Turning the Hearts and Revaluing Families

By Linda & Richard Eyre, For the Deseret News

Turn the hearts of the fathers to their children … lest the Earth be cursed."

We believe that "turning the hearts" and revaluing our families are the only alternative to America's demise.

We know those are strong words. Let us try to back them up and explain what they mean.

Unless our hearts (feelings, attention, priorities) are turned toward and centered more on families (marriage, children, commitments), we will continue to face the individual and societal curse of expanding economic and social problems. Ranging from teen pregnancy to drugs and alcohol and from crime to violence and abuse, this curse produces poverty and isolation, bloats our welfare and justice systems, and imposes oppressive taxes to pay for ineffective "finger-in-the-dike" government "solutions."

And since the family is the basic unit of our economy as well as our society, when families break down and households lose commitment and responsibility, the whole economy suffers.

Our burgeoning social and economic problems result directly from the deterioration of families. The vacuum created by disappearing families sucks in everything from gangs to excess government. Our public and private sectors — from local government and public education to big business and electronic media — which should be supporting, supplementing and protecting families, instead seem to be trying to either substitute for them or undermine them. Our largest institutions are creating misplaced loyalties and false paradigms that are destroying the oldest, smallest institution of family. And parents, hot in pursuit of professional and financial success, can find neither the time nor the inclination to put family first.

Social problems today threaten our future as much as they cause economic problems. So great are these "curses," and so turned away are our hearts, that as we enter the second decade of the new millennium there is serious question whether America as we know it will survive.

"Survive." "Demise." These are extreme and desperate words — words we traditionally don't use much when talking about America. We haven't been this worried about survival since bomb shelters and the Cold War slipped away. But de Tocqueville predicted our destruction from within. Illness rather than injury. Not threats moving in on us … but rot spreading out from us. 

Subtle rather than sudden. And it's happening. Now. We face a decay benignly and academically called "social problems" … so malignant that fathers rape daughters, so violent that children kill children, so epidemic that no one escapes.

The shiny surface of America is pockmarked by poverty, riddled by racism, gouged by gangs and guns. The greatest, richest land paradoxically contains the most dangerous and terrifying places on the planet, places where life is cheaper, joy scarcer than in any third or fourth world.

And we face a sickness in our economy that is academically called "recession" which robs us of jobs and widens the gap between rich and poor.

And more subtle, but just as sure, the sickness spreads through suburbs of supposed stability, incredibly expensive, seemingly incurable, unfixable by courts or welfare … enlarged, expanding, spreading. And preventable and curable only at the smallest stage in the smallest organization: family.

Individual lives can teeter for quite a while on the edge, bereft of the ties of family and the anchor of faith and values. A whole society can do the same thing. By revaluing the family, we mean three things (the phrase has a triple meaning):

1. Once again recognizing the transcending societal value of families;

2. Personal reprioritizing of our own individual families;

3. Putting values back into our families.

Values are best defined as what matters, what counts, what we care about. What's right, what's important, what's real. Values are more than philosophy or a pleasant placebo of belief. They are practical, practiced personal principles. And family values (and family value) are anything but a right-wing conspiracy and a political football. They are the truest and most time-tested way to live, the single constant requirement of safe and stable society, and the key underpinning of real happiness.

Most people know, intuitively and instinctively, what real values are and what family values are. The goal should be to rekindle them in our society and inside of individual parents, thus turning our hearts and saving our families.

There are only a few institutions large enough to be real "engines of change" that can influence and impact our daily lives — big corporations, big media, big government, etc. Today we will look at business.

The family is the basic unit of our economy and only families can provide the stability that enables businesses to flourish.

Our private-enterprise system and free-market economy are the envy of the world, and we all owe a great deal of the quality of our lives to the innovation and efficiency of the corporate world.

Yet many business institutions, particularly large ones, motivated by self-preservation, profit and growth, have begun to squeeze and supplant and substitute for the very families they were created to supply, support and supplement.

They have taken over some of the functions that should only belong to families and have fostered the impression that families are losing relevance.

They have stolen away the time and loyalty of parents. They have promoted materialism and debt with hedonistic advertising and enabled and encouraged it further with liberal lending policies.

Businesses must come to better understand that it is in their best interest to do all within their power to preserve and promote strong and stable traditional families wherein the values of self-sufficiency and responsibility are exemplified and taught.

In doing more of this, Corporate America could spawn and develop and stabilize not only their present and future customers but their present and future workforce (employees and managers).

Like the cells of a body, the health and viability of families determines the vibrancy and vitality as well as the longevity of the larger business and economic organism.

Corporations that ignore the plight of and the needs of families do so at the peril of their own survival … they are slowly but surely dismembering themselves.

By creating a company culture that demands all of an employee's loyalty and absorbs all of his energy, businesses orphan families into millstone appendages. And with marketing that poses wants as needs and creates demand out of envy, marketers and merchandisers manipulate families to mortgage their time and traditions for status.

Instead, businesses need to protect their own consumer base and employee pool by encouraging — both internally (among their employees) and externally (among their customers) — the classic values of respect, responsibility, self-reliance, honesty and family priority that make a market economy thrive.

Most consumer money is spent on family-related goods and services, and customers (as well as workers) are drawn toward and develop loyalty to companies with family-oriented images and with a precedent of serving and supporting family values.

One of our sons, in a recent job interview, told the company that he would not work 15-hour days or let the job's demands overshadow the priority of his family.

He got the job anyway, but there are too few employees who make that kind of demand and too few companies that would accept it ... too few corporations that understand that taking into account the needs of the families of their employees (in fact, having the conscious goal of improving and valuing their family relationships) is one of the best things a business can do for its long-range bottom line because family-friendly policies push turnover, absenteeism, fatigue and dissatisfaction down even as they boost loyalty, commitment and creativity.

By the same token, companies that think about and factor in the long-term good of the families of customers, clients and audiences will preserve and retain those consumers to buy another day.

The bottom line really is the bottom line.

Corporations that become more sensitive and concerned with the welfare and stability of the families of both their workforce and their consumers will reap a stronger long-term bottom line even as they fulfill their responsibility to the most basic institution of the broader society.

