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3 Killer Culture Who’s Selling Sex and 
Rebellion to Your Children? 

 



The Merchants of Cool  

• What is behind our children’s blind allegiance to an increasingly 
defiant musical, social, sexual and cultural world?  

• It is a concerted effort on the part of ‘the merchants of cool,’ a 
collection of major corporations who have become expert sellers of 
sex and rebellion to our children. 



Killer Culture-Who’s Selling Sex and Rebellion 
to Your Children? 
• What causes children to conform to the dominant peer culture 

around them? 

• Five main motivational reasons to conform:  
• The desire to be correct,  

• The desire to be socially accepted and to avoid rejection and conflict,  

• The need to accomplish group goals,  

• The necessity of establishing and maintaining a self-concept/social identity, 
and finally,  

• The alignment of oneself with similar individuals  
• (Nail, MacDonald, & Levy, 2000) 

 



Solomon Asch experiment (1958): A study of 
conformity-Social Pressure and Perception 

• Imagine yourself in the following situation: You sign 
up for a psychology experiment, and on a specified 
date you and seven others whom you think are also 
subjects arrive and are seated at a table in a small 
room. You don't know it at the time, but the others 
are actually associates of the experimenter, and their 
behavior has been carefully scripted. You're the only 
real subject. 



Solomon Asch experiment (1958): A study of 
conformity-Social Pressure and Perception 

• The experimenter arrives and tells you that the study in which you are 
about to participate concerns people's visual judgments. She places 
two cards before you. The card on the left contains one vertical line. 
The card on the right displays three lines of varying length. 

 

 



Solomon Asch experiment (1958): A study of 
conformity-Social Pressure and Perception 

• The experimenter asks all of you, one at a time, to 
choose which of the three lines on the right card 
matches the length of the line on the left card. The 
task is repeated several times with different cards. On 
some occasions the other "subjects" unanimously 
choose the wrong line. It is clear to you that they are 
wrong, but they have all given the same answer. 

•What would you do? Would you go along with the 
majority opinion, or would you "stick to your guns" 
and trust your own eyes? 



Solomon Asch experiment (1958): A study of 
conformity-Social Pressure and Perception 
• In 1951 social psychologist Solomon Asch devised this experiment to 

examine the extent to which pressure from other people could affect 
one's perceptions. In total, about one third of the subjects who were 
placed in this situation went along with the clearly erroneous 
majority. 

 



Solomon Asch experiment (1958): A study of 
conformity-Social Pressure and Perception 
• Asch showed bars like those in the Figure to college students in groups of 8 

to 10. He told them he was studying visual perception and that their task 
was to decide which of the bars on the right was the same length as the 
one on the left.  

• As you can see, the task is simple, and the correct answer is obvious. Asch 
asked the students to give their answers aloud.  

• He repeated the procedure with 18 sets of bars.  

• Only one student in each group was a real subject. All the others were 
confederates who had been instructed to give two correct answers and 
then to some incorrect answers on the remaining 'staged' trials.  

• Asch arranged for the real subject to be the next-to-the-last person in each 
group to announce his answer so that he would hear most of the 
confederates incorrect responses before giving his own.  

• Would he go along with the crowd? 



Solomon Asch experiment (1958): A study of 
conformity-Social Pressure and Perception 
• To Asch's surprise, 37 of the 50 subjects conformed themselves to the 

'obviously erroneous' answers given by the other group members at 
least once, and 14 of them conformed on more than 6 of the 'staged' 
trials. When faced with a unanimous wrong answer by the other 
group members, the mean subject conformed on 4 of the 'staged' 
trials. 

 



Solomon Asch experiment (1958): A study of 
conformity-Social Pressure and Perception 

• Asch was disturbed by these results:  

• "The tendency to conformity in our society is so strong that reasonably 
intelligent and well-meaning young people are willing to call white black. 
This is a matter of concern. It raises questions about our ways of education 
and about the values that guide our conduct.“ 

• Why did the subjects conform so readily?  

• When they were interviewed after the experiment, most of them said that 
they did not really believe their conforming answers, but had gone along 
with the group for fear of being ridiculed or thought "peculiar."  

• A few of them said that they really did believe the group's answers were 
correct. 

 

 



Solomon Asch experiment (1958): A study of 
conformity-Social Pressure and Perception 

• Asch conducted a revised version of his experiment to find out 
whether the subjects truly did not believe their incorrect answers.  

• When they were permitted to write down their answers after hearing 
the answers of others, their level of conformity declined to about one 
third what it had been in the original experiment. 



Solomon Asch experiment (1958): A study of 
conformity-Social Pressure and Perception 
• Apparently, people conform for two main reasons:  

• because they want to be liked by the group and  

• because they believe the group is better informed than they are.  

