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ABSTRACT 

 
My thesis explores the varying methods that animal protection groups use to 

achieve their goal of increased protection for animals.  In particular, I compare, contrast, 

and critique the approaches of The Humane Society of the United States (HSUS) and 

People for the Ethical Treatment of Animals (PETA).  The Humane Society�s approach is 

mainstream and professional, working with existing social systems.  Conversely, PETA�s 

approach is countercultural and radical, working to change existing social systems.  For 

each group, I examine its theoretical background, its ultimate goals and ideal end states 

(including how the group measures its effectiveness), its utilization of media outlets to 

spread awareness of its cause, and its response to the animal rescue needs of Hurricane 

Katrina.  I examine these areas in order to determine what each group is doing well, and 

what each could adjust to become more effective at improving animal conditions.  

I conclude that an organization�s overall philosophical approach determines its 

demeanor, approach to media use, and general actions taken.   I argue that an 

organization�s philosophical approach to publicity is also directly correlated to its 

subsequent overall reception, which can color public perception of the entire movement 

of animal activism.  In order to maximize the exposure of animal issues to the public, 

these organizations must utilize the media as much as possible.  However, these groups 
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must seek only positive press in order to further the animal protection movement.  

Negative press can be counterproductive to the cause, in the sense that it may sour 

potential supporters and push critics even further away.  The quantity and quality of 

media coverage has been shown to produce positive attention for animal activism, as well 

as increased donations to the cause. 

 In order to create the most optimal platform for improving conditions for animals, 

The Humane Society and PETA must devise a deliberate combination of public, 

corporate, and legislative support, as well as media coverage.  The focus of The Humane 

Society is on tangible legislative change.  Therefore, the group focuses less on media.  

However, considering the power of media to influence potential supporters, I argue that 

The Humane Society should increase its efforts in this realm, maximizing the visibility of 

its issues to the public.  The Humane Society did increase its publicity with respect to 

Hurricane Katrina, with rapid, positive results.  Therefore, in order for The Humane 

Society to maximize its effectiveness as an organization, I advise that it continue to 

increase its name recognition. 

 PETA�s main focus is on devising the most shocking ways to grab public 

attention.  Its small-scale demonstrations are only indirect activism, as they do not 

necessarily produce any tangible improvements for animals.  As a result of its efforts on 

radical demonstrations, PETA�s focus is distracted from direct action, like urging large-

scale legal changes.  Therefore, I argue that PETA should redirect its focus to making 

realistic improvements for animal conditions through top-down approaches. 
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Chapter 1:  Introduction and Literature Review 

 

Contemporary animal protection organizations must capitalize upon the reality 

that media exposure is an integral component to their success.  Media outlets, such as 

television, print, Internet, and coverage of live events are the major forums for these 

groups to spread their messages.  In order to maximize the prospective audience reached, 

an organization must fully utilize these vehicles.  The style and extent of a group�s media 

approach is entirely dependent upon its unique foundational corporate philosophies.  

Thus, the messages that different animal organizations disseminate can contrast greatly 

from one another.  The public reception of this media will subsequently vary depending 

on the organization�s overall approach, potentially affecting the level of protection for 

animals. 

In this project, I argue that an animal protection organization�s theoretical 

approach affects its subsequent action and reception.  A group�s philosophy determines 

its overall methods and its approach to media, which result in particular quantity and 

quality of media coverage.  Positive media attention can influence the public to support 

the cause, while negative media attention can alienate the public from the animal 

protection movement as a whole.  Therefore, an organization�s philosophical approach 

can determine its overall effectiveness in changing people�s thought and behavior 

patterns.   

I compare how the distinct philosophical underpinnings of the two largest animal 

protection groups�The Humane Society of the United States (HSUS) and People for the 
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Ethical Treatment of Animals (PETA)�create varying approaches to media, differing 

opinions on how to measure success in terms of animal issues and the group�s 

effectiveness, disparate approaches to animal rescue, generate public opinion of each 

organization and the animal protection movement as a whole, and how successful each 

group is in ultimately reaching its goals.  While HSUS and PETA both aim for increased 

animal rights and eradication of animal cruelty, their means of achieving similar goals are 

often, ironically, opposite.  I propose the importance of each group maintaining a positive 

reputation with the public, because opinion of the animal protection movement is directly 

linked to people�s impressions of these particular representative groups.  Both HSUS and 

PETA have made significant contributions to issues animal protection, but I argue that 

the methods of each can still be improved to achieve maximum effectiveness. 

I argue that HSUS has a mainstream approach to protecting animals, attempting to 

work with existing social systems while maintaining a positive reputation.  HSUS largely 

implements professional, top-down methods to achieve its objectives.  This approach 

relies on a legislative focus rather than a media-related focus.  I propose that HSUS�s 

approach is positive in its attention to reputation, realistic top-down approach to 

measurable change, and its consistency with its stated objectives.  However, I argue that a 

weakness of HSUS�s approach is its limited focus on altering public opinion through 

available media.  Thus, I argue that, in order to be optimally effective as an organization, 

HSUS should increase its focus on media as a means to attract interest in its cause. 

 Conversely, I argue that PETA has a countercultural approach to protecting 

animals, attempting to change existing social systems.  PETA largely implements 
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bottom-up methods to achieve its goals, focusing on public demonstrations.  A goal of 

these demonstrations is often to attract media attention to the cause; however, PETA is 

largely indifferent to whether its reputation is positive or negative.  PETA�s approach is 

media-focused rather than legislatively focused.  I propose that PETA�s methods are 

positive in their awareness of media�s potential to reach a target audience.  However, I 

argue that weaknesses of PETA�s approach include its bottom-up methods and its 

willingness to garner a negative reputation for itself and for animal protection activists.  

Therefore, in order to improve its operations, I argue that PETA adopt a top-down focus, 

and that the group attempts to maintain positive relations with the public. 

I have chosen to compare the strategies of HSUS and PETA for specific reasons.  

Although both groups work toward similar ultimate goals, their strategies are strikingly 

distinctive.  It seems logical to analyze these particular groups because of their size, 

potential to influence, respective reputations, and differing philosophical underpinnings 

which result in differing approaches to action.  Despite belonging to the same movement 

towards animal protection, these organizations have unique fundamental philosophies and 

methods to achieve increased human compassion for animals. Therefore, I explore what 

makes these two groups, who seemingly aim for same result, so different. 

The majority of my information concerning HSUS and PETA comes directly 

from the organizations themselves.  I obtained information from three employees at 

HSUS and from one at PETA, as well as from the comprehensive information contained 

on both groups� websites.  The direct approach of contacting individual sources allowed 

me to ask specific questions, and receive answers from the organizations� representatives.  



 4

HSUS and PETA websites were also helpful in this sense, as I could search for detailed 

information relevant to my work.   

An advantage of dealing directly with HSUS and PETA sources, whether 

employees or company websites, is that the information can be trusted.  The websites 

provide information about the groups� theoretical approaches, some information 

concerning the groups� relationship with the media, and some information about the 

groups� involvement in Hurricane Katrina efforts�all of which I can assume to be 

official, correct, and represent the organizations as a whole, as the websites of HSUS and 

PETA have become major communications vehicles.  Specific information that could not 

be obtained from the websites could be discussed with HSUS and PETA employees, 

providing depth to my research.  I chose to restrict my sources to include depth rather 

than breadth because I trust the quality of information I receive directly from the 

organizations, over the quantity of less relevant information available in secondary 

sources.  To truly understand the approaches of HSUS and PETA, my most lucrative 

option was to attain this information from these sources directly.  

From reviewing the guidelines of the Institutional Review Board (IRB), I have 

determined that my thesis project does not require IRB approval.  Although I utilize 

research from human subjects in my interviews with HSUS and PETA employees, my 

interactions with these people do not constitute human research as it is defined by the 

IRB.  The IRB website (www.citiprogram.org) states,  

 
��some research that involves interactions with people does not meet the 
regulatory definition of research with human subjects because the focus of the 
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investigation is not the individual. In other words, the information being elicited is 
not about the individual (�whom�), but rather about something impersonal such as 
policies for the implementation of environmental regulations by multinational 
organizations.�1 
 

The nature of my research does not seek nor utilize information about the interviewees 

themselves, but rather uses these sources as tools to answer specific questions about their 

respective organizations.  This information is impersonal, as it relates to organizational 

policy.  Additionally, all of the information that I obtained is public (besides a set of 

statistics, which I cite as internal figures).  My sources are all fully aware of my intent to 

make their interviews public through my thesis. 

An important matter to include in the realm of animal protection issues is the 

distinction between the terms �animal welfare� and �animal rights.�  According to 

PETA�s website,  

�Animal welfare theories accept that animals have interests but allow those interests to be 
traded away as long as the human benefits are thought to justify the sacrifice, while 
animal rights theories say that animals, like humans, have interests that cannot be 

sacrificed or traded away to benefit others. However, the animal rights movement does 
not hold that rights are absolute�an animal�s rights, just like those of humans, must be 

limited and can certainly conflict. 
Supporters of the animal rights movement believe that animals are not ours to use for 

food, clothing, entertainment, or experimentation, while supporters of the animal welfare 
movement believe that animals can be used for those purposes as long as �humane� 

guidelines are followed.�2 
 

Other credible sources confirm this clarification3.  Thus, according to this accepted 

definition, PETA aims for animal rights while HSUS aims for animal welfare.  However, 

                                                
1 Institutional Review Board, website.  Available www.citiprogram.org.  Accessed February 3, 2006. 
2 People for the Ethical Treatment of Animals, website, FAQs.  Available www.peta.org/about/faq.asp.  
Accessed February 2, 2006. 
3 Activist Cash, website.  Available .http://www.activistcash.com/organization_overview.cfm/oid/136.  
Accessed February 15, 2006. 
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I often use the term �animal protection,� especially when referring to HSUS, because I 

was instructed in an interview that this is the term that the group prefers.  I am careful not 

to use any term that implies anything stronger than what an organization does. Therefore, 

when discussing PETA�s approach, I use all three terms (animal rights, animal welfare, 

and animal protection); when discussing HSUS, I use the two that this group could be 

said to use (animal welfare and animal protection); and, in reference to the movement in 

general, I use the term �animal protection� so as to include even the most conservative 

groups that may be involved. 

In the next several paragraphs, I will contrast the philosophical differences 

between HSUS and PETA, and how this results in differing applications.  By comparing 

these organizations issue by issue, I hope to show how opposite these groups are despite 

their similar compassion for animals.  Through theoretical framework and subsequent 

approach to action, both groups distinguish themselves from one another and from other 

animal protection organizations.  These differences manifest themselves in public 

opinion, media response, and resulting reputation of each group.  Each of these 

components affects the overall success of HSUS and PETA. 

 HSUS and PETA are polar opposites on a critical foundational issue:  the manner 

in which the group decides to interact with others.  HSUS takes a mainstream approach.  

The group works with the existing social and legal systems and attempts to achieve 

realistic changes.  PETA, however, is a countercultural organization.  PETA works 

against the system, aggressively fighting to change the foundations of society.  Because 



 7

these operational approaches encompass all that HSUS and PETA do, their philosophies 

emerge in every aspect of both organizations.  

 Both groups� methodological styles differ, as well.  HSUS generally takes a top-

down approach towards change.  Its members work to enforce existing laws and to 

change others in an effort to prevent animal cruelty before it can begin.  PETA often 

employs a bottom-up approach, focusing on involving individuals and specific 

corporations through small-scale demonstrations meant to attract media attention.  

However, the problem with largely using a bottom-up approach is analogous to placing a 

bucket beneath a leaky ceiling to catch the water:  one will struggle to control it as it 

continues to occur.  A top-down approach is more sensible, as it repairs the ceiling, so to 

speak, preventing leakage the next time it rains.  By fixing the problem�i.e., affecting 

legislation, as HSUS does�the need for animal protection groups to work from the 

bottom up will decrease.  

HSUS and PETA are also fundamentally different in their demeanor.  HSUS 

tends to present itself as a formal, professional organization, while PETA portrays itself 

as largely informal and often unprofessional.  I have determined this through my 

extensive research and through repeated personal interaction with both groups during the 

duration of this project.  Because HSUS attempts to maintain a positive and non-violent 

reputation, its interactions with the public, government, and corporations are typically 

pleasant and controlled.  PETA, however, is not overly concerned with their public 

image, and may resort to violent tactics if they are deemed necessary.  Thus, its 

interactions with the aforementioned groups are often controversial.  The disparate 
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organizational philosophies of HSUS and PETA result in these highly differing 

portrayals. 

 The foci of HSUS and PETA vary in content and style.  Although both groups 

focus on many issues, certain generalizations may be made.  HSUS is largely 

legislatively centered, and focuses on solving issues.  PETA is largely media-centered, 

and focuses on maximizing media attention for issues.  I argue that these characteristics 

are both positive and negative for each organization.  Based on my research indicating 

that media presence has the power to influence thought and action (as was the case when 

HSUS increased its media focus following Hurricane Katrina and promptly received 

large donations), I propose that The HSUS should expand its media focus.  Conversely, I 

also propose that PETA�s approach to media is misguided, and therefore potentially 

detrimental to the reputation of the animal protection movement.  PETA would also 

require a legislative focus to realistically increase its potential for change.  By combining 

the most effective aspects of both organizations, HSUS and PETA can determine their 

strongest and weakest points. 

 HSUS and PETA have differing approaches concerning this media attention.  

HSUS subtly advertises for animal issues.  Often, the group�s methods entail that an 

individual seek out desired information, whether on the HSUS website, in literature, or in 

similar unobtrusive domains.  This information is typically academic in nature, in-depth, 

and geared towards a mature audience.  Furthermore, HSUS opposes violence in all its 

forms.  The overall tone of this approach is serious and understated.  PETA, however, 

uses shock value to raise awareness.  PETA�s media demonstrations often force the 
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group�s views upon the public.  People may not have the choice to avoid PETA if the 

organization�s demonstrations are obtrusive.  Congruent with the radical nature of the 

organization, PETA specifically targets teens and young adults for membership.  

Additionally, PETA�s demonstrations often lack substance�for instance, chanting catchy 

phrases and holding signs�which distracts from the information-filled pamphlets that 

PETA hands out as well.  The resulting overall tone of PETA�s approach is pushy, 

shocking, and garish. 

 A glaring discrepancy between HSUS and PETA is the type of media attention 

they work to attract, and the subsequent reputation for which they strive.  HSUS seeks 

only positive media attention.  Additionally, media coverage is merely a tool for The 

HSUS to achieve a shift in opinion, which they hope will result in behavioral change.  

The group is careful to treat companies and the public with respect, therefore building an 

upright reputation for animal protection advocates.  In contrast, PETA seeks any media 

attention, regardless of whether it is positive or negative.  For PETA, media coverage is 

often a goal in itself.  When performing these demonstrations, PETA disrespects 

companies and the public, therefore tainting the reputation of the animal protection 

movement.   

  My Literature Review begins by exploring a range of theoretical stances 

regarding animal rights, mostly including authors and philosophies that support the 

theoretical approaches of HSUS, of PETA, and of my own views; however, in order to 

provide a realistic portrayal of animal rights literature, I also consider philosophies that 

run counter to my thesis.  With foundations in this literature, I propose that animals 
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should be protected whenever possible; that a being�s level of sentience is not equivalent 

to its worth; and that humans should treat animals with the same respect in which other 

humans are treated.  I include several essential works, concepts, and foundational authors 

in this field.   

Next, I discuss the most important literature concerning media effects.  Based on 

this extensive research, I frame my argument with the contention that media (consisting 

of visual, literary, and auditory outreach) influences individual thought, and subsequently 

mass thought, which can lead to individual behavior and ultimately mass behavior.  This 

chain reaction is achieved by successful implementation of media strategies that require 

trust and respect of the mediated information and its source.  HSUS and PETA both aim 

to influence the public in this manner through targeted campaigns and demonstrations.  

The organizations� goal, through this media approach, is to incite compassion for animals 

in the public, one person at a time.  Eventually, HSUS and PETA hope that these 

individuals will become the social majority.   

Numerous studies have successfully demonstrated the extent of impact that media 

can have upon people�s perceptions, opinions, and behavior.  Our reality is shaped by 

what we see, hear, and read in the media.  The media is, then, an optimal forum for 

animal rights organizations to make their messages known.  These groups are aware of 

the immeasurable impact that the media can have on the public.  However, as many of 

these authors argue, I propose that individuals actively respond to mediated information.  

What is experienced in the media will affect each person differently, depending on the 

knowledge, experience, mood, moral beliefs, and suggestibility (among countless other 
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factors) that shape every individual�s interpretation of the mediated world.  Again, I 

include authors and theories that run counter to my argument, that contend that an 

individual is a passive recipient of information, capable of intense brainwashing by 

anything he or she experiences in the media. 

Mere presence in the media can affect a person�s perception of a particular topic.  

The theory of �agenda setting� asserts that the media sets the agenda of what we view to 

be important topics.  Agenda setting states that the media does not necessarily tell people 

what to think, but what to think about.  According to this theory, visibility in the media 

equates to a person assuming that a particular topic is worthwhile, or even pressing, 

because the media covers it.  Conversely, this theory implies that people will place 

particular topics on a lower priority of urgency if they are less visible in the media.  Thus, 

the greater the amount of media coverage, the more likely people will be to think about 

the message4. 

The theory of agenda setting is essential to my argument concerning the 

importance of proper quantity and quality of media coverage for HSUS and PETA.  This 

notion supports the importance of media visibility in convincing the public that animal 

protection is a pressing issue.  I argue that HSUS typically does not utilize the potential 

of agenda setting theory to capture attention, but that it did during Hurricane Katrina, 

when its media presence surpassed that of all other animal groups.  Conversely, I propose 

that PETA typically utilizes agenda setting theory by ensuring that its stories receive 

                                                
4 Bryant, Jennings and Dolf Zillman.  Media Effects:  Advances in Theory and Research.  Mahwah, NJ:  
Lawrence Erlbaum Associates, Inc., 2002. 
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coverage, but that PETA did not use this approach as well as it could have to raise 

awareness of the animals affected by Hurricane Katrina. 

However, it is essential to note that people actively process the information they 

encounter.  I contend this based on the work of David Croteau and William Hoynes, as 

well as members of the American Psychology Association�s Taskforce on Television and 

Society.  While media may affect people, it typically does not override individual thought 

process, brainwashing the public.  Media affects each person differently, and an 

individual�s relationship with the media may be in constant flux.  For instance, an 

individual may be greatly swayed by a particular message in the media, but not another�

and this may change based on a person�s ongoing experiences.  Each individual will be 

more or less affected by media based on personal contexts and circumstances.  Although 

these arguments run counter to those of authors who defend the passivity of media 

recipients, such as Richard Jackson Harris, Harold D. Lasswell, and Keith S. Coulter, 

significant evidence has proven active individual reception. 

Animal rights philosophy and media influence are inextricably linked in terms of 

animal protection organizations and their activism.  Animal protection groups�in this 

case, HSUS and PETA�cannot separate themselves from the media.  These 

organizations rely on the media in order to communicate their message to the public, to 

legislators, and to corporations:  the underlying assumption being that people are 

persuaded by mediated experience.  Thus, these groups attempt to influence and educate 

through the utilization of different media.  As the Internet increasingly encompasses the 

communications of the business world and of people�s lives, organizations progressively 
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rely on this medium to disseminate information.  Websites, electronic mail, online 

publications, and online visual media keep users informed of the latest issues and 

activism opportunities in the field of animal protection.  Literature is also a popular 

medium for these groups to spread their values, whether pamphlets, newspaper articles, 

periodicals, or dense academic literature.  The visual media of television, film, graphics, 

and photography are widely employed to affect public opinion, as well.  Additionally, 

though it is utilized less frequently, the radio is another mediated space in which these 

groups can speak to the public. 

Contemporary organizations know that media exposure has positive outreach 

potential.  However, animal protection media does not only refer to what these animal 

groups choose to advertise; it necessarily includes others� reactions to this media.  Stories 

can be written or spun based on the opinions of the writers.  If a particular journalist 

opposes animal rights, his or her mediated work may reflect that.  In other words, the 

only aspect of the media that HSUS and PETA can control is their own output. 

Therefore, how each organization chooses to portray itself and its cause is critical.  

Media coverage has the power to build or destroy reputation.  Negative media can 

alienate people from an individual, from a company, or even from a social movement like 

that of animal protection.  Conversely, positive media can attract people to an individual, 

to a company, or to a social movement.  Thus, an organization must not only be present 

in the media in order to have widespread impact, but this coverage must also be positive.  

The most effective approach to media for an animal protection group, then, is a well-
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constructed balance of quantity (sheer media exposure) and quality (the valence of this 

coverage).  

