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‘Shock-value ’ lyrlcs reflect the pull of commerclal medla

An editorial in the News Jour-

nal (March 21) advised, “Let ov- -

erreactmg remain the province of
parents.”” The advice was
prompted by State Rep. V. George
Carey's bill to require labeling of

. recordings with shock-value lyr- :

ies. - :
The editorial had a point. You
set standards by legisla-’

canng
tioriA0n. the other hand, Mr,
Carey does recognize a problem

He sees, no doubt, that kids are

bemg saturated w1th crude, sensa-

ton is a retired psychiatric social
worker and current president of
Message To The Media, an organi-
zation working for socially responsi-
ble media practices.

%Fm@

_
ANOTHER |
OFINION |

. Kathleen Bader
Lynch '

tlonal entertainmént because this
stuff fascinates them at certain
“stages and sells big. It's great for

. the growth of recording company
Kathleen Bader Lynch of Wllmmg-_

profits, but not for the growth of
'kxds Unfortunately, the problem

-is too complex to be solved by

labeling.
Journalists today tend to write
off as rabld citizens . who think

growing up,
whether we give them healthy

~that, even within a plurahstlc
framework our society owes chil-
- dren clear moral norms and cul-

tural ideals to guide their devel-

- opment. The press is prone to
‘hoot at the idea that this is more

than a private parental matter.
Nevertheless, common sense

and our ethical common bonds

tell us that it is a responsibility of

. total citizenry to care about the

psychological and teaching envi-
ronment in which children are
to care about

and helpful messages in their for-
mative years. Their future de-
pends on it. Human. progress de-

_pends on it,

Many parents, in fact, are not

competent standard setters in our

ethmally confused society. Caught
up in their own stresses, they are -
often underattentive rather than
overreactive to societal pressures
on their children. Many parents
are struggling with. their own im-.

maturity. For thousands of un-:

married teen parents, standa.rds

- don’t enter the picture.

Startling though it sounds, the
most powerful standard setter in.
the lives of contemporary children:
is not parents but mass market-
ing. Research has made this abun-
dantly - clear. Commercial media
have become the authority, the

universal arbiter of mores, man-

ners and morals. Unprincipled-
and unrestrained mass marketing

married to titillating mass enter-
tainment appears to be recreating .-

the culture in its own godless im-
age.

The dominant credo of the com-

_mercial standard is anything - goes
if it sells, and having it all is life's

- greatest good It ighores the needs

and rights of children. It doesn’t -

encoyrage them to think and
learn, to develop their potential
and their goals. It urges them to
hitch their wagons to the °

things, however foolish or de-
meaning they may be, because
that’s what they spend on; and
spending is the name of the game,

Insatiable consumer demand — .

it's the marketers’ dream that
runs the show. :

A good look around the city
and suburbs, the malls and marts

where youth congregate, reveals.
how effectively the media mentors
have impoverished the spirit,
identity and aspirations of spend-
ing-obsessed, pleasure-addicted,
profoundly bored young people.
It’s the perfect setup for drugs,
drug peddling, trouble. ‘

Not only parents but educa-
fors, mental and physical health
specialists, church and govern-
ment leaders and social policy ex-
perts ought to be looking more
closely at the situation. All of
these people need to address the-
_right of children and adolescents
to develop in freedom from the
stunting effects of commercxal ‘ex-
ploitation.

Mr. Carey is overreacting?