• Suppose you go to a fancy dinner party and notice to your dismay 
that there are four forks beside your plate. When the first course 
arrives, you are not sure which fork to use. If you are like most 
people, you look around and use the fork everyone else is using. You 
do this because you want to be accepted by the group and because 
you assume the others know more about table etiquette than you do. 



Solomon Asch experiment (1958): A study of 
conformity-Conformity, group size, and 
cohesiveness 

• Asch found that one of the situational factors that influence 
conformity is the size of the opposing majority. In a series of studies 
he varied the number of confederates who gave incorrect answers 
from 1 to 15.  

• He found that the subjects conformed to a group of 3 or 4 as readily 
as they did to a larger group.  

• However, the subjects conformed much less if they had an "ally"  

• In some of his experiments, Asch instructed one of the confederates 
to give correct answers. In the presence of this nonconformist, the 
real subjects conformed only one fourth as much as they did in the 
original experiment.  



Solomon Asch experiment (1958): A study of 
conformity-Conformity, group size, and 
cohesiveness 

• There were several reasons:  
• First, the real subject observed that the majority did not ridicule the dissenter 

for his answers.  

• Second, the dissenter's answers made the subject more certain that the 
majority was wrong.  

• Third, the real subject now experienced social pressure from the dissenter as 
well as from the majority.  

• Many of the real subjects later reported that they wanted to be like their 
nonconformist partner (the similarity principle again).  

• Apparently, it is difficult to be a minority of one but not so difficult to be part 
of a minority of two. 



Solomon Asch experiment (1958): A study of 
conformity-Conformity, group size, and 
cohesiveness 

• Some of the subjects indicated afterward that they assumed the rest 
of the people were correct and that their own perceptions were 
wrong.  

• Others knew they were correct but didn't want to be different from 
the rest of the group. Some even insisted they saw the line lengths as 
the majority claimed to see them. 

• Asch concluded that it is difficult to maintain that you see something 
when no one else does.  

• The group pressure implied by the expressed opinion of other 
people can lead to modification and distortion effectively making 
you see almost anything. 



Fashion-From the Micro-mini to the Gangsta Generation 

• Clothing is such an important part of adolescent social steering 
change efforts for the “marketers of cool” because uniforms 
symbolize values and allegiance, a loyalty to a higher (or lower) order, 
then in this case it’s an allegiance to an increasingly defiant musical, 
social, sexual, and cultural world, a mysterious (to parents) realm that 
seems magically to be drawing millions of children into it. 





Fashion in the 1960s 
http://www.retrowaste.com/ 

• 1960s fashion was bi-polar in just about every way. The early sixties were more 
reminiscent of the 1950s — conservative and restrained; certainly more classic in 
style and design. 

• The late 1960s were the exact opposite 
• Bright, swirling colors  
• Psychedelic, tie-dye shirts 
• Long hair and beards were commonplace.  

• Woman wore unbelievably short skirts and men wore tunics and capes.  

• The foray into fantasy would not have been believed by people just a decade 
earlier. 

• It’s almost like the 1950s bottled everyone up so much that the late 1960s 
exploded like an old pressure cooker. Women were showing more skin than ever 
before. 

• For the first time in the 19th Century, London, not Paris, was the center of the 
fashion world. The British Invasion didn’t stop with The Beatles. It swept into all 
parts of life, especially clothing. 





Fashion in the 1970s 
http://www.retrowaste.com/ 

• The early 1970s fashion scene was very similar to 1969, just a bit more flamboyant. It wouldn’t be hyperbole 
to say that a fashion revolution occurred in the 1970s. 

• Polyester was the material of choice and bright colors were everywhere.  

• Men and women alike were wearing very tight fitting pants and platform shoes.  

• By 1973, most women were wearing high cut boots and low cut pants. 

• Early 1970s fashion was a fun era. It culminated some of the best elements of the 60s and perfected and/or 
exaggerated them.  

• Just when it seemed pants couldn’t flare any more (bell bottoms, anyone?), the flare was almost gone. By 
the late 1970s the pant suit, leisure suit and track suit was what the average person was sporting. Every 
woman had a cowl neck sweater in her closet and every man had a few striped v-neck velour shirts. 

• Chest hair, medallions, polyester, butterfly collars, bell bottoms, skin-tight t-shirts, sandals, leisure suits, 
flower patterned dress shirts, sideburns and, yes, tennis headbands. 

• There is one common theme throughout fashion in the 1970s: pants were tight fitting. And it is probably the 
first full decade in which women could be seen wearing pants in every walk of life. 