For each of my two substantive chapters (the first concerning HSUS, the second 

concerning PETA), I organize my work into four identical subdivisions.  The first section 

discusses the organization�s theoretical background.  Here, I explore the philosophical 

foundations to the group�s approach.  The bases of these perspectives derive from the 

moral and practical animal protection philosophies and the media-related theories in my 

literature review.  I argue that the theoretical backgrounds of HSUS and of PETA 

influence the manner in which the organizations are respectively run.  While HSUS and 

PETA generally work towards the same outcome of animal protection, their theoretical 

views concerning how to achieve these goals differ greatly.  A group�s philosophical 

underpinnings directly affect its methods of communicating, the actions a group takes, 

and the style in which an organization portrays its every aspect.  Consequently, if an 

organization�s philosophy for success is flawed, its methods will be, as well.  This will 

result in inferior results.  For a group to be optimally effective in reaching its goals, its 

theoretical background must be substantiated, savvy, and realistic. 

The next subsection discusses the ultimate goals and ideal end states of the given 

organization, including how the group measures its effectiveness in reaching these goals.  

Though HSUS and PETA both work towards animal protection, the specifics of their 

goals vary.  Each has its own vision of how people should ideally consider, and treat, 

animals.  Furthermore, both HSUS and PETA have unique ways of determining how well 

they do as an organization.  HSUS measures its effectiveness largely on tangible 
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behavioral change; PETA focuses on this as well, but media exposure�whether positive 

or negative�is also a goal in itself, and a source of pride for the group.  

The third subsection explores how the organization uses available media outlets to 

raise awareness of its cause.  This concept directly relates to each group�s philosophical 

approach.  HSUS, for instance, is interested in slowly increasing their media coverage, 

but remains tightly focused on effecting concrete changes in legislation and behavior, as 

the organization�s traditional theoretical framework would indicate.  PETA, on the other 

hand, aggressively seeks media coverage, as is evident by their countercultural 

philosophy.  I argue that proper media outreach is necessary for an optimally effective 

organization.  HSUS is not focused enough on influencing the public through media, 

though the press that the group does receive is positive; PETA is certainly focused 

enough on influencing the public through media, but the content of this coverage is often 

negative.  Ideal utilization of media outlets would balance the two organizations:  

PETA�s zeal for, and keen awareness of, the potential impact of media, and HSUS�s 

unyielding conviction to maintain its integrity through positive public, corporate, and 

legislative interaction.  

The final subsection focuses on the organization�s response to the animal rescue 

needs of Hurricane Katrina.  I include Hurricane Katrina response for several reasons.  

First, this event is recent, allowing HSUS and PETA to potentially employ the same 

communication, technology, and methods that remain the most current for each 

organization.  Second, the animals affected by this hurricane should have greatly 

impacted every animal protection group, as this was the United States� largest natural 
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disaster.  Third, Hurricane Katrina acts as a leveler for all animal protection 

organizations; HSUS and PETA each had the same amount of time to prepare, and 

identical conditions to work with.  How they approached the situation was their 

decision�and each group�s approach demonstrates particular characteristics of the 

organization. 

With Hurricane Katrina, it became clear that HSUS was more equipped, and more 

interested, in aiding the animals in need than was PETA.  For a group claiming to care 

about animals, PETA�s weak performance concerning Hurricane Katrina was 

unconvincing.  However, considering the intensity and the magnitude of the disaster, 

neither group was as prepared as they could have (and, possibly, should have) been.  If 

these organizations truly aim to improve conditions for animals, Hurricane Katrina was a 

test of how well each group is currently capable of responding to animals in immediate 

need.  Both HSUS and PETA could have done more�and PETA could have done a lot 

more.  Each group should evaluate its response, and determine how it can strengthen its 

relief efforts for the next natural or manmade disaster.   

My conclusion summarizes the characteristics of HSUS and of PETA, considers 

how they differ, and argues how each organization can improve.  As a consultant would 

instruct a company on how to increase its effectiveness, I propose what each group 

should maintain and what each group should change in order to maximize success.  These 

suggestions are based on thoughtful analysis of my research of HSUS and PETA, and of 

the animal protection and media influence works of my literature review.  Thus, what 

emerges from my advice is my ideal model for an animal protection organization.  Such a 
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group would satisfy its own goals by achieving widespread media coverage; maintaining 

a positive reputation; engaging the public, government, and corporations; educating those 

who are interested; and effecting legal changes from a focused, top-down approach. 

 

Literature Review 

In the following pages, I review essential literature that relates to varying aspects 

of my multifaceted project.  I explore the arguments that authors have made, explain my 

criticisms, and emerge with an approach based on this literature.  I begin with a 

discussion of major works regarding animals, nature, and all life, in order to better 

comprehend the views of HSUS and PETA.  Some of these authors support protection of 

animals, while some are vague, and still others argue that human dominion over other 

creatures is justified.  I then discuss theories of media influence in order to provide a 

background for my argument that HSUS and PETA would be most effective if they 

utilize the power of persuasive media to disseminate their messages.  While some 

included authors support this contention to greater degrees than others, the majority of 

authors in this field do theorize that media has the power to influence public perception.  

I explore an array of views on these subjects, providing a rich theoretical background for 

my coming chapters. 

I use this information to support my underlying argument that all creatures have 

inherent rights.  Based on principles discussed below, I contend that a species� worth is 

not dependent on its level of sentience, nor its similarity to humans.  Therefore, I 

encourage the efforts of HSUS and PETA to increase animal protection.  While my 
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personal views fall between those of animal welfare and animal rights, I back any 

organization that aims to protect animals, to any extent.  I thus advise HSUS and PETA 

to garner as much public, corporate, and legislative support as possible. 

A proven method to improve conditions for animals is positive media coverage.  

Thus, using the literature below, I argue that animal protection organizations would 

benefit from utilizing media outlets to influence the public.  I contend that this media 

presence should be both frequent and inviting, to ensure the greatest number of potential 

supporters.  New media technologies, including the Internet, can be used for this purpose.  

In order to maximize effectiveness, HSUS and PETA should heed this advice. 

Throughout time, human societies have generally placed greater importance on 

human interests and needs than on the interests and needs of animals.  People largely 

accept an artificial moral hierarchy among creatures, present in most cultures.  This 

hierarchical structure, where humans are placed above all other animals, governs the 

actions and laws that societies construct.  Because laws are manmade, they are fallible.  A 

human-imposed law is influenced by the opinions of those who write it.  If a society 

views animals as subservient to humans, its laws will reflect this.  Animals have thus 

come to receive fewer rights than do humans.   

The result of deficient animal protection laws is poor human treatment of animals.  

While such behavior may technically be legal, legality is no guarantee of morality.  

People regard animals as inferior to humans in countless ways, which manifests itself in 

abusive behavior toward animals.  Animals are treated as objects:  property for humans to 

own, food for humans to eat, furs and skins for humans to wear, entertainment for human 
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purposes, and as a mere collection of body parts on which human scientists may test.  

Despite the capability of all creatures to feel pain and fear, humans do not always treat 

them as such.  Contemporary increase in factory farming capabilities, medical research, 

and the harmful use of animals for other human needs and desires has placed animal 

cruelty at an all-time high.  In recent centuries, concerned citizens have formed a number 

of animal protection organizations to promote humane treatment of animals.  Many such 

groups currently work to improve animals� conditions.  The literature below highlights 

the differences�and the similarities�in the philosophies and subsequent approaches of 

HSUS and PETA. 

There exists an extensive literature on the moral importance of animals, and the 

need to help them survive and thrive.  This includes both a philosophical approach (the 

contention that animals are worthy of aid) and a practical approach (for example, 

Hurricane Katrina rescue response and general organizational support).  Based on my 

research, I advocate that animals should have legal protection to safeguard their right to 

quality of life, including increased efforts to improve animal conditions.  The following 

are several major works on the philosophical stance and the practical applications 

involved in animal rights. 

 Many authors� arguments support the pro-animal views of HSUS and PETA.  In 

Respect for Nature, Paul Taylor proposes that we have duties toward nature, stressing 

that all life forms have equal worth.  His evidence is largely based in philosophical 

theory, and also builds from other arguments supporting environmental and animal 

ethics.  However, Taylor�s work is highly philosophical, and does not provide many ideas 
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for practical applications.  Taylor�s contentions are the unofficial theoretical foundations 

upon which HSUS and PETA base their work. 

 Jane Goodall and Marc Bekoff also theorize that we should work towards a 

harmony and respect for the natural world and all of its creatures, much like The HSUS 

espouses.  In The ten trusts:  what we must do to care for the animals we love, Goodall 

and Bekoff back this up with specific, touching accounts of animals that have risked their 

lives for humans, suggesting that all living beings should love and defend one another.  

Goodall draws on her own work as well as numerous animal equality and ecological 

texts, many with overtones of animals� feelings and perceptions.  Although the book 

proposes that we learn to love the whole of Earth and its beings (the philosophical), it 

fails to provide actual, tangible methods for effecting change (the practical).  However, 

this book provides an emotional component that HSUS and PETA believe exists between 

animals and humans. 

Direct action must be taken for any real change to occur in terms of increased 

animal protection.  In Animal Revolution:  Changing Attitudes towards Speciesism, 

Richard D. Ryder examines the changing relationships between humans and non-humans 

from ancient times to the present, arguing that we must eradicate speciesism and 

reevaluate our attitudes concerning global hierarchy.  He cites historical accounts and 

both ancient and modern literature to support his contention.  Ryder builds his argument 

from a wide array of sources, including (but not limited to) Biblical proclamations of 

human/non-human relationships, centuries-old books and documents on this issue, 

Darwinian texts, and modern pro-animal works.  However, the author�s historical 
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accounts are mainly those of British history, largely ignoring human/non-human 

relationships among other cultures.  This work is valuable for my project because of its 

revolutionary component, advising that belief structures must change and action must be 

taken. 

Anita Guerrini also explores the history of the human-animal relationship.  In 

Experimenting with Humans and Animals:  From Galen to Animal Rights, Guerrini 

presents the way experiments have been done on animals and humans since ancient 

times, using pro-animal philosophy and objective historical accounts to better understand 

contemporary ethical debates concerning the role of animals in medicine.  She uniquely 

combines the histories of human and animal research and vivisection, which other 

literature tends to separate.  However, the science and history may overshadow the moral 

aspects of this issue.  Still, Guarini�s work provides a background on animal 

experimentation that is relevant to the modern animal protection groups under 

consideration. 

Tom Regan espouses heavily moral arguments for animal rights which parallels 

contentions of both HSUS and PETA.  In Animal Rights, Human Wrongs:  An 

Introduction to Moral Philosophy, Regan uses a philosophical approach to argue that 

animals have moral rights, while also attempting to counter negative stereotypes of 

animal advocates through logical decision-making.  This work builds on Regan�s 2001 

book, The Animal Rights Debate, by expanding his case with philosophical theory and 

public attitude polls.  Although he devotes only one short chapter to practical advice 

concerning behavioral change, Regan�s theories demonstrate the importance of both 
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animal protection and positive media attention for pro-animal groups.  While PETA 

would support Regan�s animal rights views, though, its actions do not always heed 

Regan�s call for positive media coverage.  Additionally, HSUS�s approach of animal 

welfare or animal protection may not be as extreme as Regan�s animal rights. 

Additionally, the animal protection theories of Peter Singer are major influences 

on HSUS and PETA.  Generally considered the father of the contemporary animal rights 

movement, Australian philosopher Singer stresses the importance of considering all 

creatures equally.  In Animal Liberation, he supports his thesis by exposing the cruelty of 

animal testing and factory farms, and discusses the current animal rights movement, 

vegetarianism, and speciesism both philosophically and practically.  His argument is an 

updated version of his 1975 book of the same title, and is based within current animal 

rights literature.  However, his views have been criticized by those who question his 

egalitarian rationale.  Much of HSUS�s and PETA�s conceptual philosophies are based 

around Singer�s arguments. 

          In Drawing the Line- Science and the case for animal rights, Steven M. Wise 

furthers these pro-animal philosophies.  Wise theorizes that animals� capabilities, 

intelligence, and emotional capacity may make them worthy of human legal rights.  His 

evidence draws from experimentation, observation, neuroscience, and ethology.  He 

considers the works of noted neurologists and ethologists Antonio Damasio, Roger Fouts, 

Donald Griffin, and Irene Pepperberg, among others.  While skeptics may find it difficult 

to accept the notion of granting human legal rights to non-humans, HSUS and PETA 

consider this an ultimate goal of their organizations.  While I support legal protection for 
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animals, however, I do not base this worth on the anthropomorphic notion that some 

animals have characteristics that are similar to humans. 

 The theories of Barbara Noske support both HSUS and PETA, as well.  In 

Beyond Boundaries:  Humans and Animals, Noske proposes that we must change human 

treatment of animals as objects.  Her evidence is built upon the work of animal rights 

theorists such as Richard Ryder and Peter Singer, and is in direct opposition to the 

anthropocentric work of Aldo Leopold, Gary Snyder, and Paul Shepard, deep ecologists 

who defend hunting.  Noske�s place is within the literature of human-animal 

relationships, building on, but sometimes disagreeing with, works in social theory, social 

ecology, biobehavioral science, mainstream feminism and ecofeminism, anthropology, 

deep ecology and the green movement, and animal liberation.  She criticizes the animal 

rights movement, though, for its a priori basis in Western law�s language of obligation, 

property, and compensation.  However, her stance against animals being regarded as 

property parallels that philosophy of HSUS and PETA. 

 Gary L. Francione continues on this line of thought.  In Rain Without Thunder:  

The Ideology of the Animal Rights Movement, Francione argues that the modern animal 

�rights� movement only aims as high as improved conditions and welfare, but should, 

rather, eradicate the property status and exploitation of animals entirely.  He cites various 

animal rights works and specific historical occurrences as evidence.  Francione builds on 

animal rights theory of Marti Kheel and Tom Regan, among many other pro-animal texts 

and philosophies.  However, he diminishes the efforts of the animal welfare/animal rights 

movement, suggesting that small victories are insufficient.  Francione�s work is relevant 
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to mine in the sense that we both view large-scale, top-down changes as preferable; 

however, I argue that small-scale victories are commendable as well. 

Some literature focuses on this notion of tangible change:  an integral component 

to the movement towards animal protection.  Animal Pragmatism:  Rethinking Human-

Nonhuman Relationships, a book of collective works edited by Andrew Light and Erin 

McKenna, covers 12 pro-animal essays that move from theory, to method, to direct 

application.  The editors argue that the animal rights movement has picked up speed in 

the past few decades, after centuries of little discussion and action.  Evidence for their 

hopeful view concerning the animal rights movement is based in the success of other 

movements (anti-slavery, women�s suffrage, etc.) that were difficult to achieve, but were 

finally realized.  The editors build on the arguments of Peter Singer, Tom Regan, and 

Gary L. Francione, among other prolific theorists and philosophers, focusing on 

pragmatism.  It would have been useful, though, for the editors to better connect the 

essays with a conclusion chapter, rather than with only an introduction.  However, the 

method of comparing the struggles of the animal protection movement to that of other 

historical movements is reminiscent of PETA�s identical arguments.  Additionally, I also 

espouse that direct application is the most effective means to reach animal protection 

goals. 

 Animal Rights:  Current Debates and New Directions, edited by Cass Sunstein 

and Martha C. Nussbaum, furthers the argument for animal protection.  This book is 

comprised of a collection of essays on contemporary animal rights debates, developments 

in animal-related law and policy, and pro-animal theory meant to help the reader rethink 



 25

the relationship between humans and animals.  Sunstein discusses the factors that affect 

human perceptions of animal rights.  Evidence is derived from philosophers and modern 

animal advocates.  The editors attempt to define the complex moral ambiguities involved 

in animal rights through solid, logical exploration, based in philosophical, legal, and 

ethical animal rights works (Peter Singer and Gary L. Francione among them).  This 

book, however, does not offer practical advice for action; although, its pro-animal 

philosophy effectively supports the theoretical views of HSUS and PETA. 

 Another useful anthology providing a background in animal protection is that of 

editors Susan Armstrong and Richard Botzler called The Animal Ethics Reader.  This 

book is a comprehensive anthology covering the history of the animal rights movement to 

the contemporary issues.  Its readings support the pro-animal cause in the areas of ethics, 

animal capacity, animals as food, animal experimentation, genetic engineering of 

animals, wildlife, animals in entertainment, companion animals, and non-human legal 

rights.  It consists of works from respected experts such as Peter Singer, Jane Goodall, 

Tom Regan, Barbara Orlans, and Mary Midgley, among other influential names in the 

field.  A more comprehensive picture could have been painted of animal affairs, though, 

by including (then refuting) the other side of this argument.  However, this literature 

supports many theoretical aspects that HSUS and PETA hold, as well as my argument for 

increased animal protection. 

 David DeGrazia defends these notions, as well.  His book, Taking Animals 

Seriously:  Mental Life and Moral Status, argues for animal ethics through the sound 

combination of philosophy and empirical documentation, paying close attention to animal 



 26

sentience and ethical theory.  His position is based on the dissection of such philosophical 

literature as Tom Regan�s �Case for Animal Rights,� R. G. Frey�s �Interests and Rights,� 

the work of Peter Singer, and that of Mary Midgley.  DeGrazia�s writing, however, often 

lacks the passion of other writers in this field, reducing the sense of urgency concerning 

animal issues.  Regardless, HSUS and PETA argue for similar points as DeGrazia, and I 

utilize the non-sentience based aspects of his theories. 

 Still, some authors resist strong moral arguments and instead discuss the logistics 

of the issues.  In The Animal Rights Crusade:  The Growth of a Moral Protest, James M. 

Jasper and Dorothy Nelkin aim to define the social meaning of the animal rights 

movement, objectively examining various aspects of these �moral missionaries.�  Their 

evidence is grounded in numerous specific accounts of individuals, animal organizations, 

and occurrences, based within pro-animal literature and neutral records.  The objective 

stance, however, makes it difficult to determine the authors� overall message.  The 

exploration of such issues is essential in understanding the elements of the animal 

protection movement itself, rather than only focusing on the arguments behind it. 

 John Simons also discusses the structure of the animal protection movement.   

Simons, a pro-animal vegetarian, considers how literary studies would differ if animal 

rights were considered important.  In Animal Rights and the Politics of Literary 

Representation, he draws evidence from the history of animal rights and from 

contemporary positions.  His argument is within the realm of animal rights and its 

history, yet it differs from others� arguments in its attention to historical and 

contemporary reality, and its practical solutions.  His work could be criticized, though, 
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for not fully considering philosophical points.  A major goal of my thesis is to foreground 

the importance of animal protection, to understand it in terms of modern reality, and to 

make tangible changes through action�precisely what Simons suggests.  HSUS and 

PETA approach animal protection on these terms, as well. 

 Mary Midgely also considers aspects surrounding animal protection, some of 

which support HSUS and some of which support PETA.  In Animals and Why They 

Matter, Midgley theorizes about the spectrum of principles governing human attitudes 

toward animals, arguing for animal rights.  Her evidence is based in a philosophical view 

of realistic worldwide circumstances and human nature.  Midgley�s argument relates to 

others in the fields of animal rights (including those of Peter Singer and Jane Goodall) 

and philosophy.  However, she does not believe that animals should receive the same 

rights as humans; in fact, she asserts that certain situational circumstances should allow 

for human interests to be placed before animal interests.  In this sense, my selected 

literature begins to show a less animal-centered side.  While HSUS advocates for this 

notion that human importance can ultimately be placed above that of animals (the 

principle of animal welfare), PETA opposes this view in favor of full-fledged animal 

rights. 

Much literature considers the importance of legal rights for animals, especially 

primates.  HSUS and PETA both work for this outcome.  HSUS considers sentience to be 

an important characteristic in defending animals� rights, and PETA often relies on 

animal�s human-like characteristics to convince the public of their worth.  In Rattling the 

Cage:  Towards Legal Rights for Animals, Steven M. Wise, a professor of animal rights 



 28

law, argues that chimpanzees and bonobos should receive legal liberty because of their 

overwhelming similarities to humans.  His evidence is based in the philosophical, 

religious, and legal origins of humans� instrumental treatment of animals, including 

works from chimpanzee expert Jane Goodall.  He laments that legal personhood for apes 

may seem foolish to too many people at this point in time to be taken seriously, but 

believes that these primates� legal liberation will someday be realized.  Wise, however, 

makes the anthropomorphic argument that chimpanzees and bonobos are worthy of legal 

rights because of their similarity to humans.  This places human and human-like 

characteristics above the characteristics of all other beings:  a notion that HSUS would 

support more so than PETA. 

 A similar argument is made in Paola Cavalieri�s and Peter Singer�s The Great 

Ape Project:  Equality Beyond Humanity.  This book consists of 30 essays that begin the 

Great Ape Project, a practical drive to give chimpanzees, orangutans, and gorillas the 

same right to life, prohibition of torture, and protection of individual liberty that humans 

have.  Evidence for equal treatment is based in accounts of genetic, behavioral, and 

evolutionary similarities between apes and humans, sign language proficiency, emotional 

capacity, and reports of mistreatment, among other related issues.  These essays are 

written by (and refer to) psychologists, field biologists, lawyers, anthropologists, and 

philosophers, including Jane Goodall, Charles Darwin, Dian Fossey, and Dale Jamieson.  

