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Feminism and animal rights movements are deeply intertwined in the notion of 

Ecofeminism. This branch of feminism advocates the fact that the patriarchal capitalist 

society, highly visible in the streets by means of advertisements, harms women, non-

human animals and the earth in similar patterns of discrimination. Neither Man nor 

Beast (1995) written by Carol J. Adams, discusses the interplay between systemic 

misogyny and a masculine obsession with meat, and develops the idea that women 

occupy a gray area between the status of beasts and the status of humans. In this 

patriarchal and capitalist society which encourages the consumption of non-human 

animal and female human bodies, I argue that advertisements use modified, fragmented 

and sexualized representations of these bodies, sometimes feminizing non-human 

animal bodies or animalizing women’s bodies, having the main effect of transforming 

the viewer into a subject and the bodies into objects. The linguistic messages acting as 

relays with the images emphasize the fact that the bodies/objects are consumable and 

also that with only one product, you could consume both a woman and a non-human 

animal at the same time. 

     Using Roland Barthes’ method of analyzing visual and linguistic messages in 

advertisements and the theories of Carol Adams, I will explore the ideology of capitalist 

patriarchy in eight advertisements. They are classified in four groups related to the 

kinds of representation used on the bodies. The first pair of images is part of a Swiss 

market research campaign and will introduce the subject. The second group will analyze 

fragmented bodies of women and non-human animals. The third group will give 

attention to feminized bodies of non-human animals and finally the last group will 

explore the animalization of women’s bodies. 
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     As an introduction, a swiss market research campaign (adv. 1 and adv. 2) 

demonstrates how images and linguistic messages are articulated to manipulate female 

and non-human animal bodies in advertisements. The main goal of this campaign is to 

create a conversation among the viewers, leading them to be subjects judging bodies/

objects. The campaign actively asks the viewers how those bodies could be rendered 

consumable. The questions “Combien de dopage tolérons-nous pour notre 

alimentation ?” and “Quel sera l’idéal de beauté de demain ?” act as relays between the 1 2

different versions of the bodies, implying that non-human animal and female bodies can 

be modified as much as needed for the purpose of the market. It also implies that the 

viewers can decide how the bodies have to be portrayed to appear more consumable. 

“Votre avis est décisif ” reinforces the status of dominant subjects of the viewers, 3

removing the agency of non-human animals and women. The campaign wants to 

stimulate what Carol Adams describes as “a banal conversation in which the viewers 

become subjects and in which they discuss those silenced bodies becoming 

objects” (Adams, Neither Man nor Beast, 43). Carol J. Adams also adds that “through 

such representations, women’s and animal’s object status intersects.” To further 

illustrate that point, the campaign does not involve male bodies, showing that in this 

patriarchal ideology, men are usually in the position of the subjects looking at objects in 

advertisements. To summarize, the message of the campaign is that the images of non-

human animal bodies and female bodies can be modified to correspond to patriarchal 

 How many drugs do we tolerate in our food?1

 How is the beauty ideal going to be ? 2

 Your opinion is crucial.3
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and capitalist criteria, having the main effect of creating a hierarchical relationship of 

object-subject between the bodies and the viewers of the campaign. 

     The objectification of non-human animal and female bodies function through the use 

of abstract concepts in this campaign. On the one hand, the concept of a beauty ideal for 

female bodies is a restrictive one and on the other hand, the concept of food is a large 

and vague one concerning non-human animal bodies. Through the use of those 

concepts, the uniqueness of both non-human animals and women are erased, in order to 

transform them into large-scale consumable objects. The notion of a white beauty ideal 

is problematic as it denies the differences between female bodies, putting aside the 

different shapes of bodies and women of color. A beauty ideal implies that only one 

kind of beauty is consumable and that women have to conform to it. Concerning the 

word food, it is a vague term with no unicity and individuality. Carol J.Adams explains 

that “the effect of a mass term like meat is the removal of the personality and the 

uniqueness of the non-human animal” (Adams, Neither Man nor Beast, 29). This logic 

could be also applied to the term food as the effect of the word is exactly the same. The 

word food is even more vague than meat and distances the viewer from the non-human 

animals’ bodies. Moreover, the use of the possessive pronoun “notre ” reinforces the 4

idea that the dominant diet has to be an omnivorous one which consumes bodies of non-

human animals. The use of abstract concepts erases the uniqueness of every woman and 

non-human animal, having the main goal of forcing them to resemble one type of body, 

the one that is the most consumable in the capitalist and patriarchal ideology.  

