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What is your opinion of censorship?
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Censorship should be
left up to those purchasing
music. Music like 2 Live
Crew doesn't belong on the
radio. The government
shouldn't put a hand on eve-
rything or we'll lose our free-
doms one by one. the Ameri-
can public doesn't deserve
that.

There really shouldn't
be any censorship except to
protect the under-aged.
They shouldn’t be able to
buy it, but there should be
no restrictions on the lyrics.

Whatever people want
should be available to them,
Radio stations should have
disclaimers, but there
should be no censoring,

Censorship is wrong,
but labels of warning are
okay.

Endorsing a product viewed as “easy money” by Aletra b. Lopez

I call 1990 the “Year of the
Great Celebrity Sell Out.” In the
last ten months I have seen more
“celebrities” on Diet Coke and
other product commercials than
ever before.

For example, Paula Abdul
and Elton John endorse Diet
Coke. Is Diet Coke sponsoring a
joint tour for Abdul and John, or
did the two agree to endorse Diet
Coke solely for profit? [ have
heard nothing about a Paula
Abdul/Elton John tour, so my
guess is that the two have dollar
signs for their motives.

“Lite” beer, on the other hand,
is sponsoring ZZ Top’s Recycler
Tour. ZZ Top is excused, as far as
I am concerned, for three reasons:

1). They are not singing and
dancing about Lite beer. 1 would
be embarrassed for them if they
were.

2). Sponsorship for a concert
tour is good business sense, if you
can get someone to foot the bill.
ZZ Top did just that.

3). Recycling benefits the en-
vironment. True, we do not
know if that means Lite will re-
cycle every bottle and can con-
taining its beer, or donate one
dollar per six pack sold, but at
least they are making an effort.
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My question is, where do we
draw the line between sponsor-
ship and a celebrity’s need for
more maney”?

As far as television commer-
cial viewers know, Paula Abdul
and Elton John could launch some
unexpected tour. We could give
them the benefit of the doubt, but
somehow, it just seems so
farfetched that the two would pair
up for an actual tour.

I will stich Lo my original
conclusion—they are not satisfied
with their bankrolls.

Celebrities have sold out to
other arenas as well. The
McDonald's commercials are
graced with the powerful, mag-
nificent voice of one Patti LaBelle.
It could very well be that LaBelle
forgot her purse one day and could
not pay for her food, in which case
they spared her the task of wash-
ing stainless steel sinks in the
back and forced her to sing on
their commercials. [ would say
this is equally as farfetched as an
AbdullJohn concert tour.

What tops all, for me any-
way, is that Kenny Rogers sold
out to J.C. Penney’s, as if the big
K.R. does not have enough money
already.

I have little respect for the

people who endorse products for and talents to benefit charity.
profit because they have abso- They at least get gold stars for

lutely no respect for their God-
given talents. God gives people
talent to touch and entertain oth-
ers, not to exploit for financial
gain.

Why don’t these people hold
their talents as sacred as they did
when they were determined to
succeed in entertainment? Why
don’t they remember how tenderly
they nurtured and protected their
talents while they struggled to
survive? Why, when they are
comfortable, do they take their
talents for granted, forgetting
where they began and how they
got where they are today?

In all fairness, I must men-
tion that Elton John and Kenny
Rogers both contribute their time

intermittent selflessness.

If the four entertainers men-
tioned here had enough talent to
become household names in the
entertainment industry, they
should have no problems working
on new albums for eventual re-
lease to compensate for shrinking
bank accounts and mounting fi-
nancial responsibilities. Appar-
ently, it is more desirable to make
the easy money than to spend
months, even years, writing, com-
posing, rehearsing, choreograph-
ing and singing to earn it.

It sounds difficult to justify,
all for the sake of having more
spending money.

What price fame?

Class Notes

I think censorship is
uncalled for, Music is to
provide enjuyment for soci-
ety.
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Class notes are provided through the Student Services Department of Student Government.
They are meant to be a supplement to the students’ own notes and study resources, and are in
way meant to be an alternative 1o attending class and/or taking of your own notes. For more
information regarding class notes, please stop by MSU 120.
Lecture notes are available for the following classes:

ACC 251.3&4
ACC 251.5
ANT.101.1
ANT.101. 2
ART 190
AST 103
BIO 101.1
BIO 101.5
BIO 106.1&2
BIO 190 1&2
BIO 243
BUS 374 1&2
CEP 303
CHE 102.1
CHE 116.1
COS 216
COS 404.1

COS 423
COS 424
COS 436.1
COS 463.1
CSC 115 .1
CSC 115 .10
CRJ 101.1
CRJ 1371
ECO 201.1
ECO 201.2
ECO 2022
ECO 202.3
ECO 202.6
ECO 2612 &3
ECO 7031
EEG 1141
GEO 101.1

GEO 101.2
HIS 101.1

HIS 105.2

HIS 106

HOA 101.2
HOA 131.1
HOA 131.2
HOA 260
HOA 261.1 &2
HOA 395.1 &3
MAT 102. 9
MAT 102 .15
MAT 181 . 4
MGT 301.1 &2
MGT 301.4
MGT 352 1&2
MIS 101.3

MKT 301 1&2
MUS 125.4
NSG 308
NSG 310
NSG 312
PED 170
POS 102
PSY 101
PSY 240
SOC 101.1
SOC 101.2
SOC 1015
SOC 402
SWK 420.1