Despite this book�s positive messages, it largely ignores the welfare of non human-like 

beings.  It also assumes that a reader already has the proper philosophical background in 

this area, and focuses instead on the practical implications of action.  Similarity to human 
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characteristics often drives the animal protection arguments of both HSUS and PETA, 

but, as implied above, PETA�s view relies less on this notion than does HSUS. 

 Dian Fossey�s work, Gorillas in the Mist, is a classic example of these theories. 

This book argues for the protection of gorillas and the subjugation of the black market of 

poachers, based on Fossey�s experience studying gorillas in Rwanda.  Her evidence 

draws from the four gorilla families she lived among and her interactions with poachers.  

She refers to Jane Goodall�s work, among others, and can be placed within the literature 

of animal rights and animal activism.  Her work may be criticized, though, for her lack of 

scientific background, her unusually close (thus, some may say �unprofessional�) 

relationships with the gorillas, and her supposed revenge tactics taken on poachers 

(which ultimately led to her murder).  This aspect of retribution parallels the philosophies 

and subsequent actions often taken by PETA. 

When Elephants Weep:  The Emotional Lives of Animals, by Jeffrey Moussaieff 

Masson and Susan McCarthy, also argues for the importance of animal protection based 

on the human-like characteristics of some animals.  Masson and McCarthy theorize that 

animals have emotions, substantiating the movement towards animal welfare.  Their 

evidence is largely anecdotal, from specific accounts of Jane Goodall, Cynthia Moss, and 

Dian Fossey.  This work is rooted in animal rights literature and psychology.  However, if 

the authors defend the anthropomorphic notion that emotional capacity is justification for 

intrinsic worth, they necessarily omit non-sentient living beings.  HSUS and PETA often 

rely on arguments similar to those of Masson and McCarthy, both philosophically and in 

campaigns. 
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 Gary E. Varner holds a comparable stance in In Nature's Interests?: Interests, 

Animal Rights, and Environmental Ethics, but introduces environmental aspects that 

would support HSUS�s hope for global harmony, as well.  Varner argues for a practical, 

holistic approach to environmentalism, rather than an ethical one.  He defends 

anthropomorphism and the sentience principle, prioritizing creatures with human-like 

abilities above all others, in order to achieve ideal environmental goals.  His evidence 

draws largely from environmental and ecological literature.  Varner supports his 

argument with the work of J. Baird Callicott�s holistic view of environmental ethics 

which built on ecologist Aldo Leopold�s work.  However, Varner�s equation of a being�s 

sentience with its worth would not be convincing for those in the animal rights 

movement.  His reliance on anthropomorphism and the sentience principle are most 

likely more human-centered than HSUS would support, and much more so than PETA 

would support. 

          Other works directly oppose the philosophies of the animal protection movement.  

This literature must necessarily be juxtaposed with pro-animal works to provide a more 

realistic context.  Dale Jamieson�s book, Singer and His Critics (Philosophers and Their 

Critics, 8), is a collection of works that challenge the views of Peter Singer, the 

philosophical leader of the modern animal rights movement, as well as Singer�s response.  

Skeptics question Singer�s notion of moral equality among all beings, basing their 

criticisms in the philosophical realm.  These authors build on philosophical literature 

concerning the animal rights movement, and of the works of Singer.  Supporters of the 

current animal rights movement, including Singer, could criticize the skepticism of this 
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book�s philosophers.  Such views do not support my thesis nor the organizations I 

analyze, but I have added this literature to provide a realistic sense of the philosophical 

challenges that face animal protection organizations. 

Gordon Robert Preece demonstrates further skepticism of the animal protection 

movement in Rethinking Peter Singer:  A Christian Critique.  Preece claims that Peter 

Singer�s views on animal rights are unrealistic, inconsistent, morally wrong, and weakly 

based.  Evidence comes from dissecting Singer�s arguments, and is based within with 

Christian suppositions.  This book relates to others that question the animal rights 

movement, criticizing animal rights texts (Tom Regan�s, for example) by citing Biblical 

reasoning.  A consensus on this issue cannot be reached if the moral tools used for 

understanding are fundamentally different, though.  Furthermore, Preece may 

misunderstand some of Singer�s arguments.  However, this work aided my understanding 

of the other side of the animal rights argument. 

 Among the most useful literature that I considered is a book that bridges animal 

rights and media.  Dominion:  The Power of Man, The Suffering of Animals, and the Call 

to Mercy, by Matthew Scully, combines the issue of animal protection with the need to 

utilize media to gain attention for the cause.  A former speechwriter for George W. Bush 

and a noted journalist, Scully argues for treatment of animals that falls between current 

conditions and the more radical animal rights movement toward equality.  He also 

discusses how recent increased media coverage results in greater sympathy towards, and 

involvement in, animal welfare causes.  His evidence comes from personal investigations 

of animal industries such as factory farming, whaling, and hunting; conversations of 
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hunters; British Parliament discussions; The Bible; and relevant literature from both sides 

of the animal rights issue.  However, because Scully builds his argument from Judeo-

Christian Biblical assumptions, he necessarily omits those who do not believe that 

religiously-imposed human dominion is a solid philosophical background.  Despite this 

aspect, the work of HSUS and PETA both largely adhere to Scully�s views.  PETA�s 

website even recommends that people read Scully�s works specifically.  Scully�s views 

are especially helpful to my research because it argues, as I do, that the contemporary 

animal protection movement cannot be separated from the media. 

An abundant collection of literature focuses on the ways in which media affects 

people.  Many works theorize that people�s opinions and subsequent actions can be 

shaped by media influence.  Some scholars take the stance that audiences are passive, 

while others think that people actively and autonomously filter mediated information; I 

assert that it must be a combination of both, depending on each individual and his/her 

particular circumstances.  Because media is thought to influence public opinion, I use the 

following literature to argue that animal rights media coverage should increase, both in 

sheer visibility and in quality. 

Many theorists argue that people are passively influenced by the media.  In A 

Cognitive Psychology of Mass Communication, Richard Jackson Harris asserts that a 

large portion of what we know and much of how we behave is a direct product of our 

experience with media (television, print, radio, Internet, etc.).  His evidence is based on 

numerous statistics, studies, and specific accounts.  Harris� argument relates to those in 

psychology, communication studies, advertising, and behavioral and cognitive science.  



 33

However, his position discounts the ability of people to think for themselves, regarding 

humans merely as passive recipients of information.  While I contend that people actively 

process incoming information, Harris� work is helpful in its support of media potential.  

This media power is integral to the success of HSUS and PETA. 

 Harold D. Lasswell also proposes an overly passive view of people in terms of 

media exposure.  In his 1927 book, Propaganda Technique in World War 1, Lasswell 

uses the theory of uniform effects, a direct effects model, to describe propaganda effects 

of World War 1.  He proposes that members of a mass society tend to perceive media 

messages similarly, and with strong reactions.  His evidence is based on World War 1 

propaganda techniques of the United States, England, Germany, and France.  His later 

work, World Politics and Personal Insecurity: A Contribution to Political Psychiatry 

(1935), further espouses the direct effects model, which Wilson Bryan Key, Frank 

Mankiewicz and Joel Swerdlow, and Marie Winn have since defended.  However, the 

passive theory of uniform effects is no longer accepted among most communications 

researchers because it villainizes the media and does not consider a person�s capacity for 

autonomous thought.  His attention to media influence, though, supports my argument 

that increased media attention may influence the public to support the movement towards 

animal protection. 

Furthermore, the importance of media�s tone is addressed within this field of 

literature.  I argue that HSUS and PETA must carefully perfect their tone to be most 

appealing to the public.  In Shock Marketing:  Advertising, Influence, and Family Values, 

Joe Marconi argues for the influential, manipulative power of the media, in which shock 
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marketing is sometimes necessary to best get one�s point across.  His evidence draws 

from media sources, companies, popular culture examples, current controversies, and 

journalism.  Marconi�s stance would support organizations, like PETA, that utilize the 

potential shock value of media to popularize their product, name, or point.  However, 

Marconi may rely too heavily on popular culture examples, and not enough on academic 

research.  Marconi�s work explains the logic behind PETA�s media approach, and clearly 

opposes the majority of methods of HSUS. 

These organizations must be conscious of the reality in which they operate, 

considering the inevitable factors of media and society.  In �The effects of affective 

responses to media context on advertising evaluation,�, Keith S. Coulter considers many 

aspects of the media.  Coulter theorizes that advertisers must be aware that advertising 

context (whether in broadcast media, print media, or the information within which the 

advertisement is placed) influences the effectiveness of a message.  His evidence is based 

on studies that have found that consumers� perception of advertisements can be 

influenced by context, thus shaping its effectiveness.  Coulter�s argument is within the 

fields of communication studies, advertising, media studies, and psychology, building on 

studies done by Singh and Churchill (1987), Norris and Colman (1992), Lord and 

Burnkrant (1993) and Soldow and Principe (1981), to name a few.  His work could be 

criticized, though, for considering consumers to be more passive than they may be.  

However, Coulter�s arguments are relevant because they allow for realistic circumstances 

to affect the reception of media, as HSUS and PETA should anticipate.  Both groups can 

improve in this arena, as I discuss in greater detail in the coming chapters. 
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Continuing with the importance of considering contexts in terms of media 

reception, Elizabeth M. Perse�s Media Effects and Society supports the commonly-held 

notion that media has important effects.  She focuses on how media effects occur in order 

to maximize their benefits and minimize potential harms.  Her evidence is based on 

empirical research, theory, and media studies.  Perse�s argument fits within the larger 

framework of media effects research. While Perse adequately explains the cognitive, 

affective, and behavioral effects of media, her work may be more descriptive than 

prescriptive.  However, her argument for the presence of media effects supports the work 

of HSUS and PETA, as well as my own advice for these groups. 

 David Croteau and William Hoynes also consider the importance of media 

context.  In Media/Society:  Industries, Images and Audiences, the authors urge readers to 

consider the social, economic, and political contexts of their everyday mass media in 

order to better understand the media and its effects.  Evidence is based in sociological 

analysis of media processes, Internet resources, media-related data, economic and 

political research, and discussions of independent media, online media, and media policy.   

This volume builds upon its first two editions of the same name, as well as mass media 

literature that assume that audiences actively interpret media information.  Those who 

believe that audiences are largely passive, however, may criticize this work.  This book is 

useful for comprehension of the varying contexts in which media exist, and it allows for 

the autonomy of individuals for which I argue. 

Shirley Biagi contends the necessity of understanding the entire context of media, 

as well.  In Media/Impact:  An Introduction to Mass Media (with Info-Trac and CD-
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ROM), Biagi examines the technology, regulation, history, ethics, and cultural and social 

implications that affect the mass media channels of the Internet, electronic media, 

newspapers, and magazines, and considers functional challenges of the contemporary 

communications network.  Her evidence comes from studies in all of the areas listed 

above.  This book builds on her 1992 work of the same title (although the 1992 version 

does not include an interactive CD-ROM), as well as literature that supports the 

importance and prevalence of media impact.  Biagi�s book is meant for students, though, 

and may therefore seem elementary to those in the field.  This work is relevant because it 

considers the multifaceted nature of popular media in its larger context, which animal 

protection organizations must consider. 

 One aspect of this context is the tangible effects that media has been shown to 

produce, which is the goal of HSUS.  Karl Erik Rosengren, editor of Media Effects and 

Beyond: Culture, Socialization and Lifestyles, argues that media use has measurable 

consequences, based on a 25-year study of media use of Swedish children, adolescents, 

and young adults.  His evidence comes from research done by a team of sociologists of 

communication and other communication scholars (in conjunction with international 

colleagues) in the longitudinal Media Panel Program (MPP), Unit of Media and 

Communication Studies at the University of Lund in Sweden.  This work relates to 

arguments supporting media effects, in the fields of communication studies, media 

studies, advertising, and psychology.  However, Rosengren could be criticized for 

assuming that all people within a culture have the same values, as his introduction 

implies.  His work benefits my research because it supports the notion that media can 
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produce changes in people:  an integral idea in the connection of animal protection 

groups and potential philosophical or behavioral influence. 

Some theorists have also argued for the stifling power of public opinion over an 

individual who holds a minority belief, which HSUS and PETA must consider when 

attempting to disseminate the minority views of their own.  In her 1984 book The Spiral 

of Silence: Public Opinion -- Our social skin, Elisabeth Noelle-Neumann�s concept of the 

�spiral of silence� asserts that people constantly gauge their perception of public opinion, 

and feel subsequent pressure to silence or conform true opinions if they contrast those of 

the perceived majority.  Her theory proposes that the media influences and legitimizes 

dominant public opinion, to which people feel the need to conform.  This silence or 

conformity subsequently increases social acceptance of the majority position.  Her 

evidence is based in philosophy and psychological research, within the fields of 

communication studies, psychology, and public opinion.  Noelle-Neumann�s theory has 

been criticized, however, because it does not account for social minorities who refuse to 

suppress their opinions.  In terms of the animal protection movement, pro-animal 

organizations would represent those with a minority view standing up to the social 

majority.  In order to convince others in the social minority to break their silence, animal 

activists must continue to use the media to make their presence known.  Increased media 

attention will portray this movement as less of a social minority, possibly enticing silent 

supporters to emerge. 

 However, in order to fully consider media effects, its theories must be understood.  

Jennings Bryant and Dolf Zillmann address this issue in Media Effects:  Advances in 
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Theory and Research.  This volume consists of a compilation of essays that explore the 

theories behind media effects.  Evidence draws from psychological studies, 

communications data, behavioral and cognitive science, and studies of media.  This 

particular book builds on Bryant�s and Zillmann�s 1986 work, Perspectives on Media 

Effects.  Although this book provides a comprehensive view of theories of media effects, 

its editors offer no challenges or exceptions to the theories.  However, this background is 

necessary to more fully comprehend media theory. 

 Some theorists have less traditional concepts of media which serve to round out 

the range of views on this subject.  In Understanding Media:  The Extensions of Man:  

Critical Edition, Marshall McLuhan proposes that media is an extension of man, and that 

societies become like the media we have modeled ourselves after.  He believes that we 

are moving in the direction of an interconnected �global village.�  He writes in the 

tradition of media studies, communication studies, psychology, and technology, building 

on his 1964 edition of this book.  His works have been criticized, however, for sometimes 

leaving solid conclusions to be made by his readers, rather than making them himself.  

McLuhan�s theories support my thesis because he stresses the power of media to achieve 

mass communication:  a vast mouthpiece for the animal protection movement. 

 James Curran also considers media impact, but from a historical angle.  Curran is 

the editor of Impacts and Influences:  Media Power in the Twentieth Century, a collection 

of essays that traces the historical growth of media through the Twentieth Century, 

emphasizing its influential power.  Evidence draws from specific historical accounts and 

studies.  This book builds on literature from the fields of history, communications studies, 
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media studies, technology studies, cultural studies, and public opinion.  While it 

comprehensively covers the history of media impacts over the past century, it was written 

before the Internet became popular, rendering it incomplete for contemporary readers.  

However, the growing influence of media is apparent from Curran�s work, thus rendering 

it useful for my analysis. 

 Other works hypothesize that media reception is largely active, supporting my 

thesis.  Aletha C. Huston, Edward Donnerstein, H. Fairchild, N. Feshbach, P. Katz 

present this point in Big World, Small Screen: The Role of Television in American 

Society.  The authors, members of the American Psychology Association�s Taskforce on 

Television and Society, argue that individual viewers actively mold what they see on 

television to fit their needs.  They also propose ideas for future research and public 

policy.  Claims are built from numerous studies, statistics, media theory texts, 

psychological texts, and public opinion data that support the notion of an active audience.   

While this is an extremely useful book, its 1992 publishing date means that the now-

important medium of the Internet is not discussed.  However, the notion that individuals 

mentally manipulate information to best suit them seems to hold true when considering 

pro-animal media.  Individuals will either subconsciously or consciously decipher animal 

protection information based on their own views and experiences.  HSUS and PETA 

should take this individual variance into account in order to most sensitively disseminate 

their views. 

 The Internet has become a way for organizations to appeal to these individual 

interests.  Dan Gillmor, author of We the Media:  Grassroots Journalism by the People, 
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for the People, argues that news should be more discussion-based rather than control-

based, encouraging everyone to participate�not just those involved in the media 

monopoly.  He proposes that the Internet will allow for the public to regain some control 

of the media, from the bottom up.  Evidence is based in personal observation, history, 

politics, media studies, communication studies, and technology studies, and supports the 

movement of grassroots journalism.  On the down side, his book could be criticized by 

those in the Big Media for villainizing their profession, and for trivializing their work by 

claiming that anyone can contribute.  Gillmor�s work supports the maintenance efforts 

that HSUS and PETA have made on their websites, allowing the group to spread their 

messages via this extensive forum. 

 However, not all experts agree that the Internet has such vast power potential.  In  

A Social History of the Media: From Gutenberg to the Internet, Asa Briggs and Peter 

Burke argue that, although many worry about negative influences and monopolization of 

contemporary electronic media, media concerns have existed for centuries, and no 

medium has ever entirely replaced another.  Evidence is based in a wide array of 

historical accounts.  This book relates to others on history, journalism, media studies, 

cultural studies, communication studies, and technology studies that do not take a 

technological determinist view.  However, sources of quotations and arguments are not 

always included.  While the Internet may not displace (or replace) other media, its impact 

is still enormous in terms of animal protection outreach. 

 The Internet is clearly a rapidly growing medium for pro-animal groups to spread 

their messages to the public.  In Electronic Media:  Then, Now, and Later, Norman J. 



 41

Medoff and Barbara K. Kaye cover technology and the Internet in terms of past 

broadcasting developments, current technological innovations, and potential future 

broadcasting trends.  They propose that electronic media provides opportunities that other 

media cannot offer.  Additionally, the authors encourage readers to further their 

knowledge of technology-based issues and career opportunities through utilization of 

their companion website (www.ablongman.com/medoffkaye1e).  Information is based in 

historical accounts, communication studies, media studies, and technology studies.  Since 

this book is meant to guide students, though, scholarly adults may feel that they are above 

the target audience.  Medoff and Kaye tap the unique potential of the Internet as a 

comprehensive, interactive tool for the public, which HSUS and PETA heavily employ. 

 HSUS and PETA are acutely aware of the benefits of online communications, and 

structure their outreach accordingly.  Editor David Gauntlett explores the popularization 

of the Internet for public and corporate use in Web.Studies: Rewiring Media Studies for 

the Digital Age.  This collection of essays discusses how organizations, companies, and 

people in general utilize the Internet as a useful tool.  Gauntlett happily notes the increase 

in attention to the stunted area of media studies once the Web gained popularity.  The 

essays are written by respected academics in the fields of communication studies, media 

studies, technology studies, and the like.  These arguments support the power of online 

communications potential.  Those who prefer traditional means of communication with 

paper output, however, may criticize the importance this book places on the role of 

computers in our lives.  Regardless, the Internet has been an invaluable medium for 



 42

increasing the potential for the public to learn about HSUS, PETA, and the entire 

movement towards animal protection. 

 However, no matter how much online outreach an organization has, it can always 

do more.  In Public Relations on the Net: Winning Strategies to Inform, & Influence the 

Media, the Investment Community, the Government, the Public, & More, Shel Holtz 

argues that, although the Internet has vast potential to affect potential clients and 

consumers, companies do not utilize this medium as much as they could.  His claims are 

largely based in specific research studies of particular companies.  Holtz�s view builds on 

public opinion research, media studies, communication studies, technology studies, 

politics, and history.  However, because this book was written in 2002, many 

organizations may have jumped on the Internet bandwagon since.  Both HSUS and PETA 

utilize the Internet as an important means of communication with the public. 

 Some theorists focus on the deliberate manipulation potential of the media, which 

animal protection organizations must utilize (to an extent) to persuade the public in favor 

of their issues.  In The Interplay of Influence : News, Advertising, Politics, and the Mass 

Media (Mass Communication Series), Kathleen Hall Jamieson and Karlyn Kohrs 

Campbell propose that those in the media business�whether the news, advertising, or 

political industries�purposefully and self-servingly shape the messages that they know 

will influence the public.  Evidence is taken from news, advertising, political sources, and 

research on the Internet, as well as demographic data and other specific studies.  This 

book builds on its first four editions, and relates to literature that questions the motives of 

those who disseminate messages to the mass media.  However, one could criticize the 
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authors� argument for being overly cynical of the mass media industry.  If HSUS and 

PETA did not shape their media messages with their respective agendas, their points 

would never be shared, resulting in stunted organizational support.  The object of the 

media in terms of animal protection is to convince the public that this is an important 

issue. 

 J. David Kennamer�s Public Opinion, the Press, and Public Policy also criticizes 

the intentions of media sources.  This book suggests that news media represent their self-

interested take on public opinion, whether correct or incorrect, which policymakers then 

use as evidence to affect public policy.  Evidence is drawn from original research on how 

the press shapes public policy, as well as from theory.  The arguments presented relate to 

the fields of mass communication, political science, and journalism.  News media could 

criticize this book, though, for claiming that the media purposely disseminates false 

stories for particular benefits.  HSUS and PETA affect news media when their campaigns 

are covered, and were present in the news during and after Hurricane Katrina; however, it 

is assumed that the information they propagate is accurate. 

