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ABSTRACT

A DESCRIPTION OF RADIO PUBLIC SERVICE ANNOUNCEMENTS
PRODUCED BY CHRISTIAN GROUPS
by
Charles Buell Mayes
Master of Arts in Mass Communication

The Christian church has been using the specialized
media form of public service advertising for almost two
decades.

This thesis explored and described the subject

content of public service announcements (PSAs) produced
by twelve Christian groups intended to be aired on radio
stations, and compared this content with the subject
content objectives of these producers.
A content analysis of PSAs was done by coders and
producers.

Sample survey was used to obtain this coding

information from seven of these producers, and secondary
information about production was gathered from nine.
Findings were that most PSAs produced are religious,
but coders found many not to be.

The major area of dis-

agreement of producers with coders was concerning spots
coders placed in the non-religious category.

ix

The Social

category (man-to-man relationship

guided by God-man

relationship) was ranked highest in frequency by both
coders and producers.

Both ranked the Spiritual category

(intimate God-man relationship) third.
PSAs were found to be weighted by both coders and
producers toward the non-religious end of the continuum
of categories (i.e., very religious to non-religious).
Among secondary findings was that, (1) though split
almost evenly, most producers think that they do not have
to compromise their message to get PSAs on the air; (2)
groups record an average of seventy-three PSAs per year in
three to four campaigns; (3) approximately 17 percent of
radio stations in the U.S. carry spots on an average for
one group; and (4) most PSAs are aired on non-religious
stations.

X

CHAPTER I
INTRODUCTION
Research Problem
Commercial advertisers are becoming increasingly
sophisticated in the use of mass media to reach their
audiences.

Non-profit groups are sharing in this sophisti-

cation by using the "pervasive, yet highly specialized form
of communication" 1 known as public service advertising to
try to sway individuals toward their causes.
The Christian church, becoming more aware of the mass
connnunication process and seeking to use new media methods
to reach persons outside the walls of the church, has been
producing public service advertising on both paid and
public service time for almost two decades.
In view of this, the purpose of this study was to
explore and describe the subject content of public service
announcements (PSAs) produced by Christian groups intended
to be aired on radio stations and to compare this content
with the subject content objectives of the producers of
these anncu.tJ.cements.

A content analysis of PSAs produced

by Christian groups was done by coders and producers.
the sample survey method was used to obtain this coding

1

Also

2

information from producers and secondary information about
PSA production by Christian groups.
PSAs produced by twelve Christian groups in English,
distributed to radio stations in the United States, sixty
seconds or less in length, and used in campaigns were
examined by content analysis for the years 1976-77.

Ques-

tions on the sample survey covered these years and 1978
when the survey was taken.
The basic questions underlying this study were:

Are

Christian groups producing PSAs which could be termed as
"religious" in content according to the category system
used in this study?; into what categories do their messages
fall?; and do producers agree with the category placement
of each spot studied?
Significance of Problem
The basis of Christian communication comes from a
command (Great Commission) of Jesus Christ to His followers
before He left earth.

He said before He ascended into

heaven to:
Go therefore and make disciples of all the
nations, baptizing them in the name of the
Father and the Son and the Holy Spirit, teaching them to observe all that I have commanded
you; and lo, I am w~th you always, even to
the end of the age.
The command, then, is for His followers to make
disciples, baptize them, and teach them.

3

The church, although sometimes reluctantly, has
adapted herself to present the message of Christ using the
techniques at hand.

In the early days Jesus and the
disciples preached in person to mass audiences. 3 With
the development of the moveable type of Gutenberg's printing press, Martin Luther and his followers was able to
spread the Reformation Movement. 4 Since the early 1920s,
with the introduction of radio, at least part of the
Christian church saw the potential of the electronic media
and started Christian radio stations and Christian programming.5
Research has shown that the norm in religious broadcasting is Christians speaking to those who are already
Christians. 6 Even though this kind of broadcasting has
been very successful in terms of response from the evangelical audience, 7 it has failed to reach out to a great
number of non-Christians.
Slowly other forms of programming are being developed
to reach the non-Christian.

Spot radio, both on paid and

public service time, is one type.
Dr. Ben Armstrong, executive director of the National
Religious Broadcasters, said that there is a tremendous
case for using Christian spots in the context of programming which is made up of popular material such as secular
music. 8

4

Armstrong compares spot programming to a doctor using
a hypodermic needle: "The spot is short, quick, but
terribly effective." 9 He thinks people will tolerate a
ten, twenty, or thirty second spot where they wouldn't a
longer program.

He claims it's catching someone and giving

them what they don't want.

He said even though spots rely

on extraneous motivation, they still are a valid way of
presenting Christ. 10
This researcher believes that it is important that
public service announcements produced by Christian groups
be studied because:
1.

PSAs produced by Christian groups are a specialized media form, especially since many of the

spo~

are aired on non-religious stations in an attempt
by the Christian communicator to reach the general
public (mostly non-Christians) .
2.

Major Christian groups are spending much time and
money in producing spots to reach persons with
their message.

This study will answer the

question about what subject matter they are
presenting.
3.

Studies of content will help in the later integration with gatekeeper and effects studies to gain
a better knowledge about what types of PSAs are
aired, why, and with what effect on the audience.

4.

There is a void of research in this area.

This

5

current phenomenon must be described so various groups can
know what each other is doing and have a better framework
in which to help themselves, and each other if they wish.
It would also help future producers understand the content
of the PSAs and other information about usage.

M. LaVay

Sheldon, writing in Religious Broadcasting, said,
Research in the area of "religious spots"
is sketchy at the least. Many times organizations think that they are plowing new ground
simply because others have been willing to
share their studies, to the benefit of both.
Today, several very important studies in
the area of how to use spots for the purpose
of communicating gospel truths remain closely
guarded secrets locked in the filing cabinets
of program producers, doing no one any good.
Rather than share what they have learned about
what does and does not work they tend to try
to preserve their corporate pride.ll
Objectives
The primary objective of this study i.vas to determine
the subject matter of PSAs produced by Christian groups
and then compare it with the objectives of the producers
for each spot studied.

Secondary objectives, achieved

through part I of the questionnaire, was to obtain information about production beyond specific content.
Theological Framework
The theological framework for this study comes basi- ·
cally from Edward Yih-min Chenhwang's dissertation,
"Thematic Content Analysis as an Approach to Prediction of

6

Audiences Receptivity of Religious Radio Programs, with a
Demographic Analysis of Program Preference.''
The categories which he used in his study, which were
adapted for the present study, have as their basis that
there are ''the realm of worldly concerns,'' the "realm of
evangelical concerns," and "the realm of common human
concerns."

"The realm of common human concerns" in Chenh-

wang's model is where the other two realms intersect. He
then used categories for his study 12 that the researcher
for the present study considers on a continuum from
"evangelical concerns;, to "worldly concerns, 11 or from
what might be termed, very religious to non-religious.
In training his coders, Chenhwang used the idea of
themes that were ''up-there," "in-between," or "down
here. 1113

This is similar to, but goes further than, the

theological concept of the horizontal relationship (God-toman relationship), vertical relationship (man-to-man
relationship), and the personal relationship (man-to-himself.)
This idea is best stated in Matt. 22:37-38:
And He said to him, ' 1 'YOU SHALL LOVE THE LORD
YOUR GOD WITH ALL YOUR HEART, AND WITH ALL
YOUR SOUL, ru~D WITH ALL YOUR MIND.' This is
the great and foremost commandment. And a
second is like it, 'YOU SHALL LOVE YOUR NEIGHBOR AS YOURSELF . II 14
I

The categories, adapted for t::his study from Chenhwang,
are four religious and one non-religious:

Category I -

Salvation (revelation, prophecy, eternity, and the last

7

day; confession, repentence and reconciliation; and apologetics of Christian doctrine, belief systems and the
church's activities); Category II- Spiritual (intimate
God-man relationship); Category III- Personal (Man's
relationship to himself guided by God-man relationship);
Category IV - Social (man-to-man relationship guided by
God-man relationship; and Category V - Non-religious
(non-religious ideological topics and non-religious, nonideological topics).
The basic difference between placement of spots in
the religious categories and non-religious category is
that the primary content or underlying motivation for a
spot placed in one of the religious categories has to do
with the Godhead.
Hypotheses
Based on findings of a previous study by the
researc h er 15 t h ese

.

s~x

h ypot h eses are rna d e:

Hypothesis I - Most radio public service announcements products by Christian groups will present a religious message.
Hynothesis II - Of those radio public service
announcements produced by Christian groups which present
a religious message most have as their objective the
presentation of a religious message.

8

Hzpothesis III - Most radio public service announcements produced by Christian groups will present a religious
message which is socially oriented.
Hypothesis IV - Of those radio public service

announc~·

ments produced by Christian groups which present a reli•
gious socially-oriented message most have as their objective the presentation of a religious socially-oriented
message.
Hypothesis V - The next most frequent orientation
after the socially-oriented radio public service announcements produced by Christian groups will be the spiritual
orientation.
Hypothesis VI - Of those radio public service

announc~

ments produced by Christian groups which present a religious spiritually-oriented message most have as their
objective the presentation of a religious spirituallyoriented message.
Background
Most everything in radio broadcasting today comes
loosely under the category of

11

Spot."

Disc jockeys play-

ing records, weather reports, news flashes and commercials
all make up a general description of most radio stations
in the United States. 16
The first spot announcement was probably an advertisement for a garden apartment in Queens, New York and was
aired on New York's

~ffiAF.

Today it is reported that 65

9

percent of all commercials are thirty seconds and many
spots present their message in fifteen seconds or less. 17
Advertisers' reasons for using spots are:

1.
2.

3.

4.

~isteners1
inability to concentrate for
long on anything;
a person's attention is inherently "fickle,"
and drawn to anything promising pleasure or
solution of a problem;
the competition of other things in a complex
society (Analyst Vance Packard suggests the
average American hears 1,500 messages every
day from all media); and
to think purposefully is work. 18

Advertisers have seen the importance and effectiveness
of using spot commercials.
The "non-commercial," "Christian commercial," "God
spot," or

Jesus spot," have been used by the Christian
broadcaster·for some sixteen years 19 either on commercial
11

time or as public service advertising. 20
History
Christian spots started with Stan Freberg, a noted
humorist and adman.

Freberg, the son of·a Baptist minister,

created spots for the United Presbyterian Church in 1963.
The spots were aimed to the affluent, young American adult.
Energetically he applied his soft-sell that had been his
trademark in commercial advertising.

He wanted· to sneak

up with the idea of thinking about God - to communicate and
not to blast.

He said that "'it's easier to open a door
21
with a key in the lock than to batter down the door.'"

10
The three spots presented different dramatic situations then the chorus sang, '''Where'd you get the idea you
can make it all by yourself? . .

11122

Reactions to the spots were mixed.
spots were not proper and irreverent.

Some thought the
Others lauded them

and Eugene Carson Blake, then stated clerk of the United
Presbyterian Church, said they were '''

. a forerunner

of new forms in Christian communication through radio and
TV. r u23

Freberg said that the program of spots "'is the first
major step the Christian church has taken in broadcasting
to attempt to reach the subconscious mind of the young
American, who will do anything in his power to snap off
anything of an even remotely religious nature. '" 24
In the early '70s, it was "a growing conviction among
church broadcasters that the spot is the format for the
1970's." 25
Reasons for Use
Religious spots are used for both theological and
economic reasons:
Theologically, spot radio is used because:
1) it reaches the masses quickly;
2) it is intrinsically repetitive;
3) in a pagan age, it makes the religious
message more tolerable for station
management;
4) it gets the message out of the sanctuary
and into the marketplace;
5) it is a form of pre-evangelism, implanting

11
6) it compensates for the current disenchantment with the organized church.
According to New York Times reporter Donald
Janson, the ·current popularity of religious
radio is inversely related to th2 decreasing
popularity of church attendance. 6
Spots put a spiritual message into everyday life
situations.

They are similar to the parables of Jesus.

As far as what might be done in theological terms in
a short span of time, we can compare the length of spots
to the length of Jesus' teachings.
The following was discovered when some research was
done into the length of some significant Bible passages.
1.
2.
3.
4.
5.

John 4:29, when the woman at the well
made her report to the city: 5 seconds.
John 11:38-44, what Jesus said at Lazarus'
grave: 1 minute, 58 seconds.
John 17, the high-priestly prayer of
Christ: 3 minutes, 30 seconds.
Matthew 13, the parable of the sower:
1 minute.
The 23rd Psalm: 41 seconds. 27

The Christian spot has been used mainly for climate
creation or in Biblical terms, plowing the soil and sowing
the seed. It can be compared to the Biblical leaven. 28
Some spots can be compared to institutional climate
creation like corporations might use.
"~;vould

In this case spots

be a preliminary ste·p in preparing listeners to be

responsive to the more direct ministry of the church.

Its

purpose would be to show persons that the church is concerned with their day-to-day needs.

12
Dr. Paul Stevens, former director of the Southern
Baptist Radio and Television Commission, puts spots in
the climate creation category:
Spots can also be used in creating a climate
in which Christ is more readily acknowledged
and received. In my opinion, establishing
the spiritually-oriented climate is as important today as any institutionalizing of the
gospel ministry. Without a spiritual atmosphere in which to thrive, Christian institutions tend to become impotent enclaves,
;~1~~~~te~~1 9 unheeded in a surrounding sea
John Bachman warns against churches using spots which
end up giving a watered-down and distorted Christian
message.

He suggests that spots should have a double-

character in their message.
If one spot announcement promises, "Bring
your troubles to church and leave them there,"
a following one might warn, "Bring your
troubles to church and if you pay attention
to what happens, you'll get more . . . but
you may also receive the strength to face
your troubles, both the old ones and the
neT.v. "30

Spots also attempt to create a climate in the ideological sense.
Mass media theorists say that media most successfully
changes persons by moving

them a small distance from where

they are in their ideas.

In fact, the smaller the move
asked for, the greater chances of success. 31
Dr. David Augsberger of the Mennonite Church gives
the purpose of the Christian spot "'to move a person from

13
unawareness to awareness, from zero to conversion, in just
a moment of time. '"32
In my own workshop sessions I try to get
people to see religious spots not as expensive, professional, one-time only
productions, but as low budget, candid,
convincing capsule segments of Christian
truths, able to be produced by almost
everyone, and affording a new and temporary
thrust for the Gospe1.33
Paul Stevens has said that Christian broadcasters can
go beyond any results of commercial advertisers because
they are not selling, but sharing something better than any
man-made product. 34
As to ideology, S. Franklin Mack said, "'Perhaps it
could be argued that the function of the media for religion
is not to communicate the Gospel but to dispose people to
a consideration to those issues of life which can be
resolved only by moving toward Jesus Christ and the
church. '" 35
Spots are also used for economic reasons.

Dr. Ben

Armstrong has said that churches use public service
announcements mostly because they are free. 36 Even on paid
time spots are more likely to be heard by the non-believer
than religious programs and in that sense they are a good
investment.
Public service time is not really free by any means,
especially for the broadcasters donating the

time~

A 1975

Religion in American Life campaign was expected to capture

14
$25 million worth of donated creative labor, radio and

television time, and print space. 37
But by using public service time the church can
eliminate any costs except for production, reproduction,
and distribution of the PSAs.
Government Requirements ·
Broadcast stations are licensed by the Federal
Communications Corrnnission to serve the "public interest,
convenience and necessity." 38 Stations are to ascertain
community needs and the present programs to meet those
needs. 39 Radio stations use public service announcements
to fulfill part of the public service time required by
the Federal Communications Commission to service community
needs. 40 The number of PSAs aired by a radio station
during a composite week must be listed on the station's
application for a license. 41
Everett Parker of the United Church of Christ said
their group does not produce public service announcements
because they "object to the elimination of public service
programming on controversial issues by stations and the
substitutions of PSAs as claimed fulfillment of public
.

serv~ce

'b'l'
.
42
~ ~t~es.

respons~

Examples of Usage
Paid radio and television spots have been recently
used in two multi-media campaigns.

Campus Crusade for

15
Christ has sponsored the "I Found It" campaign in major
43 Th e S out h ern Bapt:lst
.
d S tates C:lt:les.
. .
.
General
Un:lte
Convention of Texas tried to reach every person in Texas
over two years old with its message on an average of 40
times each in the "Living Proof" media campaign. This was
.
44
part o f the It Good News Texas" outreach.
The Bloom
Advertising Agency was used and the cost was $1.5 million~ 5
"Heartbeat'' produced by Highland Church of Christ
is a spot series of one minute.

Time slots were purchased

on the NBC radio network and scheduled in the 8-12 p.m.
.
. d . 46
t:lme
per:lo
The Seventh Day Adventists realized the need to reach
the non-Christian audience when they created their "Awareness" spot campaign which is described in detail in
Chapter IV- Results.

The spots were designed to deal with

personal and social problems bringing out the human dimension in the problems of society.

They found the profile

of those listening to religious programming as one of
persons who were already involved in something religious.
Their economic levels were below·the median in the United
States and they were usually female and older. 47
Since they thought this does not describe most of the
people in the country, they decided to reach people with
no commitment to religion, who are in a higher economic
bracket, and '\vhose value systems were not determined by

16
anything outside their desire to get where they wanted to
go."48
Scott Ross, host of the internationally syndicated
Scott Ross Show, uses a spot format to get the Christian
message across.

The spots come between current secular

rock and Jesus rock selections.

He is evangelistic and

offers a telephone number of persons to call in.

His show

has received Billboard magazine's Best Syndicated Radio
Award for three consecutive years. 49
A very successful experiment was done by Phill Butler,
then of King's Garden station KBIQ in Seattle.
When Butler became manager of KGDN and KGFM, he felt
the need for evangelism by radio rather than "playing the
same record to the same crowd." 50
KGDN was one of the top religious stations in terms
of response to religious programming.

On the FM side,

KGFM was the most powerful FM stations north of San
Francisco.

They decided to keep the AM station the same,

serving the religious audience, but use the FM station to
innovate and reach people with the Christian message. 51
Butler felt that a "well done secular radio format
could be a valid vehicle for the gospel.

That address on

the dial simply became a place where people congregated
"5.2

With the new format of "good music" and call letters
changed to KBIQ the station went on the air in December

17
1967.

They looked for a way of presenting the gospel on
the air and found it in Christian spots. 53
They started with 10 second spots presenting a clear

Christian message.

They got spot material with many

approaches to the same basic Christian issues from the
Lutherans, Mennonites, Presbyterians and Episcopalians.
Adding their own material, the spots were carefully edited
for "professionalism, clarity, relevance, and genuine
spiritual content." 54
Later they added an offer for free paperback books.
About a year after the station went on the air a group of
telephone counselors were formed to take calls of persons
interested in learning more.

The station served as a link

between Christians and non-Christians.

Spots presented a

problem area of life which Christ could relate to and at
the end a telephone number was given.

Butler said hundreds

of lives were changed because of this.

Response was seen

_,,

~most

.

~mme

d'~ate 1 y. 55

The purpose of the station format was one of exposure
to the Christian message.

It created a climate.

A letter

to the station said:
"I've worked at this company for several years
now. Every day I work with the same man. He
is really profane and has always refused to
talk about Christ. Yesterday he asked me if
I every listened to the 'station with the jet!'
[KBIQ's logo] . I asked him if he meant KBIQ
and he responded, 'yes.' He said, 'The God
spots on that station are really getting to

18
me.' For the first time in all these years
I was able to talk to him about Christ.
Thank you at KBIQ for making it possible." 56
Besides these results the station became the number
one FM station in the market out of 17 independent FM
properties. 57
A Presbyterian minister, Dennis Benson, guided a
group of ministers in preparing public service spots.
The manager of a radio station in a rural community
said that the ratings of the station suffered during a
time daily when a devotional program was aired which
featured different area ministers.

Listeners were switching to another station for the 15-minute time period. 58
The local ministers created their own spots.

They

listened to the work of Stan Freberg and examples of spots
from national producers.

Each minister took one of his

sermons and reduced it to a short message.

After they

made a profile of their audience, they took newspaper
and magazine clippings to stimulate their thinking and
selected a scripture passage to go along with them.
then recorded the spots. 59

They

The ministers were pleased with the messages they
presented and the manager agreed to air 15 of the spots
per day. The spots were changed around and played at
.
.
60
var~ous t~mes.

19
The area now had a blanket coverage of religious
input in the midst of regular programming. The
impact was much more effective than the previous
church-in-the-valley once a day. Both the
clergymen and the station manager were happy 61
with this alternative style of communication.
Rick Adams, program director at WCVL in Crawfordsville, Indiana, said that Religious PSAs have filled a
real need in his service area.

Regular calls from persons

criticizing WCVL's lack of religious programming have
. .
d . 62
b een e 1 J.mJ.nate
Definitions
1.

Public Service Announcement (PSA) - This study
will employ the Federal Communications Commission
definition:
A ublic service announcement (PSA) is any
announcement inc uding network) for which
no charge is made and which promotes programs, activities, or service of federal,
state or local governments (e.g., recruiting,
sales of bonds, etc.) or the programs, activities or services of non-profit organizations (e.g., UGF, Red Cross blood donations, etc.), and other announcements
regarded as serving community interests,
excluding time signals, routine weather
announcements and promotional announcements. 63
A public service announcement is also short
usually not more than sixty seconds in length. 64

2.

Christian group (producer) - Churches (denominations) and parachurch agencies as found for this
study in the Directory of Religious Broadcasting.

20

The groups which qualified for this study are
considered national distributors of PSAs as
opposed to local churches distributing to a local
area.
3.

Produced - Recorded on disc or tape for radio
stations to broadcast.

This is.different than

groups sending written spots (live copy) for the
local announcer to read.
Limitations
1.

Reliability level for content analysis by coders There was only a 65 percent level of pretest
reliability of interceder agreement among coders.
The researcher had hoped to obtain a higher level
by adding material to the categories, then dropping one of the coders from the study and adding
another.

This low reliability level limits the

reliability and validity of the study.

However,

interceder pretest reliability between pairs of
coders was good (70 to 80 percent) and the final
subject matter category was determined by the
agreement of two or all three judges.
2.

National distributors - This study applied to what
would be considered Christian national distributors of PSAs rather than local churches, so the
application of the study to local churches would
be limited.

21
3.

Years studied - Another limitation of the study
would be the years (1976-1978) which were
examined.

They might not be typical of a longer

span of time.

22
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CHAPTER II
REVIEW OF THE LITERATURE
Sources
The researcher used two libraries to conduct the
search of the literature in the area of public service
radio spots.