• It’s also hard to miss the fact that color almost completely disappeared by 1979. Earth tones, grays, whites 
and blacks were back in full force, as people had apparently tired of the super bright tones of the early 
1970s. 



Then Everything Changed-The 1980’s The Merchants of Cool 
• Major corporations—Viacom, Disney, AOL/Time Warner, and others—study 

America’s children like laboratory rats in order to sell them billions of dollars in 
merchandise by tempting, degrading, and corrupting them.   

• “When you’ve got a few gigantic transnational corporations, each one loaded 
down with debt, competing madly for as much shelf space and brain space as 
they can take they’re going to do whatever they think works the fastest and with 
the most people, which means that they will drag standards down. 

• “Today (circa 2005) five enormous companies are responsible for selling nearly all 
of youth culture. These are the true merchants of cool: Rupert Murdoch’s 
Newscorp, Disney, Viacom, Universal Vivendi, and AOL/Time Warner.” 

• “The entertainment companies, which are a handful of massive conglomerates 
that own four of the five music companies that sell 90 percent of the music in the 
United States—those same companies also own all the film studios, all the major 
TV networks, all the TV stations pretty much in the 10 largest markets. “They own 
all or part of every single commercial cable channel. 

•  “They look at the teen market as part of this massive empire that they’re 
colonizing. You should look at it like the British Empire or the French Empire in 
the 19th century. Teens are like Africa.  



MTV Transformed America One Kid at a Time 
• You know, that’s this range that they’re going to take over, and their 

weaponry are films, music, books, CDs, Internet access, clothing, 
amusement parks, sports teams. That’s all this weaponry they have to 
make money off of this market. 

•  “Everything on MTV was a commercial.  
• Sometimes it’s was an explicit advertisement paid for by a company to sell a 

product.  

• Sometimes was a video for a music company there to sell music.  

• Sometimes it was the set that’s filled with trendy clothes and stuff there to 
sell, a look that will include products on that set.  

• Sometimes it was a show about an upcoming movie paid for by the studio, 
though you didn’t know it, to hype a movie that’s coming out from 
Hollywood.  

• But everything was an infomercial. There was no non-commercial 
part of MTV.  



MTV Transformed America One Kid at a Time 
• Sprite is an excellent example of the early impact of these mind 

control marketing strategies aimed at the planet’s youth. What was 
once a struggling, second-string soft-drink company pulled off a 
brilliant marketing coup by underwriting major hip-hop music events 
and positioning itself as the cool soft drink for the vast MTV-
generation market.  

• Connecting the dots between Sprite, MTV, rap musicians, and other 
cross-promotion participants, have a larger behind-the-scenes game 
plan:  
• “Sprite rents out the Roseland Ballroom and pays kids 50 bucks a pop to fill it 

up and look cool.  
• The rap artists who perform for this paid audience get a plug on MTV’s show, 

‘Direct Effects,’ for which Sprite is a sponsor.  
• MTV gobbles up the cheap programming, promoting the music of the record 

companies who advertise on their channel.  
• Everybody’s happy.”  

 



MTV Transformed America One Kid at a Time 
• “So what,” you say? “What’s wrong with that? Aren’t MTV and rappers and 

clothing companies and others just giving kids what they want?”  

• That’s what they say. But it’s not what they do.  

• In reality, the companies are creating new and lower and more shocking—
that’s the key-word, shocking—marketing campaigns, disguised as genuine, 
authentic expressions of youthful searching for identity and belonging, for 
the sole purpose of profiting financially from America’s children. 
• They hold focus groups.  
• They send out culture spies (which they call “correspondents”) to pretend to 

befriend and care about teens so they can study them—what they like, don’t like, 
what’s in, what’s out, what’s cool, and what’s no longer cool.  

• They engage in “buzz marketing” (where undercover agents talk up a new product).  
• They hire shills to interact with young people in Internet chat rooms, and they 

engage “street snitches” to loudly talk up a band or other product to raise interest.  
• They bring the entire machinery of modern market research and consumer 

psychology to bear on studying this gold mine of a market—to anticipate the next, 
and always weirder and more shocking, incarnation of “cool”  

 



The “Mook” and the “Midriff” 
• The mook is a marketing caricature of the wild, 

uninhibited, outrageous, and amoral male sex 
maniac.  
• Take Howard Stern, perhaps the original and still king of 

all mooks.  
• Look how Viacom leverages him across their properties.  

• He was syndicated on 50 of Viacom’s Infinity radio stations.  
• His weekly TV show was broadcast on Viacom’s CBS.  
• His number one best-selling autobiography was published by 

Viacom’s Simon and Schuster, then released as a major 
motion picture by Viacom’s Paramount Pictures, grossing $40 
million domestically and millions more on videos sold at 
Viacom’s Blockbuster video. 