 Organizations must be aware of all of their facets.  In �You Can�t Manage What 

You Don�t Measure,� Arye Globerson, Shlomo Globerson, and Judith Frampton propose 

that successful companies must measure and evaluate performance, expectations, and 

results in order to maintain organizational control, as well as to identify and fix problems 

for the future.  Statistics from Business Week, as well as a variety of strategic planning 

books, support their thesis.  While the work is based in business texts, the authors claim 

that no other book has dealt exclusively with organizational control.  A criticism, 
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however, is that this book is out of date, and therefore does not consider (the now 

important) multimedia components of business success.  However, the concept of 

evaluating organizational effectiveness is infinitely applicable to HSUS and PETA.  A 

group can determine the success of its different areas, and accordingly adjust its 

approach. 

 Based on my research of animal rights and media influence literature, my 

approach is one of activism.  HSUS and PETA should consider the multifaceted aspects 

of information dissemination, individual reception, and public reception that are 

inextricably linked to the organizations� underlying philosophies.  This concept 

encompasses the ideas and arguments in my thesis.  I advocate that animals should be 

given rights to protect them from harm whenever possible, and that the media has 

unlimited potential to attract new people to the cause.  HSUS and PETA must therefore 

utilize the media to its fullest extent in order to achieve their maximum levels of success5.   

 

 

 

 

 

 

 

Chapter 2:  The Humane Society of the United States 

                                                
5 Although this statement will later be qualified by the issue of positive versus negative media attention. 



 45

 

 In this chapter, I discuss how HSUS�s philosophical approach determines all 

controllable aspects of the organization.  The theoretical framework of HSUS influences 

the group�s ultimate goals, how the group measures its success, the ways in which it 

utilizes available media outlets, and its response to the animal rescue needs of Hurricane 

Katrina.  I argue that the mainstream, non-violent, refined approach of HSUS results in 

its similar subsequent actions, as well as its positive societal reception.  I commend both 

the bottom-up and top-down efforts of HSUS, and support the professional manner in 

which the organization presents itself (thus positively impacting the reputation of the 

animal protection movement).   

An animal protection organization must focus on both amplifying public support 

and working for legal improvements.  HSUS already focuses on the promotion of legal 

protection for animals; now, I argue that the group should equally focus its efforts on 

increasing public support through available media outlets.  I advise that increased 

utilization of powerful media sources would maximize potential dissemination of the 

organization�s messages.  This was demonstrated by HSUS�s increased media focus 

during and after Hurricane Katrina, and its subsequent increase in membership and 

financial success.  The more supporters HSUS receives, the greater its societal pull (and 

monetary donations) will be.  Thus, the expanded efforts for media attention would result 

in a stronger voice for animals. 

 

Theoretical Framework of the Organization�s Approach 
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The Humane Society of the United States (HSUS) was founded in 1954 in order 

to promote human involvement in the protection of animals.  The theoretical framework 

of HSUS approach is grounded within the contentions of animal rights philosophy and 

activism.  Now the largest animal protection group in the world6, HSUS is currently 

supported by nearly ten million members and constituents internationally7.  The 

increasing strength of the organization is showcased in its widespread expansion to �nine 

regional offices, four affiliates, an international arm, and 250 staff members� including 

lawyers, animal behaviorists, veterinarians, and wildlife biologists, among others8.  

Despite being called The Humane Society of the United States, this group assists other 

nations in finding animal welfare solutions.  The HSUS also boasts the impressive role of 

advocating for animals in global forums.  Its positive repute has earned HSUS official 

recognition by the United Nations, allowing HSUS to negotiate for animals on an 

international scale9.  

 HSUS has many simultaneous initiatives.  For instance, the organization acts to 

protect companion animals such as dogs and cats by working with animal-care and 

animal-control professionals, animal shelters, and pet owners to promote welfare and 

prevent overpopulation10.  Beyond domestic animals, HSUS advocates for wildlife and 

the maintenance of their natural habitats.  Animals used in research and laboratory 

settings concern HSUS, as well.  Additionally, HSUS also opposes the premise, and 

                                                
6 Animal protection groups being distinguished from animal rights groups, like PETA. 
7 HSUS, website, History.  Available www.hsus.org/about_us/history/.  Accessed 6 February 2006. 
8 HSUS, website, History.  Available www.hsus.org/about_us/history/.  Accessed 6 February 2006. 
9 HSUS, website, History.  Available www.hsus.org/about_us/history/.  Accessed 6 February 2006. 
10 HSUS, website, History.  Available www.hsus.org/about_us/history/.  Accessed 6 February 2006. 
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conditions, of animals being raised for food.  Whether through litigation, education, 

political or consumer advocacy, rehabilitation, or investigation, HSUS tailors its course 

of action to be the most effective approach for each specific situation11.  These 

multifaceted, ambitious goals make HSUS a leader in the movement toward animal 

protection. 

 HSUS condemns the human treatment of animals as commodities, arguing that 

�humans have a moral obligation to protect the animals whose habitats we share�12.  This 

view is in line with the work of Barbara Noske.  Additionally, in line with the arguments 

of Jane Goodall and Mark Bekoff, HSUS views the natural environment as a collective 

entity, to be shared in harmony.  As stated on the HSUS website, �The HSUS is 

dedicated to protecting animals because it's not just our world�it's their world, too�13. 

Unfortunately, humans frequently encroach upon the habitats in which animals rightfully 

reside.  Rather than the shared environment that HSUS envisions, humans typically self-

servingly manipulate these territories, disregarding the animal life that exists within.  It is 

the animals who suffer from this theft, whether their habitats are physically destroyed, or 

the animals themselves are captured or killed.  Therefore, in the name of ecological 

accord, the HSUS opposes human imposition on the territories of animals. 

 Ideally, HSUS aims to shape our world into a caring environment.  In this reality, 

animal welfare would be a high human priority.  People would work for the protection of 

wild animals and their habitats, and to meet domestic animals� physical and emotional 

                                                
11 HSUS, website, History.  Available www.hsus.org/about_us/history/.  Accessed 6 February 2006. 
12 HSUS, website, History.  Available www.hsus.org/about_us/history/.  Accessed 6 February 2006. 
13 HSUS, website, History.  Available www.hsus.org/about_us/history/.  Accessed 6 February 2006. 
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needs14.  However, HSUS currently operates in a reality where animals are harmed and 

exploited.  Such actions are justified by the underlying notion that humans have greater 

rights to life, freedom, independence, and livelihood than non-humans.  HSUS hopes to 

repair the relationship of humans to animals from one of subjugation to one of 

compassion and respect15.  The hope is that such a change would prevent animal cruelty, 

neglect, and exploitation, as well as ensuring the preservation of wildlife habitats and the 

interconnectedness of all life16. 

 In order to effect these positive communal changes, HSUS urges action from the 

only source that can make it happen:  people.  Humans must be convinced that it is 

possible �to create a humane and sustainable world for all animals�a world that will also 

benefit people�17.  Through public policy reform, education, advocacy, and support from 

community, professional, and legal sources, HSUS strives to �forge a lasting and 

comprehensive change in human consciousness of and behavior toward all animals�18.  

Achievement of HSUS�s ambitious goals depends upon the partnerships it is able to form 

with powerful parties.  This requires the cooperation of as many societal institutions as 

possible.  It is the responsibility of those who have the means, to repair the conditions 

that allow animals to suffer. 

                                                
14 HSUS, website, History.  Available www.hsus.org/about_us/history/.  Accessed 6 February 2006. 
15 HSUS, website, History.  Available www.hsus.org/about_us/history/.  Accessed 6 February 2006. 
16 HSUS, website, HSUS Statement of Policy.  Available www.hsus.org/about_us/policy_statements/.  
Accessed 8 February 2006. 
17 HSUS, website, HSUS Statement of Policy.  Available www.hsus.org/about_us/policy_statements/.  
Accessed 8 February 2006.  
18 HSUS, website, HSUS Statement of Policy.  Available www.hsus.org/about_us/policy_statements/.  
Accessed 8 February 2006. 
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          However, HSUS is very clear about the scope of their mission.  While the 

organization�s platform is the fight for animal welfare, HSUS vows that they abstain 

entirely from literal fighting as a means to an end.  HSUS website promises that, �We do 

not engage in or support actions that are illegal or violent, or that run counter to the basic 

principles of compassion and respect for others�19.  HSUS prides itself in a strategy of 

compassion; thus, any violence done in the name of animal protection would violate the 

fundamental ethic that HSUS is based upon20.  To inflict any cruelty or suffering upon 

humans to prevent the same for animals would be a hypocritical double standard. 

  The HSUS philosophy is that, by shaping human beliefs and subsequent actions, a 

safer environment can be made for all creatures.  They propose that, �teaching humans to 

behave with kindness and respect toward animals will help build a more humane and 

better functioning civil society�21.  Conversely, HSUS strongly encourages punishment 

for those who exact violence or suffering upon animals.  The organization takes an active 

role in urging law enforcement agencies to consider violence towards animals as a 

serious crime. 

  HSUS does not only acknowledge the moral contradiction of employing violence to 

achieve a non-violent world; it recognizes that negative behavior could also harm the 

organization�s public image.  HSUS hopes to attain as much positive support as possible.  

They astutely understand that, in contemporary reality, a group must portray an honorable 
                                                
19 HSUS, website, HSUS Statement of Policy.  Available www.hsus.org/about_us/policy_statements/.  
Accessed 8 February 2006. 
20 HSUS, website, HSUS Statement of Policy.  Available www.hsus.org/about_us/policy_statements/.  
Accessed 8 February 2006. 
21 HSUS, website, HSUS Statement of Policy.  Available www.hsus.org/about_us/policy_statements/.  
Accessed 8 February 2006. 
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impression in order for people and organizations to respect their stance.  A good 

reputation is an integral component in convincing the public to support this cause.  HSUS 

worries that, in addition to being �ethically wrong,� violent tactics would �do 

fundamental damage to the credibility of the humane movement�22.  Thus, HSUS 

employs �integrity, fairness, and professionalism� to achieve their goals23.  Their success 

partially depends upon it. 

 However, the views of HSUS can be inconsistent.  At times, its theories appear to 

indicate that it does not always view all life as being equal.  The organization seems to be 

in line with Mary Midgley�s view that human interests can supersede animal interests.  

For example, HSUS�s stance concerning wildlife suggests that, in extreme circumstances, 

it ultimately places human needs above those of animals.  The HSUS website states that, 

�The legitimate needs of human subsistence may�sometimes necessitate the killing of 

wildlife�24.  Although the organization claims to regard all life equally, this concession 

necessarily prioritizes human survival as being more important than animal survival.  

Thus, HSUS is an animal welfare organization rather than an animal rights organization. 

HSUS contends though, that in the rare cases where they believe that human life 

trumps animal life, the killing of animals should be �humane� and �non-wasteful�25.  

This rule aligns with the compassionate principles of HSUS.  Moreover, HSUS believes 

                                                
22 HSUS, website, HSUS Statement of Policy.  Available www.hsus.org/about_us/policy_statements/.  
Accessed 8 February 2006. 
23 HSUS, website, HSUS Statement of Policy.  Available www.hsus.org/about_us/policy_statements/.  
Accessed 8 February 2006. 
24 HSUS, website, HSUS Statement of Policy.  Available www.hsus.org/about_us/policy_statements/.  
Accessed 8 February 2006. 
25 HSUS, website, HSUS Statement of Policy.  Available www.hsus.org/about_us/policy_statements/.  
Accessed 8 February 2006.. 
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that, �Unfortunately, the welfare of animals may, on occasion, necessitate the killing of 

wildlife�26.  In the instances where HSUS would support this action, killings �must be 

used as a last resort, be demonstrably necessary, and be conducted by responsible 

officials, and the methods utilized must result in an instantaneous and humane death�27.  

However, how such situations are justified, and how these animals are prioritized, is 

unclear.   

            Not only does HSUS exhibit a slight hierarchy in its views of humans versus 

animals in certain cases, it also qualifies the worth of animals based on their 

characteristics.  While HSUS condones the killing of wildlife in situations where human 

justification is deemed �legitimate,� it seeks to protect the fraction of these species that 

are threatened or endangered28.  Ironically, the fragility of a species� existence may save 

them from subsistence hunting.  Furthermore, HSUS qualifies animals based on their 

sentience.  The organization ultimately seeks to save animals with the most highly 

developed (and humanlike) brains above all others, as supported by the work of Jeffrey 

Moussaieff Masson and Susan McCarthy. This is apparent in HSUS�s stance on animal 

laboratories and animal testing which favors chimpanzees and other apes.  Primates� 

�highly evolved mental, emotional, and social features and [the] concomitant 

vulnerability to suffering from living in captivity in research settings� secures them a 

position of �high priority� to be �phased out of harmful research and�relocated to 
                                                
26 HSUS, website, HSUS Statement of Policy.  Available www.hsus.org/about_us/policy_statements/.  
Accessed 8 February 2006. 
27 HSUS, website, HSUS Statement of Policy.  Available www.hsus.org/about_us/policy_statements/.  
Accessed 8 February 2006. 
28 HSUS, website, HSUS Statement of Policy.  Available www.hsus.org/about_us/policy_statements/.  
Accessed 8 February 2006. 



 52

appropriate sanctuary facilities�29.  For HSUS, the advanced level of these species� 

mental capacity alone justifies the inhumanity of laboratory caging and harmful research.   

           While I agree that these primates should not be subjected to harmful testing, I do 

not base my reasons upon the species� level of sentience.  Nor do I favor the 

characteristics of animals that most closely compare to those of humans.  Animals should 

be protected from subsistence hunting and harmful testing because of the universal right 

to an undisturbed life.  Although HSUS claims to support this equality as well, it 

implicitly qualifies creatures based on scarcity and inherent characteristics.   

 

Ultimate Goals, Ideal End States, and How the Organization Measures Effectiveness 

 The ultimate goal for HSUS is to affect policy change that will improve 

conditions for animals.  The organization employs a domino effect to achieve their ideal 

outcome; it determines how it can influence public attitudes, hoping that a shift in public 

awareness will result in a tangible change in public behavior.  HSUS hopes that this 

behavioral change will lead to direct action taken for animal rights.  Thus, an immediate 

success for HSUS would be the changing of behavior towards protecting animals, 

whether from legislators, people signing on as co-sponsors, or from voting in favor of 

animal protection. 

While HSUS does aim to modify the attitudes of the general public, they believe 

that the largest effects will come from those with the power to make the most change:  

                                                
29 HSUS, website, HSUS Statement of Policy.  Available www.hsus.org/about_us/policy_statements/.  
Accessed 8 February 2006. 
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legislators and corporations.  Beth Rosen, Manager of Planning and Evaluation for 

HSUS, stated in an interview that �Success is defined through direct change in behavior 

by a target company�to fit a more humane way�30.  Rosen stressed that a �measurable 

change in behavior� is what HSUS seeks to achieve31.  Therefore, it is inadequate for 

anyone to simply want to help, or to merely agree with the ideals of the organization; for 

HSUS�s goals to be accomplished, this compassion must be put into action. 

 HSUS is sure to make the careful distinction between their output and any 

resulting outcome.  An output is anything that HSUS does to encourage animal rights, 

while the outcome is the subsequent change in behavior32.  Outcomes involve a person or 

a company actively showing support for HSUS or for animal rights.  The outcome of 

behavioral change (monetary donation, for instance) can be a direct result of seeing an 

HSUS advertisement.  Getting lobbying acts passed, achieving support of animal 

legislation at the federal level, and investigations and busts that urge law enforcement to 

take action are further examples of successful outcomes of HSUS�s tireless outputs.   

A clever strategy that HSUS employs to improve the climate of animal rights 

awareness is to praise active companies� work on a public level.  The motives here are 

interrelated.  It is the hope of HSUS that this praise will be a source of pride for the 

corporate recipients:  a smart business move for the particular company.  For instance, 

HSUS participates in The Genesis Awards, where HSUS honors media outlets that have 
                                                
30 Rosen, Beth, interview by Rachel Ruben, 31 January 2006, Washington, DC, phone, The Humane 
Society of the United States, Washington, DC. 
31 Rosen, Beth, interview by Rachel Ruben, 31 January 2006, Washington, DC, phone, The Humane 
Society of the United States, Washington, DC. 
32 Rowan, Andrew and Beth Rosen, interview by Rachel Ruben, 13 February 2006, Gaithersburg, MD, 
face-to-face, The Humane Society of the United States, Washington, DC. 
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made advancements for animals, through progressive media stories or positive television 

and film projects.  However, this recognition not only thanks the deserving company, but 

hopefully makes its animal protection efforts publicly known.  Congressional offices 

notice when HSUS gives legislators awards, as local newspapers cover these tributes.  

HSUS views praise communications as a chain-reaction used to educate the public on 

animal welfare issues, which in turn can create policy change.   

 According to Andrew Rowan33, Executive Vice President of Operations for 

HSUS, the organization has not determined a specific ideal end-state.  However, the 

group is dedicated to measuring its ongoing effectiveness.  HSUS gauges its success 

through strategic planning, and evaluation of its outputs and outcomes, as authors Arye 

Globerson, Shlomo Globerson, and Judith Frampton organizations to do.  The group 

analyzes its direct results (such as production of brochures, or trips to New Orleans for 

Hurricane Katrina relief), and how people�s actions change because of these efforts (the 

output/outcome principle discussed earlier). 

 In 2002, HSUS began the process of measuring its effectiveness by examining 

particular benchmarks of success.  These benchmarks are outputs from HSUS that may 

result in the outcome of greater awareness of the organization.  HSUS uses specific tools 

to measure how well they are achieving their goals.  For instance, the group writes 

academic articles as an educational tool to disseminate their views to the academic 

community.  HSUS also lobbies members of Congress to vote for animal protection.  

                                                
33 Rowan, Andrew and Beth Rosen, interview by Rachel Ruben, 13 February 2006, Gaithersburg, MD, 
face-to-face, The Humane Society of the United States, Washington, DC. 
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Furthermore, when trying to compare what actions are being taken and how well they are 

carried out, HSUS notes how often their name is being mentioned in the press (also 

known as clips).  However, these clips (along with many other benchmarks, both 

mentioned and not), are tools to help push the movement forward�not goals in 

themselves.  The purpose of counting these clips is to evaluate the organization�s 

presence in the media, as opposed to HSUS striving to get mentioned as many times as 

possible34.  HSUS also considers the inevitable factors about clips:  the audience 

mentioning them may not be reputable, any given clip could be negative press 

(counteracting HSUS�s goals), and a mention does not guarantee that people are reading 

the clip. 

 Therefore, HSUS is careful when evaluating its clips.  The group not only tracks 

the number of times HSUS is mentioned, but the context in which its name appears.  

HSUS notes which issues are being discussed when its name is used (for example, 

factory farming or hunting).  Furthermore, the group rates whether each HSUS clip is 

positive, negative, or neutral.  The organization undertakes these efforts because it 

ultimately wants to gauge the public opinion of HSUS, as well as the legitimate outcomes 

and outputs for its work35.   

While HSUS is most concerned with its own measurable success, the group also 

wants to know where it fits in the context of other animal organizations.  HSUS is able to 
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track how many times its competitors appear in a clip (for example, how many times 

PETA is mentioned in various newspapers); but the number of clips alone does not 

always portray an accurate sense of public opinion.  When analyzing clip appearances, 

HSUS has the ability to note whether a given story is positive or negative in scope, what 

issue the story was about, whether the issue is trivial or important, whether an 

organization is mentioned briefly or if the whole article is about them, whether the story 

appears on the front page of a newspaper or in a smaller section, and so on.  While HSUS 

can figure out all of these factors about competitors� clips in theory, it does not actually 

do this.  HSUS feels that this extra analysis for competitors would be time consuming, 

labor intensive, and expensive.  Thus, any dynamics beyond sheer numbers of clips are 

only explored for HSUS itself36. 

However, HSUS tries not to spend an inordinate amount of time and effort to 

obtain and analyze this baseline data.  While, from a Public Relations standpoint, getting 

HSUS mentioned in stories is a major obligation, getting this data is not its focus.  Large 

amounts of time and money can be spent tracking the success of HSUS and comparing it 

to other organizations, but this distracts from HSUS�s ultimate goal of helping animals.  

HSUS does not want these analyses to become self-righteous and interfere with actual 

animal activism37. 

 The organization works toward specific goals, as well.  For example, HSUS may 

boycott against a group that does not use cage-free eggs (that is, eggs from hens that are 
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not confined to cages).  HSUS convinced Georgetown University�s Dining Services to 

purchase only cage-free eggs for the Leavey Center as part of their Factory Farm 

Outreach Campaign38.  Because of encouragement from HSUS, companies such as 

Trader Joe�s and Whole Foods have also improved their policies regarding factory farm 

production39.  Another individual goal for HSUS is their current project of working to get 

horse slaughter outlawed40.  In 2005, HSUS persuaded the House and the Senate to 

eliminate funding of horse slaughter41.  Although this particular battle is still being fought 

because the USDA is abusing an unfortunate loophole42, HSUS still makes distinct 

progress through their targeted initiatives. 