California State University, Northridge,

Oviatt Library provided many of the indexes and sources
for retrieval of literature.

Biola Library of Biola

College, a Christian college in La Mirada, California
helped to augment the search.

The personal library of

the investigator served as a good source especially for
religious broadcasting periodicals.

Some of the recent

literature was obtained through correspondence with
Christian groups.
The source which provided the greatest amount of useful information in one place for background was the AprilMay 1975 issue of Religious Broadcasting with its special
section about Christian spots.

In Journalism Abstracts

there were theses found about public service advertising
on radio and television.
Journalism Quarterly.

Effects studies were found in

Chenhv1ang' s study was found ab-

stracted in Dissertation Abstracts International.
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Christian Spots
Most all of the research literature found about spots
ed in Christian broadcasting were studies about spots on
rchased time.
In a study of the nationwide "Here's Life America"
mpaign sponsored by Campus Crusade for Christ, C. Peter
gner used involvement of persons in the church as a
asuring stick for success of the "I Found It" campaign. 1
Wagner listed what he terms as "disappointing" saturaon evangelism campaigns - Evangelism in Depth in Latin
erica in the 1960s and Key 73 in the USA. 2
He said that good things the "Here's Life" campaign
complished included that in 1976 alone 6.5 million
rsons were contacted personally, that 536,824 persons
pressed a desire to receive Christ as Saviour, and that
e campaign touched Christians who were not related to a
urch. 3
However, data collected from 178 churches in six
st cities showed that only three percent became church
mbers.

Wagner makes the point that there really isn't

ch data from other area-wide evangelistic campaigns with
ich to compare his data. 4
James P. Engel gives the findings of Wheaton College
out "Here's Life America" in his article, "Great Comssion or Great Cormnotion."
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In a survey of persons living in Upper Arlington,
Ohio (a suburb of Columbus), 80 percent of persons were
aware of the "I Found It" campaign.

Only 40 percent of

these correctly understood the message and at least half
of these were already Christians or Christian-oriented
already. 5
Looking deeper into the personal decision of

respon~

dents, Wheaton Graduate School tried to contact at least
200 persons who had reportedly prayed the "prayer to receive Christ" over the telephone during the campaign in
Chicago.

Out of the 200 only fifty-five names were usable

because of wrong and lack of information as to addresses
and phone numbers.

Of the fifty-five, when "I Found It"-

was mentioned on the telephone, seventeen refused to
cooperate further.

Of the rest, almost ninety percent

remembered the phone calls and eighty-five percent recalled
a follow-up attempt.
, sonal one. 6

This attempt was usually an imper-

What is really interesting in Wheaton's research is
that all but three persons contacted claimed to be
Christians before the call and no one participated in
follow-up Bible studies. 7
Results of another multi-media saturation Christian
campaign found in the literature was that of "Good News
Texas."

The campaign was sponsored by the Southern Baptist
8
General Convention of Texas and included the use of radio.
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An early study in the planning stages for what later
became the "Living Proof" campaign was done so that the
media message could be tailored to the needs of Texans.
It was found that the three top major problems concerning
the people of Texas were hopelessness, peace of mind, and
purposelessness.

Researchers wanted to find the most

meaningful way of presenting Jesus Christ as the solution
to these problems.

They decided that the best method of

finding the solution was in a Christian group, in the
Bible, or through a personal relationship with Jesus
Christ. 9
Alternative television commercials were produced in
rough form and tested for the most effective audience
response.

The "testimonial" approach was found to be best
related to by the Texas audience. 10 By the way, the one
testimonal-type spot used in this audience response test was
the direct statement of Eldridge Cleaver giving his
testimony-;.

Cleaver "for 22 years studied and practiced
the conrrnunist idealogy." 11
Pretest and posttest telephone interviews were done
using four hundred persons each to measure the penetration
and impact of the campaign.

Findings were that sixty per-

cent of the posttest group said that they recalled seeing
or hearing any religious advertising compared with the
thirty percent who said this before the campaign.

Unaided

recall was forty-five percent and aided recall was eleven
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percent making a total of fifty-six percent of all Texan
. t h e campalgn.
.
12
a du lt s wh o were l l'k e 1 y t o h ave seen
Level of recall was closely divided between Baptists,
other Christians, and non-Christians. 13
This finding is similar to what David Charles Solt
found in

11

A Study of the Audience Profile for Religious

Broadcasts in Onondaga County."

Solt used the Allport-

Vernon-Lindzey Scale of Values and the Katz-Allport Scale
of Religious Activity to determine the religiosity of the
audience.

One of the findings was that while religious

programs appealed mainly to those with high religious
activity, spots appealed evenly between those of high,
14 Th e type o f spots re f erre d
.
.
me d lum
an d 1ow re 1'lgoslty.
to in his study might have been paid and/or PSAs.
For the

11

Good News Texas 11 campaign, of those recalling

any religious advertising, more than six out of every ten
(63 percent) were able to recall at least one of the
themes of the campaign. 15
Nine persons out of ten said they thought that the
personalities used in the campaign were believable.
Persons surveyed generally perceived correctly the themes
presented in the campaign - to ' 1 1 turn to God 1 and

1

accept

Jesus Christ.~" 16
In the pretest survey 29 percent said that the religious advertising they recalled seeing affected their
personal attitudes toward religion and 33 percent said

32

osttest survey.
h ese f

.

~gures.

There was not much of an

17

er of persons saying that they were at least
rable or highly favorable toward religious
urnped from 68 percent in the pretest to 79
.
t out o f ten ) ~n
t h e posttest. 18
onites did a research report of their "Family
on Spots - Series II."
.~

,:_.

The three public

ncements had the theme of family communication
ts of pre-teen children was the target audi-

a

-random telephone survey based on recall.

sted in Lincoln, Nebraska; Denver, Colorado;
.~

New Mexico; and Oklahoma City to get a sample

:t I

ties in the United States and because complete
·ould be gained by using a small number of
hese cities.

Spots were aired a few weeks

.terviews began. 20
the cities, spot one was recalled by 50 perespondents, spot two by 14.6 percent, and
- 49.2 percent. 21
College pretested some public service radio
sed for the Armed Forces Radio and Television
spots, according to "Report, Evaluation and
Project Link Lines," ·were meant to get the
to read certain Scripture passages and

33
telephone into a hotline.

The pretests of the spots, which

were aimed to 18-20 year olds, were conclusive that the
. o b'Ject~ves.
.
22
spots d ~'d no t accomp 1'~s h t h e~r
Details of research were not found about the early
spots created by Stan Freberg for the United Presbyterian
Church in the U.S.A. in 1963 by Stan Freberg, but some of
the results were reprinted in

Religious Broadcasting.

Most people who heard the spots in the cities
where they were tested remembered them and
reacted favorable to them . . . In Detroit
and St. Louis, the two cities where the pilot
tests were run beginning last August, research
showed that 99 percent of those who had heard
the announcements got the message straight;
moreover, 75 percent of those polled in
Detroit and 79 percent in St. Louis said that
the spots made them "wonder about living with
God." One denominational official said that
he considered the tests "wildly successful."23
Detroit played the spots 900 times a week on twentysix stations.
. the
pate d ~n

Sixty-three cities in twenty states partici.

s~x-wee

k

.

campa~gn.
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One of the earliest uses of spot radio and research
on that usage was done by the Mennonites concerning their
1963 campaign.

According to "The Minute Project" report

sixty and thirty second spots were tested in two cities.
In Terre Haute, Indiana three stations carried 110 radio
releases of 30 second spots for nine weeks.
audience was men 18-40 years old.

The target

Using the pretest -

posttest method, the results were that out of the 300
men interviewed 47.4 percent could recall the spots and

34
23.5 percent could validate the recall by completing the
Christian truth which was presented on the questionnaire.
The saturation of spots also were shown to have moved 32
percent of the men out of the category of unawareness to
the message.

The sixty second spot test was statistically
.
.
. f'1.cant. 25
1.nsJ..gn1.
The agency presenting the report (Walter Gerson and
Associates, Inc.) said that the recall rate of 47.4 percent among those interviewed was one of the highest that
they had ever seen and that those 23.5 percent who vali. o f reca 11 was very h'1.gh . 2 6
d a t e d th e c 1 a1.m
A followup study was done for the Mennonites six
months later to determine the long-range effectiveness of
"The Hinute Project."
age groups were tested.

The same number of males and same
Findings were that males who were

in the category of "action" increased by 10.5 percent in
comparison to the posttest.

Recall of the commercial was

that after six months without any broadcasting of the
spots, 19 percent recalled the spots and 10 percent of
these could validate their recall. 27
According to the report, if it is assumed that the
statistics are exact and the only variable was the broadcasted spots, the nlll.11ber of men in the state of "action"
was increased by 50 percent during the eight months between the start of the campaign and the second research
28
study.
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In a thesis by Paul Allen Watkins, Jr., "Public
Service Gatekeeping Decisions at Missouri Commerical
Television Stations," some findings are pertinent to the
study of public service announcements produced by Christian
groups.
Eleven of the public service gatekeepers (half of
the total) in Missouri television answered a questionnaire.
Watkins said.that some concern was shown by the public
service persons about airing spots produced by a church.
"No one responded negatively to the item, 'was produced by
a Church.' However, three did not respond affirmatively." 29
In his conclusions he lists the gates which public
service announcements must pass through.
gate" is one.

The "conformity

If PSAs do not conform to connnunity standards

they would be rejected.

An example would be that "spots

for specific religious organizations were mentioned by
some of the gatekeepers as being unacceptable because they
might be offensive to viewers with differing religious
30
beliefs."
Also another part of the gatekeeping mechanism was
found to be the "extent of appeal" of the PSA.

Church

groups' spots were given as one local group by public
service gatekeepers whose material would be of importance
•
•
to on 1 y a sma 11 part o~.c tnelr
au d.lence. 31
"Public Service Advertising on Television 11 by Gerhard

J. Hanneman, William J. McEwen, and Sharon A. Coyne is a

36
study about the time PSAs were aired and their topics on
television with special emphasis on how PSAs dealing with
social problems are treated in comparison with other PSAs.
The investigation included religious PSAs.32
Researchers did a content analysis of all television
stations available in the Hartford, Connecticut metropolitan viewing area for one week.

They examined station

logs at four of the nine stations and did an off air random
sample content analysis of each of the stations. 33
PSAs were found to account for 2 percent of the total
viewing time and commericals accounted for 20 percent.
The majority of PSAs (68 percent) were broadcast from
7 a.m. to 6 p.m. with most of these being aired from

9 a.m. to 4:30 p.m.

34

Religion was found to take up only 1 percent of the
total number of PSAs aired and of the time given for
PSAs.

The largest single category was the social problems

category (18 percent).

The researchers pointed out,

however, that when the social problems category is broken
down into its six sub-topics an average of only 2 percent
is devoted to each topic, which is much lower than the
other topics studied, except for the religious PSAs. 35
After social problems the other most frequent topics
presented were (1) medically oriented (15 percent); (2)
soliciations (13 percent); (3) jobs and education (11

37
percent); and parks and forests (11 percent).

The solici-

tation type message accounted for 25 percent of the total
time given PSAs. 36
Public Service Advertising
Radio
Recent theses dealing with public service announcements on radio were found from the researcher's own
university.

These were "Policy and Practices Regarding

Public Service Announcements at Full-Service Noncorrrrnercial Radio Stations in California" by George Murray Wanamaker and "Public Service Announcements: An Analysis of
Their Use by Selected Los Angeles Area Radio Station" by
Ruth A. Simerly.
Wanamaker's study includes a history of the growth of
public radio in the United States with an emphasis en
California.

His method was personal

intervie"~;vS

at four-

teen radio stations and content analysis of program logs
at twelve of those stations to find out about the PSA
policies, practices, and performance of full-service
Corporation for Public Broadcasting qualified noncommercial
educational radio stations in California. 37
An excellent job is done by Wanamaker in summing up
the findings of the literature about PSAs. 38
As to station policy the results were that not one of
the stations had a detailed policy regarding the use of

38

PSAs.

Every station had at least one staff member who

devoted part of his or her day to selecting and scheduling
PSAs. 39
For the selection process, health, education, employment, and cultural.events were among topics most public
service directors said were important to their audiences.
More than half said that there were nonprofit causes they
would not promote.

None of the directors preferred spots

which made an appeal for money, time, or services.

Tech-

nical quality of recorded announcements was the main
factor which determines the selection of PSAs by nine of
the twelve. 40
As to the scheduling process, the majority of public
service stations pre-logged or pre-scheduled PSAs where,
~.Janamaker

said, the majority of commercial broadcasters

from previous studies did not.

If requested, most of the

public service directors reported to organizations about
approximate PSA usage. 41
The content analysis of program logs showed that
radio stations broadcasted three times as many locally
distributed spots as nationally distributed PSAs.

Of the

PSAs coded, written materials accounted for 70 percent.
Most of the PSAs were thirty seconds long.

The majority

were found to have been broadcast on weekdays, which
Wanamaker said is consistent with the scheduling of PSAs
42
by commercial broadcasters.

39
The purpose of Ruth A. Simerly's "Public Service
Announcements: An Analysis of Their Use by Selected Los
Angeles Area Radio Stations" was to provide data about the
use of PSAs during the mid-1970's by a major radio market .43
Data was gathered from logs of thirteen Los Angeles
radio stations.

She found that (I) an average of about

1.2 percent of air time was devoted to PSAs; (2) most PSAs
were less than thirty seconds; (3) social services, health
and safety, government agency services, and education were
the most popular topics; (4) local sources were responsible
for most PSAs; and (5) PSAs aired between midnight and six
a.m. accounte d f or 44 . 1 percent o f t h ose

.

a~re

d . 44

Criteria which public service directors used to select
PSAs for airing were found to be appropriateness of information to station's primary audience, if the source of the
PSA is serving the station's coverage area, and if the PSA
met a community need. 45
Case study was the method used by Marshall Hall Breeze
II in "Policy and Practices Regarding Public Service
Announcements at Selected Commercial Radio Stations in
Florida: A Series of Case Studies. ,,4 6
In interviewing representatives from nine

k~

and FM

stations in Florida, Breeze concludes that public service
announcement policy is at two extremes.

Some station

directors have community needs in their minds as they
select spots and some almost automatically program

40

well-produced national spots, although this didn't seem
deliberate. 47
This thesis has a good background on Federal Communications Commission and broadcaster controversies about
public service.

This researcher thinks that Breeze could

have done a better job at comparison of his findings from
station to station.

One valuable part of the thesis is

that he gives examples of spots (and names of organizations)
on the program log for the day of his visits to the
stations.

Some spots from religious organizations are

included. 48
From the case study Breeze believes that only one
station out of the nine truly met all FCC public service
programming and ascertainment requirements.

One of the

persons interviewed rejected the principles of public
ownership of broadcast stations as outlined by the FCC.
Breeze found that all did not understand their relationship
with the FCC and with public service organizations.

He

said that broadcasters didn't have much of an idea of what
spots were played and how often. 49
Radio and Television
Both radio and television were examined in two theses.
No significant changes in attitude were attributable
to the public service campaign by Zero Population Growth,
according to "The Impact of a Free-Time Public Service
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Campaign on Attitudes Toward Population Issues" by James
C. Lange, but he said "negative results are a long way
from proving that the campaign had no effect." 50
Lange measured attitudes toward population issues and
family size preference using pretest - posttest on experimental and control communities.

He used a five-celled

Likert-type item list with persons in three collegedominated central Pennsylvania communities.
service campaign was done
three television PSAs.
sta t

.

~ons

.

serv~ng

A public

consisting of ten radio and

They were aired on all local

.
1
t h e experlmenta

.

commun~ty.

51

Positive shifts in persons recognizing the Zero
Population Group, in the number of persons who had encountered the topic of population growth through radio,
and through conversation with acquaintances were evidenced~2
11 Due to their relatively low exposure rates, Lange
11

said that "it is especially doubtful that free-time public
service campaigns can have much effect on attitudes with
such high salience, due to their relatively low exposure
rates. 1153 Yet he recommended that public interest groups
use public service announcements "despite the lack of
significant attitude change on the basis of significant
increases in secondary measure of advertising effectiveness,
such as product recognition and response rate, and low
cost." 54
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Terry Baransy in the thesis "Utilization of Public
Service Time by Military Recrufring Agencies in the Greater
Saint Louis Area" takes a unique approach in doing interviews both with those using military public service mateT:·
rial and with those as broadcast stations airing the
materia1. 55 Answers from the groups were compared. 56

The

population for his study was well defined and the thesis
was a neat package.

Baransy quantified information gained

from questions although it was not made clear exactly how
this was done since the questions were open-ended. 57
Important findings were that the recruiting agencies
of the military service were well organized in coordinating
media efforts.

AM radio was rated the most cooperative in

running the spots and other material.

Stations seemed to

be using more recruiting material than five years before.
Recruiters through charitable and civic agencies were
.
.
58
tnelr greatest competltlon f or publ'lC servlce
tlme.
1

•

•

•

Religious groups would probably figure into the charitable
groups.
The radio and television stations receive requests for
public service time at the rate of forty: agencies per
month.

The average number used per day by the stations was

forty-two.

Both groups of stations thought the quality of

the material sent by the recruiters was good and even
better than from other agencies. 59

43

Television
Four theses dealt with public service advertising on
television only.
As was cited earlier, gatekeeping decisions at Missouri
commercial television stations was studied by Paul Watkins.
In his thesis he points out that time given to nonprofit
organizations is usually not desirable, but organizations
producing material have a much better control over the
content of their message compared with being part of
another type of program. 60
Methods used in his research were auditing of gatekeeper decisions, a questionnaire, and in-depth interviews.61

He said that the gatekeeping mechanism found

probably describes most closely decision making about
non-local spots, which this present study is concerned
"th • 62
Wl.
Some religious spots were listed by television statims
as being accepted for broadcast when Watkins audited gate. .
63
k eeper ·d ec1.s1.ons.

He found three main gates and two other parts of the
gatekeeping mechanism.

The main gates were (1) the pre-

judgment gate - judgment is based "upon recognition of the
producing organization, or in some cases, the topic of the
spot, without considering the content;" 64 (2) the commercialness gate - if passed through the first gate, PSAs
having excessive commercial content would not be accepted;

65

44
and (3) the conformity gate - if the PSA was cleared
through the second gate, it would be rejected if it "did
not adhere to the gatekeeper's perception of significant
.
communlty
stan d ar d s . . . 1166

As was mentioned earlier

spots for specific religious organizations were included
here.
Other parts of the mechanism were mechanical characteristics of the PSA and the extent of appeal.

Mechanical

requirements were more of a preconditioning factor rather
than a separate gate, Watkins stated.

Spots not meeting

these requirements of a station would be very susceptible
to rejection.

"Extent of appeal" is if the spot does. not

appeal or is not applicable to a large enough part of the
station's audience.
politan stations.

This was especially true at metroChurch groups were given as an example

of one local group which gatekeepers thought would have a
lack of extent of appeal.67
Watkins said that evidence from the different phases
of his study indicated that most of the gatekeepers aired
68
the vast majority of PSAs that they were asked to run.
11

An Analysis of the Policy and Practices of Commercial

Television Stations in Florida Regarding Informational
Public-Service Program Material" by Robert Eugent Alshouse
had as its purpose the.study of what middle-management
personnel preferred in the content, length and delivery
69
format of public service program material.

45

Alshouse sent a questionnaire to all commercial
television program directors, news directors, and public
service directors in Florida.

The study was intended to

help those who were producing public service material to
know what the television stations wanted. 70 The findings
from this study were that the majority selected a thirty
second length spot in the category of announcements.
Format was about equally divided between film and video
tape.

The favored areas of interest given by the directors,

of which religion was not a choice, were energy conservation, ecology, and general consumer economics. Most of
1 ~n
. nature. 71
.
.
h .
. 1
th e t op~cs
g~ven as c o~ces were agr~cu tura
Unfortunately the topics didn't include religion and were
not very broad based.
Results of Sandra Gales' study, "Procedures of
Scheduling Public Service Announcements at Selected Television Stations," were reported qualitatively.

Gales'

purpose was to explore and describe existing problems of
. serv~ce
.
.
1 . .
.
72
publ ~c
t~me at te ev~s~on stat~ons.
She said that there was no pattern to the method of
running public service spots on most television stations,
therefore, groups using public service time have a hard
73
time judging the effectiveness of their efforts.
Using a questionnaire and interviews with personnel
of television stations in four states and Washington,
D.C. , 74 she found that stations would have public service
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progrannning even if the Federal Communications Commission
didn't require it.

The public service directors did not

seem to resent the commitment to this government agency
. publ'~c serv~ce
.
. 1 , s h e .sa~"d . 75
to a~r
mater~a
In "Factors Affecting the Use of Public Service Spot
Announcements by Illinois Commercial Television Stations,"
John LaRue Woods created eight one-minute test spots which
.
'b ute d to Ill'~no~s
. area te 1 ev~s~on
· ·
were d ~str~

·

stat~ons.

76

His objectives were to find out (1) how often individual
public service spots are aired, (2) during what time
periods, (3) the factors which determine the use of public
service spots, and (4) how stations go about scheduling
spots. 77
Using several hypotheses he built variables into the
spots so they could be tested as to what kind of spot was
actually used by the stations during a three-week test
period.

Four spots were sent to each station.

spots had to do with agricultural subjects.

All the

Results were

gathered through using record sheets kept by public
.

serv~ce

d'~rectors an d persona 1 ~nterv~ews.
.
.
78

The study showed that television stations will use
public service spots.

The spots were aired 261 times on

seventeen of the twenty-six stations to which they were
sent.

Each spot was used almost four times on the average.

The spots, as Woods thought, were aired during Class C
time (10:29 a.m. to 5:59 p.m. and 10:59 p.m. to sign-off
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times).

Spots aimed to a general audience were aired about

the same number of times as spots aimed to the farm
audience.

Informational and promotional spots were aired

about the same.

The television stations liked twenty and

sixty second spots since they said other lengths of spots
were hard to schedule. 79
One factor that stood out as possibly applying to
Christian spot radio was that in Woods' study stations
that had farm directors used the test spots less than
stations that didn't. 80 The researcher for this present
thesis wondered if religious stations would use Christian
spots less than secular stations because their programming
is almost totally religious.

To get somewhat of an idea

about this he asked the producers in the questionnaire if
more radio stations with a religious format aired the
religious producers' PSAs.

