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and women for careers in communication research, teach-
ing, and as professional specialists in radio/TV, journal-
ism, film, and other connected fields.

A couniry goes to war with its complete armed services, a combina-
tion of military, naval, and air forces. We Christians should enter into
the global baitie of evangelization with united, accorded, and well-coor-
dinated media forces if we are to win,

We have no objection to the diversification of Christian media, Yet

media coordination has today become a necessity. it not only makes
media diversity meaningful; it makes a global communication -of the
message of Christ possible,
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In his book, Man’s Need and God's Action, Reuel L. Howe, who is recog-
nized by many as a practical theologian, expresses compelling ideas as to
the basic concepts of communications as they relate to the Christian
faith. He writes:

“We have the glft of the new relationship from God in Christ
into which baptism is the door, He gave us this gift not for ourselves
only, but for all men. The Christian Church exists primarily for
those who are not in it, which is to say that our chief aim is mission-
ary, The first meaning of baptism for us is that we are cared for, bue
its second meaning is that we are called to care for others; first we
are ministered unto; but finally we must minister. How easy it is,
however, for us to thmk of the church as existing primarily for those
who are already in; how easy it is for us to be concerned for our
parish’s success, prestige, and adornment and to forget those to
whom we are sent. We may be so forgetful of our misston as to resent
dny reminders of our responsibility to those outside and to resent,
also, their intrusion inte our “fellowship” when they appear as a

' result of others’ invitations. On the contrary, the Christian’s mark of
maturity is his readiness to seek out and care for, or minister, All'of

" us having been bapt;zcd are ministers of Christ, both laity and cler-
gy.”

As part of the concept of baptlsm defined in the preceding quote, it
would seem that Christian communication has an essential function to
fulfill in the broadcast sense of the mission of the church. The key
essence here is one of “seeking out” and then ministering, The process of
secking-out is a complicated procedure in all areas of scientific involve-
ment, not least within the area of communications. However, while
difficult, this “searching” is also the most necessary if there is to be any
element of effectiveness and any consclation in knowmg that & job is
being done well.

The chureh is beginning to realize the significance of the use of mass-
media as a cogent force of propagation. However, what is still needed is
the knowledge of how to disseminate its message to réceptive audiences.

The realized need of audience analysis is not limited te our age. The
phenomenon can be traced back as far as to Plato, Aristotle, and other
Greek philosophers who took great pains to understand their audiences
in order to communicate with them, Shakespeare was obviously well
aware -of his audience, as he drew upon it for many characters in- his
plays. Christ exemplified in the Gospels the art of knowing to whom one
is speaking so as to communicate in the most meaningful manner, In any
communication endeavor the question of whom are we ralking to is
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perhaps the most crucial one if our communication is to beat fruit. Christ
makes this point clear as we see him speak with absolute precision to a
variety of different Lypes of audiences, individuals and masses alike, His
discussion with Micodemus certainty is not in the same fashion as to the
Samaritan woman. He spoke to the men on the road to Emmaus. in a
different way than he spoke to the Roman commander whose child was
dying. His address to the elders and scholars in the temple was not in the
same manner as his address to a crowd of 5,000 hungry and heipless peo-
pe.
S0 we, whether starting outreach or re-thinking on. existing out-,
reach, must know who our audiences are and what they are made of. We
have demographic information, information which gives us indications
of people, who they are, what their age groups are, their backgrounds,
social situations, their aspirations, their education, their sentiments, and
in what ways they live and perceive the world around them. The fype of
audience is a phrase which may remind communicators of segments of au-
diences which characterize our present day. It is said that there is no one
monolithic audience “out there” for any communication medium. In-
stead one can think of ens, hundreds, and even thousands of different
sub-gudiences, And it is, therefore, essential for the communicator to
think in terms of 2 specific segment of a given population as his audience.
In evangelism as well as in any other communication undertaking, one
has to say here that there is a time where the Bible has to be put aside and
life in the target audience area studied in detail and the total needs deter-
mined, It is said that “'the fisherman must think Jike the fish if he expects
to catch any of them.”

© Inawriting, ] once ca

toa lover: ) . _
‘“The missionary broadcaster is. wooing the world for Christ.

Research is required to find out the best hour to call or to-visit in
order that courting may be conducted under the most favorable con-
ditions. It involves finding out what the interests are of the person
. We are courting, so our convetsation may be dirgcted o this. What
problems has she had today? What are her tastes in music and in
people that will cause her to smile upon us, to accept us, and to Hsten
" “while we {ell about the Risen Lord, the fiercenéss of his power, the

depth of his love?” _ R . .