 

How the Organization Utilizes Media Outlets to Raise Public Awareness 

HSUS recognizes the potential of media to spread the messages of the 

organization and realizes the importance of media as a tool for public awareness and 

involvement.  However, HSUS views efforts spent on media coverage to be secondary to 

their primary goal of affecting public policy43.  According to Andrew Rowan, HSUS 

relishes media attention, and uses the media to disseminate their arguments�but does not 
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use �media for media�s sake�44.  But, because HSUS knows that policy change can rely 

on media and communication, they utilize media outlets where they see fit.   

Communications is at the heart of HSUS�s work.  The group�s frequent citation in 

academic and professional publications is integral to the maintenance of its highly 

regarded reputation45.  HSUS knows that smart media moves will contribute to their 

ongoing success.  The group prides itself on being media savvy, and on spending their 

efforts wherever they are needed most.  As the potential of media continues to grow, 

HSUS now spends more effort on media attention than ever before46. 

 HSUS does not use just one angle to most effectively reach its audiences.  The 

approaches of shock value, promoting sympathy for animals, a sense of responsibility to 

help, and the need to create an environment of equality for all creatures may each be 

used, depending on the situation.  HSUS utilizes what they deem to be the most 

appropriate vehicle in terms of each issue.  There is no specific method that is used each 

time.  HSUS attempts to treat its external audiences equally, not always targeting specific 

audiences with particular angles.  The organization knows that media and direct contact 

with members are both important, so HSUS often focuses in these arenas for building 

support.  For instance, HSUS may ask its members to tell their friends to get involved in 

the cause, in order to increase effectiveness.  Through its outreach, HSUS encourages the 
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connection to animals that the majority of the public already holds�however this is 

achieved for each individual situation. 

Considering that animal protection organizations compete for reputation, HSUS 

aims to distinguish itself from the others.  The group hopes to portray its image as 

mainstream, serious, and dependable.  HSUS wants to work with existing systems, rather 

than counteract.  Its mainstream tactics differentiate HSUS from PETA, which supports 

more radical tactics.  Whereas PETA uses media for media�s sake, HSUS prefers 

commenting �on serious issues in serious ways�47.  Both groups work on similar issues�

for example, both HSUS and PETA support the concept of using gas instead of electric 

stunning for killing poultry�but methods used to reach this goal are fundamentally 

different for these two animal protection groups48. 

In order to most efficiently cover the multifaceted areas of its work, HSUS 

divides its endeavors among specialized offices.  It is the primary focus of The Humane 

Society of the United States Hollywood Office to utilize the media to raise awareness of 

animal welfare issues49.  Originally established in 1991 as The Ark Trust, Inc., the office 

merged with HSUS to become the HSUS Hollywood Office in the summer of 200250.  

Television, film, print, and the arts not only reflect cultural beliefs, but they help to shape 
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these attitudes, as well; thus, this office contributes to the ongoing dialogue of the 

influential mass media, which reaches widespread audiences51. 

The larger the potential audience, the greater the potential effects can be.  

According to the HSUS website, The HSUS Hollywood Office �promote[s] and 

monitor[s] coverage of animal issues by the major media� (HSUS Website, Hollywood).   

The HSUS Hollywood Office fuels �the power of the major news and entertainment 

industries to influence opinions and encourage positive behavior� through its interaction 

with actors, producers, reporters, and writers52.  The group believes that these efforts will 

�ultimately lead to a more humane and compassionate society�53.  This overarching goal 

drives both HSUS proper and The HSUS Hollywood Office in everything that they do. 

 The HSUS Hollywood Office believes that the media�s �credible and authoritative 

voice� has the power to teach the public about animal rights, and to subsequently end 

animal cruelty54.  Thus, they take the approach that �exploitation and abuse of animals 

must be thrust into the glaring light of the media for change to occur�55.  The HSUS 

Hollywood Office motivates the media to condemn suffering and abuse of animals, 

including circus exploitation, overpopulation of companion animals, cosmetic testing, 
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and the fur industry, to name a few.  These important issues can only receive their 

maximum exposure through the voice of the major media. 

 The HSUS Hollywood Office expertly maximizes their media influence.  Armed 

with the knowledge that many people look up to celebrities, who can also easily get press 

for causes they support, The HSUS Hollywood Office uses celebrity backing when they 

can.  �When celebrities lend their names to a cause,� the HSUS website asserts, �the 

public and the media take note�56.  Thus, support of celebrities can increase �attention to 

at-risk animals, to critical animal-protection issues, to special events, and to important 

legislation�57. The office knows that celebrity support can realistically draw a level of 

attention to animal protection that cannot otherwise be achieved58.   

 However, The HSUS Hollywood Office takes appropriate measures to ensure that 

the animal protection information disseminated through the media is accurate. The HSUS 

Hollywood Office provides services that media members can count on, should the media 

undertake the challenge of this cause.  The office has extensive sources on hand, 

including information on essentially every animal issue, access to a comprehensive video 

library, referrals to experts on animal welfare, props and posters to dress sets, and film 

and television storyline consultation59.  These services help to facilitate cooperation 

between the media and HSUS.  The animal protection movement is a two-way street:  
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HSUS wants the help of the media, but the organization must also contribute its efforts to 

making the partnership flow as smoothly as possible. 

 HSUS awards those media who excel at increasing public awareness of animal-

related issues.  In 1986, The Ark Trust (now a partnership of HSUS) created the Genesis 

Awards to acknowledge deserving news and entertainment media60.  As the HSUS 

website states, �The Genesis Awards recognizes that the media holds the key to a more 

enlightened and civilized society�61.  A committee of 17 individuals, comprised of 

activists and members of other animal rights groups, form a diverse, collaborative team 

for selecting awardees62. Actions worthy of Genesis Award recognition include:  written 

or spoken commitment to the cause; production of songs, stories, or art work that express 

relevant issues; the creation of an atmosphere in which animal issues could be fairly 

discussed; and securing production of these works63. 

HSUS has achieved a significant increase in terms of media visibility over the 

past three to four years64.  In the number of clips alone, it is clear how much more 

frequently HSUS�s name appears in the media.  The numbers of clips double, at the least, 

each year.  HSUS received approximately 150 clips per month in 2002.  By 2003, HSUS 

had hired a public relations expert who helped raise the number of clips to between 300 
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and 350 per month.  This number increased to 700 clips per month by 2004.  HSUS grew 

in other areas during this time, as well.  Many of its departments expanded, and new 

departments were created.  At the end of 2004, HSUS merged with the Fund for Animals 

and expanded their Public Relations department from five to nine people�an expansion 

that was made possible by HSUS�s increasing budget and staff support.  Thus, HSUS 

enjoyed an average of 1,600 clips per month for 200565.  This vast increase is most likely 

due to a combination of Hurricane Katrina animal rescue involvement, and the efforts of 

the Public Relations department:  two commitment efforts that demonstrated rapid 

results. 

HSUS largely targets an adult audience.  Its academic literature and public policy 

focus naturally attract a mature following.  HSUS employs people with academic 

training, and focuses on efforts in educational issues.  This includes specific outreach to 

university level students.  Also, the group�s website is informational in nature; its images 

often portray animals as majestic, rather than displaying shocking photographs.  

Additionally, the overall approach of HSUS is to work with the existing social and legal 

system as a mainstream, respectable organization, an important goal being to building 

public, corporate, and legislative trust66.  Furthermore, because HSUS was founded in 

1954, there has been sufficient time for the group to create a stable place for itself within 
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society.  Thus, Beth Rosen asserts that the email demographics for HSUS indicate 

overwhelmingly adult support for the organization67. 

The explosion of the Internet�s popularity over the past decade has drastically 

improved business for HSUS68.  The instantaneous exchange of information boosts 

productivity from both the standpoint of HSUS and from that of the public.  HSUS can 

now contact individuals and corporations faster through electronic mail, and its website 

can describe the group�s background, goals, and involvement information more 

accessibly than pamphlets or articles ever could.  From the public�s standpoint, the nature 

of a website ensures that anyone can access the material�and easily.  It is now simpler 

than ever to contact HSUS, or to learn how to become involved in the cause. 

 Now that so much of HSUS�s work surrounds the Internet, it would be difficult to 

imagine business without it.  Like most other companies, HSUS transitioned from classic 

print and direct mail correspondence to an electronic system.  As the world becomes 

more dependent on the Internet, this medium becomes a critical component for public 

outreach.  In 2001, HSUS had 16,000 names in which to send mail.  By 2002, this 

number jumped to 32,000 addresses, because many of these addresses were electronic 

mail.  The number of contacts jumped to 130,000 addresses in 2003, then to 220,000 in 

2004, and reached 650,000 in 2005.  As of March 2006, HSUS boasts 700,000 email 
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addresses in its activist file.  The organization now relies heavily on e-mail as a means to 

exchange information69.   

 However, the increase in contacts that HSUS has enjoyed since 2001 is only 

partly due to the recent dominance of the Internet as a communication tool.  This drastic 

jump in addresses is also based on the outreach efforts of HSUS.  In the new millennium, 

HSUS has put in more time and resources into reaching people than it ever had before.  

For example, Wayne Pacelle, CEO of HSUS since June 2004, helped create an E-

Community department for the organization that focuses on web-related communications.  

Additionally, HSUS purchased a program called Get Active�a popular tool for non-

profit organizations�that bolsters online communications by sending email alerts to 

contacts, as well as other helpful uses.  Get Active is a resource that HSUS chooses to 

employ to improve its methods of reaching people.  As the above statistics show, these 

recent efforts of HSUS have produced a measurable positive outcome. 

 The HSUS website has become a comprehensive resource for this organization, 

and for those who wish to learn about it.  In 1997, HSUS�s website was passive; the 

organization itself could not track the public�s activity on the site70.  Over the course of 

eight years, however, the website of HSUS has become active71.  HSUS can now identify 

important information about its audience:  what a person clicks on and how long he/she 

remains on that page, donation information, whether a person responds to an action alert 
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(in which case HSUS can identify this person�s e-mail address, in order to set up a profile 

for the person), and the like.  The E-Community director for HSUS admits that the 

organization cannot track IT data in a reliable form (for instance, the group cannot 

determine a user�s IP address through HSUS website), but reports that HSUS recently 

became interested in utilizing these types of tracking.  The group is working to be able to 

get this personal information of the people that visits its website.  In fact, HSUS has 

signed a contract with a company that will provide a reliable source for attaining this 

data.  The HSUS website has grown to be a major communication vehicle for the 

organization, and its capabilities continue to grow72. 

HSUS utilizes its present online capabilities to maintain contact with its members.  

Humanelines, an online newsletter for activists, is a vehicle for HSUS to keep its 

members updated on the most current animal rights issues.  Humanelines contains 

legislative content, as well as opportunities for members to take action, either 

legislatively or through campaigns.  Because it is Internet-based, this newsletter reaches 

members quickly and efficiently.  Thus, HSUS�s employment of online communications 

methods helps activists to obtain relevant animal-related information as easily as 

possible73. 

 Electronic media has also facilitated online donations to HSUS.  As the 

organization adapted to the age of electronic communications, its donation levels 

increased.  It became easier for many members or other interested parties to donate 
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money online than by mail, as the HSUS website clearly displays how to do so.  The 

public can now easily and anonymously find the HSUS website along with donation 

information, rather than the suddenly antiquated method of searching for the 

organization�s phone number or address to make a donation.  Additionally, people are 

increasingly comfortable, generally speaking, with donating money online.  HSUS is 

growing more sophisticated with its outreach as technology allows74. 

Statistics for HSUS�s non-disaster related donation income, as raised online, show 

a rapid increase in public financial support.  In 2002, HSUS raised $150,000 online.  In 

2003, donations reached $275,000.  Donation levels grew again in 2004, when HSUS 

raised roughly $500,000 (although it should be noted that, including disaster donations, 

$2,000,000 total was raised in 2004).  Then, due to the drastic increase in electronic 

communications following the June 2004 hiring of technology-savvy Wayne Pacelle as 

CEO, HSUS raised $2,000,000 in non-Hurricane Katrina related donations in 2005.  

Thus, non-disaster related donations almost doubled from 2003 to 2004, and quadrupled 

from 2004 to 2005.  Online fundraising capabilities clearly produce greater donations 

from the public75 

 HSUS does not only rely on online fundraising for donations, however.  The 

group also holds several campaigns and events to raise money.  Star-studded auctions and 

benefits fundraise for pressing issues.  For example, events are held to protest the 

clubbing of baby seals in Canada.  Notice of these events can be found on HSUS�s 
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website, connecting the fundraisers back to the importance of online communications in 

reaching an audience. 

However, HSUS did not abandon paper communications when online methods 

emerged.  Many of the organization�s members are older, and do not rely on e-mail as 

much as younger generations do.  Therefore, the Public Relations department and the 

Communications department ensure that the group�s outreach is convenient for all of its 

members, sending electronic mail to some and paper mail to others.  In a 2006 

membership survey that HSUS sent to 2,000 random members, the organization asked its 

recipients, �How would you prefer to be contacted?�  Seventy-six percent of respondents 

indicated that they would prefer to be contacted by traditional mail.  HSUS honors this 

request.  Thus, email and paper mail are both important components of communications 

work for the organization76. 

 Despite the potential of television and print media to reach large audiences, HSUS 

has not made a concerted effort to advertise in these domains.  In an interview with 

Andrew Rowan, he concedes that the organization does �what they can�but it takes 

longer to develop that outreach�77.  Although television has experienced the increase of 

availability that the Internet has, HSUS has not given as much attention to this medium.  

They have not tracked the usage of television to the same extent as the Internet, and 
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HSUS admits that it has not measured effectiveness yet in this domain78.  Considering the 

success HSUS has enjoyed because of its extensive utilization of the Internet, it logically 

follows that an increase in television and print coverage would further elevate 

involvement in HSUS. 

           HSUS does not only attempt to reach its goals, however; it competes with other 

organizations to be the most recognized, respected name in the animal protection domain.  

This requires media presence and public familiarity.  Thus, HSUS currently aims to raise 

its name recognition79.  While particular animal protection groups are widely respected, 

HSUS does not necessarily consider them to be competitors if they do not vie for media 

attention.  For example, since its founding in 1866, The American Association for the 

Prevention of Cruelty to Animals (The ASPCA) has been a reputable name in companion 

animal protection.  However, because The ASPCA only receives one-fifth the amount of 

press (at the most) that HSUS gets, HSUS does not consider The ASPCA to be rivals for 

recognition (Rowan/Rosen interview).  The ASPCA and HSUS are only competitive in 

New York City, where The ASPCA is local80. 

           HSUS views People for the Ethical Treatment of Animals (PETA) as its only 

competition in terms of animal groups in the media81.  HSUS does think itself to be equal 

to PETA in some ways; for example, the number of clips that HSUS receives is 
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comparable to that of PETA and other top animal protection groups.  However, although 

HSUS was founded in 1954 and PETA was founded in 1980, PETA has higher name 

recognition when the public is asked to name an animal activist organization82.  PETA is 

more aggressive than HSUS, seeking radical demonstrations to grab media attention�a 

fundamentally different approach than that of HSUS.  Additionally, PETA has a larger 

media focus in general than HSUS, which increases their media visibility.  HSUS hopes 

to be at PETA�s level of branding and name recognition in ten years� time83. 

 

Hurricane Katrina Response 

 We live in an unfortunate reality that large-scale disasters ravage cities and take 

countless lives.  War, terrorist attacks, hurricanes, and tsunamis have been the most 

recent unpredictable disasters of this kind. In such catastrophes, attention to the plight of 

humans typically overwhelms the urgency to save animals.  The welfare of affected 

animals is often overlooked.  Media stories and statistical records tend to focus on how 

many human lives were taken, and what it will take to rebuild devastated areas for human 

benefit.  News media provides ongoing tallies of human lives lost, sometimes to an exact 

number�but this level of care and attention is always lower for animals.  All animals are 

placed second to humans in any disaster that takes the lives of both. 

HSUS is dedicated to helping animals in every capacity.  At times, this includes 

rapid and prolonged response to disasters, including war, terrorism, and technological and 
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natural disasters84.  Branches of the organization focus on particular areas of need.  HSUS 

has a specialized unit whose task is to respond to these catastrophes:  The Disaster 

Services Program of the Humane Society of the United States.  The HSUS Disaster 

Services Program �provides a comprehensive approach to disaster education and training, 

mitigation, preparedness, response, and recovery�85.  HSUS Disaster Services provides 

information for people to plan for their animals� needs (whether they be pets, livestock, 

or horses) in all stages of any disaster:  before, during, and after86.  Because prevention of 

disaster can be out of the organization�s control, HSUS Disaster Services stresses 

preparedness for such situations. 

Within the HSUS Disaster Services Program is the HSUS Disaster Animal 

Response Teams (DART):  a trained coalition of people who will volunteer their services 

in times of disaster.  HSUS provides DART training for those who want to aid in disaster 

response.  A person need not be a member of HSUS to help; many of these people are 

members of other animal-related groups, or work at animal shelters. These teams �move 

quickly to assess the damage and evaluate the impact on animals, and then to provide the 

most appropriate support to the local community�87.  Working with humane associations, 

shelters, emergency responders, and disaster volunteers on the local level, DART is 
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assisted by trained volunteers who respond to disasters nationwide88.  Thus, DART is one 

of HSUS�s major educational and disaster-related outreach efforts.  

 To achieve optimal effectiveness, HSUS must cooperate with other disaster relief 

organizations.  The Federal Emergency Management Agency (FEMA) and the American 

Red Cross regard HSUS �as a premier resource for community disaster education and 

emergency response�89.  The long-time professional relationships and formal agreements 

between HSUS and these other groups assures that FEMA and the American Red Cross 

utilize HSUS�s vast �expertise in animal protection and disaster mitigation and 

response�as well as to improve the public�s understanding of the close relationship 

between people and their animals�90. 

HSUS does not limit its aid to disasters in the United States; it extends its efforts 

internationally.  The most recent efforts of HSUS�s Disaster Animal Response Teams 

include response to the South Asian tsunami and to Hurricane Katrina in the U.S. Gulf 

Coast91.  These were two are the most destructive natural disasters in recorded history, 

and they occurred less than a year apart.  Thus, the DART was kept busy in 2005, 

tirelessly attending to the thousands of homeless animals and related issues following 

these disasters92.  However, reparations can be made in many ways, both at the disaster 
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site and from afar.  HSUS�s disaster response includes raising public and corporate 

awareness of the issue, fundraising, attempting policy change, and actual hands-on 

rescue, including reunions between animals and owners93.   

The user-friendly HSUS website is designed to guide interested parties to 

numerous aspects of disaster relief.  It provides all of the information that one would need 

to know in order to get involved in relief efforts, including how to get involved in DART 

training.  The HSUS website anticipates the questions that interested parties may have, 

and preemptively addresses them.  Contact information and further areas of reading are 

easy to find.  Therefore, the HSUS website is proving to be a major vehicle for public 

involvement concerning disaster relief. 

 HSUS feels its credo to help animals must include direct response to disasters, 

and to increase preparation to lessen harm.  When regional and local organizations cannot 

handle the tragedy at hand, the appropriate branch of HSUS (DART) will rescue and 

nurture helpless companion, farm, and wildlife animals, and attempt to reunite them with 

their owners whenever applicable94.  According to the HSUS website, �The nature and 

extent of HSUS efforts will vary, depending upon issues of timing, access, available 

resources, and security of human responders�95.  It is the unfortunate nature of 

spontaneous disaster that the aforementioned factors will vary unpredictably.   
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 While HSUS is readily available to help in catastrophic situations, it believes that 

the government should ideally be responsible for protecting at-risk animals in these 

crises96.  HSUS argues that, because �animals play such a central role in the emotional 

and economic well-being of people throughout the world,� the government should place 

their needs as a high priority97.  A coordinated effort of all levels of governmental and 

non-profit agencies is necessary to properly prepare for animal rescue and care following 

a disaster98.  This advanced planning must involve efforts to encourage people to include 

animals when devising �personal disaster contingency plans�99.  HSUS urges the 

government to cooperate with animal welfare groups to assist animals directly100. 

 However, within its online statement of disaster response for animals, HSUS 

clarifies its position on animal worth versus human worth.  In one particular statement, 

HSUS implies that it is more urgent to save human lives than animal lives in a disaster.  

The HSUS website states, �When animal rescue does not impede human rescue and relief 

imperatives,� it is then that the government should help animals101.  This addendum to 

their pledge to help animals suggests that HSUS ultimately views humans to be 

intrinsically more important than animals. 
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 In 2004, HSUS responded to all four hurricanes that left animals in need of aid102.  