• The mook is a recent historical reality that was 
completely contrived and promoted for financial gain. 

• He is a creation designed to capitalize on the 
testosterone-driven madness of adolescence.  

• He grabs them below the belt and then reaches for their 
wallets.  

 



The “Mook” and the “Midriff” 
• Girls got dragged down there right along with 

boys.  

• The media machine spit out a second caricature….  

• The midriff is no more true to life than the mook.  

• If he is arrested in adolescence, she is 
prematurely adult.  

• If he doesn’t care what people think of him, she is 
consumed by appearances.  

• If his thing is crudeness, hers is sex.  

• The midriff is really just a collection of the same 
old sexual clichés, but repackaged as a new kind 
of female empowerment.  
• ‘I am midriff, hear me roar. I am a sexual object, but I’m 

proud of it.  

 



MTV Spring Break-Another Brick in the Wall 
• And how did MTV manage to bond kids—imprint 

them—with the next round of musical, clothing, and 
lifestyle choices they should be buying into?  

• “Kids were invited to participate in sexual contests 
on stage or were followed by MTV cameras through 
their week of debauchery.   

• Sure, some kids have always acted wild, but never 
had these antics been so celebrated on TV.  

• So of course kids take it as a cue, like here on the 
strip in Panama Beach, Florida, where high schoolers 
carry on in public as if they were on some MTV 
sound stage.  

• Who is mirroring whom? Real life and TV life have 
begun to blur.  

• Is the media really reflecting the world of kids, or is it 
the other way around? The answer is increasingly 
hard to make out.  

 





Fashion in the 1980s 
http://www.retrowaste.com/ 

• 1980s fashion can be commended for its creativity. Some fashion designers abandoned history, some borrowed from it, while 
others tried to design the future. Designers abandoned all convention — and their creations were interesting to say the least. 

• The early 80s were somewhat subdued in color, where we see a lot browns and tans and oranges. Blocky shapes were everywhere 
and dressing like a tennis player was the cool thing to do. Velour was hot and velvet was even hotter. For both men and women, 
the waistline was a little high. 

• But let’s face it, early 1980s fashion was very similar to the late 1970s. In 1983 there was a slight 1950s-style throwback, especially 
in women’s dresses. By the mid-80s, pop music stars like Madonna and Cyndi Lauper were ushering in an entirely new style — 
one that many people associate with the 1980s to this day. 

• Bright colored accessories like sunglasses, bangles and hoop earrings were a necessity. Teased hair, loud makeup and neon were 
an important part of this style. This style was obviously more popular with the younger crowd. 

• But that didn’t mean “regular” women in the 1980s couldn’t have fun. It was an exceptionally flexible time when a woman could 
wear skin-tight cotton stirrup pants with leggings and a giant turtleneck sweater one day (Flashdance) — and parachute pants with 
a small v-neck top and a high-waist belt the next. 

• Society’s love for brand was epitomized by its inexplicable love for wearing Coca-Cola brand clothing in 1987. MTV had a huge 
impact on fashion, as teens across the U.S. were tuning in to watch music videos starring wildly dressed celebrities. Suddenly it 
became much easier for a fad to spread across the country faster than wildfire. 

• By the late 80s, Nike had grown into one of the most profitable clothing companies in the world. Like Coke vs. Pepsi, Reebok vs. 
Nike was the athletic wear battle of the decade. With the help of Michael Jordan, Nike won the war. In 1988, every kid had to 
have a pair of Air Jordans and a Chicago Bulls baseball cap. 

• If you ever hear someone talk about “Cosby sweaters”, they are referring to sweaters that were most popular in 1989. By then, 
women’s clothing had gotten considerably more baggy as women clamored for styles that hearkened back to a more conservative 
time. 





Fashion in the 1990s 
http://www.retrowaste.com/ 

• Fashion in the early 1990s was generally loose fitting and colorful. Unless you were going for the grunge look, then color was the 
enemy. 

• Who remembers pegging Skidz pants bought from Merry Go Round? We had to wear Air Jordans, too. Our t-shirts were big and 
our shorts were extra long. The tapered pants were a big deal. If they weren’t tapered, then you had to taper them yourself with a 
fold and a couple flips. 

• Boys and girls both wore baseball caps in many different ways. Mullets were stylish for a couple years and every sweater had a 
turtleneck under it. 

• But then grunge happened. Suddenly every thrift store in town couldn’t keep a flannel shirt in stock to save their backs. Teens 
were digging through dad’s box of old clothes to get their hands on some authentic hole-ridden jeans to wear over top of their 
long john stockings. Barbers nearly went out of business because no one under 17 got their hair cut any more (OK, we may be 
exaggerating just a little.) 

