
munications Technologies and How
They May be Protected

Tuesdays, 7:45-9:15 p.m. Instructor:
Ralph Jennings, Ph.D., consultant on
telecommunications to major public
bodies

5. Equal Opportunities for Women:
How to Break Into the New Communi-
cations Technologies

Wednesdays, 7:45-9:15 p.m. Instructor:
Janice Engsberg, Ph.D., leading expert
on employment of women and minori-
ties in communications businesses.

These courses may be taken as part of
the required sequence for the New
School’s Professional Certificate in Tel-
evision Studies.

The emerging media technologies are
creating many new career opportuni-
ties. For detailed information on these
practical courses and academic consul-
tation, write Mary Carney Blake, The
New School, Dept. of Television Studies,
2 West 135St., New York, N.Y.10011. Or
call her now at 212-741-8903. Don't
miss the opportunity to be a partici-
pant—not just a bystander—in the com-
munications revolution.




ulating private abuses of subliminal com-
munication. These video devices could
truly slip the American public a Mickey
Finn, something that should give us
pause in this Orwellian year.

MEIL FRIEDMAN

L e ——————_— ——— —
Computer U.

Even as they infiltrate so many aspects
of our lives, computers are fostering a
climate of intimidation and confusion.
To the uninitiated, the very idea of having
to master this new instrument can be
frightening, and for those who already
own computers, instructions on the use
of new software are often bewildering.

Now comes help from an unlikely quar-
ter—television, the original “user-
friendly’” medium. Public television has
undertaken the task of demystifying the
computer and helping Americans move
gently into the new age. In the process,
however, public television has created its
own climate of confusion: There will be
not one but rwo new series on computers
starting in January.

At least 10 stations will offer a 12-week
TVOntario course called the Academy on
Computers, which is based on a half-hour
series, Bits and Bvtes. But at about the
same time. PBS is starting a 26-week se-
ries of half-hour programs entitled The
New Literacy: An Introduction 1o Com-
puters, produced by the Southern Cali-
fornia Consortium under a $1.2 million
Annenberg grant for educational TV.

Both ““tele-courses” have essentially
the same aim: to promote the idea that
literacy in @ modern world involves the
ability not only to read printed matter but
to use and understand computers. Both
cun be taken for college credit, offering
such course materials as textbooks and

___’[@__ﬁ
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LPTV EXECUTIVE

guides. The Academy also offers a soft-
ware program. Along with computer in-
struction by Canadian actors Luba Goy
and Billy Van, the Academy’s Birs and
Bytes includes segments on computer
music, graphics, and games. The other
series has the participation of such au-
thorities as [ssac Asimov, Michael Crich-
ton, and Tracy Kidder.

Deciding which series to choose is as
perplexing as deciding which home com-
puter to buy. Bits and Bytes has these ad-
vantages: It is 14 episodes shorter and
has already been successful in Canada.
But The New Literacy provides an inten-
sive overview of the conceptual uses and
societal implications of computers.

Either way, this coming-together of tel-
evision and computers may alleviate
some of the strain facing consumers in a
technologically inclined society. .M,

e ———— — —————  —————
From the Eye of the
Storm

It’s a great premise for a new series: an
American TV station run by born-
again Christians on the Lebanon-Israel
border. One George Otis of High Adven-
ture Ministrics Inc. founded the station in
February 1981, naming it the “Star of
Hope™ (call letters: HOPE). But Otis
couldn’t make the venture pay, so he do-
nated 1t. lock, stock, and assets worth
roughly $1.5 million to Pat Robertson’s
CBN dormerly Christian Broadcasting
Network). Along with the rest of Robert-
son’s  communications  entitics—the
highly successful ad-supported CBN
with its 22.2 million subscribers. produc-
tion studios in Virginia Beach. and the
syndicated Christian TV talk show The
700 Cluh—the new station would be non-
profit. The formal transfer took place. ap-
propriately cnough. in the 1982 Passover
and Easter scason. They renamed it Mid-
dle East Television—MET.

MET is probably the only thing besides
oxygenthat simultaneously reaches Mos-
lems, Jews, and Christians, from north-
ern Israel through Lebanon to parts of
Jordan, from the Sea of Galilee to the Go-
lan Heights, from Beirut to Tel Aviv,
from the remnants of the PLO, in short,
to the Israeli Army. Being a Christian
broadcaster in a place where the very
word “Christian” carries such a powerful
charge can be dangerous. Early last
spring, a bomb exploded just outside the
van that used to house the MET facili-
ties—which was in an area controlled by
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the private army of Major General Saud
Hadad—and knocked it off the air. The
bomb, it was determined, had been
placed in a Mercedes with Lebanese
plates, and no one knew if it was actually
imtended for the station. At any rate,
MET was soon back on the air.