However, it was not asked

how many spots are sent to religious stations compared to
those sent to secular stations.
Woods said that stations did not have any uniform
procedure for selecting public service spots.

He also

found what seems to be obvious - that commercials were
given priority over public service announcements, the PSAs
81
being scheduled last on the program log.
The major guides that stations used in scheduling
public service were the credibility of the groups supplying
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the spot, the absence of commercial plugs, correct length,
. . t 1 oca 1 ~n
. t erest an d
an d su ff ~c~en

.

t~me

1'~ness. 82

In Woods' study stations were found to use spots over
other forms of public service programming because they were
easier to schedule and use. 83
Effects of PSAs
Several journal articles dealt

with effects of PSAs.

Middle-age and middle to upperclass females, some of
whom were "abusing" prescription mood-altering drugs were
investigated in "Agenda-Setting Effects of Drugs Abuse
Public Service Ads" by David G. Schmeling and C. Edward
Wotring.

This "agenda-setting" study was to show if there

was an effect by media on the priority given certain issues
by women. 84
The researcher said that PSAs are "generally ineffective in changing audience members' attitudes and behaviors."85
The campaign was aired on 27 Florida television
stations and cable systems.

Favorable prime time and

daytime broadcast of the spots was granted by the stations.
Hypotheses were that "the more frequently the viewing of
the drug-specific spot, the greater the change in saliency
of the use of drugs" and "the more the viewing of the other
two spots, the greater the change in importance of personal
•
problems and in importance or sa 1 ~ence
o f se l-f'~. n86
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Pretest - posttest was the method used on a panel of
sixty-eight women.

They were asked how important eight

concepts were for them during the testing.

Home inter-

views were used prior to the campaign and a mailed
questionnaire after.
made. 87

As a second phase, phone calls were

Findings were that there was a lack of agenda-setting
effects, but the PSA appeared to be communicating the
messages which were intended, the researchers said.
Reasons given for the lack of change in agenda were that
(1) women appeared to understand message, but did not
internalize it; (2) pro-drug information from peers may
have overshadowed the effects of the campaign; and (3)
time between exposure to this campaign and the measurement
may have been too short. 88
Jerry R. Lynn studied audience perception of the
Advertising Council's PSAs in "Perception of Public Service
Advertising: Source, Hessage and Receiver Effects."

A

purposive sample was used to scale 150 coded statements
from "very strongly agree" to "very strongly disagree"
for one part of the study.

Demographic information was

included and relationships were analyzed using multiple
.
89
regress:Lon.

He concludes that it appears that the particular
audience lacked specific knowledge concerning the Advertising Council.

Those more aware of the source of the
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message were the older and less educated.

Lynn thinks

that awareness of the source of a message may not be an
effective predictor of how a person evaluates a message.
The audience studied perceived three characteristics of
the Council.

They were credibility-liking, familiarity

and concern.

He found credibility-liking attitudes to be

in positive relationship with message evaluation, but no
attitude about the source was linked to retention of the
message. 90
Message comprehension of the PSA was found to be
"rather high."

PSA messages were retained better by

younger persons who were less aware of the Advertising
Council. 91
It is interesting to note that groups tested could
not "distinguish between the Advertising Council and a
traditional advertiser or between PSA and traditional
advertising messages." 92
In another study by Lynn - "Effects of Persuasive
Appeals in Public Service Advertising" - he exposed 248
college students to twenty-three public

se~1ice

advertising

television commercials of sixty seconds in length. No
93 ,.,1he go~l ot- the
, · ·
spots f rom re~~g~ous
groups were use d .
~
study was to measure evaluations of different public
service messages and the relationship bet·ween these
. d au d.~ence cnaracter~st~cs.
'
. .
94
eva 1uations an d se 1ecte
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A scale was used by students to rate advertising
from strongly agree to disagree strongly. 95

Logical,

emotional, source attributes, and fear factors were

'd ere d . 96

cons~

It was found that these four factors (persuasive
appeals) were underlying the messages rather than the
fact that the messages were about social issues.
messages which

~Jere

Also,

source attribute-oriented were rated

low-disagreement with their message.

Emotional and

logical appeals were preferred by the students. 97
A multi-media information campaign was used in
Quincy, Illinois in "A Successful Information Campaign on
Pesticides" done by Rodolfo M. Salcedo and others.

The

pretest - posttest method was used to study the one month
campaign- "Take A Look and Live."

The campaign included

a set of four one minute radio spots and four one minute
television spots.

The radio spots were broadcast 142

times and television spots run eighty times both on
run of schedule.

Pretest and posttest interviews were

conducted in Quincy and Decatur.
t h_e contra 1

.

commun~ty.

Decatur, Illinois was

98

Findings were that about one-fourth (24 percent) of
the experimental community answered "yes" to the question
by the intervie":.;er if they remembered the campaign slogan.
Out of these, fifty-four percent could correctly describe
the

message contained in the slogan.

No statistical
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significant difference was found between cities in their
attitudes toward the pesticide label, general knowledge
and knowledge of campaign-specific items.

In the experi-

mental community pretest and posttest groups did not
differ in their general knowledge scores, but there was a
significant difference between person's attitudes toward
the pesticide label, attitudes toward the safe use of
pesticides, and campaign-specific knowledge where in
the control community there was no difference.

There was

also an increase in the experimental community in behavioral intentions. 99
The researchers said that they considered this investigation's results as a heartening to campaign planners as
compared with most effects of public information campaigns.100
They conclude with making the point that relying on
traditional forms of public service exposure is not
advisable because the message must first reach its audience
and public service information is aired at times when the
audience is few in number.

They urge those who conduct

information campaigns to exercise some control of the
. .
.
t1m1ng
an d f requency o f present1ng

t

h e1r
. messages. 101

As to the content of the message they suggest that the
campaign planner may seek a variety of ways to present
his message, but should do it in a well defined thematic
...
k to ac h.1eve max1m\~
.
.
102.
Iramewor
1mpact.
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Source for

Methodolog~

The present thesis relied heavily on Edward Yih-min
Chenhwang's dissertation, "Thematic Content Analysis as An
Approach to Prediction of Audience Receptivity of Religious Radio Programs, with a Demographic Analysis of
Program Preference," in the area of theoretical framework, method of content analysis, and its categories for
religious programs.
Chenhwang sought to establish a "code of receptivity"
of religious programs by their theme.

He approached the

problem by using "(1) audience research, (2) thematic
content analysis of religious radio programs, and (3)
Stepwise Regression Analysis of audience receptivity and
thematic data." 103
A questionnaire was the instrument he used in the
ranking of items according to audience receptability.
Listeners of Family Life Radio, a religious radio station,
were questioned.

For the content analysis a theme cate-

gory system -..;v-as used of six religious and two non-religious categories.

Also three emotionalities in the

programs were studied.

Using the computer, raw data of

audience receptivity to eleven religious programs underwent fifteen sets of stepwise regression.

This was with

findings most compatible with that of audience research
104
on themes found to be most receptable.

lj
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Chenhwang's results were that the categories with a
positive relationship to audience receptivity ranked in
order were (1) category IV, "Intimate God-man relationship," (2) category VI, "Man-to-man relations guided by
God-man relationship," and (3) category V, "Man's relation
to himself guided by God-man relationship." 105
Religious themes having a negative relation with
audience receptivity were ranked as (1) category I,
"Revelation, prophecy, eternity and the Last Day themes,"
and (2) category II, "Confession, repentence and reconciliation."106
Categories which were most statistically significant
were ranked as: category I, category IV, and category VI.
Hypotheses dealing with positive and negative emotionalities remained inconclusive.

He found that audience

receptivity and evangelical religiousity of a radio
program (sum of category I and II) have a negative relation
with each other. 107
Summary and Discussion
The following is a summary of research findings from
the literature cited previously.
From content analysis of stations' programming social
problem type PSAs were found to be prominent by Hanneman,
and Simerly found that social service, health and safety,
government agency services, and education were the topics
aired most.

As to what public service directors say that
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they want to air, Wanamaker found health, education,
employment, and cultural events to be among topics important to the directors.

Alshouse discovered that energy

conservation, ecology, and general consumer economics was
preferred.
Chenhwang found that the audience for religious
programs were most receptive to themes in this rank order:
(1) intimate God-man relationship, (2) man-to-man relations
guided by God-man relationship, and (3) man's relation to
himself guided by God-man relationship.

He also found that

the audience was not receptive to categories which were
highly evangelical ("religious").
Salcedo suggests that messages should be presented
within a well defined thematic framework to obtain maximum
impact, but specific message content may vary.

He urges

persons planning campaigns to try to have some control
over the timing and amount of messages presented.
Effect studies of PSAs by Lynn indicate that the
source of a message is not linked to message retention,
and source orientation of a message may cause disagreement
with the message.
Not many studies have been done about the effectiveness of Christian spots in general. Only two (in-house)
types were found. 108 One was about television spots
produced by the Mennonites, and another about radio PSAs
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pretested by Wheaton College which were found to be ineffective.
Awareness seems to be the highest level of influence
a Christian spot (and especially PSAs) may have on a
person.

Wagner showed that the "Here's Life America"

campaign did not tie persons into a local church.

Engel

said that most persons responding in the "concrete" way of
"praying the prayer to receive Christ" claimed to already
be Christians anyway.

Not much of an increase was shown

from pretest to posttest groups about the effect that
religious advertising had on their personal attitudes
towards religion in the "Good News Texas" research.
Salcedo considered his public service campaign on
pesticides as successful with a 24 percent audience recall.

Recall for the Mennonite television PSAs was higher

than this (an average of 37.9 percent).
Christian spots seem to reach more persons who are
non-Christian, as opposed to those reached by traditional
Christian programs.

The results of "Good News Texas" and

Solt's study show this.
Of the Christian spot campaigns recall was reported
from 45 to 80 percent.

However, some of these campaigns

used other types of media along with the radio spots, and
most spots were on paid time.
PSAs probably do not have much of an effect on problems with high salience.

This was shown by Lange in his
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study of a media campaign for Zero Population Growth and
by Schmeling in his research on agenda-setting effects of
drug abuse public service advertising.
Findings about gates which PSAs must pass through by
Simerly and Woods can be summed up by Watkins' study.

It

showed gates to be the overriding concern for mechanical
quality and meeting the mechanical requirements of the
stations; extent of appeal; feelings by the PSA director
about the groups producing the spots; material could not
be overly commercial; and it must meet community standards.
Watkins mentioned some concern by public service
directors over PSAs being produced by a church.

Directors

mentioned the problem of PSAs for specific religious
organizations which might be offensive because of an
audience with different religious beliefs.

PSAs produced

by these groups also would be important to only a small
part of their audience, they said.
PSAs from local groups were found to be aired more
frequently than PSAs from national organizations (Wanamaker, Simerly and Breeze).
Religion was rated low as a topic that appears in
public service announcement broadcasting.

In Hanneman's

study of public service advertising on television, religion
accounted for only 1 percent of PSA air time.

Also there

is a lack of mention of religious PSAs in findings of most
of the literature about PSA content.
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Salcedo suggests that messages may be presented in
a variety of ways during a campaign, but for maximum
impact should be presented within a well defined thematic
framework.
Several studies concur that PSAs are aired at times
when the audience is low (Hanneman, Simerly, and Woods). 109
Most commercial stations have not set standards for
selecting and scheduling PSAs (Breeze and Woods) .

PSAs

on television were found by Hanneman to take up only 2
percent.

On radio Simerly concluded that PSAs took up 1.2

percent of air time.

The most popular length of PSA for

airing was found to be thirty seconds or less (Wanamaker,
Simerly, and Alshouse).
Most of the studies found in the review of the literature about PSAs are related to stations' use of PSAs,
and effects of these announcements on their audience.
Studies of content analysis have been limited mostly to
a description of general topics by off-air monitoring of
broadcast stations or from viewing station program logs.
Information about specific message content from
organizations producing PSAs is scarce.
This present study will advance the literature in
the field of PSAs, and especially Christian PSAs, by
sheading light on the content of messages, while also
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giving some background on the production of PSAs produced
by Christian groups.

'J __ -
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CHAPTER III
METHODOLOGY
Description of Method
Definition of Method
The descriptive method may be used in "research
projects which have as their purpose the accurate portrayal of the characteristics of a person, situation, or
group, or the determination of the frequency with which
some phenomenon occurs." 1
In its broad sense descriptive research also includes
.
mak ~ng

.

compar~sons

2
.
an d eva 1uat~ons.

In this study the researcher wished to portray the
subject matter characteristics of radio PSAs produced by
Christian groups and compare these with the subject matter
objectives of their producers.
Descriptive studies may use various methods of
collecting data. 3
Research Design
The research design consisted of two procedures for
collecting data - content analysis and sample survey.
purpose of the content analysis of PSAs done by coders
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The
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was to give a picture of the PSAs' subject content
according to the study's stated categories.

The survey,

in the form of a mail questionnaire, asked producers .ta,
analyze the content of the same PSAs which had been
examined by coders using the same categories.
So the coder's content analysis, and producers'
content analysis in the sample survey were used together
to make the research design, which is the PSA content
compared to the standard of the producers' perceived
subject content objectives.
The other part of the questionnaire was used to obtain
information about PSA production beyond specific content.
Content Analysis
The first part of the data collecting technique for
this descriptive study was the content analysis.

Content

analysis has many purposes and is used when content of
communication is the basis of inference. 4
Content analysis has been used most frequently to
describe the attributes of messages without referring to
the intentions of the communicators or to the effect of
the message. 5 On the other hand, content analysis should
not only be concerned with the message for the sake of
the message, but with the questions of the process and
effects of communication. 6
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When using content analysis it is important that
content data not just be counted, but to be meaningful, it
must be compared with some other data. 7 At least one
comparison must be made. 8
Historically a major way in which content analysis
has developed as a method has been the concern analysts
have had with judging content data against certain
standards. 9
Content analysis may deal with the communicators of
messages.

There are thousands of messages every day

communicators might choose to present to their audience.
They must decide what messages to send and in what form.

10

It can be assumed that every communicator has a set of
objectives whether implicit or explicit.

One way to

measure the quality of the content is to compare it to the
. carrles
.
.
.
11
extent lt
out the o b'JeCtlves
o f communlcators.

Berelson writes about some examples of in-house type
of auditing of messages against objectives.

One was a

12
.
.
.
stud y o f f l'1 ms pro d uce d b y a maJor
motlon
plcture
stud.lO
and the other was a study of the content of radio broadcast time by the National Association of Broadcasters. 13
As in the case of this present study sometimes
analysis is made by outsiders.

In the past studies were

made on the basis of assumed objectives of the communicators.
studies.

Berelson gives some examples of these type of
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The educational content of television programming
was compared with what the television industry would say
they were doing. 14 Another was when editors and publishers would claim that they intended their magazines to
promote ethnic quality in the United States compared with
a content analysis of the treatment given to various
ethnic groups in magazine fiction. 15 Writers and directors
of day-time radio serials might have claimed that their
dramas were intended, among other things, to present a
cross-section of the characteristics

a~d

problems of

Americans.

Content analysis would point out the extent to
which this objective was being carried out. 16
Editors of various denominational publications within
the Protestant church might say they wanted to support the
unity of this church as well as the position of their
denomination.

Content analysis disclosed that they gave

a large emphasis to their denominational sovereignty in
their publications, but unifying themes were virtually
absent. 17
In the present study the subject content objectives
of the producers will be determined by content analysis
used in sample survey data collection.

Some content

analyses deal with the intentions of the communicator. 18
It was not the purpose of this study to deal with
the intentions of the producers which are behind the
subject content objectives.

.
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Sample Survey
The second part of the data collecting procedures for
this descriptive study was the sample survey design.

The

survey was applied to PSA producers who sent the researcher
PSAs for analysis, and then whose PSAs, which qualified
for the study, were selected at random to be included in
the study.

These producers were asked to participate in

the survey portion of the study.
The survey, which was in the form of a questionnaire
mailed to the producers, had two objectives.

The first

was to gather information about the subject content
objectives of religious PSA producers.

This was done

through having the producers do a content analysis of
their own PSAs, which had been examined by coders.

The

second was to obtain some information about production of
PSAs.
The analysis of content is really a procedure where an
investigator makes inferences about sources from the message they produce. 19 But if the analyst is given information beyond content data about the source he is able to
better understand the source. Content analysis may be
used with other techniques 20 as has been done in this
thesis.
Budd cites Donohew who used several techniques including content analysis and a questionnaire to gather infor21
mation about forces in the news channe1.
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Summary of Design
Holsti's research design for auditing communication
content against standards, dealing with the characteristics
of messages, 22 was adapted for this study.
Messages
Produced
by Source (As)
(in terms of Xs)
Content
variables
Xs

As

Xs

Subject Content
Objectives
of Communicators (Bs)
(in terms of Xs)
,

4

~,-------r---------~7
~

Bs
Xs

\V

Evaluation of communicators'
performance
In this study, A is the PSAs produced by Christian
groups and B is the standard of the communicator's (producers') subject content objectives.

Both A and Bare in

terms of subject matter categories and were compared for
each spot studied (to which producers responded).
Justification of Method
The descriptive methodology was logically the one to
use with the research question about subject content.

The

reason is that the definition of the method goes right
along with the objectives of this study.

The research

question requires that there be an "accurate portrayal of
the characteristics of

a situation . . . or the

determination of the frequency with.which some phenomenon
occurs." 23 The research question deals with communication
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situations at the point of the message and the question
must be answered by studying the characteristics of subject
content and subject content objectives.

Also there was

a count of frequency of different types of subject categories in order that a comparison might be made between
content and content objectives.
The research design may be justified in a similar way
as the method chosen.

The design - that of using content

analysis by coders, and by producers through the sample
survey - fits the two parts of the research problem.

The

two parts being the content of the messages and the
content objectives of the communicator who produced the
messages.
The information part of the survey (quesionnaire) is
justified because it allowed the researcher to gain information about Christian public service announcements beyond
content data.

This would broaden perspective and aid in

understanding.
So part I of the sample survey was used, at least
partly, to give a qualitative view of PSA production
enriching the quantitative view of the content analyses.
Techniques and Procedures
Budd offers an outline of the six stages of content
analysis which was used in determining the techniques and
procedures for this thesis.

They are (1) formulation of
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the research question, theory, and hypotheses; (2) selection of a sample and definition of categories; (3) reading
and coding the content according to objective rules; (4)
arriving at scores; (5) comparison of scores with measurements of other variables; and (6) interpreting the findings
.
accor d lng

t

.
.
24
o approprlate
concepts or t h eorles.

Chapter I dealt with the formulation of the research
question, theory, and hypothesis.

Chapters IV and V will

deal with the comparison of scores with measurements of
other variables and interpreting the findings according to
appropriate concepts or theories.
This section, then, will deal with the sample,
definition of categories, coding content data, the arrival
of scores, and statistical treatment of data.
Techniques
Population
The population for this descriptive study (content
analysis and sample survey) was all radio public service
announcements produced by Christian groups during 1976
and 1977 and the producers of these PSAs.

The PSAs must

have been produced in English, distributed to radio
stations in the United States, sixty seconds or less in
length, and used in campaigns.
The years 1976 and 1977 were selected to give a
current (mid-1970s) view of the phenomenon of Christian
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public service announcement production.

These years occur

over a decade after Christian spots started to be used by
Christian groups.

The groups have had time to develop the

types of content used in their PSAs.
They were also picked because at the date of research
it was assumed that the producers would have these announcements (either in script or recorded form) on hand to send
out.

Furthermore, the researcher had in his possession

129 PSAs which were produced around 1976 that he analyzed
for his previous study.

Of these, sixty-five qualified for

the listing of PSAs (added to the rest) from which to draw
the sample for this study.
It was decided to accept PSAs for the study only in
English because of the added time in translation and also
in the researcher's previous study and early inquiry for
this study it was found that not many groups produced spots
in another language.
The length of PSAs was defined in Chapter I as being
usually not more than sixty seconds.

This definition was

used for the population of this study because time periods
available for spots in commercial radio are usually not
.
over sLxty
secon d s. 25
The reason daily PSAs, including those from The
Christophers and Heartbeat, were not used for the population is because the researcher wanted to center in on PSA
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campaigns.

These campaigns usually last several months

and are aired on a run of schedule (ROS) manner (scheduled
whenever there is a place for them).
To determine the exact members of the population it
was decided to go to two master sources. 26 The researcher
relied on the 1976 and 1977-78 editions of the Directory of
Religious Broadcasting published by National Religious
Broadcasters (NRB). 27

The "program producers" section in

each directory was used to find the radio PSA producers.
National Religious Broadcasters has almost 800 member
organizations which provide more than seventy percent of tre
United States' religious programming. 28
The directories were considered to be valuable for
this study because they are a "comprehensive listing of
religious broadcasters regardless of faith, denomination
. .
•
·
n29 Also next to most listings
or~entat~on.
or re 1 ~g~ous
there is a description of what programs are produced.
These included short programs, many times having program
lengths stated.
Almost all of the Christian PSA producers the

research~

er had discovered in his previous study were listed in the
directories as producing PSAs.
On

the list the researcher complied from the two NRB

directories there were thirty-four definite and possible
PSA producers.

Of these thirty-four, from whom PSAs

were requested, thirteen groups sent useable PSAs (meeting
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r

qualifications) from which to draw the PSA
Of the thirteen, twelve were picked for the

:ause their spots were selected by the random
These twelve producers and their PSAs serve as
topulation of the study being, more or less,
:ative of the Christian groups who produce PSAs
ti ted States.

final sample in content analysis may be deterthree stages: (1) selection of sources of com1n; (2) sampling documents; and (3) sampling
)cumen ts . 30
;r selection it is not always necessary to
ltion sources. 31

sa~ple

It was decided not to list the

producers of PSAs which qualified and take a
: several of these producers, but rather to list
1

SAs from all thirteen added to the sixty-five

trcher already had and draw the sample from these
There were 345 PSAs from which to draw the
The twelve producers were chosen for the study
:heir spots were picked by this random sample.
ras thought that this procedure for sampling would
;reater idea of the spectrum of the type of subject
l

the PSAs and the probability would be that a

tumber of PSAs would be sent.

Since all thirty-four
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producers were asked to send PSAs, there was a greater
chance of receiving more to help the study.
Sampling within documents was not necessary because
as shall be seen later the coding unit was the entire
item (PSA).
For this study the simple random sample was used.
This type of sample is to be used when every unit is
considered equally important. 33
To get the sample the researcher assigned a number to
each PSA, which fit the population description, and then
used a table of random numbers to draw the sample. 34 The
producers included in the sample for the content analysis
made up the same for the survey.
The sample size was set at fifty.