• Also in the early nineties fashions worn by hop hop artists were becoming increasingly mainstream. And because of the growing 
popularity of hip hop music among the suburban community, urban styles were seen everywhere, not just in the big city. By the 
late 1990s hip hop style was arguably the most popular among young people. 

• Starting in the mid-90s, industrial and military styles crept into mainstream fashion. People were finding any way to make a fashion 
accessory out of a piece of machinery. Camouflage pants were ironically worn by anti-war protesters. 

• By the late 90s, rave culture swept through and people were looking for clothes that were more glamorous again. The grungy 
styles of the early nineties were old hat. Looking rich was cool again. Name brand designers were back in a big way. 

• Interestingly enough, late 90s clothing styles are not too drastically different than they are today. In the 1990s, musicians had a 
much greater influence on what young people wore than designers. All a kid in Kansas had to do was turn on MTV for the latest 
east and west coast styles of the moment. 



Fashion-From Gangsta to Grunge 

• In the 1990’s, powered largely by the election of the first Baby Boomer as 
President (Bill Clinton), the 1990’s were shaped by the counter-culture 
liberal philosophies of the 1960’s. 

• The Seattle Grunge movement was an anarchistic, anti-corporate/anti-
capitalist music and fashion juggernaut that emerged briefly as an “angsty” 
voice of youth and a response to the end of the excesses of the 1980’s as 
well as a revolt against the patriotic/God fearing Reagan America. 

• The plight of the inner city burst forth in the early 1990’s along sided 
Grunge (eventually supplanting it) with the powerful emergence of the 
East/West Gangster Rap/Hip-Hop culture. 
• Powered by nearly 30 years of aggressive social change as well as by the anger and 

guilt of the civil rights movement, hip-hop—a multimillion-dollar music industry filled 
with “the powerful political and sexual images of rap”—had captivated and now 
permeated nearly two generations of American youth with the drama of the ghetto 
and its daily struggle for survival: 

• And it was all a lie….but the damage is already done. 



Gangster Culture 
http://www.policemag.com/blog/gangs/story/2010/01/gangster-clothing-dressing-for-success-in-prison.aspx 

• In the 1970s, Crips made their appearance in the streets of Los Angeles. In the 1960s, African-
American gangsters dressed a cut above the average kid at Compton High. Black slacks, white 
shirts and one-inch ties, three-quarter-length trench coats with hoodlum priest collars, and stingy 
brimmed hats, complemented by sweaters and Italian or "French toed" shoes were commonly 
worn by members of the Gents, Roman Pearls, Bartenders, and Slauson Village. 

• But the Crips wore cheap plaid flannel shirts, baggy khaki or Dickie style pants with suspenders 
hanging down. This gave the sagging pants look. They wore golf caps, tennis shoes, and a walking 
cane or golf club to complete the Crip gangster look. This was a major step down, a ghetto look. 
Later gang members dropped the suspenders and cocked the baseball cap visor up, or to the left 
or right, or turned it backwards, in order to look different … like everybody else. 

• MTV and music videos featuring gangsta rap stars and their gangsta entourages strongly 
influenced gang members in the 1980s. Gaudy jewelry and gold capped teeth or "bling" became 
popular. At the same time, legitimate clothing manufacturers began producing gang-like clothing, 
in the hip-hop and the gangster-grunge looks. Shoes, jackets, and hats were manufactured with 
hidden compartments called "sweet spots" for hiding your stash. The result was that finding non-
gang-like clothing for teens became difficult. I could list numerous incidents where non-gang 
young people became victims of gangs because they looked like rival gang members. 

• In the 1990s, many gangs went "low profile," switching to sportswear such as football jerseys and 
tennis shoes to display their gang affiliation. Only those "in the know" about the hidden meaning 
of logos and colors were supposed to recognize them. 





Gangsta Generation 

• Hip-hop’s in-your-face attitude looks strong and free to kids who feel 
constrained by expectations of the mundane middle-class world they 
have grown up in.  

• The ghetto—experienced second-hand in movies and music and on 
the evening news, viewed from the comfort of nice suburban family 
rooms—holds enormous drama and appeal for young people. (Not to 
mention full blown de-humanization of others not like you, 
objectification/demeaning of women, glorification/expectation of 
violence, rampant substance abuse, normalization of illicit drug use, 
full blown pursuit of all manners of hedonism, glorification of all 
manners of sin as a lifestyle focused on breaking as many of Ten 
Commandments as possible) 





The Downward Spiral 
• Is adult concern over today’s youth culture just the perennial hand-wringing of 

parents needlessly worried about their growing offspring’s experiments with 
independence? Or is something else, something far more sinister at work?  

