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“Truth Booth" Reaching Target Audience

Using modern-day technology and more than
a little ingenuity, pro-lifers are getting their message
before a prime audience — teenagers and young
adults. It's a basically simple concept called the Truth
Booth.  Shopping mall kiosks have been converted
into pro-life educational booths which are greatly
impaciing they way people view unbom babies and
abortion.

Flat screen TVs are set up behind Plexiglas.
A repeating three-minute video is played depicting 4-
D ultrasound images of unborn babies, interspersed
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message 1s presented
in a gentle, loving
way to impact their
hearts and minds on abortion.  To-date, there have
been no problems with vandalism: The very public
and usually busy environment, coupled with the way
the message is presented, likely discourages angry
artacks.

This remarkable idea is the brainchild of
Mike and Maureen Nuzzi from Atco. NIL They have
given the project 1o LifeWorks Ohio 1o further
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