Another study which

had a population size close to the 345 found a sample of
close to fifty to be adequate. 35
Categories
If an analyst cannot find a standard scheme of
classification he must construct appropriate categories by
the trial and error method. 36 However categories· do not
have to be derived from content if there is an appropriate
category system available. 37 Fortunately for this thesis,
the researcher was able to adapt a set of categories to
suit PSA content and to be consistent with the aims of the
study.

'--
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The categories and instructions to coders were
adapted from Chenhwang's study described in Chapter I and
Ir. 38 - The categories were found to fit this present study
because Chenhwang dealt with similar material - content
from a Christian radio communicator.

The difference was

that Chenhwang studied programs which were at least
fifteen minutes long. 39
After completing his previous study of public service
announcements produced by Christian groups, this researcher
found that his categories were very similar to the categories used in Chenhwang's study.

As to the difference of

length of material analyzed in Chenhwang's dissertation
and this study, it was assumed that spots have the same
characteristics of longer religious programs.
Categories for this study
The categories for this study were four religious
ones: (1) Salvation (revelation, prophecy, eternity and
the last day; confession, repentence and reconciliation;
and apologetics of Christian doctrine, belief systems and
the church's activities); (2) Spiritual (intimate God-man
relationship); (3) Personal (man's relation to himself
guided by God-man relationship); and (4) Social (man-toman relationship guided by God-man relationship) .

There

was one non-religious cateogry: (5) Non-religious (nonreligious ideological topics and non-religoius, non"deo 1 og~ca
. 1 top~cs
. ) . 40
~
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Reformulation of Hypotheses
Below is a restatement of the hypotheses of Chapter I
in terms of categories.
Hypothesis I - Most radio public service announcements
produced by Christian groups will present a religious
message.
Reformulation of Hypothesis I - Most radio public
service announcements produced by Christian groups will be
categorized in categories I, II, III, and IV by the coders.
Hypothesis II - Of those radio public service announcements produced by Christian groups which present a religious message most have as their objective the presentation
of a religious message.
Reformulation of Hypothesis II - Of those radio public
service announcements produced by Christian groups which
are categorized into categories I, II, III, and IV most
will be categorized into categories I, II, III, and IV by
the Christian producers.
Hypothesis III - Most radio public service announcements produced by Christian groups will present a religious message which is socially oriented.
Reformulation of Hypothesis III - Most radio public
service announcements produced by Christian groups will
preserit a religious message which will be categorized in
category IV (Social) by the coders.
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esis IV - Of those radio public service
ts produced by Christian groups which present
socially-oriented message most have as their
he presentation of a religious sociallyssage.
ulation of Hypothesis IV - Of those radio public
ouncements produced by religious groups which
ized in category IV (Social) most will be
into category IV (Social) by the Christian

esis V - The next most frequent orientation
ocially-oriented radio public service announce.ced by Christian groups will be the spiritual

;ulation of Hypothesis V - The next most frer of radio public service announcements pro_ristian groups after those categorized in
(Social) will be categorized into category II
by the coders.
esis VI - Of those radio public service
.ts produced by Christian groups which present
spiritually-oriented message most have as

..

tive the presentation of a religious spiritually
ssage.
ulation of Hypothesis V - Of those radio public
ouncements produced by Christian groups which
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are categorized into category II (Spiritual) most will be
categorized into category II (Spiritual) by the Christian
producers.
Coding
For this study the entire item (PSA transcribed
script) regardless of length (sixty seconds or less) was
selected as the coding unit.

The item is the whole

"natural" unit employed by the producers of content. 41
Coders coded a transcribed script of PSAs.

Producers,

for their convenience, were provided with copies of the
scripts for which they selected subject content objectives.
The item is an acceptable recording unit when the
purposes of the content analysis are very general as in
the case of this study. 42 The item is useful when used
with well-formulated categories that permit reliable
judgments to be made about major attributes of the mat. 1 un d er LnvestLgatLon.
.
.
.
43

er~a

In this thesis the cate-

gories are well defined and the coders and PSA producers
were instructed to look for major attributes of each PSA).
The item has been frequently used and is particularly
. bl e f or sub"Ject matter ana 1 ysLs.
. 44
su~ta
Besides the coding unit in content analysis methodology researchers must consider the context unit - the
. 45 Bu t
. 1 surroun d"~ng t h e recor d'Lng un~t.
b o dy o f mater~a
in this study the coding and context unit are the same
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since the whole item is being coded.
.

enumerat~on

Also the unit of

46 .
~s t h e same as t h e co d"~ng

.

un~t.

Each item

is the counting unit which was used to determine frequencies and on which to perform statistical tests.
It is important to note that the assumption the
researcher had in using the item (PSA) as the coding unit
and unit of enumeration is that the "impact of persuasive
messages lies in the overall impression created." 47
Using the item as a coding unit points out that
"quantification" in content analysis may take on many
meanings.

When the i tern is used coders and producers ';vere

asked to tell which category most closely characterized
the PSAs 1 major subject matter.

This was asking them to

make qualitative judgments about the spots even though
.
. 1 y. 48
t h e resu1 ts are reporte d quant~tat~ve
Reliability
The reliability formula which has been widely used, 49
was used by Chenhwang, 50 and in this study (stated in terms
of three coders) was:

3M

In explanation - the coding reliability coefficient
is determined by the ratio of the number of coding decisions
which the three judges are in agreement (3M), over the
number of coding decisions made by each judge added together (N 1+N 2+N 3 ).
percentage.

The ratio is then stated in terms of a

<" I
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The pretest showed that the level of reliability was
. I

only fifty percent.

In hopes of increasing reliability

after careful study of how the scripts were coded, the
researcher added some material to the instructions for
coding.

He also added some introductory material to the

categories and material within categories to help coder
decisions between categories.
The same coders receded the pretest and the reliability level was still fifty percent.

The researcher

tested the percentage of agreement between each pair of
coders. 51 One coder was deviating from the other and
causing the low reliability level.
Out of the different ways to resolve problems of
reliability the researcher chose to drop from the study
the one coder who did not agree sufficiently with the
others and get a new coder. 52
The researcher made efforts to identify the reasons
for the deviation, but could not find it in problems with
the categories or instructions.

Sometimes the single

"bad" coder may be the one who is sensitive to important
elements in content that others miss, 53 but it was not
thought so in this case.
When a coder is dropped from a study it is not to say
that the coder is wrong, but that the coder is not working
within the same frame of reference as the others.

It is

also unlikely that any group of coders will be completely

•I
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satisfactory. 54

The new coder was trained and when the

new coder's pretest was compared with the receded pretest
of the other two there was a sixty-five percent reliability
level.
The sixty-five percent interceder agreement was
considered acceptable for this study, although placing a
limitation upon its reliability and validity, because
reliability between pairs of coders was found to be 70
and 80 percent, and the final coder's category to be
compared to the producers' category was determined by two
or all three judges agreeing.
Since the same instrument (categories and coding sheet)
was used in the final test, finishing the coding of the
other thirty PSAs, pretest sample reliability was considered sufficient measurement of reliability for the entire
content analysis.
Questionnaire Construction
Questions on part I of the questionnaire were derived
from surveying other studies, and from the researcher's
desire to obtain information not available from the
directories or from other aspects of his content study.
The first page had questions that could be answered
mostly quantitatively.

The second page had questions to

be answered qualitatively.
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The coding sheet, similar to the coders' coding
sheets, for the producers made up the second part of the
questionnaire.

The time taken by producers on this part

varied because producers received a different number of
PSA scripts to code.

This was according to how many spots

were chosen by the sample from their group.

The number

ranged from one to thirteen.
Scoring and Statistical Treatment
In the present study each PSA script was coded as to
what the judges determined to be the one predominant
subject matter category of the script.

Producers of PSAs

were asked to place spots they have produced into categories (same ones coders used) which best fit their major
subject matter objectives.
After the coders finished coding the PSAs, it was
necessary to determine the one final category for each
PSA so the content could be compared with the producers'
objectives for each spot.

The following procedure :was used

to determine which category the PSA belonged in.
The procedure was that if two or all three judges
agreed on a category the PSA was placed in that category.
If a producer put down two possible categories for one PSA
(as 2-3) then it would be counted in agreement T.Vith the
coders if one number mentioned agreed with the final
category for the coders.
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Fortunately

1

there was no case where all three

judges disagreed on placement of a PSA into categories.
In this thesis the researcher reported all frequencies that were necessary to test hypotheses and others
that appeared to be important.

Also some incidental

findings were reported.
Since in subject matter categories, the level of
measurement is the nominal scale, the researcher used
three nonparametric tests. 55 The goal of these tests was
to see if material placed into nominal scale categories
could have fallen there other than by the "laws of chance
operating in an unrestricted manner" (null hypothesis). 56
He was looking for statistical significance.

Hypo-

theses and some of the other results were tested by using
the chi-square one sample test and the binomial test.
The chi-square one sample test was used \vith hypotheses
that dealt with comparing categories with each other
(hypotheses I, III, and V).

The binomial test was used

with hypotheses that compared producers' coding to
assistants' coding (hypotheses II, IV, and VI).

Also the

chi-square test for two independent samples was used to
test the significance of various categories against the
agreement (and disagreement) of producers with coders. 57
The probability (p) level acceptable for this study
was p

< 05.

The null hypothesis was rejected below this

level of calculated probability.

The p ~05 level is
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used in statistical studies mainly out of convention in
.

us~ng

.

.

stat~st~ca

1 met h o.d s. 58

Procedures
In this section the researcher presents the order
and details of the research procedures.
Listed possible producers fitting
population description
The researcher made a list from the "program producers'' sections of the two issues of the Directory of
Religious Broadcasting. 59 The following criteria was used
in determining which producers qualified for the mailing
list to request PSAs.
a.

Listing must specify "radio" and/or "public
service announcements" and/or "spots."

b.

PSAs produced must be sixty seconds or less.

c.

No producers will be put on the possible population list who are listed in the directory as
producing spots for daily airing.

However, these

may be checked out by the researcher to see if
they might produce any other spots.
d.

If there is an advertisement about the producer
and it shows that the producer produces PSAs then
they will be listed for the possible population.

It was decided to include the Advertising Council in
the request list because they were listed in the directory
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as producing spots.

The researcher learned later that

even though they are not a Christian group they produce
PSAs for "major religious groups representing Catholic,
Jewish, Orthodox and Protestant bodies" 60 through their
Religion in American Life campaigns.

Anyway, this group

qualified for the study, but was not picked through the
random sample to be included in it.
Sent letters requesting PSAs
Letters were sent to the thirty-four probable and
possible producers asking for scripts, electrical transscriptions or tape recordings of all sixty second or less
public service announcements which they recorded in English
during 1976 and 1977 for distribution to United States radio
stations.

They were asked preferably to send scripts.

They were asked to respond in about two weeks.
Some letters had an additional page.

Those producers

who participated in his previous study received a listing
of their PSAs which evidence showed were produced in 1976.
This list was so they would not send duplicate spots.

He

also asked them to send any more spots produced in 1976 and
if there were any corrections to the list.
Request letters were sent to the thirty-four producers
on May 1 and 2, 1978.

A follow-up letter was sent to

twenty-four producers who had not responded by May 17.
A second follow-up note on a postcard was mailed on May 24
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to seventeen producers who had still not responded setting a May 31 deadline.
The results of the mailing were that by June 8 when
the last response arrived, not counting the letter that
came back without a forwarding address, twenty-five out
of the thirty-three responded in some way.

This was a 75.7

percent return.
Of the twenty-five which responded eighteen sent some
kind of broadcast material.

Out of this, thirteen groups

sent material which was later determined to be useable for
the PSA list.
The material from the five groups sending material
that was not useable was considered such because four
produced PSAs for a daily basis and one sent scripts meant
only to be read by the local announcer (live copy).
The seven others responding but not sending material
sad that:

(1) the person to whom the researcher had

written was not with the group anymore, this after the
researcher had sent the second follow-up postcard and was
concluding this part of the study; (2) announcements were
recorded in Polish; (3) he could not send material mainly
due to his "inconsistent recording schedule, etc."; (4)
they only produced spots over two minutes in length; (5)
they didn't produce short spots during the years asked
for;

(6) they didn't produce PSAs; and (7) they didn't

have these programs.
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It is interesting to note that all six groups that
sent materials for the researcher's previous study and were
listed in the directory sent spots again this time.
Listed PSAs and groups
qualifying for study
The researcher combined the new
ones he had.

PSAs with the 1976

The PSAs were then investigated to determine

which ones would fit the criteria for the population of
PSAs.

A total of 345 PSAs and their producers were picked

to be listed because they met all requirements.
The reseracher had some difficulty in deciding about
using the Choice VI series produced by Mennonite Broadcasts, Inc. as part of their representative spots.

The

spots were in twelve different therresets of five spots
each, which could mean they were meant for a daily series
for twelve weeks.

The researcher knew from his own exper-

ience that Choice has been run as a program type feature
on paid time and that the Choice spots were originally
produced in other series as three minute and one and onehalf minute programs.

However, since they were not

listed in the directory as "daily," were not dated, and
could be used as a campaign it was decided to use these
PSAs in the study.
The listed PSAs were numbered from 001 to 345.

These

numbers were used throughout the rest of the investigation.
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Chose sample
The PSA sample of fifty was drawn by using a table of
random numbers. 61 The researcher closed his eyes and put
a pencil point down on a random starting point.

The

numbers were five digits so only the first three digits
were used.

Proceeding downward he picked every number

between 001 and 345 until he had fifty numbers.

After the

last number was chosen there were some numbers which were
picked that were the same so he continued in the random
order and selected some other new numbers until he had
fifty different ones.
The fifty PSAs chosen out of the thirteen groups
represented twelve groups.

The

Advertising Council spots

were not chosen in the random sample.

The sample, then,

determined the PSAs and groups to be included in the study.
Transcribed sample
After PSAs were selected the sample of scripts and
recorded material was transcribed into fifty scripts of
standard form.

Each script was numbered.

If a producer

sent both a script and recording of one PSA, the script
was transcribed because of its convenience to the researcher.
Denominational names of groups (in tags) and the name
of one denominational speaker (Oswald Hoffman on the
International Lutheran Laymen's League's PSAs and speaker
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on the "Lutheran Hour" were deleted from the transcriptions
because of possible coder bias by scripts pointing to
certain denominations.

Other group names which could not

be linked to a specific denomination (as interdenomina- ,
tional) were left in the scripts.

Producers were told on

their training sheet that there were deletions in some
scripts for the purposes on the researcher's part of the
analysis.
The only difference between the scripts the coders
read and the scripts the producers read was that if the
producers sent some original script copies as part of the
material, they received back photocopies of the originals.
These copies had nothing left out.

This applied to seven

producers and twenty-six spots.
It is possible that on some scripts the name of the
group was the only possible religious tie-in with the PSA.
The researcher thinks that the group's name only in a spot
does not change its subject content from non-religious to
religious according to the categories, so this difference
in scripts coded is minor.
Lyrics of music were included in scripts.
transcribed the words of hymns in his study. 62

Chenhwang
Infor-

mation about sound was also included because the researcher
believed both music and sound effects were elements which
would aid the coders in determining meaning.

Also this
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information would be available anyway to those producers
doing coding of their original script copies.
Coded PSAs
Because of limited funds volunteers were used for
assistants.

The researcher attempted, but failed to get

volunteer coders from the Journalism or Radio-TV-Film
departments of California State University, Northridge.
The researcher asked for upperclassmen or graduate students
with religious backgrounds.
Then it was decided to go to a church and find persons who were willing and interested in the project.

It

was felt that church persons would be interested enough to
work hard, think about the PSAs they were coding, and
truthfully categorize them, where even paid persons might
not do as good a job.

A note was placed in the June 8,

1978 edition of the researcher's home church paper (West
Valley Christian, Canoga Park) asking for three adults to
help in his research project.

Three persons responded.

The researcher trained the coders on June 18.

Coders

were given: (1) the first version of Instruction on Subject
Matter Content Analysis (A Step-by-Step Guide); (2) the
first version of the Categories for Content Analysis; (3)
Coding Sheet; and (4) twenty pretest scripts.
The Instruction on Subject Matter Content contained
help for coders to determine into which category to
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categorize PSAs, and was to help tie them into thinking
about theoretical aspects of the study as they coded.
Coders were

told that category subheadings defined

each category in the Categories for Content Analysis.
The coding sheet (instrument) was a very simple one
having a place for the coder's name and dates of analysis.
There were lines for the coders to write in the PSA number
and beside it the number of category they thought described
it.

They could code the PSAs in any order.

They were told

to only put scripts into only categories I, II, III, IV, or
V and only one category fer each script.

This coding sheet

was similar to what the producers received.
The scripts for the pretest reliability check were
the first twenty ones picked in the random sample.
At the training session the researcher went over the
written material and gave oral instructions similar to the
Producer's Training for Coding sheet.

He also talked

about good study habits.
As was mentioned the three coders, Steve, Doris and
Lois, did not achieve an acceptable reliability level on
the first pretest (only fifty percent).
No one said that they had any major problems with
understanding the categories or with their choices of
placement for PSAs.
The researcher studied the PSA categorizing of each
coder carefully and made additions within the categories
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and added an introductory section to try to increase
reliability.
After the category additions were made the PSAs were
receded on fresh coding sheets without aid of the results
of the first pretest.

The reliability level was still

unacceptable (fifty percent again) .
The reliability was checked by pairs of coders.

Steve

and Doris agreed eighty percent of the time; Doris and
Lois agreed fifty percent; and Steve and Lois agreed
sixty-five percent.
Even though Lois tried very hard and seemed sensitive
to the theoretical aspects of the categories, it was
decided not to use her because of her different frame of
reference.
Another person from the church, Edie, had expressed
interest in the project before.

She was trained and coded

the pretest using the final version of the instructions
and categories as Steve and Doris had done.
With Edie added the coders achieved the sixty-five
percent reliability level.

Pretest reliability by pairs

was: Steve and Doris - eighty percent; Steve and Edie eighty percent; and Doris and Edie - seventy percent.
Sent questionnaires to producers
After the coders had finished coding all the PSAs
questionnaires were sent to the twelve producers on July

29, 1978.
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The questionnaire packet consisted of: (1) cover
letter; (2) Questionnaire (part I and II); (3) scripts to
be coded; (4) Producer's Training for Coding; (5) Instruction on Subject Matter Content Analysis (A Step-by-Step
Guide); (6) Introduction and Categories for Content
Analysis; (7) a stamped self-addressed return envelope;
and (8) a copy of Slim Fingers.
The cover letter thanked the producers for their
participation in the thesis and asked them for continued
cooperation so the researcher could get their opinions
about their PSAs and some information about their PSA
production.

The researcher outlined and explained the

materials that were sent.
The researcher said that the one receiving the letter
could answer the questionnaire or assign one or both parts
to someone to answer.

Then suggested that someone on the

staff might have been involved more closely with the
production of the enclosed PSAs than the one receiving
the letter.
Questionnaire (part I) consisted of the questions
about PSA production.

At the bottom of the second page

there was a place for the name of the person responding
and his or her title.
Questionnaire (part II) consisted of the coding sheet
very similar to the one coders used.

It had a place at the

top for the name of analyst, title, dates of analysis. and

.I
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total hours spent on analysis.

The researcher typed in

the PSA number(s) for the producers.

He also made space

for "Problems and/or comments:" so producers would have
the opportunity to tell the researcher the same types of
things that coders told him.
Scripts sent were photocopies of original scripts if
available and/or transcriptions.

The number sent varied

for each producer, and the number sent was typed on the
second page of the cover letter so producers could keep
track of what they received.
The Producer's Training for Coding was very similar
to the oral instructions the researcher gave the assistants.

Good study habits were not listed for producers

other than asking them to study scripts carefully and
think about them before coding.
The Instruction on Subject Matter Content Analysis
was the same as what coders received except that the part
about thinking about the intent of the communicator (4.c.)
was left out because it was assumed that producers would
know their own intent in producing the spots and would
keep it in mind.
Producers coded their PSAs using the same Introduction and Categories for Content Analysis that the
coders used,
Also included in the mailing was a gift copy of Slim
63
. ..
F ~ngers.

It is a paperback book about Radio Worldwide,
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a Christian programming organization in Britain.

This

book was sent in appreciation for the producer's help and
to prompt response.
No deadline for response was given.

A follow-up

letter was sent to the six groups who had still not
responded by August 24.

The last questionnaire arrived on

August 31, 1978 with the last response of any kind to the
letter arriving on September 20.
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CHAPTER IV
RESULTS
PSA Listing
The PSAs of thirteen groups qualified for the study
from which to draw the. random sample.

The groups qualify-

ing for the study and their abbreviations used in this
thesis were: (1) Gospel Missionary Union (GMU); (2)
American Bible Society (ABS); (3) The Advertising Council,
Inc. (AC): (4) United States Catholic Conference (USCC);
(5) Radio and Television Commission, Southern Baptist
Convention (SB); (6) World Radio (HB); (7) Christian
Church, Disciples of Christ (CCD); (8) Mennonite Broadcasts, Inc. (MB); (9) Community Hunger and Clothing
Appeals of Church World Service (CROP); (10) International
Lutheran Laymen's League (LLL); (11) Christian Service
Corps (CSC); (12) The Voice of Prophecy (VOP); and (13)
Franciscan Communications Center (FCC).
PSA Description
The following is a qualitative description by the
researcher of the PSAs listed for the random sample.

The

number and names of PSAs described that the producers sent
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are only those which qualified for the study from which to
draw the sample. Groups are listed below numerically:

1.

Gospel Missionary Union (GMU)

The Gospel Missionary Union (G11U) of Smithville,
Missouri (close to Kansas City) sent twelve PSAs.

Their

spots promote missionary activity - recruiting missionaries and getting help for missionaries.
persons contact their local pastor or GMU.

PSAs asked that
Abe Reddekopp

is media coordinator and produced the spots. 1
2.

American Bible Society (ABS)

Dennis 0. Wry, coordinator of media relations, for
the American Bible Society (ABS), Ne\v York City, had
fourteen spots sent.

These included material from the

researcher's previous study.
The American Bible Society was founded in 1816 and
"sole object is the wider distribution of the holy Scriptures without doctrinal note or comment." 2
From 1976 there were "5 Bicentennial spots" and "Good
News spots - series I."

One of the Bicentennial spots

ties the American Bible Society in with the American
Revolutionary War because of the society's first president,
Elias Boudinot.