• “THEY WANT to be cool. They are impressionable, and they have the cash. They 
are corporate America’s $150 billion dream.” 

• It’s a giant feedback loop. The media watches kids and then sells them an image 
of themselves.  

• Then kids watch those images and aspire to be that mook or midriff in the TV set.  

• And the media is there watching them do that in order to craft new images for 
them, and so on. 

• Is there any way to escape the feedback loop? 
• “Cool”-seeking youths continually reach downward to a new, raunchier, more outrageous 

expression—something, anything, as long as it hasn’t been exploited and ripped off by the 
corporate world. 

• But don’t bother trying to tell your kids about this fiendish game.  

• It’s part of the official rock video world view, it’s part of the official advertising 
world view, that your parents are creeps, teachers are nerds and idiots, 
authority figures are laughable, nobody can really understand kids except the 
corporate sponsor. 

 



The Downward Spiral 
• Behind both the corporate manipulators and the youths caught in 

their selfish and shameful influence lurks another, much more 
formidable and all-pervasive marketing campaign—a malevolent 
dimension that has no one’s best interests at heart and which is 
programmed to devour all in its path, from the highest to the lowest.  

• It is intent on degrading this generation so totally that little hope 
would be left for the next generations of Americans. 
• First of all, there’s sex. Very simply, there seem to be neither boundaries nor 

taboos anymore when it comes to sex. 

• Moreover, with the evolution of online pornography, every type of sexual 
experience has literally been shoved under the noses of millions of Americans 
against their will. 

 



Know Ye Not, Ye Are the Temple of the Holy Ghost? 
• What about body piercing?  

• It has progressed from traditional earrings for females, to earrings for 
males (eager to display their “feminine side” which the ’60s “cultural 
revolution” sold them), to multiple piercings for both males and females in 
literally every part of the  

• It’s the same progression to extremes with tattooing. But why stop with 
conventional piercing and tattooing? Ritual scarification and 3D-art 
implants are big. 

• How about tongue splitting? How about branding? How about 
amputations? 

• There are no bounds—no lower limits. Whatever you can imagine, even for 
a second in the darkest recesses of your mind, know that someone 
somewhere is doing it, praising it, and drawing others into it via the 
Internet. 

• Strangest of all is the fact that any behavior, any belief—no matter how 
obviously insane—is rationalized so it sounds reasonable, even spiritual. 



What’s with the fascination with pain and disfigurement? 

• IN THE West we are appalled at the death-oriented Islamic jihad 
subculture, which in some areas, particularly among the Palestinians, has 
become the dominant culture, a culture of death. 

• Yet somehow in America, the ritual of pain and mutilation or, in extreme 
cases, death drives out their awareness of inner conflict, replacing it with 
an illusion of freedom and selfhood. 

• “The self-mutilator is someone who has found that physical pain can be a 
cure for emotional pain 

• Self-mutilators have many different reasons for their actions and are 
tormented by a spectrum of different feelings. There seems to be two 
consistent characteristics in all self-mutilators:  
• 1. A feeling of mental disintegration, of inability to think.  
• 2. A rage that can’t be expressed, or even consciously perceived, toward a powerful 

figure (or figures) in their life, usually a parent.  
• For the self-mutilator, the experience of one or both of these feelings is unbearable and must 

therefore be “drowned out,” as they report, by some immediate method. Physical pain and 
the sight of oneself bleeding become solutions because of their ability to overpower the 
strength of those feelings. 



What’s with the fascination with pain and disfigurement? 

• The individual who needs this kind of solution is a person who cannot 
redress the grievances they have with others, who are afraid to argue, 
to articulate what they are so angry about.  

• The self-mutilator is ashamed of the mental pain that they experience 
and they have no language with which to describe it to others. 

•  “Cutting” is a psychiatric syndrome afflicting primarily young girls 
who ritualistically cut themselves to relieve inner pain.  

• Much of the same dynamic is at work to some degree in multitudes of 
people today finding solace and identity in self-destructive sexuality, 
pain, and disfigurement. 



THE VEIL: “FOR WE wrestle not against flesh and blood, …. 
• True, mass conformity even to bizarre beliefs and practices can be explained 

somewhat by the sheer power of peer pressure, but there is more to it. 

• It’s more akin to mass hypnosis, where large numbers of people simultaneously 
adopt the same bizarre mind-set, beliefs, and practices.  

• Such instances of spiritual “possession” of a society, of a people made ripe for 
such a downward transformation by their sins and rebellion against God, are 
evident throughout history.  

• Is there something about today’s celebratory piercing and tattooing of the body 
and the free sex that permeates this culture that literally evokes the spirit of 
Sodom and Gomorrah? It’s as though the rebellious spirit of reprobate 
civilizations of the past was being tapped into by today’s pop culture.  