What do you do with a station like this
if you’re a Christian broadcaster bent on
sending some kind of message out to the
world? After all, this is the same territory
where Western missionaries have long
toiled to claim a few souls from Mo-
hammed. Pat Robertson, however, isn’t
quite as evangelical as he’s made out to
be. Like any good broadcaster, the last
thing he wants is to offend unyone in his
market.

So MET metes out Andy Gritfith re-
runs. “No evangelizing—nothing overt,”
one CBN spokesman described it. Just
old series like Laredo and I Spy, cartoons
based on Bible stories, The 700 Club,
movies like The Bells of St. Marv's, and
CBN’s own Christian soap opera, An-
other Life, the only MET program to be
dubbed into Arabic. Exactly how many
TV sets are in the area. or who’s even
watching, CBN isn’t quite sure. Never-
theless, the station’s broadcast day has
increased over the year, from 5 hours to
I, under the guidance of CBN program-
ming vice president Tim Robertson (Pat’s
son), who will decide what to add to the
lineup.

For example, Robertson is struggling
to put together a MET local nightly news
program, which in this particular turf is
akin to making hurricane measurements
in the eye of the hurricane. The show now
on the drawing board will contain an Ara-
bic-language half-hour whose Hebrew
footage will have Arabic subtitles, a He-
brew-language half~hour whose Arabic
footage will have Hebrew subtitles, and
talking heads in English, with Arabic and
Hebrew subtitles. Says Robertson, “We
don’t want anyone to feel left out.”

But MET's greatest contribution to this
war-torn land debuted last spring: NBA
basketball. Robertson imported a con-
densed version of CBS’s basketball
broadcasts, which began airing in May.
The game, Robertson claims, is one of
Lebanon’s favorite sports.

MET’s location, just inside Lebanon,
is called ““the good fence,” because Leb-
anese and Israeli workers walk freely
back and forth across the border to work
each day. A good fence, in a sense, is
what CBN wants MET to be—a force for
peace, in the form of powerful escapism.

JULIE TALEN



THE NEW LOCAL PROGRAM NETWORK
LOOKS GOOD NO MATTER WHERE YOU SIT.

¢¢ You only have so many

¢¢ Any news producer could resources at a station. ¢¢LPN puts a station in touch
very easily use LPN in LPN allows a greater quality with the country at a very
any newscast. They’re superb of production that can be grass roots level. For the
kinds of pieces that any sta- extended over a greater financial risk involved, the
tion would be proud to run.?? number of programs.”? upside is terrific.”?
Spence Kinard, Bob Jones, Jim Coppersmith,
KSL-TV, Salt Lake City KING-TYV, Seattle WCVB-TV, Boston

Local Program Network offers you something \JO C A [ Most of our stories come in both long and short ver-
you can't get from any other service. sions. To get a demo cassette of LPN programming,

Variety. —  call George Back at (212) 696-1812, David Fox at
Our stories can be used in morning talk shows, PR © G R A M (212)532-2684 or Joan Marcus at (213) 937-1254.
magazine formats, public affairs programs and == *Y-wm‘;t" Or if you would prefer a word of mouth
your noon, early and late news. And you can edit cur ¢ ’% recommendation, call any of your associates at our
weekly reel into a locally produced program of its own. é\x\ "Q\ member stations. They’ll tell you how good LPN
We even take care of some of the editing for you. TWO looks from where they sit.

KING-TV  KRON-TV KSL-TV WAGA-TV WBTV-TV  WCCO-TV WCVB-TV WDVM-TV
Seattle  San Francisco  Salt Lake City Atlanta Charlotte Minneapolis Boston Washington

©1983 Local Program Network
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Century: A Spectacular ﬂrst R ~eeds arxd one that is desigred o fature yoL rown

Half-Hour Series That Features Your STk ‘ ;

Station’s News Anchor. MORE PRESTIGE FOR YOUR STAWON
AND YOUR NEWS ANCHOR.

More cazedlvamic history hasbeen packed
into this century 1tan anv oter. Its been 84 vears
of pcople and ewe1zssc siznificz 1t so vivid and so
shattering they™ve brow gkt mankind to the rost
impartant crossroacs sinee the bezinning of -ime.