For each disaster, HSUS rescued hundreds of animals and attempted to reunite them with 

their owners103.  HSUS raised approximately 1 million dollars total to support disaster 

relief for these hurricanes, which was split amongst the needs of all four104.  These relief 

efforts typically lasted about six weeks, when conditions once again became more stable.  

HSUS exerts tireless efforts during these trying times. 

 However, the 2004 hurricanes were no match for the damage done by Hurricane 

Katrina.  At the onset of Hurricane Katrina, HSUS had only two and a half people on 

their Disaster Animal Response Teams (that is, in terms of full-time equivalent; in this 

instance, two full-time employees and one part-time employee participated in DART)105.  

When the levees broke on the Gulf Coast, the flooding became worse than DART had 

anticipated.  The teams realized that the magnitude of this disaster was beyond how they 

were capable of responding.  Hurricane Katrina was more destructive than the other 

hurricanes DART had dealt with in the past, and its rescue needs were massive.   

DART had to spend significantly longer than six weeks attending to the Gulf 

Coast.  Teams assembled right after Hurricane Katrina hit in late August, and dispatched 

as soon as they were allowed by federal and Gulf Coast authorities.  These teams first 

attended to rescue needs in Mississippi, then traveled to Louisiana.  Eventually, DART 
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were told by authorities that non-local groups could not help rescue dogs, so the teams 

were forced to end this aspect of response.  However, The HSUS has provided continuing 

support to Gulf Coast animal organizations.  Staff members have remained in New 

Orleans to help relief efforts since Hurricane Katrina, aiding the Louisiana SPCA to 

repair its operations.  For a few dedicated staff members and DART volunteers, 

Hurricane Katrina relief has been an ongoing challenge. 

Now, HSUS is enhancing its profile and its ability to respond to disasters of this 

degree.  While HSUS believes that it performed respectably concerning Hurricane 

Katrina, the organization wants to improve.  Under the supervision of Randy Covey, The 

Disaster Services department is expanding its number of staff from the two and a half 

people working with disasters before Hurricane Katrina, to a goal of eight disaster staff 

members.  Its scope will grow as well, both domestically and internationally; as HSUS 

learns lessons through its experience with Hurricane Katrina and the 2004 South Asian 

tsunami, the group can better direct its resources. The department plans to respond more 

frequently to man-made disasters (such as rescuing animals from harmful laboratories 

and factory farms).  Additionally, The Disaster Services Program will send more pleas 

for help to those who have had DART.  HSUS hopes that the combination of these efforts 

will strengthen its Disaster Services Program, increasing its ability to rescue animals 

from natural and man-made disasters106. 
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 When Hurricane Katrina hit, the goal of HSUS was to save animals; the group 

was not focused on raising a lot of money through the media107.  However, monetary gain 

occurred without HSUS focusing its efforts in this arena.  Unsolicited donations began 

pouring in from the public.  When HSUS realized how much money people were 

donating, and how much money was necessary to help Louisiana organizations, they 

began to spend time and effort to raise more.  HSUS frequently updated their webpage, 

which became a useful way for the public to follow Hurricane Katrina coverage 

concerning animals.  Its news stories were updated daily.  The group also advertised on 

Google and other online forums.  HSUS raised an unprecedented amount of donations at 

this time, reaching two million dollars in donated funds108.  Had HSUS begun fundraising 

efforts sooner, though, it is likely that they could have raised more money for the 

animals. 

 HSUS�s efforts in Hurricane Katrina were reflected in its subsequent media 

coverage.  On August 26, 2005, as Hurricane Katrina was moving along the Gulf Coast 

on its way to Louisiana, a comparative analysis for Google news results for that day were 

as follows:  PETA had 1,340 mentions; Greenpeace had 545; World Wildlife Federation 

had 447; HSUS had 413; ASPCA had 107; Physicians� Committee for Responsible 

Medicine, who works with PETA, had 47; and Best Friends had 6109.  Following the 

hurricane�s devastation, however, these figures were quite different.  During Hurricane 
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Katrina and in its aftermath, HSUS received 51% of the media coverage of animal 

groups; ASPCA had 19%; Noah�s Wish had 16%; American Humane had 8.3%; PETA 

had 2.4%; IFOR had 2.4%; and Best Friends had 1%110. 

 Some of these statistics can be deceiving, though.  Although all of the groups 

listed above concern themselves with animal welfare, they each have different strategies, 

missions, and budgets, and are of varying sizes.  For example, Noah�s Wish is a small 

organization compared to many of the others listed�but the amount of press that they 

received was disproportionately large, because disaster relief is the main focus of Noah�s 

Wish.  Similarly, Best Friends is a much smaller group than PETA, though it received 

nearly half of the media attention that PETA did.  Considering the large size and 

widespread recognition of PETA, their low level of media coverage concerning 

Hurricane Katrina is most likely a reflection of their typical abstinence from disaster 

relief.  Thus, due in part to HSUS�s size, to PETA�s general absence from Hurricane 

Katrina rescue, and to HSUS�s immense relief contributions, HSUS enjoyed the most 

media coverage, by far, of any animal welfare group. 

 

 From its theoretical background and resulting action, I conclude that HSUS is 

largely successful as an organization.  Both its top-down policy making strategies and its 

bottom-up public outreach result in increased protection for animals.  HSUS portrays 

itself positively to the public and the media, and achieves many significant improvements 
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concerning animal protection.  Additionally, the HSUS�s website is rapidly increasing in 

terms of donation potential, as an information source, and as a means to involve 

interested parties.  Furthermore, there exists a direct correlation between the media 

coverage of HSUS during and after Hurricane Katrina, and its subsequent increase in 

donations.   

However, I surmise that HSUS could better achieve its goals if it continued to 

apply the successful media efforts it enjoyed following Hurricane Katrina.  Increased 

media attention would attract greater support for the organization, and thus for animals in 

general.  HSUS should continue to utilize its website as for this purpose.  The group 

should also expand its efforts with other media outlets, such as an increased number of 

television advertisements and amplified press coverage for its efforts.  HSUS has already 

secured a respectable public and corporate reputation; now it must capitalize upon these 

positive relationships to achieve maximum societal support. 
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Chapter 3:  People for the Ethical Treatment of Animals 

 

 In Chapter 3:  People for the Ethical Treatment of Animals, I explore the 

theoretical framework of PETA�s approach, and how this influences the actions taken by 

the organization.  PETA�s organizational philosophy determines its overall goals, how 

the group measures its effectiveness, the manner in which it uses available media outlets, 

and its Hurricane Katrina animal rescue response.  I argue that PETA�s countercultural, 

obtrusive, radical approach directly determines the actions that the group takes.  I laud the 

organization�s vast utilization of media potential, and the passionate efforts that PETA 

expends.  The organization�s campaigns have achieved vast improvements in animal 

conditions. 

However, I contend that PETA�s radical demonstrations may damage the 

reputation of the group itself, as well as the reputation of the whole animal protection 

movement.  Its demonstrations are often sensationalized, sexual, or destructive.  I 

therefore advise that PETA not alienate the public through potentially offensive means.  

Additionally, I propose that PETA could further improve conditions for animals by 

increasing its focus on implementing direct, top-down legal solutions concerning animal 

protection.  Although PETA currently works for these changes, much of its focus remains 

on its indirect, small-scale demonstrations that do not consider the reality of probable 

public reaction.  If PETA redirects its efforts to direct action and shifts its demeanor to be 

non-threatening, the animal protection movement could gain a more positive reputation.  

Ideally, the ultimate result would be the maximization of protection for animals. 
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Theoretical Framework of the Organization�s Approach 

People for the Ethical Treatment of Animals (PETA) was founded in 1980 to 

establish and protect animal rights.  PETA is now the world�s largest animal rights 

organization111, �with more than a million members and supporters�112.  The underlying 

principle of the organization is that �animals are not ours to eat, wear, experiment on, or 

use for entertainment,� which Richard D. Ryder, Barbara Noske, and Gary L. Francione 

would support113.  Through research, cruelty investigations, protest campaigns, 

legislation, animal rescue, special events, public education, and celebrity involvement, 

PETA works to eradicate the suffering of animals114.  PETA concentrates on �the four 

areas in which the largest numbers of animals suffer the most intensely for the longest 

periods of time:  on factory farms, in laboratories, in the clothing trade, and in the 

entertainment industry�115.  Additionally, PETA aims to end the abuse of backyard dogs, 

as well as the �cruel killing of beavers, birds and other �pests��116.  PETA vehemently 

opposes animal cruelty in all its forms. 

 PETA argues for animal rights rather than animal welfare.  Thus, PETA suggests 

that its members read Peter Singer�s work which touts these views.  The organization 

believes that animal rights involve �equal consideration of their interests�117.  For 

example, an animal would be interested in not having unnecessary pain inflicted upon 

                                                
111 Animal rights organization as distinguished from animal protection organizations, like HSUS. 
112 PETA, website, About PETA.  Available www.peta.org/about/.  Accessed 16 February 2006. 
113 PETA, website, About PETA.  Available www.peta.org/about/.  Accessed 16 February 2006. 
114 PETA, website, About PETA.  Available www.peta.org/about/.  Accessed 16 February 2006. 
115 PETA, website, About PETA.  Available www.peta.org/about/.  Accessed 16 February 2006. 
116 PETA, website, About PETA.  Available www.peta.org/about/.  Accessed 16 February 2006. 
117 PETA, website, General FAQs.  Available www.peta.org/about/faq.asp.  Accessed 16 February 2006. 



 82

him or her118.  Thus, PETA argues that humans must consider that interest and respect the 

animal�s right to freedom from pain.  However, PETA qualifies the notion of animal 

rights by acknowledging that �animals don�t always have the same rights as humans 

because their interests are not always the same as ours, and some rights would be 

irrelevant to animals�119.  In this sense, PETA compares animal interests to those of 

children.  They provide the example that, because a dog would not have an interest in 

voting, providing dogs this right would be meaningless, just as much so as providing this 

right to a human child120.   

 PETA�s website explicitly states where they draw the line concerning animal 

rights, as animal enthusiasts could easily get carried away.  They concede that, while it is 

a noble goal, individuals and the organization cannot realistically end all suffering.  

However, PETA continues by urging, �that doesn�t mean that we shouldn�t stop any�121.  

The group quotes Albert Schweitzer, a humanitarian and animal rights activist, 

concerning the responsibilities and challenges involved in an ethic that includes animals:  

�A man is really ethical only when he obeys the constraint laid on him to aid all life 

which he is able to help� He does not ask how far this or that life deserves sympathy� 

nor how far it is capable of feeling�122.  PETA argues that contemporary life allows for 

vast choices in food, clothing, entertainment, and education that are animal-friendly123. 
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 To further define its ethical boundaries, PETA considers the extension of animal 

rights to plants.  The group excludes plants from the animal rights movement based on 

the believed incapacity of plants to feel pain.  Thus, PETA indirectly confirms that the 

capacity to suffer is what determines which forms of life are worthy of the organization�s 

protection.  The PETA website states that, due to plants� lack of brains, nerve endings, 

and central nervous systems, it can be assumed that plants cannot experience pain.  Thus, 

plants are physiologically different from animals.  It is this fundamental difference in 

capacity that separates plants from animals to PETA124. 

 On its website, PETA justifies its encouragement of others to take action for 

animal rights.  They distinguish freedom of thought from freedom of action, stating that, 

�you are free to believe whatever you want as long as you don�t hurt others�125.  PETA 

equates the animal rights movement to other social struggles, such as the abolition of 

slavery and the ongoing efforts for women�s rights.  Thus, PETA argues that, while one 

may believe that animals or particular humans should be treated badly, these beliefs 

should not always be put into practice.  The website continues, explaining that, �the very 

nature of reform movements is to tell others what to do,� be it about slavery, sexual 

harassment, or animal rights�and that �all movements initially encounter opposition 

from people who want to continue to take part in the criticized behavior�126.  PETA 

attempts to influence people�s ethical beliefs in order to increase the chances for 

subsequent behavioral change. 
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 PETA goes on to explain why people should apply ideas of morality to animals.  

When faced with opposition that argues that animals do not reason, understand rights, or 

always respect human rights, PETA responds by stating, �An animal�s inability to 

understand and adhere to our rules is as irrelevant as a child�s or a person with a 

developmental disability�s inability to do so�127.  Again, PETA compares the sentience of 

animals to those of young or lower-functioning humans.  PETA supposes that animals do 

not have the intelligence and ability to decide to change their actions that adult humans 

have.  Thus, adult humans can make the conscious choice to act with or without 

compassion.  It seems logical to PETA for people to choose to engage in behaviors that 

do not hurt other beings128. 

 PETA carefully separates animal suffering that is intentional from that which is 

largely unavoidable.  The group acknowledges that it may be difficult to avoid use of all 

animal products, many of which involve harm to animals.  PETA concedes that �it is 

impossible to live without causing some harm�but that doesn�t mean that we should 

intentionally cause unnecessary harm�129.  For instance, accidental stepping on ants may 

be inevitable�but PETA strongly discourages such harm being done on purpose.  The 

organization compares this issue to a car accident:  while one may accidentally hit 

someone with one�s car, running someone over on purpose would be unjustified.  PETA 

aims to eradicate harm to animals in cases where it can be avoided. 
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 On its website, PETA briefly addresses the reality that many traditions, customs, 

and jobs depend on the use of animals.  The organization does not view these practices as 

deterrents to change; rather, PETA believes that the changing of these behaviors is simply 

a necessary component of social progress.  PETA argues that �the invention of the 

automobile, the abolition of slavery, and the end of World War II also necessitated 

restructuring and job retraining�130.  PETA fully expects that lifestyles must change in 

order for the animal rights movement to achieve success. 

 PETA justifies its focus on animals rather than on humans on its website, as well.  

The group believes that cruelty to animals is among the many serious problems in the 

world that are deserving of attention.  PETA argues that helping animals as equally as 

important as helping humans.  Furthermore, PETA�s website notes the 

interconnectedness of animal and human suffering131.  The organization supports the 

ethic that all suffering should be alleviated whenever possible. 

 The organization does not believe that, just because animals may be raised for 

experimentation, food, or fur, that this justifies their use.  PETA argues that �being bred 

for a certain purpose does not change an animal�s biological capacity to feel pain and 

fear�132.  The possession of these capacities overrides an animal�s breeding 

circumstances.  Thus, PETA stresses that animals should never be bred for human use.  In 

line with the work of Gary L. Francione, the group opposes animals being used as human 

property. 
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 The PETA website responds to the popular contention that using animals is 

ethical because the Bible states that humans have dominion over all other Earthly beings.  

PETA defends animal rights by distinguishing dominion from tyranny. The group�s 

website employs another use of the word �dominion� to make its point clear:  �The Queen 

of England has �dominion� over her subjects, but that doesn�t mean that she can eat them, 

wear them, or experiment on them�133.  PETA argues that dominion over animals does 

not have to be tyrannical; the group interprets the Bible to mean that, if humans do have 

dominion over animals, �surely it is to protect them, not to use them for our own 

ends�134.  According to PETA, the modern desecration of the environment, the torment 

and death inflicted upon billions of animals annually, and the destruction of wildlife 

species is not justified by anything in the Bible135.  The organization reminds its critics 

that the Bible urges respect for life, and supposes that a benevolent God would be 

shocked by humans� contemporary treatment of animals136. 

PETA defends the notion that, while caged animals in laboratories or on factory 

farms have never known anything else, they still suffer.  The basic, instinctual behavior 

of animals is prevented in these circumstances, resulting in immense suffering.  PETA 

contends that �even animals who have been caged since birth feel the need to move 

around, groom themselves, stretch their limbs or wings, and exercise�137.  PETA has 

compassion for these confined animals, who, PETA claims, all experience severe 
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boredom.  In extreme cases, these animals can turn to self-destructive behavior such as 

repetitive movements or self-mutilation.  Furthermore, the organization argues that flock 

animals and herd animals experience distress when they are placed in large groups where 

they cannot recognize other members, or when the animals are forced into isolation138.   

 On its website, PETA fields the popular notion that animal exploitation would be 

illegal if it were truly wrong.  PETA�s response is that �legality is no guarantee of 

morality�139.  The group believes that ethics and law do not always intersect; therefore, 

while public opinion and political motivations change with time and affect laws, these do 

not determine what is ethical.  Legal rights are judged by legislators, whose opinions are 

fallible.  PETA provides the example that human slavery, child labor, and oppression of 

women �were all legal in the U.S. at one time, but that does not mean that they were ever 

ethical�140.  Therefore, the current legality of animal suffering has no bearing on its 

ethical underpinnings. 

 PETA opposes the contention that, because animals may be less intelligent or 

advanced than humans, that we may use and abuse them.  The organization reasons that, 

�possessing superior intelligence does not entitle one human to abuse another human, so 

why should it entitle humans to abuse nonhumans?�141.  PETA argues that certain 

animals are even more creative, aware, intelligent, communicative, and have greater 

ability to use language than some humans142.  For example, chimpanzees may have 
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greater mental capacity than a human with developmental disabilities, or a human 

infant143.  PETA�s stance is that intelligent animals should not be granted more rights 

than less intelligent humans, opposing the sentience principle argued by Gary E. Varner, 

among others.  Therefore, the inverse would be true, that intelligent humans do not 

deserve more rights than less intelligent animals. 

 According to PETA�s website, many people wonder why the protection of factory 

farms and fur farms is inferior to the wild, where animals may die of predation, 

starvation, or disease.  PETA responds by noting that, �the wild isn�t �wild� to the 

animals who live there�it�s their home�144.  In the wild, animals have the freedom to 

participate in their natural behaviors.  PETA reminds its challengers that similar 

questions once justified the idea that black people were better protected as slaves than 

they could be if they were free.  The possibility of suffering in the wild �is no reason to 

ensure that they suffer in captivity�145.  Animals living on factory farms suffer so greatly 

that it is implausible that the wild could be a more harmful environment for them146.   

PETA aims to achieve its goals through nonviolence, like the majority of animal 

rights activists.  This parallels the belief of the animal rights movement that no animal, 

human or otherwise, should be harmed.  However, PETA admits that �all large 

movements have factions that believe in force�147.  PETA notes that, historically, some 

people have broken the law for the sake of a movement in order to attain morality.  The 
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Animal Liberation Front (ALF)��the name adopted by people who act illegally in behalf 

of animal rights��breaks inanimate objects such as computers, microscopes, and 

experimental materials, burns empty buildings that are used to torture or experiment on 

animals, and often sets these animals free into the wild148.  Furthermore, scientists are 

regularly threatened or intimidated by the ALF149.  PETA defends the ALF�s raids, noting 

that their findings provide proof of cruelty in laboratories that may not have otherwise 

been discovered.  This can result in criminal charges for violation of the Animal Welfare 

Act, as well as �widespread scientific condemnation of the practices occurring in the 

targeted labs�150.  Although PETA does not officially condone violence, it lauds the ALF 

for permanently shutting down abusive laboratories and for bringing attention to abuse. 

In fact, PETA has been known to directly endorse ALF�s destructive raids.  

According to a 2002 article in the Wall Street Journal, PETA�s  IRS Forms 990 link 

PETA with the Earth Liberation Front and the ALF:  �two groups that an FBI spokesman 

told Congress [in February 2002] are the �most active� U.S.-based terror 

organizations�151.  The same article reports that, in April of 2001, �PETA donated $1,500 

to ELF �to support their program activities,�� examples of which include �taking credit 

for a fire at a University of Minnesota biotech lab� and website instructions on �Setting 
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Fires with Electrical Timers:  An Earth Liberation Front Guide�152.  PETA has also 

donated $45,200 to a committee of supporters of an arsonist who set fire to a laboratory 

at Michigan State University153.   

PETA has made its opinions regarding the ALF�s actions quite clear.  PETA�s 

president, Ingrid E. Newkirk, justifies PETA�s support of and contributions to groups 

who advocate violence.  She claims that these donations are small in relation to PETA�s 

annual budgets, and defends the integrity of the individuals and groups which have 

received the donations154.  Additionally, Alex Pacheco, Newkirk�s predecessor, stated in 

1989 that, �Arson, property destruction, burglary and theft are acceptable crimes when 

used for the animal cause�155.  PETA employee Lisa Lange stated in New Scientist that, 

�The real crime is that millions of animals are being tortured and killed," implying that 

the millions of dollars of destruction caused by the ALF is acceptable156.  In a 1991 

PETA statement regarding ALF�s actions, PETA reported that, �We cannot condemn the 

Animal Liberation Front� they act courageously� their activities comprise an important 
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part of today�s animal protection movement�157.  Thus, PETA indirectly contributes to the 

proliferation of violence and destruction in the animal protection movement. 

 PETA adamantly opposes animals being used for human purposes.  The group is 

against the use of animals for clothing, entertainment, and experimentation158.  PETA 

believes that one does not have to experience atrocities towards animals first-hand in 

order to criticize these acts.  As with any crime, description should be sufficient for 

wanting to implement change.  PETA urges people to stop animal suffering whenever 

possible. 