• The fact is, what has risen “out of the pit” in today’s world bears a striking 
resemblance to the ageless spirit of defiant paganism, a spirit now inhabiting 
millions of people “freed” by trauma (drugs, illicit sex, bodily mutilation, and so 
on) from the pain of their own conscience—which is to say, freed from God and 
the divine law written deep down in every person’s heart.  

• Why? Same reason as always: so they can be their own gods and make up their 
own rules.  



THE VEIL: “FOR WE wrestle not against flesh and blood, …. 

• Not only has today’s popular culture—from its astonishing gender 
confusion to its perverse and powerful musical expression—become 
toxic virtually without precedent in modern history, but also most 
parents have not protected their own kids from it. 

• In past eras, if parents were very imperfect, even corrupt, children 
still had a reasonable chance of “growing up straight,” since the rest 
of society more or less reflected Judeo-Christian values.  
• The youngster could bond to a teacher, minister, mentor, or organization that 

could provide some healthy direction and stability.  

• But today, because of the near-ubiquitous corruption “out there,” if parents 
fail to properly guide and protect their children, the kids get swallowed whole 
by the culture. 



THE VEIL: “FOR WE wrestle not against flesh and blood, …. 

• Children deserve and desperately need firmness, patience, fairness, 
limits, kindness, insight, and a good, non-hypocritical example.  
• They need genuine parental love and guidance.  
• If they don’t get this, they will resent you.  
• Even if you can’t see it, even if they can’t see it, and deny it, they will resent 

you for failing to give them real love.  
• That resentment—which becomes suppressed rage—is a destructive, 

unpredictable, radioactive foreign element in their makeup, which then 
transmutes into every manner of problem, complex, and evil imaginable.  

• It makes children feel compelled to rebel against you and against all authority 
out of revenge for your having failed them.  

• It makes everything forbidden—from sex to drugs to tongue studs to 
things worse—seem attractive, like a road to personal freedom. 

• Today’s youth rebellion is not only against failing parents but against 
the entire adult society—against the children of the 1960s cultural 
revolution who grew up to become their parents.  



THE VEIL: “FOR WE wrestle not against flesh and blood, …. 

• Unfortunately, many of us never shook off the transforming effects of 
that national trauma, which birthed the “sex, drugs, and rock ‘n’ roll” 
youth counterculture, the leftist hate-America movement, the 
women’s liberation movement, and overriding all, of course, the 
sexual revolution. 

• So we grew up to elect one of our own—a traumatized, amoral baby 
boomer named Bill Clinton.  

• If you don’t think Clinton’s escapades with Monica Lewinsky—
covered by the media like the Super Bowl—had everything to do with 
the explosion of middle-school sexual adventures across America, 
then open your eyes. 



THE VEIL: “FOR WE wrestle not against flesh and blood, …. 

• We, the parents of this generation, along with the degrading entertainment 
media, the biased news media, the lying politicians, the brainwashing 
government school system, and the rest of society’s once-great institutions 
whose degradation we have tolerated, are responsible. 

• CULTURE is so poisonous that your only hope is to literally create (or plug 
into) another culture entirely—a subculture.  

• True American culture—if it’s ever to come back—must begin again as a 
subculture.  

• Or course—the enemy continues to tear at the foundational fabric of our 
nation, railing against the Judeo-Christian worldview globally.   

• Healthy, traditional, God fearing organizations like the Boy and Girl Scouts, 
as well as other good institutions like our churches and even marriage 
itself—are torn at mercilessly from the outside by heartless activists.  

• And they are also torn at from within—by members within who 
compromise on the literal truth of our foundation in the Word of God.  We 
unfortunately all bring some of our ‘Killer Culture’ in through the door 
every time we walk in. 



The Merchants of Cool  

• Companies such as Viacom, Disney, AOL/Time Warner and others 
intend to make billions by tempting, degrading and corrupting 
American kids.  

• They create focus groups and send spies to the places where children 
gather to get intelligence and see what they can do to induce them.  

• They are basing their entire marketing campaigns on the promotion 
of shocking and rebellious behavior, while trying to convince America 
that these are authentic expressions of our youth searching for 
identity and belonging. 

 



The Mook & the Midriff  

• The merchants of cool are not just following the basest instincts of 
confused teenagers, they are leading.  

• They market caricatures such as the Mook, the uninhibited outrageous and 
amoral male sex maniac, or the Midriff, the female portrayed as 
prematurely adult, consumed with appearances and proud of being a 
sexual object.  

• Using the appeal of these two symbols, they engage our children by telling 
them that, despite what their parents say, there should be no limits, no 
boundaries or taboos.  

