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Public-Can Influence TV Programming

TI—lE.' FUE.I..]C is largely responsi-
: ;e for *what is broadcast on
feledision and radio, whether it s
Eood d or indifferent.

.- The recent campalgn by a group

called the Coalitiion for Better Tele- |

vﬁsign proved that advertisers will
change programming il listeners
demzand it. One major advertiser
withdrew :'m rport from more than
50 metwork programs “for réeasons
of taste™ in résponse to demand.

If further substantial Improve-
ment in programming is Lo result, it
will aceur in response to public de-
‘mand — or objections.

The Federal Communications
Commission, Congress and the
eourts will do litle, i anything, to
eliminate or reduce sex, violence,
-profanity or other elements many
regard as immoral or indecent,
They lean upon our constitutional
freedom of speech and the press to

grant this pervagive medium the

privilege of purveying Hith-to every
home.

MWetwork managemenis will and
dg broadeast anything that may win

| them higher ratings on the some-

what questionable surveys that arc
supposed te measure audiences and
listener preferences. Higher ratings
mean mord dollars.,

Advertisers and sponsors are not
a3 much concerned with the pro-

- grams that interrupt their sales f
pitches as they are with the volume [-

of merchandise sold. The cash regis-
ter is their rating.

L TV spots will sel] anything from
cosmetics to automobiles they also,

can be used to sell ldeas. Liberals
and sieial reformers seem to have,
grasped this concept earlier thamn

patriotic and religious groups. They -

also found that program conteni
could be used and they have placed
their people in key positions to deo
i,

Five years ago a Washington og-

lumnist, Patrick J. Buchanan, stud -

ied public television, which migh.t
presumably be less biased than
commercial netwarks, He found
that_enly one out of 20 TV shows
“was hosted by or featured a con-
Spicuous conservative.™

You don't need a survey to reall ze
that anything on TV from news anal-

—

:.rﬁtss o situation comedies may be
used to promote moral permissive-
ness, drinking, gambling and sexual
prosmicuity, or that these programs
might be used (o promote the oppo-
sile viewpoints.

Churches have been slow (o get on
the TV bandwagon. Quite a few ar-
ranged early to broadcast thelr Sun-
day worship services. These usually
are not “staged” for TV and rarely
COmMe ACT05S a5 strongly as a snappy
beer commercial during time-out at
a ball game,

Independent e».-anaellstx began to
capitalize on TV by setting up spe-
cial broadcasts, wtilizing profes-
sional services, When the public re-
sponded to “the electronie church”
by sending money, the TV preachers
became targets of criticjsm from
both, competitive liberal elements
and jealous church leaders who
missed similar opportunities.

Heligious denominationg are now
taking new looks at TV and consid-
ering how to play caich-up on the
alr waves with the opposition cover-

ing the bases and contralling the
ball.