A study of the cross-section of a society: within any one country of a
geogra;ihical giant is enough to convince one that there can be 1o com-
placency in the evaluation of the communication of words for effective-
ness and for anticipated and desired responses. To compound the study
with the complexities of all the countries in a given geographical area,
each with its own distinctive mark, may leave one astounded. The so-
called mass audience if taken as a whole, could become 2 cause of

frustration, bug it need not be completely bewildering.

me across the correlation of the. communicator

in a sense, with communication, Paul’s philosophy of being “all.

things to all men” is not & pragmatic philosophy. One has to understand
that when the average person, if there is such, listens to any communica-
tion medium he is expecting entertainment, In most Christian. com-
munications undertakings we are not in the business primarily to enter-
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a. Thé potential audience of a given ‘eommunication undértakisig will
include all those (men, women, boys, girls, and young children) who live
in'a given aréa‘equipped with the necessary "(_':bmmunicationémédiumf&ir
are able to relate 1o that medium and which ' can be reactied by the
medium conceived satisfactorily, LT 0 0

b. The second classification of andiences for our consideration in
the discussion of commuynications researchi would, be the audience in-
cluded in what is catied the available audience. This includes, of course,
all (inén, women, boys, girls) included in the potential audience and who,
at the particular time that a message is relayed, are in a'position to par-

ticipate (this would meaf listening, reading, ete.), if they wish to particl-
pate, In miost cases, this woilld mean that those in t “available dudierce
vaust at the time of the program broadeast, or at the time the communica-
¢ion is made available, be 4t home, beawake, and be able to relate to the
communications. ‘ R e

" In the cases of Tadio and television; the available audience is in-
flienced strongly by ihe éxact time of the day. The number of ‘possible
listeners who areat onic atid awake would be substantially differerit, for

examplé; in the case of glecironic media at six o'¢lock in the morning and
at’ eight ‘o’clock or nine o’¢clock’ in that same morning. In ¢onsidering

wavailable audience;” time becomes vitally important. The size and coin-

position of the available audience naturally vary at different hours dut-
fng the'day. Tt has beeti calCulated that enough people are always out of
their Womes, or at night asleep; that the available ‘audience never at its
peak includes more than 75 percent of 80 percent of the individuals who
make up the potefitial audience. S o
Any grouping is somewhat, of course, artificial and the dichotomy of
sub-audiences within the available audience is very difficult. Some easily
researchid things that often correctly divide the audience in significant
sub-groups, as has been indicated earlier, are developing categories such
as age, sex, language, education, fesidence, religion, status, occupation,
ete. Any group is somewhat artificial in'its characteristic ascertainment,
because every individual within a group or a sob-group is different, But
ifa Christian communicator is to use communication media, some sort of
grouping must be done. The factors mentioned often are useful as indica-
tors of individuals who may have a “world view” which'is similar - they
may share, more Q1 less, similar experiences, and they may understand
the same kind of exposition or participate in the same kind of discussion.
" ¢. The next category of audiences, or sub-audiences, is otie which is
termed as the actual audience. This is the one ¢omprised of, in the
electronic media, the listener, viewer, of in print media, the reader who
is actually partiCipating in a given communications at a specifictinie. Say
that the percentage of actual andience in terms of the available audience
can only be calculated in terms of parti¢ular program or programs at a
given time. Naturally, the actual audience will consist of 2 percentage of
the available audience. The actual audience is the mmost important for
two primary reasons: (1) it helps the commiinicator to understand his
effectiveness in reaching a percentage of people who are tuned to a'given
station and therefore gives him some figares with which to work as the
cost and time estimate; and (ii) it helps the cominunicator to be more