 

Ultimate Goals, Ideal End States, and How the Organization Measures Effectiveness 

 PETA�s overall goal is to end animal abuse in all its forms.  This includes 

domestic as well as institutionalized animal abuse.  The group also aims to eradicate the 

production of clothing made from animals, including fur and leather.  PETA currently 

urges people to stop wearing these products.  Furthermore, PETA would ideally like for 

everyone to adopt a vegetarian lifestyle.  It is the combination of these objectives that 

PETA hopes will lead to its ultimate ideal end state:  ethical treatment of animals159. 

 PETA often focuses on targeted campaigns to end suffering where it sees fit.  The 

most recent successful initiative that PETA has undertaken is its 2006 victory over 

animal-testing corporation Covance, which The U.S. Department of Agriculture has fined 
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for its abuse of monkeys.  PETA�s undercover video evidence proved that Covance�s 

actions violated the Animal Welfare Act160.  Also in 2006, PETA convinced Scott & 

White Memorial Hospital of Temple, Texas to replace live pigs with a human patient 

simulator in their �Advanced Trauma Life Support� class161.  PETA continues to work 

for these victories, one by one. 

To reach these ends, PETA attempts to widely publicize what animals endure 

from various abusive industries.  However, the organization does not have a Public 

Relations department to do this.  PETA believes that, while it is important for people to 

know what the organization itself does, it is more important to spread its ethics.  Thus, 

when dealing with the press, PETA pushes its issues more than it pushes its own name.  

However, this could result in PETA essentially representing the whole animal protection 

movement, rather than distinguishing itself and its motives from other organizations. 

 PETA measures its effectiveness in two main ways:  by measuring the public�s 

involvement through PETA�s website, and by measuring how the media covers them.  

Matthew Scully�s literature supports the notion that the animal rights movement cannot 

be separated from media coverage, prompting PETA to recommend his work to its 

members.  With the increases in popularity and capacity of the Internet, it has become 

easier for PETA to gauge its success.  The group can now monitor when people come to 

the website, allowing PETA to better estimate public interest in (or opposition to) the 

issues.  Additionally, PETA can track an Internet user�s IP address, how long a person 
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stays on a certain feature, or if an individual watches a PETA video.  PETA can also see 

if anyone downloads a vegetarian starter kit, which would indicate positive interest in the 

organization, or even just in the cause.  Thus, increases in curiosity about the movement, 

and in membership, are important ways for PETA to track its success162. 

 PETA also measures its media coverage.  The organization�s philosophy is that 

any press is good press, for the most part.  However, PETA does not just count how many 

clips it receives in the press, or how many hits its website gets.  The group analyzes each 

clip or hit to evaluate how often and how thoroughly the media covers their issues.  This 

includes the attempt to monitor the growth in vegetarianism among young people, as well 

as tracking how many new cosmetics and household products are coming into existence 

without animal protection policies.  Analysis of this media helps to show PETA where 

they stand in the public eye163. 

 However, PETA is not strongly opposed to criticism from the media or from the 

public.  According to Lisa Lange, Vice President of Communications, �negative press, in 

and of itself, is not the worst thing to happen�164.  PETA feels that a worst-case scenario 

would be journalistic inaccuracy.  Often, journalists wrongly report facts when covering 

PETA�s issues, upsetting the organization.  Lange claims that, �when a journalist has an 

opinion about [PETA] that isn�t favorable, and decides to ignore that whole credo of 

�journalistic integrity� and then goes about misreporting, that�s bad because we have very 
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little recourse�165.  However, Lange adds that, if a story accurately reports something that 

PETA has done, it is acceptable for the journalist to be critical of PETA�s approach.  

PETA�s mentality is that, as long as a story gets people talking and thinking about the 

given issues, it is positive for the cause166. 

 

How the Organization Utilizes Media Outlets to Raise Public Awareness 

 PETA utilizes many approaches to reach people with the group�s issues.  Whether 

through shock value, celebrity involvement, sympathy for animals, responsibility to help, 

or the creation of an environment of equality for all creatures, PETA feels that each angle 

may be appropriate depending on the situation.  Whichever method PETA believes to be 

the most effective for any particular circumstance, they will do.  The organization tries to 

avoid being a �one trick pony,� as Lange states; that is, PETA does not want to be 

pigeon-holed into a particular niche by the media.  Thus, PETA tailors each campaign 

according to their targeted audience167.    

 However, PETA believes that a creative approach is often necessary to achieve its 

goals.  While the group would �prefer to always be able to present the facts in a 

straightforward fashion,� it acknowledges that this may sometimes be impossible �in 
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today�s climate of tabloid journalism ruling all�168.  Therefore, when PETA attempts 

traditional methods and they are unsuccessful, Lange reports that the group will �try 

some good old fashioned shock value,� as the work of Joe Marconi would support169.  

PETA frequently utilizes this approach to grab attention for its cause. 

PETA is well known for its media and public demonstrations, which utilize 

radical methods to gain the most attention possible for animal rights.  The organization 

attempts to raise awareness of issues of animal cruelty through shocking means.  PETA 

tries to grab the attention of the public, lawmakers, and corporations through small-scale 

and large-scale sensational acts, including the widespread utilization of nudity and 

sexuality.  Catchy phrases are often used as mantras for the cause, sometimes mocking 

existing corporate slogans (for example, PETA members vandalized a Chik-Fil-A 

billboard reading �Eat Mor Chikin� to instead read �Eat Mor Vegeez�)170.   

With this approach, PETA aims to impose its views on others.  Whereas those 

interested in animal rights issues can choose to access information that suits them, such 

as perusing the PETA website or researching related issues, public demonstrations do not 

give people a choice whether or not to listen.  Legal public demonstrations can be useful 

to organizations attempting to raise awareness; however, PETA�s utilization of public 

nudity, vandalism, and even violence are illegal (and potentially offensive) methods to 

promote animal rights. 
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The purpose of PETA�s approach is to educate people about pressing issues of 

animal cruelty.  However, the group�s demonstrations often provide minimal information 

concerning the cause.  The sensationalism of these actions most likely override the 

serious animal issues behind them, as well.  Thus, viewers may not absorb the message 

that animal cruelty is wrong; they may only remember the shocking demonstration itself.  

If this is the case, then PETA�s method largely fails in its attempt to sway people to 

support animal protection. 

Even worse than a failed attempt to raise awareness for animal protection is to 

turn people off from the cause.  PETA�s radical approaches can be counterproductive.  

The sheer nature of the group�s shocking publicity acts can be indirectly detrimental to 

animals.  If PETA�s demonstrations are offensive, potential supporters may become 

disinterested (or worse, disgusted) with animal rights activism in general, and therefore 

not participate.  The animal protection movement needs the support of as many people as 

possible, and therefore must attract as many people as possible through serious, respectful 

media outreach. 

PETA has performed many demonstrations in the past two decades.  I will discuss 

several of these instances to illustrate the practical manifestation of PETA�s 

countercultural philosophy.  Because PETA has carried out countless demonstrations, I 

will provide exemplars of their quintessential shock methods.  The general approaches 

for attracting attention include nudity, sexuality, physically ruining cruel items or 

advertisements (such as throwing red paint onto people wearing fur coats, or vandalizing 

billboards for Chik-Fil-A), and publicly humiliating figures who promote harm to 
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animals.  These acts can range from illegal small-scale events involving just one PETA 

supporter to large-scale endeavors that a city condones.  The examples below are just a 

few specific instances of PETA�s philosophical application, but will demonstrate the 

types of radical action that PETA takes. 

PETA�s presence has become routine at fashion shows that involve fur in their 

clothing designs.  The group is often associated with its invasive anti-fur acts.  In 1999, 

PETA members publicly demonstrated their outrage at using fur during New York City�s 

fashion week.  For instance, the activists �interrupted Oscar de la Renta�s runway show 

by jumping onto the catwalk and unfurling a �Fur Shame� banner�171.  They also tossed 

red paint on the runway during a Randolph Duke fur show, stopping the event.  

Furthermore, PETA members threw pies at designer Michael Kors.  Banner displaying, 

red paint hurling, pie throwing, and specifically targeting individuals are well-known 

tactics of PETA�s172.   

 When attempting to influence mass opinion, PETA often uses sex appeal to attract 

public interest.  PETA has been known to ask its female members to dress in bikinis 

resembling lettuce to promote a vegetarian lifestyle.  In early 2006, two of these �Lettuce 

Ladies� represented PETA on the Howard Stern radio show173.  While the Lettuce 

Ladies� purpose was to spread its �message of compassion for animals out over the 

national airwaves,� Stern was most interested in convincing the women to remove their 

bikini tops (to which they agreed).  He even used their interest in animal protection as 
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leverage, threatening to harm fish, worms, and lobsters in the studio if the women did not 

take off their costumes.  Unfortunately, Stern only offered his support after the interview 

was over, admitting that he could understand PETA�s position and that he dislikes red 

meat and dairy products.  Therefore, all the audience experienced was PETA 

representatives being treated as a joke.   

However, I must note that this publicity act did have some positive returns.  

Following the show, PETA�s website GoVeg.com �received so many hits that it crashed, 

and PETA received more than 1,000 requests for vegetarian starter kits.174�  It is certainly 

impressive that PETA may have interested more than 1,000 people to consider 

vegetarianism through a single media appearance.  Additionally, a great number of 

people experienced PETA�s GoVeg.com first-hand, potentially exploring the website for 

more information.  These are certainly accomplishments for the animal rights movement.   

These figures may be generous, though.  There is no guarantee that those who 

visited GoVeg.com were actually interested in issues of animal protection, and it is 

merely speculation as to whether people learned pertinent information from the website.  

Considering that those who tune in to the Howard Stern show expect to hear about female 

sexuality, subsequent visitors to GoVeg.com may have only had their interest piqued by 

the scantily clad Lettuce Ladies�and may have hoped to view pictures of them on the 

website, as they were not visible on the radio.  Furthermore, while PETA may have 

interested more than 1,000 people to consider vegetarianism, an immeasurable number of 
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people may have been turned off by this media act.  The jocular, sexual nature of this 

event makes light of the gravity of animal abuse.  These women may have done 

irreparable damage to the level of respect that the animal rights movement may have had. 

 However, one media act cannot be blamed for tainting the public opinion of an 

entire movement.  The amount of these demonstrations that PETA has engaged in over 

time, though, can influence the movement�s tone.  PETA has created an annual event 

called �Running of the Nudes� in Pamplona, Spain to protest the city�s cruel �Running of 

the Bulls.�  (Most participants are not actually nude, but wear underwear or similar 

skimpy attire.) Taking place one or two days before the Running of the Bulls begins, 

participants walk while chanting and carrying signs condemning the impending event.  

PETA attains a permit for this demonstration, so police intervention is a non-issue.  In 

fact, police officers are typically in high spirits; in comparison to the Running of the 

Bulls, the Running of the Nudes is calm.  Unlike the small-scale demonstrations and 

protests discussed above, this event is an example of a recurring, large-scale event that, 

again, uses sexuality to attract attention175. 

 Another aspect of sexuality that PETA uses to gain attention is to promote 

vegetarianism as popular and sexy.  PETA�s GoVeg.com runs an annual �Sexiest 

Vegetarian Alive� contest, as voted by visitors to the website.  The contest used to consist 

of only celebrity contestants (the reigning king and queen being band Coldplay�s 

frontman Chris Martin and 2005 American Idol winner Carrie Underwood), but PETA 
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now allows any vegetarian to enter.  Bruce Friedrich, PETA�s Vegan Campaign Director, 

claims that, �on average, vegetarians are thinner and healthier than meat-eaters�176.  

Therefore, this contest aims to paint a positive picture of a vegetarian lifestyle.   

However, this contest is unlikely to attract interest in PETA�s objective of 

eradicating animal abuse.  At best, it is an indirect way to educate the public about the 

benefits of vegetarianism.   This method does not directly protest animal cruelty, nor does 

it directly aim to improve current conditions for animals.  Additionally, those who vote 

(or even know about the contest) are most likely people who already visit GoVeg.com.  

Although PETA�s Sexiest Vegetarian Alive contest attempts to popularize vegetarianism, 

the time and effort PETA spends on this endeavor could be better spent on achieving the 

organization�s supposed purpose of ending animal abuse. 

 Along the same lines as the �Sexiest Vegetarian Alive� contest is the �Live Make-

out Tour� promotion.  On March 9, 2006 in Los Angeles, two PETA members (a former 

Naval instructor in boxer shorts, and a woman wearing sexy lingerie) �passionately 

ma[d]e out in a bed set up on the sidewalk at a prominent intersection in order to make 

the point that vegetarians are better lovers�177.  Other activists held a �Vegetarians Make 

Better Lovers� banner while passing out free vegetarian starter kits.  According to PETA, 

vegetarians are generally healthier, are more fit, and have more stamina than non-

vegetarians (more information found at GoVeg.com).  Once again, PETA chooses shock 
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value over direct action to end animal abuse.  This tactic is extremely unlikely to 

influence the morality of the public or any type of public policy. 

Additionally, PETA proudly supports its �I�d Rather Go Naked Than Wear Fur� 

campaign which is meant to raise compassion for animals killed in the fur industry 

(further information found at PETA�s website, FurIsDead.com).  Pamela Anderson and 

Claudia Schiffer�two highly desired celebrities�are the faces of the campaign.  This 

operation also plans rallies around the country.  In San Diego in mid-February, 2006, 

many nude PETA activists got in a giant bed, holding signs reading, �Fur � Out, Love � 

In�178.  Like most other PETA campaigns, though, �I�d Rather Go Naked Than Wear 

Fur� is more likely to attract people wanting to ogle naked bodies rather than truly 

convince them to oppose fur in fashion.  Once again, PETA succeeds in shock value, but 

lacks the substantive capacity for education and realistic change. 

While nudity is always used for its shock value, PETA does not always use nudity 

as a sexual tool.  To raise awareness of the possibility of a pandemic bird flu transmitted 

by eating eggs, chicken, and turkey, PETA members and Animal Rights Foundation of 

Florida members performed a disturbing demonstration in February, 2006 in Orlando.  

Activists lay nude in coffins decorated with flowers during the National Turkey 

Federation�s annual convention �to remind consumers that an addiction to poultry could 

lead to a bird flu pandemic�179.  An oversized fake turkey stood over the coffins, holding 

a sign that read, �Payback Time:  Bird Flu Kills,� as activists distributed �emergency 
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vegetarian starter kits�180.  Bruce Friedrich claims that avian flu is a �direct consequence� 

of the sub-par conditions of the factory farming industry, instructing the public to avoid 

eating turkey �like the Plague�181 (more information available at GoVeg.com).  However, 

the public is unlikely to abandon its egg and poultry consumption because of a radical, 

countercultural group�s claim that we are in a state of emergency.  Most people, I assume, 

would require undeniable evidence of PETA�s claims before changing their lifestyles.  

Unless PETA can prove (and convince industries and the public) that continued 

consumption of these foods will actually lead to a sudden, unavoidable pandemic of avian 

flu, its demonstration seems overdramatic and largely unsubstantiated. 

PETA also uses costumes and leafleting in small-scale efforts to discourage 

patronage to companies that abuse animals.  On March 23, 2006 in Beckley, West 

Virginia, �a giant crippled �chicken��repeatedly cross[ed] the road in front of a local 

KFC to lead a protest against the company�s abusive treatment of chickens�182.  Leaflets 

were also distributed, and one activist wore �a body screen TV showing shocking video 

footage of factory-farming abuse�183.  PETA�s website, KentuckyFriedCruelty.com, 

covers this issue in greater detail.  While PETA used many methods during this 

demonstration (attention-grabbing, dissemination of literature, and visual footage), its 

existence on such a small scale cannot make a viable impact on the factory farming 
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industry, or even on KFC.  Furthermore, costumes are typically associated with humor, 

children, and entertainment.  Using a chicken costume to draw attention to such a serious 

issue detracts from the gravity of factory farming abuse�which is, ironically, the issue 

about which PETA aims to raise meaningful concern. 

Another instance of PETA performing unusual demonstrations to raise awareness 

of serious issues occurred on March 14, 2006 in busy downtown Atlantic City, NJ.  

PETA attempted to prove that fish feel pain, and that fishing should therefore be illegal.  

PETA members used fishing rods to reel in fake terriers and Labradors, as demonstrators 

compared the hooking fish to potential hooking of dogs, holding signs that asked, �If you 

wouldn�t do this to your �best friend [dog],� why do it to a fish?�184.  The point of this 

demonstration was for local residents to �remember that all animals feel pain,� part of 

PETA�s new Fish Empathy Project (discussed in more detail at PETA�s website 

FishingHurts.com)185.  While the sentiment behind this demonstration is commendable, 

the reeling in of fake dogs is more likely to create a spectacle than it is to successfully 

convince lifelong fishermen to abandon their hobby.  If a person believes that fishing is 

moral, a single invasive demonstration is unlikely to change his or her mind. 

 PETA also employs shock value in potentially disturbing ways.  In Dallas, Texas 

on March 10, 2006, PETA members and Animal Connection of Texas (ACT) members 

protested the 2006 Annual Meat Conference.  To demonstrate that all animals have the 

same physical parts, a nearly naked female PETA (and ACT) member lay in a large tray, 
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with clear plastic covering her, meant to resemble packaged meat in a store.  An 

oversized price sticker on the package read, �Billions of animals are abused and violently 

killed because you eat meat.  Get help!  Visit GoVeg.com�186.  Other PETA and ACT 

members passed out leaflets, and displayed signs reading, �Meat is Murder.�  The 

purpose of this demonstration was to show �that all animals, including humans, are made 

of flesh, blood, and bone; that we have the same senses and range of emotions; and that 

eating meat is, literally, eating a corpse� (more information found at GoVeg.com)187.  

PETA Vegan Campaign Director Bruce Friedrich claims, �We are challenging people to 

really think about what �meat� is� [and] encouraging kind consumers to give 

vegetarianism a try�188.  This certainly is a unique approach to convincing the public of 

animal protection issues. 

Although what PETA preaches is true, the small scale of this demonstration 

cannot truly affect the entire 2006 Annual Meat Conference.  A few protestors are 

unlikely to change the minds of those attending a meat conference, anyway.  PETA and 

ACT members should be working to get laws changed to prohibit factory farming abuses 

before they begin, rather than condemning meat production and consumption from 

corporations that treat animals within their legal rights.  Those who work for factory 

farms likely believe the meat industry to be just, whether for legal, moral, monetary, or 
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188 PETA, website.  News Items.  Available http://www.peta.org/mc/NewsItem.asp?id=7997.  Accessed 5 
March 2006. 
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personal reasons.  The only way to convince some corporations to change is to officially 

outlaw their practices.  Some organizations will change for no less. 

 Another of PETA�s methods to shock its audience is the use of fire.  On March 6, 

2006, in front of the world�s first KFC location in Salt Lake City, Utah, a PETA member 

in a giant chicken costume set fire to �a life-sized effigy of Colonel Sanders� while 

holding a sign reading, �KFC Tortures Chickens�189.  PETA opposes the cruel methods 

KFC uses to kill its chickens, and aims to get chickens included in the Humane Slaughter 

Act (which is the only existing federal law protecting animals in factory farms).  

However, KFC has already �ignored the advice of its own animal welfare advisors� and 

continues its practices190.  Although PETA�s �Kentucky Fried Cruelty� campaign is an 

international effort supported by many celebrities (the Dalai Lama, Sir Paul McCartney, 

Pamela Anderson, and The Rev. Al Sharpton, to name a few), KFC employees are 

unlikely to be convinced by protests, considering they could not be persuaded by their 

own advisors.  It seems that the only realistic way that KFC will treat chickens more 

humanely is if they are required to do so by law.  Thus, PETA should directly lobby to 

include chickens in the Humane Slaughter Act. 

 Much of PETA�s efforts target individuals.  These small-scale attacks are meant 

to sway one person�s moral views.  In Corpus Christi, Texas in mid-February, 2006, 

PETA members gathered to insist that Vice President Dick Cheney stop hunting.  

According to reports, �A life-sized �bear� waving a poster reading, �Hunting Is 
                                                
189 PETA, website.  News Items.  Available http://www.peta/org/mc/NewsItem.asp?id=7957.  Accessed 1 
March 2006. 
190 PETA, website.  News Items.  Available http://www.peta/org/mc/NewsItem.asp?id=7957.  Accessed 1 
March 2006. 
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Heartless,� will be flanked by supporters holding signs reading, �Aim for 

Compassion191.��  However, it is doubtful that catchy one-liners and fake bears will 

actually alter Cheney�s (or anyone�s) deep-seated moral standing. 

 PETA does not just perform radical acts on its own; the group encourages the 

public to engage in violence and destruction as a way to speak out against animal cruelty.  

