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People for the Unethical Treatment of Humans

The 1960s and 1970s brought a lot of change to American culture and introduced many new concepts and considerations to the general public, including those which involved ethics. Ethics can be generally defined as “a system of moral principles governing the appropriate conduct for a person or group” (Encarta). One development which branched from this new consideration of ethics during this time period was the Animal Rights movement of the seventies, which lead to the creation of the Animal Rights group People for the Ethical Treatment of Animals, otherwise known as: PETA. PETA focuses on four areas of animal cruelty: “factory farms, laboratories, the clothing trade and the entertainment industry” (PETA). Considering that the word “ethical” is contained within the organizations name, it can be assumed that they themselves act in an ethical manner, especially when campaigning for the cause. This is not the case, as in spite of being an organization that emphasizes ethics, PETA’s campaign tactics are actually unethical. The organization has utilized campaign methods, such as shaming children, taking advantage of teen insecurities and using sex in advertisements to adults, to recruit more followers to their cause, which all hardly seem to the least bit ethical.
When advertising towards children, especially when trying to have them consider a serious issue, such as animal rights, we would assume that whatever organization was proposing the idea would do so in a sensitive manner. PETA has believed since its beginning that they “are giving the animals a voice they do not have” and that “you need to shake people up a little bit to get people to pay attention” (Iacobbo 201). But is this “anything goes” attitude appropriate or children? Apparently to PETA, it is, as one of their more controversial campaigns towards children shows. The campaign is known as “Your Mommy Kills Animals.” The campaign began as a comic book directed towards children which features what appears to be an all-American housewife wielding a knife and having her way at a rabbit, complete with blood splatter. The rest of the comic book includes pictures of various animals, typically used to make fur apparel items as well as a skinned animal. It also tells a tale about “nasty men in boots” who trap animals and how mommies pay these men to trap the animals so they can have fur clothing. The end of the tale also warns children to keep their “doggie or kittie friends away from mommy— she’s an animal killer” (Your Mommy Kills Animals)! In response to an event when PETA handed out these comics to children after performances of The Nutcracker, Chief of Psychology at Children’s Hospital in Denver, Dr. Jeffrey Dolgan suggested that stunt was an attempt “to manipulate adults by traumatizing children.” He also stated that the comic would be very anxiety-arousing to most children and some vulnerable children would not be able to handle it (The Center for Consumer Freedom). When considering the mind of a child, or even looking back to our own childhoods most of us would agree that there is no doubt that children would have sensitive reactions to viewing propaganda such as this comic. The fact that a member of the medical field, whose specialty is to understand the child mind, exemplifies the notion that PETA made an unethical decision when they created the “Your Mommy Kills Animals” campaign. 

PETA not only uses manipulation towards the general public to change their animal product-using ways, they also use false information to attract more followers. One specific instance of this is in one of PETA’s campaigns targeting teens, the “Milk Sucks” campaign. Looking back to being a teenager, most of us can probably recall having an enormous amount of insecurities such as becoming fat and the dread of getting zits. “Milk Sucks” plays up these common insecurities by making claims that “when you put a "milk mustache" on your lips, you are likely to add extra inches to your hips” and that milk can also cause acne (Milk Sucks). Although the organization does provide some scientific studies which have shown these results, the milk industry suggests that “drinking three glasses of low-fat milk a day, staying active and eating right can help teens maintain a healthy weight” (Body by Milk). Journalist John Gormley wrote about the “Milk Sucks” campaign and argued that even though most people would agree that animal protection is a noble cause, it appears that PETA will refute anything that stands in the way of their ideal animal-product-free world, including denying the health benefits of milk by manipulating the smallest bit of evidence possible that would suggest that it is unhealthy. Gormley also contends that in terms of the “Milk Sucks” campaign, PETA is bombarding the nation’s youth with “dubious science and zealously one-sided versions of events” and they are “using kids as pawns,” which can be seen as unethical treatment towards kids from a group “so worried about the ethical treatment of animals” (Gromley). 
Aside from their unfair campaign tactics towards children and teens, PETA has also managed, in many shapes and forms, to cross the line with the adult population as well. An example, and a very well talked about example is their “I’d Rather go Naked than Wear Fur” campaign.  This campaign features various models, including Christy Turlington, and Naomi Campbell and Playboy Bunny, Holly Madison, posing nude with the heading “I’d Rather go Naked than Wear Fur” (I’d Rather go Naked than Wear Fur). This campaign may have been sparked from PETA’s belief that, “people want blue jeans, rock n’ roll, and beer. Maybe we can sell vegetarianism the same way” (Iacobbo 199)? These advertisements have turned animal liberation into a product, the very thing it shouldn’t ever be. When people look at these advertisements, or see the media reporting about them on the news, are they paying attention to the message, or just taking in the image of the latest beautiful woman who has decided to bare all for animal rights? Aside from the disgusting notion of turning a cause into a product, these nude advertisements have also raised the brow of various feminists, who in the past have supported vegetarianism and animal liberation. Batya Bauman, director of “Feminists for Animal Rights,” says, in response particularly towards PETA using popular Playboy models in their advertisements that, “PETA's working in cahoots with the likes of Playboy magazine is insulting to us as a feminist organization and as an animal advocacy organization, and it grossly undermines the work we have been doing in both movements” . Bauman also explains how the feminist movement has always felt a part of the animal rights movement being that both women and animals have been abused over the years and that sexing-up the animal liberation movement only puts on a façade because it does not represent the real people involved in the issue, or even the issue itself (Bauman).

