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Abstract 

The media Research that deal with young people and 
values are very important, because of the importance of the two 
variables treated. Youth is a social group that all societies in 
construction and development are betting on, which is 
characterized by strength, mobility and efficiency. Values are 
the bastion that protects and protects identity and privacy. Some 
studies have dealt with the impact of traditional and modern 
media on the values of young people. He concluded that there is 
a need to focus and accuracy in dealing with them. Some suffer 
from systematic, theoretical and applied weakness. 

Keywords: media, change, values, youth
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