 possessive plural pronoun = our4
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     The first group of advertisements (adv. 3 and adv. 4), which also have white 

industrialized backgrounds to present non-human animal and female bodies, use 

fragmented representations to focus on the thigh area of the bodies. The zoom on this 

body part, seen as a consumable one concerning female and non-human animals bodies, 

does not give access to their faces and personalities, objectifying them by the simple use 

of this kind of representation. Related to that, Carol J. Adams speaks about “the concept 

of the absent referent that permits the viewers to forget about the non-human animal (or 

the woman) as an independent entity as it is disembodied from the chicken (or the 

woman) it was once” (Adams, Neither Man nor Beast, 17). Due to the fragmentation of 

their bodies, the non-human animal and the woman become consumable. The 

fragmentation enables the viewer to perceive the bodies as consumable objects due to 

the fact that they have no face and that they are not independent identities.  

     In the two advertisements, the linguistic messages, acting as relays with the images, 

transform those body parts into manipulable objects without any agency, as the viewer 

is being asked to move them. The advertisement of la P’tite Poubelle Verte is a good 

example of that. The viewer is invited to compost the consumed chicken thigh and to 

move it into the green bin by the interjection “hop” acting as a relay with the drawing of 

an arrow traced between the chicken thigh and the green bin. The use of the imperative 

form “Donnez ” gives agency to the viewer. Concerning the advertisement of the brand 5

Aubade, the message “lui retourner le cerveau ” is not a direct imperative due to the use 6

of the infinitive form of the verb. The only theme agent of this sentence is “lui”. Even 

 Imperative form of the verb give ; Give5

 to turn him the brain upside down6
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though it is underwear for women, an indirect object points to the real target of this 

advertisement; men. The hand of the woman is furthermore evocative. Her position 

locks her arm behind her back and she is not able to undress herself. She has to be 

helped. The bow of the string could also be undone. Even if the fragmented 

representations are sufficient to objectify those bodies, the linguistic messages 

articulated with images transform them into movable objects without agency. 

     Both advertisements transform the bodies into consumable objects by the presence of 

flesh on the undressed female body that has to be consumed and the absence of it on the 

non-human animal body which has already been consumed. The resemblance in the 

choice of the body part, the thigh area, is not an accidental one, as it is a part of the non-

human animal and female body that is meant to be consumed. In the Aubade 

advertisement, the viewer is guided to concentrate his view on the sexualized part of 

this woman. Even if the woman’s body is not dismembered like the chicken is, her 

fleshy body is meant to be consumed visually at first and then consumed sexually in 

private by him. Moreover, the woman is in a position in which she cannot defend 

herself. She is undressed and she has an arm locked behind her back while lying 

horizontally in a prone position. Her body is available and ready to be consumed. Even 

after being eaten, the chicken’s body stays useful for the human being, as it can be 

composted and reused, emphasizing the fact that the bodies of animals are useful for 

humans through their consumption. The choice of this area in both women and non-

human animal bodies is not an innocent one, as it is seen as one of the most consumable 

parts. The removal of flesh and clothes (or feathers) presents the bodies as consumable, 

helping  the viewers to place themselves into the position of consumer.  
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     Those advertisements show that the modified, fragmented representations and the 

use of linguistic messages are sufficient to transform non-human animal and women 

bodies into consumable objects. However, some representations of non-human animals 

go beyond that, adding an anthropomorphic dimension and projecting the feminine 

gender onto non-human animal bodies. The use of feminine attributes in relation to non-