On PETA�s �Revenge of the PETA Tomatoes!� website192, the organization proudly 

announces that tomatoes in random stores sport PETA-made stickers that read, �Throw 

me at a fur-wearer�193.  The website reads, �Fur-wearers, be warned�vigilante 

vegetables are ready to paint the town red� No mink stole or raccoon wrap is safe from 

a pulpy projectile that�s gone to seed�194.  This site even recommends tomatoes by type, 

stating which destructive property each variety would specialize in for this purpose 

(amount of staining or splatter potential, etc.).  However, a fur-wearer who gets pelted by 

tomatoes is more likely to be angry or upset, rather than to reconsider his or her moral 

choice to wear fur.  PETA makes no attempt to educate the public with this particular 

method.  Additionally, although PETA may hope that the threat of tomato stains could be 

enough to scare wearers from sporting fur clothing, the small scale of this operation does 

not pose a realistic threat to most people.  Thus, this approach can only annoy, and not 

produce any real change. 

                                                
191 PETA, website.  News Items.  Available http://www.peta.org/mc/NewsItem.asp?id=7837.  Accessed 1 
March 2006. 
192 PETA, website.  Features.  Available http://www.peta.org/feat/petatomato/.  Accessed 1 March 2006. 
193 PETA, website.  Features.  Available http://www.peta.org/feat/petatomato/.  Accessed 1 March 2006. 
194 PETA, website.  Features.  Available http://www.peta.org/feat/petatomato/.  Accessed 1 March 2006. 
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 An example of how PETA can turn people off occurred at the Vienna Opera Ball 

in 2003.  According to PETA�s website, �Some patrons were afraid to come, fearing 

PETA might throw red paint or dead animals at them!195�  The manner in which this is 

phrased almost seems as if PETA derives amusement from this fear�or even pride 

(although this is merely speculative).  Either way, this incident illustrates how PETA has 

made a name for itself (and, potentially, the whole of the animal rights movement) as 

abrasive, violent, destructive, and fearsome.  Note, however, that these people chose to 

avoid PETA�not necessarily change their own beliefs or behaviors. 

Clearly, PETA recognizes the potential of the mass media to reach the public.  

PETA thus maximizes the power of contemporary media, using it to the organization�s 

full advantage.  PETA chooses to cooperate with, and manipulate, the media to increase 

awareness of its cause, rather than denying the reality of media�s influence.  While other 

organizations, including HSUS, have been slower to adapt to the rapidly growing 

potential of media outlets, PETA has embraced the media as leading instrument to 

achieve its goals. 

In a February 24, 2006 phone interview, Lisa Lange assures that PETA is well 

aware of the characteristics of today�s media.  According to Lange, PETA�s media 

strategy is to �Make sure [PETA] stay[s] on top of the tone of the media�; that is, 

recognizing how the media works, and working with, rather than against, its 

                                                
195 PETA, website.  Living.  Available http://www.peta.org/Living/At-summer2003/veg4.html.  Accessed 1 
March 2006. 
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inevitabilities196.  PETA identifies which television shows and print media are reporting 

what, and how they do this.  For instance, Lange notes that this is a time of tabloid 

journalism, where quick reports are often preferable, and a 24-hour news cycle results in 

rapid turnover of stories197.  Consequently, PETA chooses to make it as easy as possible 

for reporters to capture the essence of PETA�s work, packing the group�s information 

into formats which make it possible to report in one page, or in a quick television 

segment.  The group learns how to use the media to maximize exposure, and packages 

itself accordingly. 

 PETA�s media strategy involves capturing people�s attention quickly and 

intensely.  The organization operates under the adage that a picture is worth a thousand 

words.  Often, the most potent method to grabbing interest is by visual means.  Lange 

reports that, in terms of PETA�s media approach, �everything is with an eye for 

visual�198.  Thus, PETA documents its undercover work with video footage, facilitating 

its usage for the press199.  Not only do pictures and videos draw instantaneous attention, 

specific vivid images may ingrain a lasting impression onto a viewer.   

It is important to note whom PETA attempts to influence.  PETA does not try to 

persuade the government, the public, and corporations equally.  As a 501C3, PETA does 

not lobby in the traditional sense�although the group certainly does aim to persuade 

                                                
196 Lisa Lange, interview by Rachel Ruben, 24 February 2006, Washington, DC, phone, People for the 
Ethical Treatment of Animals, Washington, DC. 
197 Lisa Lange, interview by Rachel Ruben, 24 February 2006, Washington, DC, phone, People for the 
Ethical Treatment of Animals, Washington, DC. 
198 Lisa Lange, interview by Rachel Ruben, 24 February 2006, Washington, DC, phone, People for the 
Ethical Treatment of Animals, Washington, DC. 
199 Lisa Lange, interview by Rachel Ruben, 24 February 2006, Washington, DC, phone, People for the 
Ethical Treatment of Animals, Washington, DC. 
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lawmakers to support its cause, often through protests and literature distribution.  

Additionally, PETA has a corporate division that deals directly with corporations.  For 

example, the corporate division has asked CVS to pull their glue traps for rodents, which 

was granted200.  Thus, PETA�s efforts largely target the public and the corporate sector, 

rather than attempting to focus on in-depth campaigns for governmental influence. 

PETA focuses heavily on exposing their efforts to the public.  Lange notes that, 

�with just about everything we do�whether it is a letter to a corporation, or work with a 

celebrity�we try to publicize our work�201.  PETA engages in ongoing communication 

with corporations before such information is made public.  When an issue arrives at an 

outcome, PETA typically reports these results to the press, whether the information is 

positive or negative.  According to Lange, publicizing any aspect of PETA�s efforts 

keeps the public informed about current issues in animal rights.  This media attention can 

also pressure corporations that hurt animals to reform their behaviors202. 

          PETA utilizes various forms of media to deliver its messages to the public.  These 

include vehicles that are meant to capture the interest of those who are not necessarily 

seeking information about animal rights, as well as media to inform those who actively 

search for information about PETA or animal activism.  PETA employs billboards, print 

ads, radio advertising, web banners, and leaflets to attract people who may not already be 

involved in animal rights.  For interested parties, PETA also provides more 
                                                
200 Lisa Lange, interview by Rachel Ruben, 27 February 2006, Washington, DC, email, People for the 
Ethical Treatment of Animals, Washington, DC. 
201 Lisa Lange, interview by Rachel Ruben, 27 February 2006, Washington, DC, email, People for the 
Ethical Treatment of Animals, Washington, DC. 
202 Lisa Lange, interview by Rachel Ruben, 27 February 2006, Washington, DC, email, People for the 
Ethical Treatment of Animals, Washington, DC. 
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comprehensive literature, such as Animal Times Magazine and a cruelty-free shopping 

guide, to name two examples.  These public interactions help to spread PETA�s name, as 

well as to share the principles of ethics regarding animals203. 

PETA�s website also acts as an advertisement for the organization and for animal 

rights, boasting a wealth of information in various formats.  The website combines 

multimedia videos, lengthy texts and articles, short answers to frequently asked 

questions, information about PETA�s stance and activism in the animal rights arena, and 

how individuals can get involved, as a few examples from this comprehensive resource.  

A viewer can get a sense of PETA�s radical approach to animal activism by the flashing 

images inciting users to click for more information; the catchy, attention-grabbing 

phrasing; the bright colors; vivid (and often disturbing) pictures of animal cruelty; and 

recognizable celebrity faces204.  Its website encompasses the type of organization that 

PETA is:  bold, forceful, and shock-driven, but with substantive ethics and information 

behind its colorful front.  PETA is not just out to shock the public; it also hopes to 

educate. 

 PETA�s radical approach does have its positive effects.  The group�s colorful 

methods are likely to attract an audience that may not otherwise have been excited by the 

animal protection movement.  In particular, PETA�s approach is particularly appealing to 

the younger generations.  PETA�s work is passionate, and brings a spark to animal 

activism.  PETA members are often willing to put themselves, or their embarrassment, 

                                                
203 PETA, website.  About PETA.  Available www.peta.org/about/.  Accessed 1 March 2006. 
204 PETA, website.  About PETA.  Available www.peta.org/about/.  Accessed 1 March 2006. 
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second to the cause of animal rights (for example, nude activists who chain themselves 

on the street to prove a point about animal confinement in circuses).  PETA�s 

compassionate determination for animals is evidenced in all that the group does. 

 

Hurricane Katrina Response 

 PETA�s response to the animals affected by Hurricane Katrina was small in 

comparison to the size of the organization.  Although PETA strives for the protection of 

companion animals, disaster relief is not a main focus.  The organization does have a 

domestic animal division, but it deals with everyday cruelty nationwide as opposed to 

having a natural disaster concentration205.  PETA is not as involved in disaster response 

as other animal rights groups, such as The Humane Society of the United States, Noah�s 

Wish, or Best Friends206.  Despite PETA�s typically aggressive approach to animal rights, 

the group was not a leading participant in Hurricane Katrina relief. 

This becomes apparent when reviewing media coverage statistics from right 

before Hurricane Katrina struck, and comparing these data with that collected during and 

after the storm.  The following statistics, also listed in the previous chapter, represent the 

media presence of the leading animal rights groups in terms of the number of clips 

received.  On August 26, 2005, before Hurricane Katrina hit, Google news results show 

that PETA had 1,340 clips; Greenpeace had 545; World Wildlife Federation had 447; 

HSUS had 413; ASPCA had 107; Physicians� Committee for Responsible Medicine, who 
                                                
205 Lisa Lange, interview by Rachel Ruben, 24 February 2006, Washington, DC, phone, People for the 
Ethical Treatment of Animals, Washington, DC. 
206 Rowan, Andrew and Beth Rosen, interview by Rachel Ruben, 13 February 2006, Gaithersburg, MD, 
face-to-face, The Humane Society of the United States, Washington, DC (internal figures). 
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works with PETA, had 47; and Best Friends had 6.  After the hurricane, these proportions 

changed drastically.  During and after Hurricane Katrina, HSUS received 51% of the 

media coverage of animal organizations; ASPCA had 19%; Noah�s Wish had 16%; 

American Humane had 8.3%; PETA had 2.4%; IFOR had 2.4%; and Best Friends had 

1%207. 

These figures show that PETA had a leading media presence before Hurricane 

Katrina, receiving more mentions than any other animal rights organization�but that, 

during and after the storm, its media presence greatly diminished.  Suddenly, most other 

well-known animal rights groups received far more media attention than PETA.  Most 

shocking about this publicity decrease is how few clips PETA got considering the 

strength, recognition factor, sheer size, and typical media domination of the organization.  

PETA and HSUS are the two largest animal rights groups in the nation, yet HSUS 

received 51% of media coverage among animal organizations in the time of Hurricane 

Katrina, while PETA only received 2.4%--the same percentage as IFOR, a much smaller 

group.  PETA prides itself in commanding the most media attention of any animal rights 

organization, yet the group presented itself weakly during this disaster. 

Although PETA received far fewer clips than other animal rights groups, the 

organization was not entirely absent from Hurricane Katrina relief.  PETA does actively 

participate in the aftermath of natural disasters.  For years, PETA has implemented a 

�storm tracker� campaign which warns local areas prior to natural disasters (including 
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hurricanes, wild fires, tornadoes, flooding, and extreme cold or hot weather)208.  Case 

workers send early alerts to areas that will be afflicted by inclement weather, providing 

�warnings and tips on how to keep companion animals safe�209.  For example, PETA�s 

Communications Department, which typically works with the media on Public Service 

Announcements and the like, urges weather reporters to remind citizens to bring dogs 

inside from the cold.  PETA also advises local residents to plan ahead for possible 

evacuation, and to never leave their animals behind210.  This storm tracker campaign has 

recently expanded in order to better serve the nation in times of need.  

When Hurricane Katrina headed towards the Gulf Coast, PETA sent 

approximately a dozen people to the affected areas for six weeks, to respond as best they 

could to abandoned animals.  This group mostly consisted of PETA staff, but also of 

volunteers.  They placed food into homes for deserted or wandering animals to eat, surely 

preventing at least some animals from starving to death.  Additionally, the PETA crew 

rescued 32 dogs, which they brought to Virginia for care.  Some of these dogs are now in 

new homes.  Thus, although PETA did not take as strong an initiative in Hurricane 

Katrina relief as it could have�a much weaker response than other animal rights 

groups�its few dedicated workers improved the lives of those animals that they did feed 

and rescue. 
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 Based on its philosophical underpinnings and subsequent approach to animal 

rights, I conclude that PETA achieves many of its goals concerning increased rights for 

animals.  Its bottom-up actions work to publicize relevant issues, and the top-down 

actions PETA does take are often successful.  PETA�s targeted campaigns achieve 

positive results for animals.  Additionally, PETA heavily utilizes the media to gain public 

attention for its cause�a wise strategy, considering the influential power of media.  

PETA capitalizes upon media�s potential to reach audiences on the individual and the 

mass levels. 

However, I argue that PETA�s radical style of media use may damage the 

reputation of the movement toward animal protection.  Its potentially offensive actions 

could deter individuals and the greater public from the cause.  I contend that PETA 

should spent less effort on devising unique yet indirect ways to shock the public, and 

more effort on direct pressure for legal change.  People may be hesitant to support a 

liberal movement, and PETA should devise its media strategy and corporate philosophy 

with this in mind.  PETA must accept the realistic means to achieve social improvement.   

If these changes are made, I am confident that animals would enjoy greater benefits.  This 

is, after all, the goal of an animal protection organization. 
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Chapter 4:  Conclusion 

 

I argue that, if HSUS and PETA adjust their respective philosophical approaches 

according to my advice, their actions will change for the better.  I propose that this will 

most likely result in both an increase in public attention and in more positive public 

reception for the animal protection movement as a whole.  Currently, HSUS uses media 

as a tool to achieve change, but increased utilization of available outlets would benefit the 

organization.  Conversely, PETA uses media for the sake of media itself, and would 

benefit from greater focus on realistic means to improve animal conditions, as well as a 

more inviting media approach.  If these groups aim to maximize potential protection for 

animals, these are the strategies that can increase this possibility. 

HSUS underestimates the power of the media to influence the public.  This 

organization would be more effective in reaching their goals if more people were 

involved�and the realistic path to public involvement is through media. HSUS is proud 

of their website as the major means to communicate with the public; however, while this 

is certainly an effective start, people have to seek out this information on their own.  

Other media, such as television, radio, and highly visible campaigns seek out the public.  

If HSUS hopes to reach the greatest number of people, it must maximize proper 

utilization of available media outlets. 

During and after Hurricane Katrina, HSUS enjoyed a major increase in public 

support and donations.  At this time, HSUS focused more than ever before on public 

outreach.  When The HSUS chose to focus on media attention and donations during 



 116

Hurricane Katrina, they far surpassed all other animal groups (including PETA) in terms 

of media coverage.  I argue that HSUS�s media visibility, as supported by agenda setting 

theory, bolstered their support.  As a direct result of HSUS�s media efforts for Hurricane 

Katrina, the organization�s membership and donations reached an all-time high. 

However, animals need this much help all the time�not only after a national 

crisis.  Unfortunately, everyday animal cruelty is not publicized as frequently or as 

intensely.  Based on the success of HSUS�s efforts following Hurricane Katrina, it 

logically follows that exerting these efforts all the time would result in increased support 

for issues of animal protection.  If corporations, legislators, and the public are unaware of 

the continuing need to protect animals, they will not feel as if animal welfare is a pressing 

issue.  Media presence is, then, a viable tool for promoting animal protection. 

Media efforts must be positive, though, in order to achieve optimal results.  PETA 

does not overuse media, but rather misuses media.  PETA is largely indifferent to 

whether their press in positive or negative, as long as the cause receives attention.  In this 

sense, there are several weaknesses in PETA�s countercultural approach.  Its shocking 

acts detract from the gravity of animal protection issues, portraying the movement as a 

sexy, sensationalized spectacle; a badgering plea to avoid or ignore; a source of pressure; 

or a mockery of the issues.  When attacked (morally, but also physically, in PETA�s 

case), people may become defensive of their own actions and moral convictions.  People 

are more likely to justify their own actions than to submit to the point that they being 

forced to face, regardless of the source.  If a goal of PETA�s is public involvement, their 

radical demonstrations may sour potential helpers from becoming involved.   
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Because of the radical nature of PETA�s demonstrations, it receives more media 

coverage than any other animal protection group.  Often, it is only known (or focused 

upon) that �animal activists� have thrown red paint on fur-wearers, have pushy protests, 

hold naked demonstrations, or destroy laboratories.  When people think of �animal 

activists,� many may think of PETA�s demonstrations�though they may only know 

these people as �animal activists,� not necessarily as PETA members.  Thus, these 

countercultural activists do not necessarily represent only PETA when they make 

appearances�they represent the animal protection movement as a whole.  Corporations, 

legislators, and the public may not distinguish PETA�s actions from any other animal 

advocate�s actions.  This lumps all animal protection organizations, and thus animal 

activism, into one category that many view to be irritating.  Through their overwhelming 

media presence as compared to other animal organizations, PETA has come to represent 

the animal rights movement to many people. 

Even if it is known that these acts are performed by members of PETA, the 

average person is unlikely to know enough about animal advocacy to know that not all 

animal activists use radical methods.  PETA�s shallow, extremist demonstrations 

overshadow HSUS�s, and other mainstream organizations�, respectable approaches.  

Additionally, sensational acts overshadow the positive changes that PETA itself has 

made.  People may be unaware that mainstream animal protection agencies and 

approaches do exist, because the media mostly covers stories of radical demonstrations.  

As a consequence, PETA�s actions taint the movement by resulting in the loss of its 
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respect.  Negative press works to counteract PETA�s goals, and ultimately the goals of 

the entire animal protection movement.     

Maintaining a positive relationship with the public, and subsequently shifting 

public mindset, is a necessary component of any successful social movement.  Animal 

activists are currently in the social minority, and would benefit from greater numbers of 

participants.  The more people involved in a movement, the more clout the issues have.  

For animal protection to be taken seriously, it requires as many people as possible 

standing and working behind it�and every person is a prospective supporter.  In terms of 

potential to achieve large-scale changes, more people equal more power. 

While it may be possible to change some people�s minds about animal protection 

through education and media attention, though, the most effective method for change will 

be law-making.  Individuals may not have the power to affect public policy�but large 

organizations like HSUS and PETA do.  Thus, another main focus of PETA�s should be 

the passing of laws that support animal protection, as HSUS does.  It should be the 

responsibility of capable animal protection agencies to work for legal changes.  People 

generally follow laws for fear of legal reprimand, regardless of whether they agree with 

these laws.  Legal consequence is probably the best deterrent for animal abuse.  

Therefore, a top-down approach that changes public policy is the most logical method for 

reaching the animal protection goals of these organizations.  This eliminates the difficult, 

or even impossible, task of adjusting every person�s moral views (although public 

support is a necessary asset).  Ideally, there should be a balance between convincing 
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legislators to pass animal protection policies and convincing the public to care about the 

issue.   

PETA tends to utilize bottom-up approaches, while HSUS�s methods are typically 

top-down.  PETA�s bottom-up methods, like throwing red paint on models during fashion 

shows when fur is used, do not directly prevent animals from being killed for fur.  These 

demonstrations are indirect approaches, at best.  People may decide not to support the fur 

industry by buying its products after PETA helps them to truly consider the cruelty of the 

business:  a top-down approach.  However, it is unlikely that isolated radical acts will 

actually change most people�s minds.  Because that is all that these acts can hope for, 

PETA�s bottom-up approach is largely ineffective.  While bottom-up solutions can fix 

particular problems along the way (such as the adoption of animals from shelters, animal 

rescue after Hurricane Katrina, etc.), top-down solutions will ultimately prevent problems 

before they can start.  Examples of top-down approaches are laws, including those that 

would help prevent animals from being left behind in disasters, and overall changes in 

societal mindset.   

 Additionally, both HSUS and PETA can increase their future productivity by 

anticipating inevitable disasters.  When Hurricane Katrina hit, both groups (as well as 

most national organizations) were somewhat unprepared for what lay ahead of them.  

Fewer people were sent to help than were needed for animal rescue and care.  Devising 

plans for future catastrophes would enhance the efficiency with which these groups work, 

and perhaps more people could agree to help if they begin planning for it in advance.  

The stronger the contingency plan, the more aid animals can receive. 
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My research has shown which methods of animal protection organizations are the 

most effective (and therefore most helpful), and which are the most ineffective (and 

therefore detrimental) to the cause.  Proven, effective means to improve conditions for 

animals have included legislation, increased media attention for Hurricane Katrina, 

maintaining a respectable reputation for the movement including positive relations with 

others, and general top-down approaches.  Ineffective methods have included the 

alienation of people from animal activism, short-sighted efforts, gaining negative media 

attention for the cause (including the use of destruction or violence, or support of these 

methods), under-utilization of media outlets (in general and with respect to Hurricane 

Katrina), and focusing on producing shocking media coverage, which is only an indirect 

solution, rather than a direct action.  In order to achieve their challenging goal of 

increased animal protection, HSUS and PETA should re-evaluate their strategies.  I 

propose that they integrate the logical, realistic methods that have been proven effective, 

and abandon the methods that are unlikely to produce significant change.  Making these 

organizational alterations will increase the likelihood of HSUS and PETA reaching their 

ideal end states. 
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