Since its beginning, PETA has always been known to push the limits when it comes to spreading their message, but how far should we allow them to go? An organization that manipulates children, misleads teenagers, and plasters naked women everywhere just to catch the world’s attention, does not seem to show any ounce of credibility. If PETA really wants Americans to not only consider ethics, but ethics towards animals, they ought to show that they are ethical themselves towards other human beings. After all, ethics are the rules which govern what is appropriate or not when interacting with the world around us, and PETA’s campaigns, in respect towards what group of people they are targeted to, are more than inappropriate. 
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Just say “oui” to Guiliano


“Obesity Rates Reach Epidemic Proportions” reads a recent headline from the World Health Organization.  It seems that one can not turn on the T.V or open a magazine without hearing about how unhealthy our society is and that the answer can be found in a new “miracle” diet or pill.  Few people can deny this epidemic is plaguing America. Surveys published in the New York Times concluded that “three of every five Americans are now overweight” (Pollan).  The dangers of the rise in obesity are many and include an increase in the risk of certain types of cancer, type 2 diabetes, high blood pressure, heart disease, and premature death (Adams).  In fact, the researchers who conducted the study published in the New York Times predict that “today's children will be the first generation of Americans whose life expectancy will actually be shorter than that of their parents.  The culprit… obesity” (Pollan).  Because of its gravity, many people have attempted to find solutions to this problem. 


One such solution could be following the eating habits outlined in Mireille Guiliano’s best selling novel French Women Don't Get Fat: The Secret of Eating for Pleasure.  This essay will show how Guiliano’s approach can help by acknowledging the unhealthy eating habits of the U.S, revealing the book’s healthy alternative eating habits and proving that those following these habits have had great results.


The American paradox of how a nation that is so obsessed with health can have such an unhealthy population has been a question that plagues many.  The simple answer to this paradox is that we have unwholesome eating habits.  This is shown especially in how we are a nation of anxious eaters. We fall victim to every diet fad imaginable and have lost the ability to take pleasure in food.  Also, we demonstrate a naïve understanding of portion control. 


Diets such as the low carbohydrate, extreme calorie-restriction, glycemic-index and blood type are just some of the recent trends of "self-inflicted deprivation" that are so popular in America.  As a nation, we believe that the answer to quick weight loss lies in abandoning the food we love.  This American “penchant for giving things up'' is a concept that seems to confound other cultures.   French born Mireille Guiliano reveals that, “in U.S diets the unstated principle seems to be if you bore yourself to death with one kind of food group, eventually you'll lose interest in eating altogether, and the pounds will come off" (Hellmich).  Although these diets may show quick results, they often lead to a “yo-yo effect” where the dieter regains the weight soon after it is lost. 


The “yo-yo effect” is caused because many people can’t stay on the strict regulations these diets place on them.  Doctor Steven Dowshen believes that “no diet that enforces strict short-term limits will work as well in the long run as developing healthy eating habits that you can live with for good.  Going from diet to diet can actually mess up a person's ability to keep weight off in the long term” (KidsHealth).  This is demonstrated by the fact that “more than half of Americans can't maintain a stable weight” (Hellmich).  With this wavering environment and inability to control our weight, it is no wonder that we have become a nation of anxious eaters who receive no pleasure from food.                                                                                   


In addition to the anxiety we face with dieting, we have lost pleasure with our food as a result of our fast paced society.  We have come to think of food as a job that we have to fit in when we have time.  Many of us even view eating meals as a waste of time and multitask by “gulping down hamburgers and fries while typing on laptops, talking on cell phones or reading the newspaper” (Hellmich).  We distract ourselves, forgetting what we are eating. Guiliano humorously depicts that the American way of eating resembles “robots on autopilot” and “is not like eating… It's (more) like stuffing yourself" (Hellmich).  The combination of anxiety and loss of pleasure contribute to an unhealthy eating atmosphere.                              


Another contributing factor is the large portion sizes we have become accustomed to. Studies conducted have proven this to be to true.  One study in particular, conducted by Paul Rozin, observed how portion sizes varied between the same dishes at eleven of the same chain of restaurants in Philadelphia and Paris.  They found that on average, the dishes in Philadelphia were 25% larger then in Paris.  Besides the larger portions in restaurants, it also revealed that the size of food sold in supermarkets was also greater (Rozin et al).  These larger portions have caused Americans to eat 10%-30% more then they need (Brubach).                                                             



As an answer to these eating problems, Guiliano offers a solution of adapting the French diet.  Mainly, she promotes their principle of “eating for pleasure”.  She shows that French women use all five senses when they eat.  They focus on what they are eating and take their time.  This is revealed in how they eat one item on their plate at a time, eat slowly, chew properly and put down their silverware between every bite.  Following these concepts, the French eat less because they avoid stuffing themselves.  Also, they make their preparation and meal time a sort of tradition. Guiliano states that “French women love to shop and prepare food. They love to talk about what they have bought and made”.  By enjoying making their food, they avoid eating at unhealthy restaurants and instead opt for more healthy homemade meals.  In addition to the preparation, the French always make eating a special time.  They turn off the T.V, sit down at the table and focus their attention on what their eating.  Lastly, the French posses good portion control.  Guiliano shows that the French understand that one can enjoy food in moderation.  Together these concepts create a reliable diet that has had proven results.    