human animal bodies reinforces their status as objects of consumption and shows the 

intersection between the oppressions of non-human animal and women. The main idea 

behind the use of anthropomorphism is that with one product, you can consume both a 

non-human animal and a woman at the same time. The first advertisement of the second 

group (adv. 5) pictures an anthropomorphized and feminized pig for a restaurant. The 

anthropomorphism happens here on three levels ; the human female shape of the body, 

the bipedal position of the body and the pieces of clothing and heavy make-up. The 

linguistic message “Best Butts in Georgia” acts as anchorage with the visual 

presentation of the pig’s butt. Due to anthropomorphism, the advertisement blurs the 

line between non-human animal and female bodies. In Jennifer Lerner’s essay about TV 

advertisements, she explains that “one of the major ways that the ads achieve the 

distance between the corps eaters and the non-human animals that are eaten is by 

avoiding anthropomorphism in the animal as tool themed commercials (animals that are 

used for non- human animal consumption).The absence of anthropomorphism in this 

theme is logical since humanizing the animal would make it more difficult to see it as a 

tool for consumption or recreation” (Lerner, 577) This claim is debatable and could be 

true concerning men’s bodies, but women’s bodies do not escape the patriarchal and 

capitalist ideology and are meant to be consumed. The anthropomorphism and the 
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feminization of the non-human animal body invite the viewer to the consume it and 

show the intersection of oppressions between non-human animals and women. 

     The position of the body and the interaction between the drawing and the linguistic 

messages add another level of consumption of the non-human animal body, one that is 

normally attached to a woman’s body : sexualization. The position of the body recalls 

the fragmented body of the Aubade advertisement. The feminized pig presents the menu 

while she turns around and shows her back. Three linguistic messages act as relays with 

the drawing of the pig. The expression “Best Butts in Georgia” written in big and bold 

letters communicates with the corresponding part of the drawing. “Juicy ” is a word 7

with a sexual connotation frequently used in such advertisements to point out the 

suggestive meaning of the advertisement. The sense of “hotsplits” remains difficult to 

discover as it is not a word that exists in the OED. The most credible hypothesis is that 

hot and splits have been compounded and “hotsplits” has been created on the same 

model of the word “hotdogs”. Hot obviously has a sexual connotation and split seems to 

designate the feminine sex or the area of the hips visible in the drawing. The linguistic 

messages act as relays with the drawing and the position of the pig to reinforce the 

suggestive and sexualized aspect of the advertisement. The sexualization of the non-

human animal invites the viewer to another level of consumption of bodies. 

     The second advertisement of this group (adv. 6) shows a non-human animal corpse 

wearing the same type of feminine clothing as the previous pig, but the non-human 

animal is dead and the corpse has already been prepared by a butcher. The feminization 

and anthropomorphism happen here on two levels ; the shape of the body and the pieces 

 OED Juicy, adj : Suggestive, esp. in a sexual way; piquant, racy, sensational. 7

Christelle Gaist �8



of clothing. On the one hand, the campaign demonstrates that the status of non-human 

animals and women intersects because the metaphor of women as pieces of meat 

functions in the viewer’s mind. On the other hand, the linguistic message “It’s not 

acceptable to treat a woman like one” act as an anchorage with the bloody piece of meat  

and tries to separate the way that we should treat non-human animal bodies and female 

bodies. The word “woman” designates a full entity and not only the body of a woman. 

The world “one” is used to designate the piece of meat and not a non-human animal as 

a full entity. “One” is impersonal and objectifying as it removes the uniqueness of the 

non-human animal. The image of a piece of meat which has previously been 

dismembered and skinned also objectifies the non-human animal, as the viewer barely 

knows what species of animal it is. This advertisement seems to incarnate what Carol J. 