COMMUNICATIONS RESEARCH . 5533

soecific in hi . . . . .
v;;;:z;fg e“:l ll:és; é_:é’l;);.cg of message which will enable him to reach the st
d. The mosr valuable audience has already been discussed but it is im-
portant to note that it seems that this factor should be the most im ortaﬁ';:
factor in determining communaication policy. Without some careflzll con-
sideration of the nature of the “right” audience in terms of the m'eé?fmm
of ef_fecnve communication of ideas, the Christian communicaf e 'lll(t;n
continually “shooting in the dark.” o
The Isecon_d consideration uncler the rationale for communications
res;arch 1§_the determination. of the composition of message receivers. The
main cogmde_ragm in determining such a coniposition is to try a'nd.ha e
information available which will help in understanding the receiver Tn
terms of the variety of habits, and the variety of division of the popul
fion whl_ch is further classified in various social groups. You wi'llpilrll)de?w
stand what 1 am talking about more clearly if you have some knowled <;
of the social structures of some of the African cultures and ;particularl %n
the country where I come from. Where, for example social c:'l'as'sesy
much deeper than a superficial division of upper cliss middiexc'ias%:)
iower class, and the different shades of upper, middle ic’mwer classes f*
gets deeper into the hereditary birth tradition, which is embedded in the
person__a:h_‘fy make-up of individuals. And so it is that when one is to ad(i
;igzszgdl_e!s szif to any of the sub-groups, within a very deeply integrated
Hon of ail'g :né:;lst;g:-d aub.-group, one has to be discerning in the prepara-
e i napure, emesimes con astomationts domit oo ebesener 2
. . letimes can automatically ismiss Western concepts and
social class, group identification, and group d i ries ¢
Africa and Asia, one finds one's self _s%agg;'cdyr:jirfl:ctieiréo(;(])u;]etr!fs Oiff
group dynamics to b_e carefully assessed and analyzed. 1t is notprﬁ;;c‘)l’ Oa
?;:S(;;ani zg}}fulatlfon density gnd ideological identity, 1t is deﬁsi{:yyin
the pest sense of a personality structure of which to a great extent
mo i:rr;]l;sm_ent:f:c e'ndeav_or 1'_nas not given adequate explanation.
end of rz third cons'u':leratlon is being infoq’med as to who is on the receiving
o the communications. There are, of course, threé basic pieces of in-
{ox;!mlatmn vital to effective communications involved in this categor
(;nf_ in the case of Christian communication, it would be necessary to ad)({'.i’
ﬁeourfh. I;or example, age, sex, and educational status are. simple and
lecessary reakdowns of available, actual and most valuable message re-
zez\iers. It is not necessary here to further elaborate on these éategories
except to _reem;ohas:ze that these factors can be instrumental in détermi
;'gin'ij 1:;}0_;emeﬁcctive communications strategy, If, for instance ifr$éfé
fo at the percentage basis of Listeners siven broadeast time,
of 2 hundred homes fof‘5 & 60—minutee§?sttleil?:1§ ;:ﬁgcib;:?aﬁcaﬂ e out
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the type of program in that case, in order to'be effective, should concen-
trate for that hour in terms of numbers, on the women in'the 30-41 range
and having no high school education, s0 that out of one hundred availa-
ble listeners one could possibly gt an effective program to thirty-five
women if the consideration were Tumbers. Many other equations can be
deduced from this simpie equation, depending upon sirategy_and, of
course, the medivm involved. Another significant faétor in the preceding
analysis would be the added information concerning’ the ideological
breakdown. £, for example, these women were all Musiims, the method
of communicating Christian philosophy would have to be different than

if the women were Christians. The question would then arisé: to whom
should you, 2 Chyistian communicatot, disseminate the message in terms
of preference at that given hour - to the Christian or to the. Muslim?

The fourth consideration is the understanding of the inhérent strength of

acceptability for the recipient of the given message. There is considerable
variation in broadcasting between lsteners who fall between différent
sex or age or educational or cultural groups in their degree of liking for
the différent types of broadcast programs. Here we can say that the at-
tractiveness that any program has for listeners depends on the kinds of
appeals offered and the strength of these appeals. It is hot the purpose of
this paper to develop the use of these presentations, ways, of appeals, but
only to acquaint ourselves with some conerete material which can be har-
nessed for use by the Christian communicator. What can be said further
is that, by and large, most message receivers within a given group will
behave in a predicted fashion, ot will respond in a presumed manner 1o a
given appeal within a program. Allowances must always be given for in-
dividual variations, of ‘course. ‘ : ' '

The degree to which communications recipients within any particu-
lar groups wiil have a sense of involvement may depend in part on the
nature of the “appeal” of a given prograin, il part on the characteristic of
the individuals within the group, and in part on those experiences which
are common to allor to most members of the group. All of the various
things which make for differences between groups are it considerable
degree based on differences in past experiences or on differences in pres-
ent interests which may not find their foundations in past experiences.

The fifth aspect to consider is the need for communications reseqrch in
order to organize programming in terms of defined audience needs.