Boudinot did some things for the war

effort and was the president of the Continental Congress
that ended the Revolutionary TtJar.

The "Good News spot -

series I" feature "Scripture readings set in life
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situations" 3 and were "designed to show the practical
simplicity and beauty of Scripture as expressed in The
Good News Bible. ,A
New material sent was the "Good News spots - series
II" which contain information about "the work of the
American Bible Society in the United States and overseas." 5
3.

The Advertising Council, Inc. (AC)

The Advertising Council, Inc. (AC) of New York City
sent seven PSAs.

Jerald Hatfield is their director of

Religion in American Life.

The spots were for their

Religion in American Life radio campaign 1977-78.

As

mentioned in the last chapter the Council produces PSAs
for major religious groups.
The topic of the spots is that the cure for loneliness
is in the strength that family values in God's family offer
a person in their house of worship.
PSAs from The Advertising Council, Inc. were not
picked in the random sample.
4.

United States Catholic Conference (USCG)

Twenty-eight PSAs were sent by the United States
Catholic Conference (USCG) of Washington, D.C., Francis P.
Frost, director, department of creative services.

They

produce radio and television spots twice a year for the
Campaign for Human Development.
Spring and Fall. 6

They are released in the
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s sent were for Spring and Fall 1976, and
11 1977.
~ign

for Human Development

~ded

by a collection takeri up annually
lie churches and by voluntary contriJf others. Each year more than 90% of
Llars become seed money for self-help
, managed by groups of poor who have
v strength through joining in common
In five years over a thousand new
~ve been made to help break the vicious
poverty.7
Radio and Television Commission,
Southern Baptist Convention (SB)
E. Duncan, assistant executive vice president
en Baptist Radio-TV Commission (SB), Fort
sent fifteen scripts.
:.: :..1]

~d

The Commission,

by Dr. Paul M. Stevens, has been one of the

of public service time of any Christian

3

u:·::

which the researcher already had from 1976

ividual importance and the change God can make
life.

Most of the suggested tags invite the

iy and worship in the fellowship of a Southern
.1

and say the invitation is extended by

3sociation)" to be filled in by the local

spots were written for Radio Month (May 1977).
Lth the First Amendment to the Constitution
:-adio being "as free as the air" for the
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listener, the "freedom with responsibility" of broadcasters
to present all sides of important issues, and that religion was one of the freedoms to be presented on radio.
One salutes "the radio industry and this station for their
public service contributions."

Most PSAs ended with the

Conunission saluting the radio industry and/or i'this
station."
6.

World Radio (WR)

Nine PSAs were sent by Norm Rhodes, executive of
World Radio (WR), West Monroe, Louisiana.

Various topics

presented in the spots include Jesus and God being one,
suffering, putting God in your life, and self-worth.

Spots

end by offering a free Bible study course.
7.

Christian Church,
Disciples of Christ (CCD)

The Office of Communication, Christian Church Services,
Inc. of the Christian Church, Disciples of Christ (CCD),
Indianapolis, Indiana sent nineteen spots.

They were on

an audition cassette tape.
The first set of spots on the tape is meant for public
service or paid time.

The local church may add a tag.

The next set is more PSA oriented with the tag already on
the tape.

The third set is a kind which had the same word

content with different background music designed for
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various radio formats, and had spots with extra music to
add time to allow for local inserts.
Charles A. Hamilton, the former director of broadcasting for the church, sent the spots.
Spots deal with topics such as not closing yourself
off to people -with singer Lou Rawls and chorus; selfworth; that Jesus loves persons; and the importance of
Jesus.
8.

Mennonite Broadcasting, Inc. (MB)

Mennonite Broadcastsc, Inc. (MB) of Harrisonburg,
Virginia sent 89 spots.

They consisted of the "Invitation

to Live" campaign part I and II; the "Proverbs for Today"
spots - series I; and the "Choice VI" series.

Part I of

the "Invitation to Live" campaign was used in the researcher's earlier study and was provided by David M. Thompson,
former director of English media.

The other spots were

sent by Kenneth J. Weaver, executive director of Mennonite
Broadcasts, Inc.
The "Invitation to Live" campaign was produced by the
Inter-Mennonite Media Group.

This was a conjoint effort

of the Mennonite Brethren Church, General Conference
Mennonite Church, The Mennonite Church, and The Church of
the Brethren. 9
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The stated purpose of the spots for part I was:
To help stimulate an awareness as to how
individuals can relate to persons who are
lonely, who need a more meaningful relationship with family and friends.
Primary emphasis is being given to the
contributions and problems of youth and the
elderly. Other groups of persons given
attention are those who feel displaced
because of the loss of a friend, family,
occupation, etc.
The messages encourage persons to reach
out and be a friend, to share God's love with
those who need to feel the caring of others.
And, we are encouraging persons to take time
to listen to those who need to share their
experience, hopes, defeats, and aspirations. 10
Part I of the campaign was meant to be aired summer of
1976 to summer of 1977 and was directed more toward "the
needs and contributions of elderly persons." 11 Part II
was released March 1977 to be aired in an eight to ten
month campaign and emphasises "reaching out to lonely
persons. " 12
The "Proverbs for Today" spots - series I - contain a
proverb from the Bible book of Proverbs as part of each
spot.

They "are designed to encourage kids to think

through their motives and actions, and then to hang onto
their ideals as they face adult pressures." 13 A free
paperback, "Living Proverbs" (the Living Bible translation
of Proverbs) is offered. These spots could also be sponsored by a local group. 14
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Raising questions and giving possible answers dealing
with "moral and ethical decision making," 15 the "Choice
VI" series is geared for men.
There are t\velve themes of five spots each about
crumbling marriages and working on them; working at cornriluunication with teenagers; cheating; faithfulness in marriage; unselfishness and honesty in gaining possessions;
helping your neighbor no matter what the cost; value of
family relationships; honesty; non-violence and nondiscrimination; keeping your intergrity at your job;
forgiveness; and loving yourself and others.
Some scripts offered the free paperback, Man Uptight
and some, The Love-Fight.
9.

Community Hunger and Clothing Appeals of
Church World Service (CROP)

Linda Robbins of Community Hunger and Clothing Appeals
of Church World Services (CROP), Elkhart, Indiana, sent
fourteen PSAs.

Spots used astronaut John Glenn; Stanford

University biologist and author of The Population Bomb,
Paul Ehrlich; and actor Ralph lvai te from "The Wal tons"
television program to present the messages about world
hunger.

They ask for support for CROP's canvasses and

hunger walks.
CROP is a hunger coalition supported by member denominations of the National Council of Churches.

It sends food.!,

seeds, tools, and educates people, helping people in forty
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. 1
countr~es

6 "
. own . f oo d an d rnak e new lives f or
grow t h elr

themselves. " 17

Their motto is
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a future with food . . .

and more. ,,,lS
10. Ihternational Lutheran
Laymen 1 s League (LLL)
The Lutheran Laymen's League (LLL) of the Lutheran
Church, Missouri Synod sent twenty-four PSAs which were
all from 1976.

Tommy Thompson, manager of their mass

media department, St. Louis, Missouri, wrote that they
had not produced any new "Contemporaries," and were hopeful of producing new series in the future, but no timetable was set up. 19
For 1976 they sent two discs of PSAs in their
"Contemporaries" series - "Smile, Jesus Loves You" (number
five) and "Bicentennial Spots" (number seven).
The "Smile, Jesus Loves You" spots each carry that
saying in a different language and then Dr. Oswald Hoffman,
speaker on the "Lutheran Hour,'' makes a comment.

He tells

listeners that the saying is true in every language and
then talks about the importance of Jesus.
Spiritual applications are made from incidents in
American history in the "Bicentennial Spots."

Incidents

as the California Gold Rush, Andrew Jackson and the Battle
of New Orleans, the W. ~-1. II internment of Nisei, and the
Oklahoma Land Rush are included.
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11.

Christian Service Corps (CSC)

Cynthia A. VanEaton Harris of the public relations
division of the Christian Service Corps (CSC) of Washington,
D.C. sent fifteen PSAs.

Robert Meyers is president of the

organization.
The spots ask for persons interested in Christian
service to seek more information about working in the
Christian Corps for a term of two years or more information
about supporting others who work in the Corps.
The Christian Service Corps is often called the
church's Peace Corps.

They use skilled persons to help

people in the U.S. and overseas both with social services
an d

. .

sp~r~tua

11 y. 20

PSAs use voices of Johnny Cash, Anita Bryant, Evangelist Bob Harrington (Chaplain of Bourbon Street), Evangelist
Tom Skinner, Seantor Mark Hatfield, Senator Carl Curtis,
and Congressman Walter Fauntroy.

12;

Voice of Prophecy (VOP)

Voice of Prophecy (VOP), Thousand Oaks (Newbury Park),
California of the Seventh Day Adventist Church sent eightyfive PSAs.

John M. Robertson produces their PSAs.

The

campaigns were "Aware VI and VII - A Human Concern Project Grow±ng; as Persons;" "Wayout;" "The Inside Track;" and
"Brite Spots."

"Aware VI" and "Wayout" were from the

researcher's 1976 study.
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Earlier ''Aware" campaigns "dealt with social issues
." and "were aired in 94 percent of the top 200 markets."21 The "Aware VI and VII" spots deal with personal
22
The subjects are tension, grief, exercise,
issues.
obesity, sexism and loneliness in the "Aware VI" spots; 23
and marriage, headaches, boredom, anger, alcoholism, and
child abuse in the "Aware VI" spots. 24 Offers are made in
the spots for a free report on the same subject as the PSA.
"Hayout" spots include topics as treating people as
people and not as labels, forgiveness in marriage, communication with parents, drinking, and smoking.
Hayout is a character-building organization
concerned with youth. It provides young people
. . . with free printed materials which constitute a proven youth guidance service. Through
its publications, emphasis is placed on respect
for the human body, for parents, th~ community,
human and divine law, and country.2)
Singer Dottie Hest speaks in one of the PSAs. Spots
offer a free "colorful foldout called Hang Ups," 26 which
are about the same topics as the PSAs.
The "Inside Track" is produced by "Wayout."

It is

a career information service and "features people talking
. . and suggests that kids take steps
to choose their own careers." 27 Spots offer a twenty-four

about their jobs

page booklet, Heads or Tails, outlining some of the basic
28
issues to be considered by a youth choosing a career.
"Brite Spots" were released by "Sunspot Productions"
of the spot programming division of Voice of Prophecy.
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They center around "one of God's words" like neighborliness,
creativity, security, challenge, acceptance, closeness,
respect, justice, freedom, and security, and have short
Scripture quotations. 29
13.

Franciscan Communications Center (FCC)

Fourteen PSAs were sent by the Franciscan Communications Center (FCC) of Los Angeles.

Carole Filutze,

coordinator, sent spots from their 1976, "God Bless America,
Please?" campaign.

Later, Dr. Martin J. Neeb, Jr., the

new director of broadcasting, had PSAs from their "Love
Stories" campaign sent.

Neeb is the former manager of

Lutheran Television which produces the Emmy Award Winning
"This is the Life" series.
Both the "God Bless America, Please?" and "Love Stor"'"
ies" campaigns are part of the Franciscan's "public service
campaign

for love."

The "God Bless America, Please?" spots deal with
themes as - if persons in the United States are good to each
other and love each other things will get better, and the
importance of involvement in our country.

PSAs end with

"from the Franciscans -with love."
"Love Stories" are spots about love in action.

Themes

are love that is looking to the future, love turning the
other cheek, love putting others first, and love reaching
out to everyone. 30
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Random Sample
Table 1 shows the number of PSAsdrawn for the sample
compared with the number of useable PSAs sent for each
group.

The percentage for each group's PSAs drawn from

the sample of fifty is very close to the percentage for
each group's PSAs from the population of 345.

This shows

that there was a good fit of the sample against the
population.
Final Coding.
The results of the pretest (receding of Steve and
Doris, and coding of Edie of the twenty spots) and the
final test (rest of the fifty spots coded by three coders)
follows.

They are then compared with the producer's coding

in the next section.
The categories into which the coders placed PSAs is
presented in Table 2.

The most spots falling into any one

category was twenty in the non-religious category.

Of the

thirty PSAs placed in the religious categories, most were
in the Social (IV) category, with the next most in Salvation
(I), then Spiritual (II), and the fewest in the Personal
(III) category.
The Christian Church, Disciples and Voice of Prophecy
had the widest span of subject matter topics, with Mennonite
Broadcasts next.
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TABLE 1
RANDOM SA1'1PLE COMPARED WITH TOTAL PSAS BY GROUP
Number of
Useable PSAs
PSAs Sent

Group

Number of
PSAs Drawn
for Sample

Percent of
345
GMU
ABS
AC

usee
SB
WR

CCD
MB
CROP
LLL

esc
VOP
FCC
Total

Percent of
50

12
14
7
28
15
9
19
89
14
24
15
85
14

(3. 4)
(4.0)
(2.0)
(8 .1)
(4.3)
(2.6)
(5.5)
(25.7)
(4.0)
(6.9)
(4.3)
(24.6)
(4.0)

2
2
0
5
3
1
5
13
3
4
1
9
2

(4)
(4)
(0)
(10)
(6)
(2)
(10)
(26)
(6)
(8)
(2)
(18)
(4)

345

(99.4)

50

(100)
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TABLE 2
CODER'S CATEGORIZING PER GROUP

Number Placed
in Categories
Group

Number of PSAs

I

II

III

IV

v

GMU

2

ABS

2

usee

5

5

SB

3

3

WR

1

1

CCD

5

1

2

1

1

2

13

MB

CROP

3

LLL

4

esc

1

VOP

9

FCC

2

Total
KEY: I
II
III
IV
V

-

50

Salvation
Spiritual
Personal
Social
Non-religious

2

1

1

8

3
3

2

2

1
2

7

1

5

2

2

4

1

1

16

20

_ti
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On the spectrum from very religious to non-religious
(I-V), the coder's coded the Lutheran Laymen's League spots
into very high categories (I and II).
Rating very low on the spectrum were the United States
Catholic Conference, Southern Baptist Radio-TV Commission,
and Community Hunger and Clothing Appeals of Church World
Service (all non-religious).

Others rating low were the

Gospel Missionary Union (IV) and the Franciscan Communications Center (IV and V).
So coders weighted spots toward the non-religious
end of the spectrum.
Questionnaire Response
Nine out of the twelve groups filled out and returned
the questionnaire.

This was a seventy-five percent return.

Those not responding were the American Bible Society,
Christian Church, Disciples, and Community Hunger and
Clothing Appeals of Church Horld Service.

This accounted

for ten of the PSAs which were not coded by producers.
Charles A. Hamilton of the Christian Church, Disciples,
was not able to respond because he became the director of
community development for Teleprompter.

He wrote the

researcher that his successor to his knowledge \vas not
familiar with the PSAs.

Hamilton said that he didn't have

the material with him in his new position and time was
limited for follow-up work from his previous ministry.

31
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The Christian Service Corps and Franciscan Communications Center did not provide information for part II of
the questionnaire (coding).

Together they accounted for

three PSAs not coded by these producers.
So a total of thirty-seven PSAs were coded by the
producers.

This is seventy-four percent of the fifty

PSAs mailed out for coding.
Those responding to the questionnaire and their
positions were: (1) GMU - Abe Reddekopp, media coordinator;
(2) USCC - Francis P. Frost, associate secretary for
communication; (3) SB - Ed Malone, vice president, radio;
(4) MB -Kenneth J. Weaver, executive director; (5) LLLTommy Thompson, manager, domestic radio; (6) CSC - Cynthia
A. Harris, public relations coordinator; (7) VOP - John M.
Robertson, producer; (8) FCC -Martin J. Neeb, director of
broadcasting.
Questionnaire Answers - Part II (Coding)
Thirty-seven PSAs were coded by seven producers which,
as was stated earlier, is seventy-four percent of the fifty
PSAs which were mailed out.

These represent fifty-eight

percent of the twelve producers whose spots were chosen to
be in the study.
Table 3 shows how the producers coded their PSAs on
the questionnaire.

The most spots falling into any one

category by the producers was Social (IV) .

There were

thirty-six spots in the religious categories.

Only one

'
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TABLE 3
PRODUCERS' CATEGORIZING PER GROUP

Number Placed
in Categories
Group

Numbers of PSAs

Gr-ru

2

usee

5

SB

3

WR

1

NB

13

LLL

4

VOP

9
37

Total

I

-

Salvation
Spiritual
Personal
Social
Non-religious

III

IV

v

2

5
1

2

1

3.5

9.5

3

1

1

1

2

5

1

5

10.5

19.5

% credit given for split categories
KEY: I
II
III
IV
V

II

1

'
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spot was categorized into the non-religious category.

Of

the religious categories, besides the top Social category,
next in frequency was the Personal (III) category, then
Spiritual (II), and finally Salvation (I).
In a general comparison of producer categorizing with
that of the coders, it can be seen that Voice of Prophecy
shows a wide category span in both codings.

On the

spectrum from very religious to non-religious, most
Lutheran Laymen's League spots were again coded high (most
in II) .
Although not put in the non-religious category by the
producers, the United States Catholic Conference spots
were coded low (IV).

Most Mennonite spots were coded like

the coders did, in categories

III and IV.

Producers used the Personal (III) category much more
often than coders.
Both coders and producers put most spots in the
religious categories.

The religious category receiving the

highest spots from both coding standpoints was Social (IV).
The Spiritual (II) category was the third most frequent as
categorized by both groups.
On the spectrum of categories, producers like coders,
weighted PSAs toward the non-religious end, but producers
did not code the large amount into the non-religious
category (V) like the coders did.
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Agreement of Producers with Coders
The coding results of coders and producers, and the
agreement or disagreement is presented in Table 4.

Coding

by each coder is given, then the final category which is
compared with the producers' coding.
Abe Reddekopp, media coordinator, for Gospel Missionary Union wrote on the comments section on his coding
sheet that category III seemed to be the closest to his
PSAs, but that he didn't think that any categories related
specifically to motivation for service.
Francis P. Frost, associate secretary of communication
for the United States Catholic Conference wrote a comment
on his coding sheet.

He said "although no mention is made

of the Godhead, the Catholic sponsorship is thought to give
a religious-motivation dimension to an otherwise purely
human statement."

His corrrrnent explains the disagreement

between the coders and producer on the USCC's PSAs.
Of course, for the coders the name of the United
States Catholic Conference was deleted from the scripts.
Voice of Prophecy PSA producer John M. Robertson
gave additional information concerning the exact number of
definitions within the major categories for each PSA he
coded.
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TABLE 4
CODER'S AND PRODUCER'S CATEGORIZING BY GROUPS

GrouE

PSA
Number

Steve

Doris

Edie

Final
Coder
Category

GMU*

001

4

4

4

4

3

No

008

4

4

4

4

3

No

013

4

5

4

4

NR

020

2

1

1

1

NR

036

5

5

5

5

4

No

039

5

5

5

5

4

No

044

5

5

5

5

4

No

054

5

5

5

5

4

No

061

5

5

5

5

4

No

069

5

5

4

5

3

No

070

5

5

5

5

3

No

075

5

5

4

5

5

Yes

WR

077

1

1

1

1

2

No

CCD

088

2

5

2

2

NR

089

4

4

1

4

NR

090

2

2

2

2

NR

101

1

1

1

1

NR

103

5

5

5

5

NR

ABS

uscc"~

SB

Producer
Category

Agree?
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Final
Coder
Category

PSA
Number

Steve

Doris

Edie

105

5

5

5

5

4

No

111

4

4

4

4

4

Yes

118

4

4

4

4

4

Yes

135

4

4

3

4

3

No

137

4

4

3

4

3

No

157

5

5

5

5

4

No

162

4

4

3

4

4

Yes

175

3

4

3

3

4

No

177

4

4

3

4

4

Yes

179

3

4

3

3

3

Yes

185

5

5

5

5

4

No

186

4

4

3

4

3/4

Yes

187

4

4

3

4

4

Yes

197

5

5

5

5

NR

204

5

5

5

5

NR

207

5

5

4

5

NR

211

2

1

2

2

2/3

Yes

213

2

1

2

2

2/3

Yes

216

1

3

1

1

2

No

228

1

1

2

1

2

No

esc

239

3

4

4

4

NA

VOP*

251

5

5

5

5

4

No

262

5

5

5

5

4 '

No

265

5

5

5

5

4

No

GrouE
MB

CROP

ILL

Producer
Category Agree'!
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Group

FCC

NOTE:
KEY:

Final
Coder
Producer
Category Category Agree?

PSA
Number

Steve

Doris

Edie

273

5

5

5

5

4

No

274

4

4

5

4

3

No

292

4

4

4

4

4

Yes

305

1

2

1

1

2

No

320

1

2

1

1

1

Yes

322

2

2

1

2

3

No

337

4

4

4

4

NA

342

2

5

5

5

NA

* -

note written by producers on coding sheet about
PSA(s) category placement

NR - no response to questionnaire
NA - no answer to part II (coding) of questionnaire
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Testing of Hypotheses
As was stated in the previous chapter, the chi-square
one sample test was used with hypotheses that dealt with
comparing categories with each other (hypotheses I, III,
and VI).

The binomial test was used with hypotheses then

compared producers' coding to assistants' coding

(hypothes~

II, IV, and VI).
The probability (p) level acceptable for this study
was set at p

~

.05.

The null hypothesis, then, being

rejected below this level of probability.
Following are the results of these statistical tests
for each of the hypotheses using numbers from the previously reported results.
Hypothesis I
Hypothesis I - Most radio public service announcements
produced by Christian groups will present a religious
message.
Reformulation of Hypothesis I - Most radio public
service announcements produced by Christian groups will be
categorized in categories I, II, III, and IV by the coders.
The results of the categorization by the coders into
religious and non-religious categories was:
Religious
I-IV

Non-religious

30

20

v

Total
50
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By collapsfugthe categories it can be seen that most
PSAs were categorized in the religious categories.

Using

the chi-square one sample test, p <:.001 so p <:.OS,
thus the null hypothesis is rejected and Hypothesis I is
accepted.
Hypothesis II
Hypothesis II - Of those radio public service announcements produced by Christian groups which present a religious message most have as their objective the presentation
of a religious message.
Reformulation of Hypothesis II - Of those radio public
service announcements produced by Christian groups which
are categorized into categories I, II, III, and IV, most
will be categorized into categories I, II, III, and IV by
the Christian producers.
Below is seen the agreement and disagreement of the
producers with coders.

