Editor in chief: Jack Clifford
Managing Editor: Jessica Blanchard
Newsroom: (541) 346-5511

Room 300, Erb Memorial Union
P.0. box 3159, Eugene, OR 97403
E-mail: ode@oregon.uoregon.edu

September 29, 2000 VOLUME 102, ISSUE 23

Planned Parenthood’s Joe Sperm:

EDITORIAL EDITOR: MICHAEL J. KLECKNER, opededitor@journalist.com

Irresponsible messenger ...

By Andrew Adams
Oregon Daily Emerald

The majority of public opinion re-
garding Joe Sperm is favorable. Most
people in Eugene and on campus view
the mascot as nothing more than that

This is ridiculous. I see Joe Sperm as
a danger to young people and a bad
choice of a mascot. .

How can young people understand
the seriousness of sex when something
like Joe Sperm is so
enthusiastically sup-

Parenthood — which should help
young people avoid sexual mistakes —
and finding some cartoon that both
trivializes and makes sex even more at-
tractive will only induce young people
to make mistakes.

The pro argument

Sex is not a joke. Would it be funny
to have a Barry Bong or Sammy Sy-
ringe teach children about the dangers
of drug use? I can't think of a better
mascot to teach kids about proper sex-
ual choices, which makes me inclined
to argue that there should be no mascot

— a mascot to usher in a new advertis- ported? Studies by the CON claims the mascot toraise sexual consciousness.
ing campaign. He's been in a parade University Health helps Planned Parent-
and several newspaper ads and even Center show that hood relate to young The best way to teach proper sexual

graces our mass transit vehicles.

Planned Parenthood defends their
new campaign as an innovative way to
make people think about how to en-
gage in sexual activity more responsi-
bly. They believe that when young
people see Joe Sperm’s smiling mug on
the side of a bus, they'll be more in-
clined to make use of free medical ex-
ams and contraceptives.

many University stu-

dents had sex for the first time when
they were between the ages of 16- to
18-years-old. To me, this means they
were thinking about having sex when
they were likely between the ages of 14
and 15. At that age, children are look-
ing for something to help them make
the decision about whether to have
sex. Going to an agency like Planned

people. 1 agree, the
mascot does, but in a such way that
will defeat the mascot’s purported pur-
pose. Is Joe Sperm funny? Yes, he is, to
college students who know the conse-
quences of sex. But unfortunately, he
also is funny to young people who
don’t know how emotionally damag-
ing and physically dangerous making a
wrong choice about sex can be.

Or effective campaigner?

By Michael J. Kleckner
Oregon Daily Emerald

Planned Parenthood has introduced
its latest marketing tool and mascot,
Joe Sperm, and I couldn't be happier.
Joe is an accessible, joyful way to reach
out to young people and educate them
about the consequences of sex.
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According to its mission statement,
Planned Parenthood’s main concern is
to provide health care services while
guaranteeing each individual’s right to
reproductive self-determination and
promoting understanding of the impli-
cations of sexuality. They want to cut

down on unwanted pregnancies and
STDs. Good mission.

How does Joe Sperm help bring
these goals to fruition? By appealing to
younger people in a playful manner -
which is how many
younger people treat
sex. Many teenagers
have a casual attitude

in a light, playful manner, Perhaps its a
very serious, sacred act of love that is
only to be expressed within the con-
fines of a publicly committed relation-
ship. And perhaps some of us just real-
ly dig on sex, y'all.

Joe is reaching out, in an admittedly

frivolous manner, to those people who
treat sex frivolously. It's likely to get
their attention, and then it’s likely to
get a few more people thinking serious-
ly about playing safely. This is good.
The con argument

claims that young peo-
PRO ple don’t know the con-
- sequences of sex and
toward sex, many of

can engage in this dialogue, but
Planned Parenthood tsn't a mother or a
father. This is a public health cam-
paign, and it needs to appeal to the
masses.

Does Joe Sperm perpetuate trivial-
ization of this most sacred of acts?

values is between parent and child,
and failing that, through a responsible
campaign that frankly lays down the
potential risks involved with sex.

Using a contraceptive is a mature de- *

cision. How can Planned Parenthood
expect young people to make that ma-
ture decision when they attempt to re-
late to them by using a joke of a mascot
such as Joe Sperm?

Probably. Is that bad? Depends on your
outlook. But I think it's a worthwhile
trade-off if we end up with fewer teen
mothers who can't support themselves,
and fewer people dying of AIDS. Be-
cause people are still having sex. They
do it quite a lot.

I think treating sex with a serious at-

. But I don't think it's the job of non-
profit, health-advocacy groups. They
are facing the reality of teens having
sex. And it's their job to educate, in the
most effective manner possible, those
who may be at risk. Joe Sperm does
that wonderfully.

Yahoo! ads raise concerns

Letter to the editor
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Today we are appalled at a
school shooting, If it happens
more frequently in the future,
will we become equally desensi-
tized and shrug it off in the same
manner? [ think not. Or would

ment that I write in regards to
the Yahoo! inserts advertised in
the Emerald. Familiar with poor
judgment in the media industry,
I performed the standard action
of voicing my objections to the
homophobic and sexually as-
saulting nature of the campaign.
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itate recognition and a clear un-
derstanding of the issue. Further,
it would be more than reason-
able to make a strong recommen-
dation as to the most appropriate
course of action, If the students
in the advertising department
did not see a problem with these

The white flyers inserted
in the Oregon Daily Emerald
this week, paid for by Yahoo!
and published as advertising
by the ODE, brought many
calls of concern, outrage,
anxiety and anger to offices
in student affairs. Students,

gether here. Ads such as
these do not affirm our com-
munity standards of respect
for the rights and well-being
of all members. Rather than
promoting diversity of opin-
ions, ideas and backgrounds,
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