It is obvious to those who have some knowledge of psychology and
sociology and particularly in the light of our previous discussion that the
knowledge of the make-up of an audience is important in trying to relate
to the various segments of that given group or audience. Some of the fac-
tors that need consideration along this area are: '

a. What sort of audiences are available to receive your message? In
the area of electronic communication media, one has to iake into con-
sideration certain information that needs to be ascertained before send-
ing the message. for example, (1) interference, (ii) television, (i)
medium wave stations, (iv) number of shortwave receivers in use? If, for
example, there is only 2 small or perhaps no audience available for
broadcasting on shortwave, ot if your programs are on medium wave and
the bulk of your audience is not within the reach of the mediuvm wave

COMMUNICATIONS RESEARCH
555

tar i i
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spmatic involvement,: how would the Christfx;ﬂ.n wmmumchatoruce;ff;l:é:;
B message to affect a broad audience? Also in terms of the 2 nce
B Oneral how can the widest possible aud;cnc.e be-.re'conc; l
m.alcE:-up o %ieto be’truly honest and effect communication 10 an ac u;z
With' the-?n;e ther, how does that relate to.the most valuable audtfzr'fctcf. X
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why if they are not.
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} is this bei d how
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effective is the result? 1t is the res_ponsxblht*y of_ the cr‘ﬁ;u e o o
tor o realize that he is dealing with man, not i a vaf i s.ocial e
with man who is, partially (significantly) a product o
his culture and aspirations: '

Others communicate to help educat

i : ithout giving -any
done in many cases without g :

tion" and whose culture.is being flourished.

: e - "
Marshall McLuhan has at least convinced us of ene thing: that the

tain. A
media can have a dynamic far in excess of the message they contain.

i : i motions, behaviors, are to a-large extent
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o “'f(“he steps indicated above when seenin a systent for a com
tion g}rojection may be diagrammed thus:
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A projected program of communication research

The particular categories of invelvements in communications
rescarch are many, and it would be presumptuons of me to give one
model or one approach to communications research. Tt seems as if any
given model does not present us with a permanént solution as to how we
should go about doing communications resedrch. It varies with ex-
perience, with areas, with the kind of comimunications involvement. The
method to be used in communication research, therefore, should take
into consideration primarily the need for a truly honest and a systematic
assessment of the situation — and as far as possible scientific in its opera-
tion. Several approaches could be taken into consideration as far as com-
munication research is concerned, and this would be dependent upon the
need of the kind of the survey in mind. Approaches like “in depth™.inter-
viewing, “participant observation” on a restricted scale, would be one
way. The other may be using a broader basis for which the sumber of
variables are taken into consideration for investigation. The point here is
that it is highly advisable, unless for specific purposes the approach on a
limited scale, on an in depth interviewing basis; is called for, Particularly
is this true in areas where the instruments, of scientific research, as we
know them in the West today, are not one hundred percent reliable, par-
ticufarly in areas where such scientific exercises are still in their infancy
and the society is still free from the bondage ot “optnion poll, colonial-
ism.” Particular categories of the involvement in communications
research that I would like 0 discugs briefly in this section, and which
need our attention when researching, may be divided into the following

steps: : i ’ :

a. fnvestigation: This involves the encompassing of agencies which
are conducting or have conducted research in thé particular area. This
should be followed up by inquiring about the availability of the informa-
tion that has been gathered ' _ : o

b. Analysis: After the investigation of the possibility of, br existence
of, research materials, the next step would be the analysis of that particu-
lar information received. This can alse be part of the basis for further
communication research.

. ¢. Preparation: Once the analysis.is compiled from existing research,
the information .catalogue, the time schedule arranged, etc., thé next
Dbhase of operation would be the preparation — and includes planning of
the survey, (selecting and training of personnel, designing the question-
naire, the pre-testing of the questionnaire, the sampling to be used), s

. d. Pursuance or conducting the research: The next phase is that of the
actual pursuance of audjence research, T his procedure is.a.pragmatical
and technical involvement which need not be outlined in detail here but

which needs to be mentioned:in order to present, for the layman’s under-
standing, a comprehension of a.few ideas which might be helpful. This
phase includes actual visitation of the area to be surveyed; and the pro-

grammed working arrangement and schedules previously. organized are

to be put in.operation. The important aspect of audience sampling is car-

ried out,

 The fo’ll;ﬁ\k}ing,di:ég:r,am'ﬁh'g):}x%s'.thé‘steps involved in the aboye, briefly
identified sequence of research, e e
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communication should be emphasized in the areas —whether rural, ur-
- ban, or both <~ where there is a'substantial, and more precisely, an actial
audience, S ' o

Third, the results of the research should present either a basis upon
which to build further research, or a justification for not continding such
a program. In either case it is important that an evaluation of a research
program be completed at the close of the designated period without
postponement, as a healthy sign of a desire for improvement and above
all for effective service,

The next diagram will indicate a sort of timetable which may be
used as a sample for a timetable for a research program. The table in-
dicates an eighteen-week program of a survey presentiy under operation
by Radio Voice of the Gospel. The programmed communications
research under this timetable involves a questionnaire designed for g
multimedia investigation, and may scrve as a possible sample of devising
a timetable which is extremely essential for any communications
research undertaking. The table is by no means ali-inclusive, bue 1 hope

it will give you an idea of what I mean by the need to plan communica-
tions research within g given period.