This is concerning the twenty-two

spots to which they responded, out of the

thir~y

spots

coders coded into the religious categories.
Religious (I-IV)
Yes

No

22

0

Total
22

Using the binomial one-tailed test on the figures,
p <:.002 sop

<:.os.

The null hypothesis has been rejected

and the research Hypothesis II is accepted.
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Hypothesis III
Hypothesis III - Most radio public service announcements produced by Christian groups will present a religious
message which is socially oriented.
Reformulation of Hypothesis III - Most radio public
service announcements produced by Christian groups will
present a religious message which will be categorized in
category IV (Social) by the coders.
The numbers that follow show how the coders coded
PSAs into category IV - Social, compared with the number of
PSAs going into the other religious categories (I, II, and
III) .
Social (IV)

Other Religious
(I, II, III)

16

14

Total
30

When the chi-square one sample test is applied to the
data, p ~.001 so p<:.os.

The null hypothesis is rejected

and Hypothesis III is accepted.
Hypothesis IV
Hypothesis IV - Of those radio public service announcements produced by Christian groups which present a religious socially-oriented message most have as their objective
the presentation of a religious socially-oriented message.
Reformulation of Hypothesis IV - Of those radio public
service announcements produced by Christian groups which
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are categorized in category IV (Social) most will be
categorized into category IV (Social) by the Christian
producers.
Out of the sixteen PSAs placed in category IV - Social,
twelve were responded to by the producers either agreeing
or disagreeing with the coders.

The exact figures follow.

Social (IV)
Yes
7

No

Total
12

5

The research used the binomial one-tailed test.

The

null hypothesis was accepted and Hypothesis IV was rejected
because p = .387 which means that

p~

.05.

Hypothesis V
Hypothesis V - The next most frequent orientation
after the socially-oriented radio public service announcements produced by Christian groups will be the spiritual
orientation.
Reformulation of Hypothesis V - The next most frequent
number of radio public service announcements produced by
Christian groups after those categorized in category IV
(Social) will be categorized into category II (Spiritual)
by the coders.
Hypothesis V could have been worded more clearly.
What the researcher meant was out of all the religious
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categories (I, II, III, and IV) the Spiritual category (II)
would be ranked next in highest frequency to the Social
category (IV).
Below it can be seen how the coders coded PSAs in
the religious categories.
Religious
Salvation
(I)

Spiritual
- (IT)
5

7

Personal
(III)

Social
(IV)

Total

2

16

30

Testing the numbers by using the chi-square one sample
test, p

~.01

sop<: .05.

This means that since Salvation

(I) is next highest after Social (IV), and not the Spiritual category (II) as was proposed in the hypothesis,
Hypothesis V is rejected.

However, the numbers which fell

into each religious category may be accepted as being
statistically significant at the p <:.05 level.
Hypothesis VI
Hypothesis VI - Of those radio public service announcements produced by Christian groups which present a religious spiritually-oriented message most have as their
objective the presentation of a religious spirituallyoriented message.
Reformulation of Hypothesis VI - Of those radio public
service announcements produced by Christian groups which
are categorized into category II (Spiritual) most will
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be categorized into category II (Spiritual) by the Christian producers.
Three PSAs were responded to by producers out of the
five which coders coded into category II (Spiritual).

The

following shows how the producers either agreed or disagreed with the coders.
Spiritual (II)
Yes

No

Total

2

1

3

Hypothesis VI was rejected and the null hypothesis
accepted by using the one-tailed binomial test.
results were that p

::;::::>

The

.812 and p:=:::::,. .05.

Test for Two Independent Samples
The chi-square test for two independent samples was
used to test statistical significance of the agreement
and disagreement of PSA producers to coders by category
classifications.
The test was used to see if there was a statistical
significance between the actual number of PSAs placed into
categories by coders and producers and those which would
have fallen there simply by chance.
The following is a 2 X 2 contingency Table 5.
Religious categories have been collapsed for the comparison.
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TABLE 5
AGREEMENT OF CODERS AND PRODUCERS

Religious (I-IV)

Non-religious (V)

Total

BY

CATEGORIES

Yes

No

22

0

22

1

14

15

23

14

37

Total
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Results of the test was that p <::::::::. 001 so p

<. 05.

Thus the difference of numbers in agreement and disagreement for these two category classifications is
statistically significant.
Questionnaire Answers - Part I
Many of the questions on the questionnaire from the
Christian Service Corps were not answered.

Cynthia A.

Harris, public relations director, wrote on her questionnaire that because of their two-and-one-half year staff
turnover, including their home base staff, much information
was not available.

In the reporting of the answers to the

questionnaire, if the answer from Christian Service Corps
is omitted for any particular question it means that they
did not answer it.
In the tables that follow, if a range of numbers is
given by the producer (as 1-10) then the answer they gave
is in parentheses and the number used for computation is
the median number of the range (as 5.5), which is beside
the answer in parentheses.
The following are the responses given by the producers
for each question on the questionnaire - part I.
1.

How many radio PSAs do you record annually?
In how many campaigns?

On Table 6, the average number of PSAs recorded for
one campaign was figured by dividing the number of campaigns into the number of PSAs produced annually.

Then
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an average of all the averages was taken to show the
average number of PSAs in one campaign for all the groups.
World Radio said that most of the PSAs they produce
are not for campaigns.

Perhaps most of their spots would

be the daily type or they just don't produce most of their
spots for specific campaigns.

They do produce the largest

number of PSAs annually, but some of these might be daily
spots.

This further information from World Radio made the

researcher wonder if the spots which World Radio sent
were really for daily use and thus if they should have
been included in the study at all.

However, their spots

are for public service and paid time so perhaps they are
used in different ways. 32
Mennonite Broadcasts said on question seven that their
PSAs are used on stations two ways - run of schedule and
as a series usually scheduled.

The series scheduled

obviously refers to "Choice" because on question seven they
mention sixty-five spots.

This means that, as the

researcher thought before, "Choice" is not always scheduled
and could be included in this study.
World Radio, Voice of Prophecy, and Mennonite Broadcasts,in that order,produce the most number of PSAs.
The average number of PSAs produced annually is 73 in
an average of 3.4 campaigns.
one

carr~aign

is 20.

Average number of spots in

These numbers are approximate.
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TABLE 6
NUMBER OF PSAS RECORDED
AND NUMBER OF CAMPAIGNS

Group
GHU

Number of PSAs
(1-10) 5.5

usee
SB

12
(24-36) 30
252

WR

(50-100) 75

MB
LLL

30

VOP

(100-250) 175

FCC

(4-6) 5

Average
KEY:

NA - no answer

73

Number of
Cam:eaigns

Average
in one
Campaign

NA
2
(3-6) 4.5

6
6.6

8

31.5

2

37.5

2

15

(4-5) 4.5

38.8

1

5

3.4

20
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2.

Do you use an ad agency for radio PSAs?
(1) for writing? (2) for production?
(3) for distribution?

All answered no, except Christian Service Corps who
didn't know since they said the PSAs were produced several
years ago.
3.

Roughly how many radio stations carried
your recorded PSAs in 1976? 1977?
Currently?

Gospel Missionary Union reported that they sent PSA
tapes to sixty-five stations in both 1976 and 1977.
Not counting the Franciscan Communications Center
because they only knew how many were mailed, Table 7 shows
the number of radio stations carrying PSAs for each group
and then the average number for each year.

The average

for the period (about two-and-one-half years) is 1,412.3.
These figures are only approximate.
The average total number of AM and FM radio stations
on the air during this two-and-one-half year period
(January 1976 to August 1978) was approximately 8,227. 33
So 17 percent of radio stations in the United States aired
PSAs from these Christian groups.
for one group.

This is on an average

Of course, there might be an overlapping

of stations playing PSAs from more than one group.
An average group, then, would have its PSAs carried
on a 17 percent of United States' radio stations.
4.

Currently are more radio stations with
a religious format airing your PSAs than
those with another format?
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TABLE 7
NUMBER OF RADIO STATIONS CARRYING PSAS

GrouE

1976

1977

GMU

maybe 50

maybe 50

usee

Currently
(as of August 1978)
did not produce

500

500

500

SB

2,300

2,300

2,300

HR

did not
produce

15

37

MB

1,524

1,535

1,423

LLL

1,800

1,800

none in distribution

esc

NA

NA

VOP

2,800

3,500

3,800

FCC

4,000
mailed

4,000
mailed

4,000
mailed

Average:

1,495.6

(70-80)

1,385.7

Total average for all three years is:
KEY:

NA - no answer

75

1,355.8
1,412.3
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The Christian Service Corps did not respond to this
question.

All other groups except the Gospel Missionary

Union said no.

It is understandable that the Gospel

Missionary Union would want their spots to be aired on
religious stations because of their missionary recruiting
emphasis to Christians.

Lutheran Laymen's League said that

no religious stations carried their PSAs.
So most PSAs produced by religious groups are on
secular stations.
5.

What major radio markets are carrying your
recorded PSAs?

The Southern Baptist Radio-TV Commission said, "New
York, Chicago, San Francisco, Los Angeles, Dallas, New
Orleans, Miami, Denver."

World Radio answered, "San

Antonio, Texas; Valdusta, Georgia; Bristol, Virginia;
Montgomery, Alabama; Monroe, Louisiana; and Shawnee
(Oklahoma City), Oklahoma.

Mennonite Broadcas.ts said, "New

York, Chicago, Philadelphia, Detroit, Houston, San
Francisco, TN'ashington, D.C., Cleveland, Denver, and Dallas/
Fort Worth."
Voice of Prophecy said "196 of the top 200 markets by
revenue."

Lutheran Laymen 1 s League said "usually all. 11

United States Catholic Conference said, "virtually all"
while the Franciscan Connnunications Center said "all."
Besides the Christian Service Corps, the Gospel
Missionary Union did not answer the question.
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Four groups said that their PSAs were carried in all
or almost all of the major radio markets, while three
groups gave specific cities.
In comparing the specific cities given with the major
radio markets by population, 34 it can be seen that most
cities listed, except for World Radio, are in top markets.
So according to this comparison and to what groups
say, PSAs from Christian groups are carried in most of the
major radio markets.
6.

What time length of PSA have you found
that radio stations prefer to air?

Gospel Missionary Union said thirty seconds or less.
The United States Catholic Conference said, "they say
30's -but 60's also play well," probably referring to what
radio stations say.

World Radio said, "the shortest

possible."
Most groups mentioned more than one length of spot.
Not counting the answer from World Radio and counting the
answer from Gospel Missionary Union to include thirty,
twenty, and teri second spots - eight of the groups mentioned thrity second spots; five mentioned sixty second
spots, and two groups mentioned twenty and ten second
spots.

So the order of preference of PSA length is thirty,

then sixty, then twenty, and ten second spots.
Incidental findings reported at the end of this
chapter show that producers record mostly sixty and thirty
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second PSAs.

However, no ten or twenty second spots were

found in the sample.
7a.

On an average how many different radio
PSAs of yours would each station carry
during one of your campaigns?

The Gospel Missionary Union said about four and World
Radio said five to fifteen.

The Southern Baptists said

that stations would use most all of their package.

As

was stated with question one, Mennonite Broadcasts said
they use two approaches.

One, where spots are used for

ROS, averages fifteen spots per campaign.

They said that

the other was a series of sixty-five spots (meaning
"Choice") where stations on an average carried all sixtyfive as a series usually scheduled.
Using information from question one, Table 8 shows
that of the above groups knowing the answer to this
question, the approximate average percentage of spots
carried by a station from one campaign from a single group
is fifty-eight percent.
Only the run of schedule spots were counted for the
Mennonites.

The number of run of schedule PSAs in one

campaign for the Mennonites was figured from question one
by taking highest number of PSAs they said they recorded
(100) and substracting sixty-five spots ("Choice" series)
from it to make the thirty-five run of schedule PSAs.
Only half of the groups responding to this question
knew how many spots were actually aired during one of their
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TABLE 8
AVERAGE PERCENT OF PSAS CARRIED BY A
RADIO STATION FROM ONE CAMPAIGN
Average Number
In One Campaign~·.-

Group
GMU

Average Number
Number Carried
(about 4)

SB

6.6

MB

4

(most all of
package)~·.- 6. 6

NOTE:

(5-15) 10

31.7

35 (ROS)

15 (ROS)

42.8

ROS - run of schedule

*-

100

31.5

Average percent for one group:
KEY:

Percent

information from question one

58.1
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campaigns.

Lutheran Laymen's League said that they had

no figure available.

Voice of Prophecy said that it

"varies too widely for an average."

Franciscan Communi-

cations Center and United States Catholic Conference said
they didn't know.
7b.

What time of day are your radio PSAs
usually carried?

Only the Voice of Prophecy had an exact idea of when
their PSAs were carried.

They said that thirty-five

percent were aired between noon and six p.m., thirty-two
percent between six p.m. and midnight, twenty-eight percent
between six a.m. and noon, and four percent between midnight and six a.m.

Also they said that twenty-eight

percent of all airings are between four to seven p.m. and
seven to nine a.m.
The United States Catholic Conference said, "off hours
late evening."

Mennonite Broadcasts said, "drive times

and throughout the day."

The Southern Baptist Radio-TV

Commission said, "variable," and World Radio and the
Franciscan's said ROS.

The information was unknown to the

Lutheran Laymen's League and to the Gospel Missionary
Union.
Most of the groups, then, did not know exactly when
their PSAs were scheduled.

The Voice of Prophecy spots

are spread out pretty evenly from six a.m. to midnight.
The Mennonite Broadcasts, Inc. do have some spots played
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during drive time when the audience for radio is higher
than other periods because of persons listening in their
automobiles.
7c.

Usually how many times would one of your
radio PSAs be run on a station?

The United States Catholic Conference said they had
limited information, but probably approximately ten to
fifteen times.

World Radio said two to five times.

Mennonite Broadcasts said the series type would be run
once and the individual spots three times.

For the three

groups that had an idea about the frequency of airing for
one PSA, the average number of times would be around six
not counting the

Mennonite Broadcast series PSAs

("Choice").
Gospel Hissionary Union said that the number was not
knoTNn and that some repeat frequently.

The Southern

Baptists said it was variable and that they had no real
knowledge.

Voice of Prophecy said that there was a wide

variety and Franciscan Communications Center said that the
number varies according to ascertainment (probably meaning
their own ascertainment of how stations are using their
PSAs, perhaps through postcards sent back from the statiom) ..
The answer to this question was unknown to the Luthern
Laymen's League.
So most groups did not know usually how often one of
their PSAs was aired, but the average for the three that
did known is around six.
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8.

How much money in your budget is allocated
for radio PSA production per fiscal year?
What percent is this of your media budget
per fiscal year?
What percent is your media budget of your
entire church budget per fiscal year?

Answers for this question are presented in Table 9.
Mennonite Broadcasts, Inc. said that they have no one
combined budget for the denomination, but media is a
percentage of their National Board of Missions budget.
Lutheran Laymen's League said that they are not
funded as part of the Church.

They added that their radio

and TV budget is $8 million and that not including their
operation their Church has a $25 million dollar budget.
Christian Service Corps did not answer all the parts
of this question, but Cynthia A. Harris, public relations
coordinator, commented that
. . . unfortunately much is done here as management by crisis or need rather than planned . .
largely again due to our staffing, if available, and what the presents [sic J priorities
happen to be as to the "extrasrr-which PSA's
are.
It can be seen by looking at Table 9 that the known
amount of money spent for public service announcements by
religious groups from highest to lowest is by:

(1) Voice

of Prophecy; (2) Hennonite Broadcasts, Inc.; (3) United
States Catholic Conference; (4) Lutheran Laymen's League;
and (5) Southern Baptist Radio-TV Commission.
amount spent is $16,200 per fiscal year.

The average
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TABLE 9
PSA PRODUCTION

Group
GMU

Amount for
PSA Production
not specifically
budgeted - low

PSA
Percent of
Media Budget
minimal

Media Budget
Percent of
Church Budget
about 7% incl.
magazine

usee

$9,000

10%

... NA

SB

$3,000

Nf_A

N/A

WR

not known

NA

NA

MB

$14,000

2%

(see text)

LLL

$5,000

.1%

(see text)

esc

mailing costs
essentially

NA

VOP

$50,000

NA

FCC

confidential

confidential

KEY:

NA - no answer
N/A - not applicable

NA
less than 10%
confidential
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Although the Southern Baptist Radio-TV Commission has
been one of the largest users of public service time of any
religious group, it spends the least of any group on public
service announcements. Mennonite Broadcasts spends the second largest amount of money on PSAs, but the amount is small
in comparison to their media budget. Gospel Missionary Union
reported that PSAs are a minimal part of their media budget.
Of the three responding specifically to the part about
PSA percent of the media budget, the United States Catholic
Conference spends the highest percentage of PSAs (10 percent), with the Mennonites next (2 percent) and the Lutherans spending only a small percentage (.1 percent) of their
$8 million dollar radio and TV budget.
Christian groups answering, then, spend a low percentage of their media budget on PSAs.
There was insufficient information to make any
comments on the answers about the percentage of the media
budget compared with the church budget.
9.

Does each of your radio PSA campaigns
emphasize a different subject: Examples:

Gospel Missionary Union said that their PSAs were
always mission related, but there was a different need or
approach,

Examples:

They said that one PSA may relate

to general missions' need while another says, "'We need a
maintenance man in Columbia, S .A.'"
Southern Baptist Radio-TV Commission said that their
spots emphasize different subjects.

They gave examples of
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Easter, Christmas, Radio Month, various themes for each
month, and daily Bible reading.
Subjects vary according to the release of the Franciscan Communications Center, they said.
Mennonite Broadcasts said "usually" and gave examples
of family life, loneliness, and wisdom for youth.
"Usually, but not necessarily,'' answered

~-Jorld

Radio.

Examples: Mariage, God, and drugs.
Lutheran Laymen's League said yes and no.

"Fall '77 -

Shoplifting, 883 stations," was an example they gave.

By

the way, the researcher did not receive this campaign to
include in this study.
Voice of Prophecy said that their campaigns emphasize
a different subject more or less.
The United States Catholic Conference

ans"~;vered

"no."

Probably this is because they are always doing spots for
the Campaign for Human Development.
So most groups usually emphasize different subjects
for each campaign.
10.

In the context of radio spots recorded by
any religious group have you found that
there is a difference in content between
radio PSAs and radio spots produced for
purchased time? Explain:

In essence three groups said yes.

Gospel Missionary

Union answered that purchased spots are more geared to
financial response or to an imminent event - promotional.
Mennonite Broadcasts said that the direct evangelistic
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approach -.;vith traditional language or promotion/ identification of a local church calls for purchased time.
Lutheran Laymen's League said that there are few national
releases on purchased time and that on a local basis as
opposed to a national PSA the push is "come to our congregation."

While answering that this difference was not

usual, World Radio said that if there is a difference it
would be that the paid spots are harder hitting doctrinally.
Those agreeing that there is or may be a difference,
then, say that the purchased spots are different from PSAs
in that they (1) are geared to financial response; (2)
promote an event; (3) promote or identify a local church;
or (4) are evangelistic and hard hitting doctrinally.
The Southern Baptist Radio-TV Commission said that
there was no difference.

Voice of Prophecy said that

there were not enough purchased spots to compare, at least
of which John M. Robertson, producer, was aware.
United States Catholic Conference and Franciscan
Communications Center did not know.
So three groups said there was a difference, one group
that there usually wasn't a difference, one that there was
no difference, and three didn't know of a difference.
11.

Do you ever feel that you compromise what
you would like to say in content when you
record a radio PSA? (Would you like to say
more or something different but can't
because you know it would never get on the
air on public service time?)
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Five Groups said "no" to this question.

The United

States Catholic Conference said that the discipline comes
from the target audience not the fear of stations' policies:.
Mennonite Broadcasters said "no," because the same criteria
to get by the station gatekeeper is needed for the nonreligious listener.

Other groups saying "no" were the

Southern Baptists, Christian Service Corps, and Franciscan
Communications Center.
World Radio said "sometimes" and explained:

"when you

want to say something not accepted by the 'liberal'
community."

The Lutheran Laymen's League said "perhaps"

and that they considered spots of secondary importance
anyway.
Gospel Missionary Union in essence said "yes" citing
matters relating to funding projects.

Voice of Prophecy

said "sure" and went on to say that PSAs by definition
exclude sectarian, profit-oriented or controversial material.

They said that the CBS Radio Network Guidelines were

typical of this.
To this qBestion about compromise of message, five
groups said "no" and four made statements implying "yes"
to some extent.
12.

Why do you record PSA£ for radio?

The Franciscan Communications Center responded very
practically to this question by saying that they use PSAs
on radio because they can't afford purchased time.
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Gospel Missionary Union said they used them for
exposure of people to the personnel and service needs on
mission fields.

Similarly, the Christian Service Corps

responded that they used them "to further the cause of
worldwide missions and its opportunities of service to an
unknowing public."
Another specialized interest was expressed in the
reason given by the United States Catholic Conference.
They said that they wanted "to raise awareness regarding
poverty/injustice and the long term solutions to these."
The Southern Baptists said they wanted to use "every
opportunity to speak to a mobile society about Christ."
World Radio answered that they wanted "to find people
looking for God" and "to interest and make people more God
conscious."
"To corrnnunicate a Christian message with the less
or.non-church oriented audience," was the comment by
Hennonite Broadcasts.
The Lutheran Lyamen's League said that they wanted
"to provide all elements of service to both our ministry
and our industry," to cause the listener to stop momentarily and think, and for pre-evangelism.
Voice of Prophecy said to "carry messages, change
opinions" and "affect images."
Three groups had specific slants to their PSA

message~

recruiting Christian workers and to help in the battle
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against poverty.

But most all groups, including those

three, had wording in their answers that would indicate
the goal of raising awareness to the Christian message.
13.

How effective do you consider your recorded
radio PSAs to be?

Except for the Lutheran Laymen's League who said
there was "little real way to judge,
PSAs were effective.

1
'

all groups thought

Gospel Missionary Union said that

they were effective in exposure but mildly effective in
rec·.::ruiting personnel.
United States Catholic Conference and Franciscan
Communications Center said PSAs were very effective, and
the Southern Baptists said "most effective."

Horld Radio

answered that they considered effectiveness to be above
average.

Mennonite Broadcasts said that they were worth

the investment and Voice of Prophecy said "well worth the
investment."
14.

~~Jho

is the audience for your radio PSAs?

Understandably, the Gospel Missionary Union and
Christian Service Corps said "Christians."