• Any behavior or belief has become reasonable.  

• Suddenly, the forbidden becomes mysteriously attractive. 



Parents & Rage  

• The lower standards of parenting also play a role in fueling the power 
of these marketers.  

• In the past, even children of corrupt parents had a chance to grow up 
straight because the rest of society more or less reflected Judeo-
Christian values.  

• But in today’s America, when parents fail, kids get swallowed whole 
by the pervasive culture. 



Parents & Rage  

• There is a way out, but it requires us to create an entirely different culture; 
a subculture to take our children back.  

• Kupelian strongly suggests that the best solution to accomplish this is 
home schooling (I personally disagree, because he is also critical of the 
corporate church of pulling out of the world, leaving it in the state that it is, 
but then he advocates the exact same thing for our young people); the 
single most important and promising avenue for the true rebirth of 
American Judeo-Christian culture.  

• Confession is also a magically liberating act for parents to do.  
• Confessing all your mistakes and regrets provides children with the best 

possible chance to forgive you and find their own redemption.  
• By following a higher law, we can redeem our wretched culture one child 

and one family at a time. 
 



WHY DOES IT MATTER? 
Dropouts and Disciples: How many students are really 

leaving the church? 

Are students leaving the church in droves? What can we do to stop the bleeding? | 

Ed Stetzer 

 

Dropout is a key word in today's evangelical churches concerning teenagers and young adults. 

The quote often sounds like this: "86% of evangelical youth drop out of church after graduation, 

never to return." The problem with that statement (and others around that number) is that it's not 

true. But that doesn't mean there is no reason for concern. 



WHY DOES IT MATTER? 



WHY DOES IT MATTER? 

80% of young people who dropped out of church said they did not plan to do so 
during high school. 
 
LifeWay Research data shows that about 70% of young adults who indicated they 
attended church regularly for at least one year in high school do, in fact, drop out—
but don't miss the details.  
 
Of those who left, almost two-thirds return and currently attend church (in the 
timeframe of our study).  
 
Also, that dropout rate is from all Protestant churches—evangelical and mainline. 
When? 
Church attendance among teens and young adults follows some important patterns. 
There are always some coming and some going. Yet something significant happens 
between the ages of 17 and 19 that accounts for the vast majority of those who leave. 
At age 17, the twice- monthly attendance of our study sample drops as follows: 
16–17, drop 10% 
17–18, drop 14% 
18–19, drop 13% 

 



WHY DOES IT MATTER? 
Between 17 and 19 is where the drop takes place. Our study was of 
those who attended regularly for at least a year in high school—so our 
sample is not representative of all teens and young adults, but clearly 
something is happening in that age range. 
 
In most cases, our surveys show a lack of intentionality in dropping 
out.  
Eighty percent of young people who dropped out of church said they 
did not plan to do so during high school.  
 
It's not that most rejected the church.  
 
Our teenagers aren't primarily leaving because they have significant 
disagreements with their theological upbringing or out of some sense 
of rebellion.  
 
For the most part, they simply lose track of the church and stop seeing 
it as important to their life. 

 



What Works? 
• Statistically, we found four factors that were the most predictive 

in determining which teenagers stayed in church: 
• I wanted the church to help guide my decisions in everyday life (prior to 

18). 

• My parents were still married to each other and both attended church 
(prior to 18). 

• The pastor's sermons were relevant to my life (prior to 18). 

• At least one adult from church made a significant investment in me 
personally and spiritually (between 15 and 18). 

 



What Now? 
• Dropout doesn't have to be a key word. We can replace it with something 

far better. When teenagers see an active, practiced faith in their parents 
and other positive examples at church, they will stop being dropouts and 
start being disciples. 

• If your student ministry is a four-year holding tank with pizza, don't 
expect young adults to stick around. 
• 1. Disciple, disciple, disciple. If your student ministry is a four-year holding tank 

with pizza, don't expect young adults to stick around. If, however, they see biblical 
teaching as relevant and see the church as essential to their decisions, they stay. 

• 2. Have a home with committed Christian parents. According to the USC study I 
referenced earlier, 74% of married couples who were both evangelicals also had 
kids who were evangelical. I was raised by a single mom who loved the Lord and 
I'm so thankful for those who do, but parents (together) make a significant 
statistical impact. 

• 3. Recognize that it takes a church to raise a committed young adult—involve 
other adults in the discipleship process. This is where student pastors, volunteers, 
and other adults being invested in the lives of teenagers can be so important. 

• No, the dropout numbers are not nearly as bad as many would have you 
think, but there are still way too many students who fail to see the 
significance of the church moving forward into early adulthood. But there 
are things we can do to change that. 
 