Now. WW Enfertairment i-az put together
a highly verszt:le 1alf-hour series ‘hat allows this
unforgettable pancramra to unfoldon a week v
basis for your aud ence It's a un:que new concept in
svndicated tekev s.ar, cre that s tailored to vour

As Fost cfthis outstanding sz-ies. you=archor
or news persanality will ast asguide through all
the mamzntous events enc intmduce your vEwers to
the peop ¢ who have shapec th s century.Ceatury
comze to you n a formet thal makes this 2asy to do
n yeur own ssudios. It w:l zcc a new dimension
© his or ker appeal that is sLre -0 improve thz audi-
cnce for your regular news programming
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FIRSY RUN MATERIAL ON AN ONGOING BASIS.

Century has been written and produced. using
original news film footage with sound and narra-
tior added. to accommodate a first vear schedule
of 39 original programs and 13 repeats.

Crafted from the vast and remarkable news
film l-brary of VISN EWS, the worid’s leading sup-
plier of worléwidz news material to television,
there are 117 episodes now in preparation, as well
as sufficient material to continue the series for
many vears.

INTV a

ANWW ame

CENTURY: THE STORY OF OUR TIME.

Century. It's dynamic entertainment that will
draw a weekly audience in a variety of time periods.

Century. It’s a high quality presentation of the
most significant 84 vears in history. A presentation
that, through extraordinary versatility and superior
production, will draw both sponsors and audiences
and provide your station with both prestige and
profits for 1984. . .and beyond.

Call WW Entertainment for more :nformation

—= and to screen our pilots.
% ENTERTAINMENT
= 205 EAST42ND ST, NEW YORK.NY 10017 212-661-3320

wdoor at the N.A.T.PE.
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After 15 Years...
Still America’s Top-Rated

FIRST-RUN Syndicated
Comedy Variety Hour

"Ya Can’t Beat It!

Emtertainment for all the family
year round on national television.

‘&>

See us at MOSCONE CENTER
during NATPE '8},

Alan Courtney/Gaylord Program Services
Suite 800, 9255 Sunset Boulevard, Los Angeles, Angeles, CA 90069 - (213) 271-2193
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Homage to Syndication

he  blockbuster  mini-se-
ries—Roots, Shogun, Holo-
caust, The Winds of War,
The Thorn Birds, and their
kind—are hyped with great
fanfare by the nctworks. In their mo-
ment, they break viewing records. getim-
mense press coverage, and become part
of the life of the nation. Yet, typically,
they are forgotten in a matter of weeks.
Like Roman candles, the mini-series
spend themselves in a single burst; rarely
do they light up the Niclsens the second
time around. Television has its block-

David Marc teaches American Civiliza-
tion ar Brown University. His book, De-
mographic Vistas: Television in Ameri-
can Culture (Univ. of Penn.) will be
’{1 o published this vear.

by David Mare

busters, but it is not by nature a block-
buster medium.

Long after these epic sagas are locked
away in the climate-controlled vaults of
some archive, Lucy, Granny, Beaver,
Opic, Ralph Kramden, Joe Friday, Gilli-
gan, Thelma Lou. Eliot Ness, Maynard
G. Krebs, Starsky. Kojak, the Fonz, and
Hawkeye will continue to inhabit the
American antennascape like a glowing
procession of spirits. They are in syndica-
tion, and syndication is bigger than block-
buster.

To the lifelong viewer, syndication is
the constancy of television, its museum.
To the producing companies and the peo-
ple who quality for residuals, it is a foun-
tain of riches. For the programs them-
selves, it is cternal life. TV critics don’t
write much about syndication; to them it
is the repository of used-up network mer-
chandise. They miss the meaning, and so
with little fanfare or ceremony the scries
that are destined never to die pass trom
the spotlight of prime time to take their
places in telemythology.

Some six years atter The Mary Tyler
Moore Show Kkept millions at home on
Saturday nights, it has become « nightly
accompaniment to Soup-for-One to a na-
tion of non-swinging singles. Somewhere
else on the dial, John Travolta is working
cheap on Welcome Back, Kotrer: Shirley
is still friends with Lavernc in Milwau-
kee; Barney Fife has moved to Raleigh;
Gomer has joined the Marines, and Ralph
is threatening to send Alice to the moon.
The program trends of the 'S0s, "60s, and
'70s meld into a cosmos: The California
patio of Burns and Allen coexists with the
New Frontier suburban living room of
Rob and Laura Petric, the "70s working-
class parlor of Edith and Archic Bunker,
and the '80s playpen ot Three’s Company.