From question

four it was learned that Gospel Missionary Union 1 s PSAs
are on more religious stations than those with another
format.

The group answered that their audience is "com-

mitted Christians."

Christian Service Corps said that

their audience would be the general public, but it would be
evangelical Christians who would respond.
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"General public, generally middle class" was the
response given by the United States Catholic Conference.
World Radio said that their audience was "anyone," but
primarily someone that is searching.
Southern Baptists said, "all ages -all demographics."
Lutheran Laymen's League said, "a broad spectrum of listening audience guided by station choice."
Communications Center said "everyone."

Franciscan
The audience for

the Voice of Prophecy PSAs depends on the project, they
answered.
Mennonite Broadcasts referred to their answer for
question twelve - "less or non-church oriented audience."
Most of the producers answering the questionnaire
specified their audience to be the general public, two
groups specified their audience to be the general public,
two groups specified a Christian audience, and one a less
or non-church oriented audience.
15.

~~at

do you want radio PSAs to do for
people? Examples of results?

This question was similar to question twelve about
why the groups recorded PSAs for radio.

Dr. Martin J.

Neeb, Jr., director of broadcasting, Franciscan Communications Center said that he would be surprised if anyone
could give any examples of results, but some did.
Again the Gospel Missionary Union and Christian
Service Corps emphasis was mission recruitment.

Gospel

Missionary Union said that they wanted persons to "think
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about missionary involvement."

They gave examples of

obtaining a pilot for one mission field and a secretary
for another.

Also they said that some persons sent money

to a missionary they knew.

Christian Service Corps

answered that they wanted to "interest them in missions,
either in service or consideration of others . . . awareness."
United States Catholic Conference said that they
wanted "to reinforce their best impulses to help others
have a share in America's wealth."
The Southern Baptist Radio-TV Commission cited that
they wanted their PSAs to show persons an "awareness to the
need of relationship with God through Jesus Christ."

They

said that they do not monitor results.
World Radio referred to their answer for question
twelve which was again, "to find people looking for God,"
and "to interest and make people more God conscious."

The

group said that examples were the correspondence in their
files.
Mennonite Broadcasts stated that they wanted PSAs
"to expand their concepts, open new horizons and to introduce the Mennonite Church as a community of relationship."
Their examples were "persons relating to local church from
spot contacts, counseling by mail with national staff, and
research results on influence on thinking."
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"Pull them up short and make them think," is what the
Lutheran Laymen's League reported.
Voice of Prophecy asked the researcher to refer to
question twelve where they answered, "carry messages, change
opinions" and "affect images."
Franciscan Communications Center said that their
messages were to "uplift and inspire" persons.
Only two groups gave any examples of results and one
other stated that there were examples in the form of
correspondence in their files.
Of course, Gospel Missionary Union, would tend to
see more specific results because they are asking for a
certain response which could be measured more easily than
some of the other groups.
In summary, only one group mentioned introducing
persons to their particular church and gave the example
that persons had related to local churches.

This Mennonite

group also has had mail response and results of research
on the effects of their spots.
Two of the Christian groups wanted persons to become
aware, think about, and become interested in missions.
Another said that they wanted PSAs to reinforce a person's
best impulses about helping others in poverty.
Becoming aware and interested in God (Jesus Christ)
was mentioned by two groups.
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Two groups had answers that talked about making a
person think (enlarging his horizons).
One wanted their PSAs to change persons opinions and
affect the images persons have.
Another simply hoped to uplift and inspire the listener.
16.

What kind of research do you do dealing
with your radio PSAs (either before and/or
after you record and distribute them)?

Most producers do some type of research.

Research of

radio stations airing the PSAs is done by most of the
groups and only one group stated specifically that they do
audience research.
The United States Catholic Conference said that they
do "only informal research, interviews with local users."
Since they answered that local churches "do local distribution to stations" on question seventeen, the researcher
thinks that "local users" probably refers to local churches
rather than radio stations.
Gospel Missionary Union said that they "contacted
stations at random initially to determine interest in
PSAs."

The Southern Baptists answered that they "merely

check and monitor play time and frequency."

"An annual survey of 1200 radio stations (random
selection) with 400 replies on a broad, well written - one
page questionnaire," is what the Lutheran's reported that
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they do.

On question three they said for 1976 and 1977

roughly 1800 radio stations carried their recorded PSAs.
Another broadcast group saying that they do station
research was the Franciscan Communications Center.
Voice of Prophecy said that they "pre-test in 5
markets before distribution."

It is not clear if these

tests are research as to the acceptability of PSAs by
radio stations, audience research, or a combination of
both.
Mennonite Broadcasts responded that they "have on
2 occasions used audience research with random telephone
interviews."

They also "collect feedback from stations,

congregations, and limited mail response."
17.

part do your local churches play
in your radio PSA campaigns?

~.fuat

To some extent, at least, a majority of the groups'
churches helped them.
Local Catholic churches do local distribution to
stations for the United States Catholic Conference, they
stated.

Local churches "usually arrange the time on local

stations," World Radio answered.

Lutheran Laymen's League

said they allow for local placement of PSAs and local tags.
The Mennonites said that local churches do "too
little, some placement, some local advertising."
Voice of Prophecy said that sometimes their local
Seventh Day Adventists churches make contacts with stations.
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Catholic churches "promote" the PSAs of the Franciscan
Communications Center, they answered.
Local churches do not play any part in the PSA campaigns of Gospel Missionary Union and Christian Service
Corps, the groups responded.
Incidental Findings
Upon examining the PSAs of the twelve groups selected
in the random sample, the researcher determined some

resul~

incidental to this study.
As to the approximate length of spots, twenty-three
were sixty second spots and twenty-one were thirty second.
There was one each of twenty-five, forty, forty-five, and
fifty second spots, and two fifty-five second PSAs.

As

was stated before with question six of the producer's
questionnaire - part I, producers said that they found
radio stations preferred to air thirty and sixty second
spots, and also mentioned twenty and ten second PSAs.

So

the lengths they produce go along pretty well with what
they perceive radio stations prefer.
Evidence about the form in which groups record their
PSAs for the sample was gained from the PSAs themselves
if sent in recorded form or from other information available
to the researcher.

It was found that six groups produce

their spots for radio stations on tape, of these, four use
reel-to-reel tape, one is on cassette, and the other the
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researcher was not sure about.

Five groups produce their

PSAs on discs (electrical transcriptions).

It was not

determined which form the one other group used.
All twelve groups identified themselves in at least
one of their spots in the sample.
Seven groups asked persons to write in for something
in at least one of their spots in the sample.

Of these

seven, four asked or implied for persons to write in for
more information.

The other three offered to give away

things as paperback books and reports, or to enroll persons
in a free Bible study course.
In at least one PSA in the sample from each group,
eight of the twelve groups used music and seven used sound
effects.

The most number of speaking voices used in all

the sample for each group was two voices used by five
groups and three voices used by four groups.

One reli-

gious producer only used one voice, another four, and
another more than four.
In summary - most religious PSAs are sixty and thirty
seconds long and are recorded on tape or disc.
identify themselves to the public.

All groups

It is about evenly

divided between the number of groups asking persons to
write in and those not, but most do ask persons to write in.
Most groups use music, sound effects, and two or three
speaking voices, at the most, on their PSAs.
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CHAPTER V
SUMMARY

ill~D

CONCLUSIONS

Analysis of Results
Content Analysis
Three of the six hypotheses for this study were
accepted because of statistical significance.
Hypothesis I - Most radio public service announcements produced by Christian groups will present a religious message.
Hypothesis I was accepted.

Coders categorized thirty

PSAs into the religious categories (I-IV), and twenty into
the non-religious category.

However, these twenty PSAs

were the most spots falling into any one category.
Hypothesis II - Of those radio public service announcements produced by Christian groups which present a religious message most have as their objective the presentation
of a religious message.
Hypothesis II was also accepted.

Of the twenty-two

PSAs to which the seven producers responded that coders
coded into the religious categories, producers agreed that
all belonged in that religious category (I-IV).

The area

of disagreement was about the non-religious category.
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Hypothesis III was accepted also as being statistically significant.
Hypothesis III - Most radio public service announcements produced by Christian groups will present a religious message which is socially oriented.
Of the religious categories (I-IV), the Social
category IV (man-to-man relationship guided by God-man
relationship) had sixteen PSAs categorized into it by the
coders compared with fourteen total for all the other
religious categories (I, II, III).
Hypothesis IV - Of those public service radio an-,
nouncements produced by Christian groups which present a
religious socially-oriented message most have as their
objective the presentation of a religious sociallyoriented message.
Hypothesis IV was rejected.

Of the sixteen PSAs

coded into the Social category (IV) by the coders, twelve
were responded to by the producers.

Producers agreed

with the categorizing of seven of the PSAs and disagreed
with five.

No statistical significance was found.

Hypothesis V - The next most frequent orientation
after the socially-oriented radio public service announcements produced by religious groups will be the spiritual
orientation.
The Spiritual category (II) was not found by the
coders to be next frequent after the Social category (IV)
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so Hypothesis V was rejected.

However, the numbers

falling into each of the religious categories by the
coders was accepted as being statistically significant.
These numbers in rank order were: (1) Social category IV (man-to-man relationship guided by God-man
relationship), sixteen PSAs; (2) Salvation- category I
(revelation, prophecy, eternity and the last day; confession, repentance and reconciliation; and apologetics of
Christian doctrine, belief systems and the church's
activities); seven PSAs; (3) Spiritual - category II
(intimate God-man relationship) five PSAs; and (4) Personal - category III (man's relationship to Himself guided
by God-man relationship) two PSAs.
For sake of comparison, the producers coded PSAs
into the following religious categories listed in rank
order: (1) Social - category IV- 19.5 PSAs; (2) Personal category III - 10.5; (3) Spiritual - category II - 5.0
PSAs; and (4) Salvation - category I - 1.0 PSA.
So both the coders and producers coded most of the
spots into religious categories.

Of these religious

categories both put most of the PSAs into the Social
category and the third most frequent for both was the
Spiritual category.

Producer's used the Personal (III)

category much more often than did the coders.
If the coding of the non-religious spots are included both the coders and producers coded PSAs toward the
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non-religious end of the
non-religious).

spectr~~

(from very religious to

Producers did not code the large amount

like the coders did into the non-religious category.
Coders coded more spots into the Salvation category than
the producers did.
Hypothesis VI

of those radio public service an-

nouncements produced by Christian groups which present a
religious spiritually-oriented message most have as their
objective the presentation of a religious spirituallyoriented message.
Only five PSAs were coded into the Spiritual category
(III) by the coders, of these three were responded to by
the producers.

Producers agreed with two of the PSA

codings, and disagreed with one.

Hypothesis VI was

rejected.
The agreement and disagreement of PSA producers to
coders by the category classifications of religious (I-IV)
and non-religious (V) categories was found to be statistically significant.
For the collapsed religious categories producers
agreed with coders all twenty-two times.

For the non-

religious category agreement was found only once with
disagreement on fourteen PSAs.
The largest source of disagreement, then, was between
the religious and non-religious categories.

The dis-

agreement for five of the PSAs was accounted for by the
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United States Catholic Conference who said that "although
no mention is made of the Godhead, the Catholic sponsorship is thought to give a religious-motivation dimension
to an otherwise purely human statement."

The coders were

not provided with the names of organizations producing
the spots if they were specific identifiable groups like
the United States Catholic Conference.

However, this

group's name in their PSAs may not have changed the coders'
decisions.
Questionnaire (Part I)
The nine Christian groups questioned produced an
average of seventy-three PSAs per year in three to four
campaigns.

None of the groups use an outside ad agency

for production.

An average of 1,412 radio stations carried one
group's PSAs for the period of about two-and-one-half
years.
the air.

This is approximately 17 percent of stations on
Most PSAs are carried on non-religious stations

and are in most major radio markets.
The producers said that stations prefer to air spots
of thirty seconds first, then sixty seconds, and they also
air twenty and ten second spots.

Incidental findings of

this study show that the producers themselves produce
about an equal number of sixty and thirty second spots.
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Most groups didn't know how many of their spots would
be aired during a campaign.

In comparing the average

number carried with the average number of spots in one
campaign for three of the groups that knew this information, it was found that almost sixty percent of the
spots were aired.
The time their PSAs were scheduled was not known by
most groups and they didn't know how often their spots
were played, but for the three that did know the average
was around six times.
Average money spent for pr.oducing PSAs per fiscal
year was $16,200 for the five groups responding, but this
is a small part of the media budget of most.
Different subjects are emphasized by most groups
with two keeping to the same specialized topic each time missions and helping those in poverty.
As to the difference in content between religious
radio spots on paid and public service time, most said
that there usually wasn't a difference, or no difference,
or that they didn't know of a difference.

Those three

who said there was a difference said that the difference
was that spots on paid time were: (1) geared to financial
response; (2) promote an event; (3) promote or identify a
local church; and (4) are evangelistic and hard hitting
doctrinally.
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On the question about if they ever felt they had to
compromise what they would like to say in a PSA to get it
on the air the groups were split almost evenly.

Of the

five groups saying "no," one said that the discipline of
the message comes from the target audience and not from
fear of stations' policies.

Another said that the same

criteria to get by the radio stations' gatekeepers is
needed for the non-religious listener.
Of the four groups who in essence said "yes," messages
not excepted by the "liberal" community, sectarian,
profit-oriented, matters relating to fundraising projects,
and controversial material were mentioned.
PSAs are recorded for radio according to the groups
to raise a person's awareness to the Christian message.
Three groups had specific subjects to which they wanted
to raise persons' awareness - recruiting Christian workers
and to help in the battle against poverty.
All the groups, except one who said they didn't have
any real way to judge, said that their radio PSAs were
effective.

This, despite the fact that even though

research of radio stations is done by most producers, it
was evidenced that only one does audience research.

Of

course, the word "effective" was not defined in the
question.

In the question about examples of results only

two groups gave any examples.
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The stated audience for the producers' PSAs was
the general public for most groups.

Two gave a Christian

audience as the answer and one a basically non-religious
audience.
Various items were mentioned about what producers
want their religious spots to do for people.

Introducing

persons to the local church was mentioned by only one.
Others said interest in missions; becoming aware and
interested in God (Jesus Christ); reinforce a person's
best impulses about helping others in poverty; making a
person think; change persons' opinions and affect the
images persons have; and to uplift and inspire the
listener.
Local churches were found to play at least some part
in most groups' use of PSA campaigns.

Local churches

were cited as arranging time for the placement on radio
stations and promoting the campaigns.
Incidental Findings
As was stated earlier, groups produce PSAs mostly
of thirty and sixty seconds in length (about evenly
divided).

PSAs are recorded on tape or disc.

identify themselves to the public.
sons to write in for something.

All groups

Most groups ask per-

Sound effects and two or

three speaking voices maximum are used in the majority of
PSAs.
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Conclusions
In attempting to fill a void in the literature about
Christian PSAs this study found religious groups were
very cooperative in helping.

A good response was obtained.

This shows that there is an interest by the producers in
studies of this type.
This thesis found that public service announcements
produced by Christian groups are mostly religious PSAs.
vfuile the majority of PSAs were religious many were not
found to be so by the coders.

The major area of dis-

agreement of producers with coders was about the spots
coders placed in the non-religious category.
It is concluded that these PSAs are non-religious in
content but are perceived by their producers as being in a
religious category.

The researcher thinks that it would

be very difficult for the Christian producer to consider
his PSAs to be non-religious in nature.
The Social category was rated most highly by both
coders and producers in the religious categories, although
it was not proven that the producers agreed with the
placement of each spot in this category.

In the literature

the social topic PSA was discovered to be one of the more
prominent topics aired.
When the results of this present study are compared
with Chenhwang' s s.tudy of audience receptivity it would
appear that PSAs in the Social category (man-to-man
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relationship guided by God-man relationship), which was
ranked second highest by Chenhwang, wo"uld be received
well by the audience.

Although Chenhwang studied the

audience of religious programs, this finding might be
applied to the general audience to which PSA producers
are directing their message as well.
Also Chenhwang found that programs on the highly
evangelical end of the spectrum ("very religious") were
not received well by audiences.
Perhaps PSAs are weighted toward the non-religious
end of the spectrum in an attempt by the producer to
attract a more general (non-Christian) audience.

Most of

the groups said that they considered the audience for their
PSAs to be general.
Tne weighting of the PSAs toward the non-religious
end of the spectrum could also be so that the Christian
communicator could get through the gatekeeper at the radio
station.
Theological objectives of groups using PSAs varies,
of course, and most groups said that they have not adjusted
their message especially to get through these gates.
Theologically, these producers are aware that Jesus
is interested in the social relationships of individuals.
While on earth He was concerned with both the vertical and
horizontal relationships.
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Perhaps some Christian broadcasters counterbalance
the social emphasis of their spots against highly evangelical material presented through the traditional longer
Christian programs.
The literature suggests that PSAs do not have much
effect on problems of high salience.
religion would be one of these.

The topic of

It has been said that

people are very opinionated about broadcasting and certainly
about religion.

When these two are combined in religious

broadcasting it probably is hard for a message to get
through to change a person's attitudes.
Another difficulty for the Christian broadcasters is
to get through the gates at the station.

Besides the

underlying factor of mechanical acceptability for the
recorded PSA, its extent of appeal is important and the
credibility of the producer himself.

This study found

that producers were able to do the recording of their own
PSAs without the use of an advertising agency.
The PSAs are getting through gates on more nonreligious stations than those airing religious programming.
But this study did not determine how many PSAs were sent
to religious stations.
The Christian broadcaster of PSAs does have an
opportunity to be effective with his message at least at
the "awareness" level.

Most of the groups mentioned
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that this is what they were trying to do with their PSAs
anyway.
Indeed, "awareness" seems to be the most effect a
PSA may have, not only because of high resistence to the
Christian message, but because research has shown that
PSAs are aired at low audience hours, a low percentage of
time is given them, and they are not selected and scheduled
in any set way.
"Religion" as a topic has been found to be low in
frequency as compared with other topics on public service
announcement time.

However, for the Christian broadcaster

many other hours of time are given him by stations for
other types of religious programming.
"Awareness" is an important climate creation factor
for the Christian broadcaster and, for some, is considered
a method of "pre-evangelism" - the first step in the
conversion process.

PSAs may be followed up by other means

such as literature and personal contact.

Most of the

groups studied asked for persons to write in for something.
Many of these so-called difficulties, then, have
to be turned into assets.

On the religious broadcasters side is that they are
producing one of the lengths of PSAs previous research
shows are aired most.

PSAs are also low cost and producers

can exercise control of their content.

The social subject
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matter seems to be one of the popular topics aired by
stations and seems that the audience would be receptive
to this type.
As to the message of PSAs changing attitudes, James C.
Lange stated in his study about Zero Population Growth
that lack of results does not mean that there are no
effects at all. 1 There are many unknown effects of these
"Jesus spots."
Speaking about God's Word, the Bible says:
So shall my word be that goeth forth out of
my mouth; it shall not return unto me void,
but it shall accomplish that which I please,
and it shall prosper in the thing whereto
I sent it.2
PSAs saturation type campaign strategies, if well
planned as to the theme and subject matter of spots
presented, and expected audience effects, can do much to
override the problems of using PSAs by Christian groups.
This research recommends that local churches take
a more active role with the national distributors of PSAs.
They could add their local tag (ending) on PSAs produced
by these groups to possibly make the spots more acceptable
to the local stations.

Good relations with stations would

help in getting the maximum exposure.

Local churches

could help more than present in the interpersonal follow-up
work that needs to be done.
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Future Studies
In this era of high sophistication in media, Christian
broadcasting continues to be an important topic for study.
Tnerefore, the following suggestions for future studies are
as follows.
Since the literature shows that local groups are
given priority for air time over national organizations
producing PSAs, a study of usage by local Christian groups
and their relationship to the national groups should be
done.

There may be a difference in the message content of

PSAs produced by these local groups.

Perhaps they are more

evangelically oriented.
The effects of both paid and public service time
Christian spots should be examined.

Then these studies

should be compared with each other and with those of the
past to determine how the producer can achieve the optimum
effectiveness for the money and time spent.
Studies pinpointing gatekeeping decisions at broadcast stations toward religious spots should be conducted
to help producers know how to mold their media message to
get as much air play as possible for their PSAs.
Christian radio spots have a potential to change, if
only just a little, the thinking of many persons.

Re-

search, and the guidance of God, will determine just how
effective they will continue to be.
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Jay Harold Ellens has said:
The claim that religious spots work as leaven
is as much hope as fact. Their impact would
be extremely difficult, is not impossible, to
measure, though the logic of the broadcasters
who use them is convincing. In any case, these
broadcasters have waged a valiant campaign on
a difficult field of battle, and they have done
so with wisdom and imagination.3
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NOTES
1James C. Lange, "The Impact of a Free-Time Public

Service Campaign on Attitudes Toward Population Issues"
(M.A. thesis, Pennsylvania State University, 1973), p. 55.
2 Is. 55:11.
3J. Harold Ellens, Models of Religious Broadcasting
(Grand Rapids: William B. Eerdmans Publishing Company,
1974), p. 135.
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APPENDIX A
INSTRUCTIONS TO CODERS &~D PRODUCERS

Instruction on Subject Matter Content Analysis
(A Step-by-Step Guide)
1.

Read through the script once to get a rough outline
of the whole message.

2.

Carefully review thoroughly once more, at least, the
description of the categories and definitions.

3.

Remember - always categorize the scripts into the
category of the major subject matter attribute. Ask
yourself - as a whole what is this message saying to
its audience? Try to paraphrase the whole script
into one sentence in your mind. Now ask yourself what
category this sentence fits into. Then put the
script in the appropriate category.

4.

Start analyzing by step-by-step observation in the
following manner:
a.
b.
c.
d.
e.
f.

read the script;
determine if it is religious or non-religious;
think about the intent of the communicator;
try not to be emotionally involved;
if religious, determine if it is something about
"up-there" or "in-between" or dm.vn here";
determine if it is at the "utmost top'; (category
I);

g.
h.
i.

determine if it is about an intimate God-man
relationship;
determine if it is concerned with one's own growth
and maturation;
determine if other people are involved (a man-toman relationship).