Adams claims about liberal feminists who “perpetuate the distinction between humans 

and non-human animals” (Adams, Neither Man nor Beast). As the image mixes female 

and non-human animal bodies, the sentence disembodies the non-human animal and 

reincarnates the woman out of the image. Even if a non-human animal body and a 

female body merge in this campaign, it is to mark the clear boundary between the 

treatment of the two types of bodies ; the non-human animal body can be violated, 

killed and consumed.  

    Some advertisements selling meat attract the viewer at first with the idea of the 

sexual consumption of a female body while making the non-human animal bodies 

disappear from the advertisements. This third group (adv.7 and adv.8) pictures 

animalized female bodies and implies that with one non-human animal product, the 

viewer can consume both women and non-human animal bodies at the same time. The 
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two advertisements used in this group are meant to sell burgers ; the first was created 

for La Burguesa (adv. 7), a restaurant in Barcelona. The use of drawing in the 

representation of both non-human animals and female bodies leads to unrealistic, 

modified representations of their bodies, in order to sexualize and objectify them. In 

both the La Burguesa and Best Butts in Georgia advertisements, the drawing does not 

represent unique individuals, but an abstract representation of a feminized pig and a 

woman. They are not unique beings but symbolic and objectified ones ; they do not 

have access to any sense of personality. The use of comics adds some playfulness, 

lightness and sexualization to the representation, once again distancing the viewer from 

the real treatment of non-human animal bodies. Both advertisements show body 

positions that highlight sexualized parts such as the hips for the Best Butts in Georgia 

advertisement and the hips and the breast in the La Burguesa advertisement. Due to the 

use of drawing, the La Burguesa advertisement can take the sexualization further and 

presents a naked body without the fear of being censored. Drawing is used to modify 

non-human animal and female bodies and to accentuate the sexualization of selected 

body parts.  

    The advertisement of La Burguesa applies a representation to a female body which is 

normally used for non-human animal bodies, intentionally blurring the boundaries 

between the categories of women and non-human animals. The representation 

transforms the woman into a map, objectifying her and inviting the viewer to consume 

her body. Even if the comment by Elizabeth Grosz was destined to judge post-modern 

writings, it seems to be appropriate to this advertisement. “Real live women have been 

reduced to bodies which in turn have become texts. As texts, bodies are objects, 
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(thinking) fragments, or surfaces, to be inscribed, marked” (Twine, 37) The map 

representation used on non-human animals presents them in a profile posture. In this 

case, the woman’s pose is frontal, in order to show her feminine and sexualized 

attributes, as well as her attractive face. The woman is also positioned on a burger bun 

instead of the non-human animal body, reinforcing the inversion of roles and the idea of 

the consumption of her body. The representation normally used for non-human animal 

bodies is adapted to a woman body, in order to put her in the position of a consumable  

sexual object, distancing the viewer from the non-human animal body.  

     As seen before, the body of the woman is not animalized like non-human animal 

bodies are anthropomorphized. The animalization is more subtle as it works through 

styles of representation applied normally to non-human animals and through language. 

The linguistic messages that label the body parts act as relays with the parts of the map 

and blur the boundaries between the categories of non-human animals and women. The 

linguistic messages used to designate body parts can be divided into two categories. 

Some are used for human beings as well as for animals, such as “pecho ”, “pechuga ”, 8 9

“pescuezo ”, “cadera ”. Certain terms are used especially and only for non-human 10 11

animals : “brazuelo ”, “codillo , “culata de contra ”. The linguistic messages 12 13 14

 chest, breast8

 informal; tits, boob9

 neck10

 hip11

 shoulder12

 elbow13

 thigh14
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referring only to non-human animals shift the woman into the category of non-human 

animals. To conclude, the use of specific vocabulary only applied to non-human animals 

shows the blurring of the limits between women and non-human animals and 

participates in the animalization of the woman body.   