5 H
FROPDSED‘:nung{:S:BCEEREhEAHC TOTAL 7.5 WEEK

AREA TO BE SURVEYED

TOTAL 31 WEEK

CENTER

BEIEID sisgrfedabrofafraf1ab1afisitel 19 ban

1 PLANNING

2 QUESTIONNAIRE DESHIN

3 PRE-TESTING OF OUESTIONNAIGE %

4 BAMPLE DESIGN

S SELECTION AND TRAINING OF
INTE RV IEWE R

8 FIELD WORK

? FIELDEDIT

8 CODING EDITING

9 PROGRAMMING

10 MACHINE PUNCHING

M MACHINE PROCESSING

.
12 FINAL REPORT =

Conclusion

The Christian communicator, today more than at any other time, is
confronted by the challenge of being irrelevant to a people {audience}
tharacterized by change —. changes that are rapidly occurring not only

rom generation to generation, but from one given week to the next. Peo-
ble today are better educated and much more sophisticated than ever

before, with more varied appetites, more cultivated. tastes. ‘They now.

have longer weekends and wider interests, They are becoming hard to

satisfy, hard to fool, and above all, easier to bore!
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This is the human situation in. which the Christian cjoma??r:;catthois
finds h:fnsei'f today. His task is o mak_t_:_ the Gogp@l rire;tion fo s
rlapidiy changing situation. To do this on & day-t::;t ii Xgantly_ f basis 16
1 i icator must .
er. The effective communical wow hie
m}iit;lrfégnasnwd must constantly be searching for the most approp
au ;

meatis for effective communications.
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RADIO AND EVANGELISM '
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Radio has been given us by God as one of the most remarkable tocls
available in this modern age. Radio brings a number of unique charac-
teristics to the challenge of the Great Commission — characteristics that
should give radio a major role in our strategy to “let the earth hear his
voice.” .

The first thing that sets radic apart from most other media is that it
deals exclusively with the “theater of the mind” - the individual
listener’s imagination. Because there is no visual side to radio waves, the
visual is constructed in the listeners’ minds. This characteristic brings a
range of creative opportunities to the radio broadcaster that are short-
circuited by other media. . :

"Further, radio, lacking the demanding visual treatment of television
or films, is much less expensive when it comes to program production. A
diversity of ideas can be treated in radio that are stmply impossible in
other media. Radio’s lower cost, in production and technical expense, is
a major reason recommending it to our use in evangelism. A natural cor-
ollary with the lower production cost of radio is that it is possible to
reach individuals with the Gospel at a much lower cost per thousand.

Wide geographical coverage is one of the unique properties -of
radio — “omnipresence” in the range of.its single coverage. Local
medium-wave, and UHF (FM) stations typically have less coverage than
do superpower medium wave or short wave stations. However, it is quite
typical for an entire nation, in some cases, entire continents, to be
covered by a single transmitter. :

Unigue features of radio ‘ .

The wide coverage of radio brings certain unigque properties with
regard to audience penetration. For example, radio knows no geographi-
cal, social, political, or ideological boundaries. Radio leaps mountains,
national borders, and quite often the barriers men have erected in their
minds. The only constraints are signal strength and program content —
attractiveness to the potential audience. Muslims, for example, might be
unwilling to attend a Christian church. However, they might be curious
enough to keep their radio tuned, in the privacy of their -home or busi-
ness, when a Christian program comes on - particularly if that program
speaks to the individual’s interest and/or need. The same certainly holds
true for “closed” countries, places where the Gospel cannot be preached
“openly,” where missionaries or Christian workers are not allowed. In
these circumstances, radio becomes a cornerstone of any contemporary
strategy - because of its singular ability to transcend national borders
and ideological barriers. This massive coverage carries certain
drawbacks. The believability of the message tends to decrease the farther
the listener is from the source of the signal. (You trust your neighbor’s