NOTE: Adapted from Edward Yih-min Chenhwang, "Thematic Content Analysis As an Approach to Prediction of
Audience Analysis of Program Preference." (Ph.D. dissertation, Michigan State University, 1974), p. 115-16.
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APPENDIX B
CATEGORIES AND DEFINITIONS

Introduction to Categories
Definition
Reference to God in the following category definitions
many times can be used interchangeably with Christ (Jesus)
and the Holy Spirit who are all part of the Godhead.
Distinction Between Religious
and Non-Religious Categories
Any script which mentions or refers to the Daity
(Godhead) either as primary content or as the underlying
motivation to action should be categorized into one of
the religious categories (I, II, III, or IV).
Categories for Content Analysis
Category I - SALVATION
A.

Revelation, Prophecy, Eternity and the Last Day
God is portrayed in this section of category I as
Alpha and Omega, the beginning and the end, the
Creator and the Ruler of the heavens and this earth,
who judges, convicts and determines the ultimate fate
and destiny of man and the world. The.major subject
matter topics included in this section of category I
are:
1) All prophetic and apocalyptic statements or events
or scences;
2) The Second Coming of Christ;
3) Events to precede the Last Day of the world;
4) The persecution and tribulation of Christ's followS)
6)
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B.

Confession, Repentence and Reconciliation
God is portrayed as a father-like confessor, who awaits
patiently His wicked but repentent son's return, as
exemplified in the story told by Jesus in Luke 15.
Christ is portrayed as the mediator for man's reconciliation with God. The major subject matter topics
included in this section are:
1) Suggestions for one's self-examination of his sins
which leads to:
2) Encouragement for one's confession of his sins,
which is in turn followed by:
3) Acception Christ to reconcile with God;
4) Baptism as a process for building a new life;
5) Evangelism-winning people for Christ with preaching;
6) Any inspiration that may imply any of the above
subject matter topics;
7) Related passages from the Bible, as well as stories
and examples of the above subject matter topics;
8) Opposite statements of all the above themes.

C.

Apologetics of Christian Doctrine, Belief Systems and
the Church's Activities
Through history believers and followers of the Christian faith have had to protect or defend their faith
and belief system from outside contamination, criticism, attacks or persecution. The position of the
church against attack from the secular world remains
basically the same. A large portion of Christian
literature today is still devoted to the defense of
Christian doctrine, its organized belief system, value
system as well as its total organization and activities.
The major subject matter topics included in this
section of category I are:
1) Those doctrinal and expository statements of any
religious scripts that cannot be covered by other
categories;
2) All miscellaneous religious scripts which have
little significance that may qualify them to be
categorized in any of the other three religious
categories (II, III, or IV).

Category II - SPIRITUAL (Intimate God-Man Relationship)
God is portrayed in this category as a kind father, a
refuge, a comforter, a counsellor and a really intimate
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friend of man, who, in man's day-to-day living, reveals
himself to man through all of His creation, including the
Bible, and through the work of the Holy Spirit. Man,
in turn, is portrayed as Godis client, who is basically
powerless with limited control of his own condition and
uncertain future, who therefore must call on God through
prayer, adoration and worship. His faith in God is stressed as most important in his relation to God. The major
subject matter topics included in this category are:
1) God as the Father who loves and cares about man;
2) God as the refuge who protects man from dangers and
gives him strength as man becomes and remains faithful
to God;
3) God as the comforter who consoles man in his disappointment, frustration, distress, sorrow,. agony, loneliness
and other suffering;
4) God as a counsellor who.gives godly wisdom to man to
overcome all emotional stress and to accept unchangeable
human and social reality;
5) God as an intimate friend of man who is concerned with
him;
6) Any inspirational script that may invoke the major
subject matter topics that God loves man and the
world which He has created;
7) Related passages from the Bible and other writings and
expositions of them; and
8) Opposite statements of all the above subject matter
topics.
Category III - PERSONAL (Man's Relation to Himself Guided
by God-Man Relationship)
God is portrayed in this category as a guide and teacher
who wants man to follow His teaching in His dealing with
himself. The major subject matter topics in this category are:
1) Christian growth in terms of a continuing search for
truth;
2) Christian growth in terms of one's physical and spiritual maturation;
3) Christian growth in terms of developing one's good
character, respectable personality and Christian
intelligence;
4) Christian growth in terms of fighting every temptation
that could lead man to sin again (or making no compromise with evil);
5) Opposite statements of all the above subject matter
topics.
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If any of the above topics in this category appears to
be in connection with category IV, the whole script should
belong to category IV, rather than remaining in category
III.
If any of the above topics in this category appears to
be in connection with any topics in category II, the whole
script should belong to category II, rather than remaining
in category III.
Category IV - SOCIAL (Man-to-Man Relationship Guided by
God-Man Relationship)
God is portrayed as a social reformer as well as a social
worker, who is concerned about man's relation to his
fellowmen, as well as their well-being. God asks man,
"Where is Abel, your brother?", and man cannot simply
reply ''I do not know; am I my brother's keeper?" This
God-Man dialogue in the main thrust running through all
the subject matter topics included in this category which
are:
1) Ethical relationships among men; between a husband and
his wife, parents and their children, brothers and
sisters, teachers and students, between relatives,
between friends, between non-friends, and between all
fellowmen;
2) Men must love and serve one another;
3) All men are created equal by God;
4) Love, justice and liberty for all people;
5) Unification of all peoples and races under God;
6) All the current issues affecting the lives of people;
and
7) Opposite statements of all the above subject matter
topics.
Category V - NON-RELIGIOUS
A.

Non-Religious Ideological Topics
Subject matter topics for this section of category V
are all non-religious ideologies or ideologies to
which the script attaches no religious implication
or significance. (An ideology, is defined briefly
as an idea or an assertion about the universe, the
world, the society, politics, economics, education,
human living, and man-to-man relations, etc.). Also
all current issues.
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B-. --Non=Religious, Non- Ideological Topics

Subject matter topics for this section of category V
are all the miscellaneous non-religious topics which
as a whole have little value in evaluating a bascially
religious discource.
If any of the above topics in this category appears
to be in connection with any topics in category IV,
the whole script should belong to category IV, rather
than remaining in category V.

NOTE: Adapted from Edward Yih-min Chenhwang, "Thematic Content Analysis As an Approach to Prediction of
Audience Receptivity of Religious Radio Programs, with a
Demographic Analysis of Program Preference." (Ph.D.
dissertation, Michigan State University, 1974), pp. 98-101.
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APPENDIX C
PSA REQUEST LETTER

CALIFORNIA

STATE

UNIVERSITY,

NORTHRIDGE

Northridge, California 91330

O£PA!I.'I'MliNT OF )OUll11AlJSM

1-iay l, 1978

18014 Sherman Na~n .".pt. 122
Reseda, California 91335

! am a M.A. candidate in mass commun.ication at CSUN and did my
undergraduate work at a Christian college.

For my ~~esis I'm doing a descriptive analysis of public service
announcements produced by religious groups.
Your group \.;as selected for t.:,i.s study because it was listed
as producL~g p~;s (spots) for radio L~ the progr~~ producers section
of t.'le Di!:--:ctor,.r of Rel i aious :sroadcasto "a publisned by National Religious
Broadcasters •
.-lould you please send me scripts, electrical transcriptions or
tape recordings of all 60 second or less public service a~~ounceme~ts
which you have recorded in English during 1976 and 1977 for dis~ibution
to United States radio stations? Preferably pleas~ send scrints.
If vou send a reol·T to tnis request I' 11 send you a copy of ~ne
abstract of my thesis about this topic \vhich :..s of importance to you.
Research in the area of s?ots is

ve~!

sketchy at the present time.

! f you wish I'll send you return postage.

Please mail the material to :ny

horr~e

no later than

because of the deadline .! must meet.
Thank you so muc;, ::-:;r your :"lelp.
:1 ince~ely yours,

Cha:les )la.yes

?~iC.ay,

1978
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APPENDIX D
QUESTIONNAIRE COVER LETTER
CALIFORNIA

STATE

UNIVERSITY,

NORTHRIDGE

Northridge, C"lifornia 91330

DEPAllTM!NT OP )OUl\NAUSM

July 28, 1978

18014 Sherman Way; Apt. 122
Reseda, California 91335

Several weeks ago you sent me a arou~ of radio oublic service
announcements which you recorded in 1976 and 1977. Thank you for your
help with my thesis.
Could I ask you another favor? The first part of my study was
to analyze some of your PSA(s) as to their subject matter. New I'd
like to get ~our opinion and also some informatior. about your PSA
production.
Enclosed is a questionnaire
consists oi two parts:
1)
2)

~

would like you to answer.

It

Pages one and two have questions to help me get an idea about
your PSA production.
Page three is a sheet for you to fill out stating ,,.hich category
you think your PSA- script(s) fit into. I'm enclosing copies
of some of your PSA(s) for you to analyze (code). You'll
either receive a copy of scri?t(s) you sent me and/or my
transcription(s) of recorded ?SA(s) you sent. These script(s)
are numbered and the number(sl correspond wi't:h those appearing
on the coding sheet.

These three pages are to be returned to me in the self-addressed
stamped envelope I've provided.
Also included with this letter are (in the order you should read
them) producer•s training for coding; instruc~ion on subject ~atter
content analysis; and a copy o: the categories you are to put t~e script(s)
in.
You may fill out the questionnaire or assign one or both parts
to be filled out by someone else havina the knowledae.
Perhaps there
is someone on your staf:! who T..was invol~ed more closely wi-:.!1 ~.he produc.o:ion
of the enclosed ?SA{s) t~an you were.
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2

Please be sure tc indicate on each part of the questionnaire
who filled it out and their title.
In appreciation for your help in seeing that this questionnaire
is answered I'm enclosing a copy of Slim Fincers as a gift for you.
It tells about the founding and early h~story of Radio Worldwide.
I hope you'll enjoy it.
Thank for your time.
Sincerely,

Charles Mayes
Enclosures:
Questionnaire (Part I a~d II; 3 P!ges)
Script(s) to be coded L.
page(sl/
l?roducer•s Training for Coding (1 page)
Instruction on Subject Matter Content Analysis (1 page)
Introduction and Categories for Content A-~alysis (7 pages)
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APPENDIX E
QUESTIONNAIRE FOR PRODUCERS
Questionnaire (?art !l

1.

How many radio PSAs do you record annually?
In how many campaigns?

2.
3.

Do you use an ad agency tor radio PSAs?
ll for writing?
2l for production?
Roughly how many radio
1976?

s~a~ions

3) for distribution?

carried your_recorded PSAs in

1977?

currently?
currentlv are more radio stations with a religious format
airing your ?SAs than those with another format?

s.

What major

6.

What time length of 2SA have you found that radio stations
prefer to air?

7.

On an average how many different radio P~s of yours would
each station carry during one of your campaigns?

~a?~o

markets are carrying your recorded PSAs?

What time of day are your radio PSAs usually carried?
Usually how many times would one of your radio PsAs be
on a station?

s.

r~~

How much money in your _budget is allocated for radio PSA
production per fiscal year?
What percent is this of your media budget per fiscal year?
What percent is your media budget of your entire church budget
per fiscal year?

s.

Doea each of your radio
su.bject"?
Examples:

PS~

campaigns

e~phasize

a different
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Eart I
p. 2

10.

In the contex~ of raa~o spots recorded by any religious group,
have vou found that there is a cif:feren.c:e in content between
radio.PSAs and radio spots ?reduced tor purchased time?
Explain:

11.

Do you ever feel that you compromise what vou would like to
say in content when you record a ra~io PSA?
(would you like
to say more or something different but car.•t because you know
it would never get on the air on public service time?)
Explain:

12.

Why do you record PSAs for radio?

13.

How effective do you consider your recorded radio PSAs
to be?

14.

Who is the audience for your radio PSAs?

15.

~hat

do you want radio PSAs to do for people?

Examples o£ results:

16.

What kind of research do you do dealing w~tn y~ur radio PSAs
(either before and/or after you record and distribute them)?

17.

What part do your local churches play in your radio PSA
campaigns?

Name of person answering
Title

195

Questionnaire

(Par~

II)

Codina Sheet
Producer's
Name of Analyst
Title
Dates

o:

Analysis

Total Hours Spent on Analysis
PSA No.

1.
2.
3.

4.

s.
6.

7.

s.
9.
10.
11.
12.

13.

Cateaorv (Write 1,2,3,4 or 5)
Problems and/or comments:

APPENDIX F
PRODUCER'S TRAINING
Producer's Trainina
tor Codinc
l.

These cateacries are based on a snectrum from the verv
religious (Eiblical) ~o the non-religious. They are similar
to the idea of the vertical relationship (God•s relationship
to manl·and the horizontal relationship (man's relationship
to man), but go f~ther than this idea.

2.

The subheadings under each category are only valuable in defining
the·categories. You are to put script(s) in only category
1,2,3,4 or 5 and only one category for each script.

3.

On some scripts your group's name or a speaker's name has
been deleted. This was done for purposes of our analysis.

4.

Please study the categories carefully and think about your
script(s) before you code them.
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APPENDIX G
SCRIPT SAMPLES
No. 008

AliiNOUNCER:

There's an

urgen~

help provide more

need for a
C~ristian

~inguist

to

litera~ure

for

the rapidly expanding Quechua Indian Church
in Ecuador, South

~merica.

Quechua churches

and congregations now number over one hundred
and thirty.

These many thousands of new

believers desperately need more sound
Christian literature in their language.
Maybe

~

can help.

For more information

call area 816-532-0550 or write Gospel
Missionary Union, Box 10510, Kansas City,
Missouri

64118.

GOSPEL MISSIONARY UNION
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No. 020

SOUND EFFECTS (sea gull
sounds and waves
against the shore UP)
MUSIC (UP)
SOUND EFFECTS AND MUSIC
(UNDER)
ANNOti'lii'CER

I:

"The world and all that is
to

~he

i~

i~

belong

Lord; the earth and all who live

on it are his.

He built it on the deep

waters beneath the earth and laid its
foundations in the ocean depths.
EFFECTS OUT) Who has

~,e

(somro

right to go up

the Lord's hill?

Who is allowed to enter

his holy temple?

He who is pure in act

and in thought, who does not worship idols,

or make false promises.

The Lord will

bless him; God his savior will declare him
innocent."

ANNOt.i"NCER II :

This Good Uews for Modern Man brought to
you by the American Bible Society.

AMERICAN BIBLE SOCIETY

199

No. 061

ANNOUUC!:R:

There are some 40 million poor people
in the United States and with each passing

day of unemployment and inflation- their
needs grow more severe.
To

at the roots of

~~ike

poverty~

we need

to create a social climate that gives the
poor a way out, not a handout.

Digni~y,

not dependence.
Together~

we can

s~ike

down the unjust

structures that keep people poor and
powerless ..
Write to the Campaign for Human Development,
Box 28521• washington,

D.c.

The Campaign for Human

Development~

of producer).

20005.
{name

?ecple making a difference.

UNITED STATES CATHOLIC CONFERENCE
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No. OiS

It costs a lot to advertise on the ai=.

AIDiOUN'C'E:R:
SOUND EFFECT (Cash
Re<;ister)
ANUOUNCER:

One minute of commercial time can cost
hundreds of thousands of dollars • • •

SOUND EFFECT (FADE IN
roar of football
crowd)
ANNOUNCER:

especialiy on a big event like the Super Bowl.

SOUND EFFECT (crowd
noise UP Ftr".w.L,
TF.EN OUT)
ANNOUNCER:

But very little is said about the millions
of dollars worth of

~ ~

that stations

give away each year to non-profit organizations
and religious groups.

The (name of producer)

salutes the radio industry and this station
for their public service contributions.

RADIO AND TELEVISION COMMISSION
SOUTHERN BAPTIST CONVENTION

201

No. 077

LARRY

WE~:

"Mirror, mirror, on the wall; who's the
fairest of them all?"

That• s

•,o~hat

the

wicked stepmother of Snow White asked her
mirror on the wall.

By just looking, though

she should have known.

I mean, seeing

herself and then seeing Snow
difference was obvious.
tell the truth.

h~ite,

~~e

You know, mirrors

A perfect mirror reflects

a perfect image.
Well, Jesus is like that.

He is.

The

Bible says He is the exact image of God.
Jesus, looking into a mirror, sees God.
That's because Jesus is God, He is divine.
The Bible says so.
I'm Larry West with World Radio and I have
a Bible study course, yours
me:

free~

Write

World Radio, West Honroe, Louisiana

71291.

WORLD RADIO

202

No. 089

LOU RAWLS:

Hey, baby.

How do you do?

This is

Lou, Lou Rawls.
Let me ask you something.

How long are

you gonna walk around feeling dead inside?
Not caring what happens around you.

~urning

away when somebody reaches out to
you.
Look man, let me tell you somethin•.

God

created you for something better than
that.
Open up, baby.

There are people out there

that need you just as much as you need
them.
You gotta take a chance, baby.
that's what it's all about.

CHRISTIMq CHURCH, DISCIPLES

•cause

203

':!:::
No. l- -~

MUSIC

(!n~roduc~ion)

NARRATOR:

Choice.

Ever since she told

as scared

yo~,

as she was, that she loved someone else,
you•ve frozen, withdrawn, and given your
wife cold silence.

You've avoided being

alone with her, anc when you are, you bury
yourself in your magazines.
talk sometime," your

wi~e

"We've got to
"He can't

says.

can't go on stonewalling each other
forever."
You refuse to meet her eyes.

NI

won•~

forg:ive her," you tell yourself,

"She can just soak in her pain until she's
had all she can take.
out, right1

~~d

then she can get

She'll leave, if

and smoke her out."

-r

sit it out

You shudder.

?acing

your collection of resentment isn't
comfortable for you.
Maybe we could talk2
some
try

unders~anding
~o

again?

Maybe we could

care enough about each other to work

at what's left of
taught.

Maybe we could come to

o~r

marriage, as Jesus

Maybe something can be salvaged;

as least it's a choice.
TAG:

For more on

choi~e-making

?aperback Man Unticht from
aarrisonburg, VA

ask for

~~~

free

C~oice,

22801 • . Choice is from

the (name of producer).

MENNONITE BROADCASTS, INC.

204

No. 20 i

Jo...HN OUNCER:

TV star Ralph Waite talks about hunger and
CROP.

.!o'-'Q...

WAITE:

As an actor, my business is make-believe •
But today

r•m

here to talk to you about

something that is very, very
real.
The tide of hunger and poverty that threatens
to enqulf over two billion

people~

I'm also here to tell about how you can help
through CROP •.
CROP organizes walks, canvasses, fasts -all kinds of events -- to raise funds so that
people overseas can make a

be~ter

life for

themselves.
Through CROP and Church World Service these
funds become self-help development programs
projects where the people's dream of
self-reliance is coming true.
CROP is at work in more than 40 countries,
making the motto 1 "A future with food • • •
and more," a reality.
It makes a lot of sense.
When there's a CROP

even~

It works.
in your community,

why don't you join in?

COMMUNITY HUNGER AND CLOTHING APPEALS
OF CHURCH WORLD SERVICE

205

No. 216

MUSIC (UP THEN UNDER)
A."iNOUNCER:

On February 16, 1942 by presidential order
many West C.oast Nisei, "that is, Japanese
of American ancestry, found themselves in
internment camps.
A presidential

proclamat~

resending the

original order was finally issued thirty-four
years later.

(MUSIC OUT)

It's a chapter we'd like to forget.
each of us has some

m~~ories

But

that taint

our thoughts with feelings of quiit.
stubborn stains need forgiveness.

Those

And the

only detergent pure enough and strong
enough to do the job is the blood of Jesus
Christ.

Only in Him will you and I find

power and love

~

enough to

~

good

(MUSIC UNDER) the sins and mistakes of
our past.
These Bicen-tennial thoughts from the (name
of producer l •
MUSIC ( t.i"P THE..'l OUT)

INTERNATIONAL LUTHERAN LAYMEN'S LEAGUE

206

No. 239

EVANGZLIST
BOB H.~li.I!IGTON :

This is Bob Harrington.

There are two

things that you can present to the Christian
Service Corps.

First of all what you have,

and the other is what has what you have,
and that's you.

When you give us you, we'll

make a better you out of you.
Ah"NOUNCER:

The Christian Service Corps offers you the
opportunity to give yourself in Christian
witness and service for two years in the

u.s.

or overseas.

For more information,

write the Christian Service Corps, Box
9336, Washington, D.C.
Washington,
?.ARRINGTON:

That's Box 9336,

D.c.

God bless you.

CHRISTIAN SERVICE CORPS

207

No. 251

SOUND EFFEC~ (electronic,
UP THEN U!IDER)
ANNOUNCER I:

Aware - 30 seconds on obesity.

(SOUND

EFFECT OUT)
VOICE (male, SLIGHT
ECHO):

The only

weigh~

you carry around here is

located between your double chin,
fat knee caps!
ANNOUNCER I:

yo'~

Ha, ha, ha, ha, ha, ha,

Being overweight isn't tunny.

Reducing

requires as much interest in exercise
calories as food calories.
SOu~D

EFFECT (elec~ronic,
UP THEU UNDER)

ANll'OUNCER II:

For a free report on obesity (SOUND
EFFECT OUT) write Aware, Box 55, Los Angeles.
Ask for Obesity.
Aware,. Box 55, Los Angeles

90053.

SOUND EFFECT (electronic,
UP THEN UNDER)
ANNOUNCER II:

Aware - a human concern project.
(name of producer).

SOUND EFFECT (UE- THEN
OUT)

VOICE OF PROPHECY

The

208

No., 342

MUSIC (UP THEN UNDER)
SOUND EF?ECT (shovel
digging ·up THEN UNDER)
VOICE (adult elderly
male):

(EXHALES ONE BREATH VERY SOFTLY)

VOICE (child female):

Hi, Mr. Lombardi.

(SOUND

EFFECT OUT)

What's ya doin'?
VOICE (adult) :

Hello, Susie.

(SOUND EFFECT

I'm planting an apple tree.
VOICE (child) :

Can I help?

VOICl: (adult) :

Sure.

u~DER)

See?

You can hand me that (SOU2ID EFFEC'r OUT)

seedling.
VOICE (child} :

It's pretty little.

Will there be apples

on it for my birthday?
VOICE (adult) :

Oh, no, Susie.

This little tree will have

to grow for many years.
VOICE (child}:

But maybe • • • you won't get to see your
apples.

VOICE {adult):

Well, maybe not.

But once upon a time,

somebody planted apple trees for me.
ANNOUNCER:

From the (name of producer) with love.

FRANCISCAN COMMUNICATIONS CENTER

NOTE: "The Apple Tree," from "Love Stories," radio
PSAs, Franciscan Communications Center, Los Angeles, 1977,
side 1, cut 1.