     The sexualization of the female human body is also achieved through the interaction 

between some words and the dotted lines that mark her body. Even if the body appears 

undressed, some linguistic messages possess meanings related to feminine pieces of 

clothing and to meat, and the lines of the map draw pieces of clothing on her body. In 

the stomach and hip areas, “falda” which means skirt and piece of meat and “liguera” 

which means garters are added to the body parts. As meat equals sexy in this 

advertisement, underwear and clothing connotations are mixed with body parts 

denotations. Furthermore, the combination of “chicha” associated with “liguera” means 

edible flesh and reinforces those sexual connotations. “Pecadillo” placed in the thigh 

area may refer to a minor misdemeanor, especially sexual misconduct. Finally, the 

dotted line draws a bra on this female body emphasizing once again this idea of the 

sexual consumption of her body. The body is dressed by means of linguistic messages 

referring to the sexual consumption of the body and to the consumption of meat.  

     The shape of the body comes from a eighteenth century painting realized by Goya. 

La Majas Desnudas is a symbolic painting in the Spanish mind and the body has been 

considered an idealized, attractive and beautiful one. The shape of the body working 

with the brand name “La Burguesa” acts as a subliminal message and is certainly meant 

to attract a certain social class of consumers : from the middle-class to a higher class. 

This work of art was one of the first nude paintings and was meant to be consumed 
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visually in private by the male gaze. La Burguesa’s representation of La Majas 

Desnudas becomes public here. The composition of the advertisement echoes the 

painting as the background is neutral and everything is displayed to focus on the female 

body which is offered to the gaze. The contrast of colors between the body and the 

background in the painting is repeated in the advertisement. The advertisement repeats a 

body shape which is perceived as ideal and which was first created for a cultivated male 

gaze, in order to attract a certain class of male consumers.  

     The last advertisement of the corpus pictures a bestialized woman in a western 

setting, holding a non-human animal prepared in a hamburger. The animalization of the 

female body is not realized through a reversed anthropomorphism or linguistic 

messages but through an animalized attitude in a specific setting in which non-human 

animals usually evolve. It is the only advertisement of the corpus in which the woman is 

consuming a non-human animal body, while her own body is meant to be consumed 

visually. In the cultural symbolics, the Western space is dominated by virile men. Non-

human animals are usually treated as objects or tools for recreation and women as 

sexual objects. In this advertisement, the woman has a fierce attitude, she is bestial. The 

position of her body is outstretched and she presents her muscles and breast in an 

effective manner. The position resembles that of La Burguesa advertisement. She seems 

to sweat and she eats the burger with the full mouth open. According to Richard T. 

Twine, “the human/animal boundary is conveniently shifted within certain contexts to 

allow the considerable cultural symbolics that the West has constructed in relation to 

animality to be applied to animalized humans” (Twine, 38). In this context, the woman 

replaces the non-human animal and has to be tamed by the male viewer. The woman is 
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animalized by a bestialized representation and placed in a context in which non-human 

animals are treated like objects or tools for recreation. She is herself consuming non-

human animal bodies, emphasizing the idea that both women and non-human animal 

bodies are meant to be consumed.  

     In conclusion, the intersection between non-human animals and women’s 

oppressions clearly appear through those representations which lead non-human animals 

and female bodies to become consumable objects. The first campaign shows that non-

human animal and female bodies can be manipulated through modified bodies and 

linguistic messages for the needs of patriarchal capitalism. The second group of 

advertisements uses fragmentation, removing the personality and transforming non-

human animals and women into manipulable and consumable objects. The sexualization 

of those body parts helps the viewers to place themselves in the position of the subjects 

and consumers. Then, the third group pictures the anthropomorphism and the 

feminization of non-human animal bodies which are meant to be consumed. The 

linguistic messages act as an anchorage with the visual representation to focus on the 

idea of the sexual consumption of the non-human animal body. The metaphor of women 

as pieces of meat functions through advertisement number five. Finally, the 

animalization of female bodies happens through representations and vocabulary 

specifically applied to non-human animal bodies or in a context in which non-human 

animals evolve. The main goal of Ecofeminism is to show that different kinds of social 

oppressions function in a similar pattern and that they are all interconnected. To realize 

that we tend to depict and oppress non-human animals in the same way that we oppress 

women could give keys to saving the environment.  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