Time is out of joint in syndication. The
Brady Bunch might well be celebrating
Christmas on an August atternoon. The
Korean War is likely to continue until
World War III, cven as Sergeant Bilko
remains at peace. and the Rat Patrol con-
tinues the push against Rommel.

Syndication puts excitement in motel
lite for the traveler. The Twilight Zone
could well be hammocked between
Green Acres and The Carol Burnett
Show. You can tell what kind of city
you're inby the local stations’ syndicated
ofterings. Have you cver been in a mar-
ket where The Big Valleyison every day?

Of course, these reruns are not only
from the networks. The Adventures of
Superman, staring George Reeves, is
probably the greatest non-network hit in
television history. It was in production
from 1952 to 1957 and is still playing in
reruns. The show was so popular that it
became the first ever to be presented on a
major network—ABC—after an initial
run in syndication. Not many years ago,
the highest-paid performer in television
was Mike Douglas, a syndicated talk-
show host without a single network tele-
vision credit. And when the networks
turnced down Mary Hartman, Mary Hart-
man astoo venturesome in 1975, Norman
Lear syndicated the program directly to
stations. In 1982, the reruns appeared
twice-weekly on The CBS Late Movie.

What makes a syndication hit—or
what the industry calls an “evergreen™?
Many network successes have wilted in
syndication—The Fugitive is one—and
some network flops. such as Srar Trek,
have thrived as reruns. There are no for-
mulas. although the industry’s conven-
tional wisdom holds that one kind of
show—the variety show—has no after-
lifte in syndication. 1t’s not that variety
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A museum of memories:
(left to right) | Love
Lucy, M*A*S*H, The
Carol Burnett Show,
Leave It to Beaver, The
Beverly Hillbillies, The
“ Honeymooners, Star
Trek, Superman, and The
Mary Tyler Moore Show.



has become unpopular with viewers, but
that it has become unpopular with the
networks and producers.

But there are exceptions to this rule:
The Lawrence Welk Show and Hee Haw
have continued successfully in new pro-
duction for syndication well after the net-
works dropped them. And a few network
variety classics, such as the original Sat-
urday Night Live and Rowan & Martin’s
Laugh-In, have successfully been edited
down for rerun syndication.

Syndication is where new networks
will be born: Already we have Operation
Prime Time, Mobil Showcase Network,
SFM Holiday Network, and Independent
Network News. It is where old forms are
‘ kept alive—for example, the exercise

show, from Jack La Lanne’s to Richard

Simmons’s—and where new trends be-

gin, as with Group W’'s PM Magazine.

Syndication’s time-travel through old
television series is in some ways a richer
trip than that afforded by any of the net-
works’ historical mini-series. And it is
comforting that future generations of
Americans are likely to grow up knowing
who Eddie Haskell, Jethro Bodine, and
Hawkeye Pierce are—and what they rep-
resent as American types. [ |

| Meet the Men
Who Make TV

Read interviews with eleven producers
of some of American television’s most
I successful programs. Such notables as
Norman Lear, Richard Levinson and
William Link, Garry Marshall, and
Quinn Martin talk about their artistic
aims, their working methods, their
battles with network influence, and
their social and political concerns.
“This book should be required read-
ing for all those who have a serious I

Where Fine-Arts Programming |
attracts radio’s
most prestigious audience. RODER'S

concern for television and its future.”

David B. Sontag
Independent Producer

The
Producer’s

Medium

Conversations

with Creators of

American TV

HORACE NEWCOMB
ND

Where Responsive Marketing
attracts radio’s i
most distinguished clientele.

Al
ROBER! S. ALLEY
$17.95

Atbookstores, or to order divect, send your check to

Oxford University Press

Box 900 » 200 Madison Ave. « New York, NY 10016

THE RADIO STATIONS OF THE NEW YORK TIMES (212) 556-1144 ‘
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MAKING WAVE

CHANNELS monitors the whole video revolution. And
thinks about it in the broadest perspectives. A serious
magazine, to be sure. But not solemn. Witty. But not
cute. And, with Les Brown as editor, it doesn't hesitate to
make waves.

Walter Cronkite suggests that CHANNELS provides “the
intelligent outside criticism that television needs”.

Robert MacNeil calls CHANNELS *“an invaluable forum
for thoughtful writing ... on the medium that dominates
our culture.”

CHANNELS may be right on your wavelength. So to
speak. And if you act now you can receive a full year's
subscription — six stimulating issues — for only $15.
Snip out coupon and mail today. (A photocopy will do.)