Opposition to this argument will point out that Guiliano’s advice is not reliable because she is not a credible source. While Guiliano “acknowledges that she's not a physiologist, psychologist or nutritionist”, other facts add to her credibility.  The first is that many experts and nutritionists who read her book…gave it an enthusiastic stamp of approval” (Hellmich).  Keith Ayoob, a nutritionist at Albert Einstein College of Medicine in New York believes “she's right on the money about a lot of things” (Hellmich).  Furthermore, Chris Rosenbloom, a nutrition professor at Georgia State University in Atlanta hopes that “more U.S. women learn to eat healthfully while still enjoying the pleasures of good food" (Hellmich).  The second fact that gives Guiliano credit is that her advice has already had amazing results.


The food approach outlined in Mirelli Guiliano’s novel is a direct account of how the country of France eats.  This is a country where “American tourists…are often struck by the fact that most of the French women they see on the street are slender and graceful” (Hellmich).  It acts as living proof that this diet approach works.  Additionally, Guiliano herself is a first hand example that the diet can help a person to lose weight.  As a French native, she gained thirty pounds from adapting to the American diet while she was here as an exchange student.  After moving back to France, she met with a family doctor who “helped Guilliano get her body back, using the old French methods” (Hellmich).  By following these tips, not only the author but also a country has found contentment.


Another opposing argument presented is that although the nation of France can follow the diet, there is no guarantee that the U.S. could.  They point out that the culture barrier is too great and Guiliano “underestimates how hard it is to emulate the way people of another culture go about their lives” (Brubash).  This can be refuted by several points.  The first point is that America is a nation known for its melting pot of cultures.  We have come to accept and appreciate many different cultures.  Reporter Holly Brubach states “that it's a great big place, the West, complex and diverse enough to encompass France and all those other Mediterranean countries where women don't get fat”.  Proof of our capacity of acceptance is illustrated in how neuroscientist Will Clower teaches how to eat the French way at several large U.S companies, including Citizens Bank.  The second point that shows the French diet can work in America is the personal example of an American citizen.  BrookeLynn Cohol, a resident of Akron Ohio, decided to participate in a study conducted by USA Today and follow the advice of Mireille Guiliano.  Cohol reveals that on the plan "weight has been falling off" while she has been "eating like a queen".  In fact, Cohol has lost 20 pounds in a mere four months from following the plan (Hellmich). Guiliano’s book was published less then two years ago, so there has not been enough time for much research on the results. Nevertheless, what has been researched regarding the effects of her diet proves that Guiliano’s advice can work in America.


To get to the point where we can see the advantages of the book, several steps need to be taken.  First, we need to start encouraging people to limit their portion sizes ounce by ounce.  In order to gain the support of the population, we should create an add campaign that targets the younger population. This would use the “truth” campaign as a guide.  The “truth” campaign is an antismoking campaign targeted at teaching the youth and young adult population the dangers of smoking.  It includes magazine, billboard, radio and T.V ads.  The campaign created would resemble “truth” by showing the dangers of obesity while also discussing the actions that should be taken to avoid it.  These actions would be following the French principles that enjoyment and portion control can coexist, the concept of slow eating and making meal time a relaxing experience to share with the family. This wouldn’t require taking three hours for meals but putting away the laptop, turning off the T.V and sitting at a table to talk with family.  Obviously, this will meet with some resistance but it will create change. For example the “truth” campaign “prevented about 300,000 youths from becoming smokers between 2000 and 2002...about 22 percent of the total decline in youth smoking over the period” (Roxe). How outstanding would it be to see that much of a decline in obesity rates?


Also, we need to learn from Clowers example and educate the American population on how to eat like the French.  Teaching healthy eating habits at the high school and college level in the form of a required health class would be the perfect time.  The audience would be at a young age where one is learning and exploring.  Not only would this hopefully have an effect on their eating habits but build into the generations to come.  In so doing, we could create a type of healthy tradition. 



The obesity epidemic needs to be solved as soon as possible.  A promising solution to this could be to adapt the food approach outlined in Mireille Guiliano’s book French Women Don't Get Fat: The Secret of Eating for Pleasure.  By acknowledging the unhealthy eating habits of the U.S, offering healthy alternative eating habits and already having great results, this can be a promising solution. It allows for the possibility of enjoyment in eating and healthier nation.  Clearly, a way of eating that allows for wine, chocolate and low obesity levels can’t be all that bad! 
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