Your subscription may be tax deductible. Please allow 4-8 weeks
for delivery of first issue. All foreign, add $6.00 per year for postage.
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0.K. CHANNELS, Dish out that intelligent, provocative,
(and highly readable) criticism television needs (and
so do l)...and send it my way.

(] Send one year (6 issues) of CHANNELS magazine for $15.
[ Make that two years for $25 (Save $5.)

d Payment enclosed. O Bill me.
Charge to:

O visa
Card #

0 MasterCard [0 American Express (Use envelope.)

Expires

Signature

Name {Please print.)

Address

City, State, Zip

CHANNELS Magazine, P.0. Box 2001, Mahopac, N.Y. 10541
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MERICAN broadcast televi-

sion will soon have a new

VOICe—Or, More appropri-

ately, new voices. Some-

time this year, the Federal
Communications Commission is ex-
pected to adopt rules permitting mult-
channel TV sound.

Although dual-channel sound is now
offered in Japan and Germany, the Amer-
ican system will be considerably more ad-
vanced. In the two existing systems, a
station can broadcast either stercophonic
sound or a second, alternate soundtrack,
but not both. The American system will
provide a full stereo service along with a
second, completely independent sound-
track.

The stereophonic-sound channel will
be compatible with existing non-stereo
television sets. Those equipped to re-
ceive stercophonic sound should get an
audio signal at least comparable to that
provided by FM stereo radio. And be-
cause a special “companding’ system
(similar to the Dolby system used in tape
recorders) will be used, TV stereo sound
shouldn’t suffer from the long-distance
reception problem of FM stereo—caused
by the stereo signal’s failure to carry as
far as the monophonic signal.

In addition to the stereo system, sta-
tions will be able to add a “*separate audio
program” channel. which could be used
to broadcast the sound portion in a sec-
ond language, provide descriptions of the
on-screen action for the blind or, in the
case of educational or instructional tele-
vision, supply commentary at a more ad-
vanced or more elementary level than
that on the main sound channel.

David Lachenbruch is editorial director

of Television Digest.

Stereophonic TV:
You Haven’t Heard the Half of It

by David Lachenbruch

More than stereo. it is the separate au-
dio program channel that intrigues the tel-
evision networks. The Spanish-speaking
audience, for example, is almost com-
pletely lost to the Big Three. ABC's re-
search has determined that if it can cap-
ture 20 percent of the audience now
watching the Spanish International Net-
work, it will gain 1.6 rating points in Mi-
ami, 0.8 in Los Angeles, and 0.4 in New
York. The networks are already experi-
mentally  dubbing  Spanish-language
soundtracks onto some of their shows.

PBS, which presents more music than
the other networks, is expected to take
the lead in stereocasting musical events.
Sofar WITW-TV, the PBS outlet in Chi-
cago, i1s the only station in the country
broadcasting all of its programming in
stereo. In Japan, it was found that sterco-
phonic sound gave sports broadcasting a
new dimension of audio realism by sepa-
rating crowd noises from commentary.
Sports events in the United States are
considered likely to follow the Japanese
lead into stereo.

Television-set manufacturers are pre-
paring to offer stereo sets as soon as the
FCC gives its go-ahead. Most top-of-the-
line TV sets are already offered with
stereo sound systems, and new circuitry
to decode the multichannel sound signals
could be added quickly.

Set-top converters for stereo could ar-
rive even before complete sterco TV sets.
These will probably be completely sepa-
rate sound receivers. designed to direct
the audio either to extra speakers placed
on cach side of the TV set or to existing
home sterco systems.
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The FCC's multichannel-sound pro-
posal, following its current dercgulation
philosophy. permits broadcasters to use
any transmission system that mcets a
broad sct of technical limits. This could
result in the simultaneous use of several
incompatible transmission systems. The
futility of the commission’s laissez fuire
approach became apparent when it per-
mitted broadcasters to use any of five
mutually incompatible systems for AM
stereo. That decision was made almost
two years ago and is generally considered
the reason for AM stereo’s lack of suc-
cess to date.

If the FCC won’t set a standard, the
industry is determined to do so. A top-
level committee of engineers from broad-
cast stations and equipment manutactur-
ing companies, under the aegis of the
Electronic Industries Association. re-
cently concluded exhaustive tests of the
three proposed multichannel TV sound
systems with the aim of recommending a
single system. While there is strong evi-
dence that some FCC commissioners will
push for a single standard to avoid a repe-
tition of the AM stereo tiasco, the system
endorsed by the EIA committee will
probably become the accepted standard
for multichannel transmissions regard-
less of the FCC’s action.

No silver lining is without its dark
cloud, which in the case of multichannel
sound is its effect on cable television.
I'ests have shown that many cable sys-
tems will be unable to pass the broadcast
stereophonic sound on to their viewers.
Even worse, in some cases even the
monophonic sound could be distorted,
and the stereo signals from one channel
could jam programs on adjacent chan-
nels. I that weren’t enough bad news for
the cable operators, they also found that a
multichannel-sound signal on any cable
channel could disable some pay-TV dec-
coder boxes, whether or not the picture
being decoded has sterco sound.

This discovery has resulted in a mas-
sive march back to the drawing board by
cable TV equipment manufacturers—but
it’s possible that the 40 percent of the
population subscribing to the deluxe ser-
vice of cable could be the last to benefit
from the new deluxe television audio sys-
tem. ]



THE FIRST AMENDMENT
V.
UNION POLITICAL SPENDING

The First Amendment was written
nearly 200 years ago to protect the
right of all Americans to freely ex-
press their own opinions—and the
right not to support opinions with
which they disagree.

But despite the First Amendment,
one group in America has the power
to force men and women to finan-
cially support political causes and
candidates they oppose—or lose
their jobs. That group is organized
labor.

Federal labor law as well as some
state laws permit unions and employ-
ers to require working Americans to
pay union dues as a condition of em-
ployment, regardless of whether or
not they want to join or support a
union. As a result, the AFL-CIO and
member unions collect more than
$3.5 billion per year—$10 million a
day—in compulsory dues.

This massive amount of union trea-
sury money, often called “soft
money. cannot be used for direct
cash contributions to candidates for
federal office. But federal election law
permits the use of “soft money” for a
host of union activities for candidates,
political parties, referendums and
ideological causes.

And spend it the unions do. Politi-
cal historian Theodore White called
the AFL-CIO political effort in 1968

l f you would like further informa-
tion about this fundamental abuse of
the First Amendment, please write us
for a copy of our pamphlet, “The
First Amendment vs. Union Political

“unprecedented in American history’
It included, for example, the registra-
tion of 4.6 million voters, the printing
and distribution of 115 million pamph-
lets and leaflets, telephone banks in
638 localities, 72,225 house-to-
house canvassers, and nearly
100,000 volunteers on election day.

Labor columnist Victor Riesel esti-
mates that the cost of organized
labor’s unreported “in-kind™ politi-
cal activities in 1976 was over $100
million. Allowing for inflation and
the dramatic increase in union polit-
ical action, that figure could top
$150 million in 1984.

In response, more and more
union members are speaking out
against the flagrant abuse of their
First Amendment rights, looking to
the nation’s courts for help.

The U.S. Supreme Court has ruled
that the use of compulsory union
dues for political, ideological and
other non-collective bargaining activ-
ities is unconstitutional, violating em-
ployees’ First Amendment rights. But
some courts have strayed badly in
their interpretation of the legal
precedents.

This fall. the National Right to
Work Legal Defense Foundation will
seek from the Supreme Court a strict
definition of collective bargaining
and a uniform remedy to protect the

Spending: A 26-Year Legal Battle for
Employees' Political Freedom™, and
more information about the land-
mark case, Ellis/Fails v. BRAC. Or
call Joanna Bovce at 800-336-3600

constitutional rights of American
workers against the use of their
compulsory dues for union political
spending. (Ellis/Fails v. Brother-
hood of Railway, Airline and
Steamship Clerks)

The issue is clear, the abuse wide-
spread. Rank and file workers, espe-
cially those who choose not to be-
come union members, have little or
no say as to which candidates and
causes their money is used to
support.

As a federal appeals court has
stated, this wholesale violation of em-
ployees’ First Amendment rights dam-
ages workers twice: They are forced
to “contribute” to political candidates
they oppose, and their ability to fi-
nance candidates they do support is
thereby severely diminished.

Nearly 200 vears ago, Thomas Jef-
ferson wrote: “To compel a man to
furnish contributions of money for
the propagation of opinions which he
disbelieves, is sinful and tyrannical”

Unhappily, such tyranny prevails in
America today in the form of union
political spending financed by com-
pulsory union dues. This tyranny can
only be eliminated by the combined
action of an informed press, an
aroused citizenry and a responsible
judiciary.

National Right to Work Legal
Defense Foundation

Dept. CC

8001 Braddock Road
Springfield, VA 22160
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