
 

To PETA, killing a Jew is like throwing a chicken on the grill 
by Morgan Seiff 

 
To call attention to an issue in a provocative way is one thing; to minimize the murder of 
millions is another entirely. 
 
In 2003, PETA launched “Holocaust on Your Plate,” an ad campaign promoting public 
awareness of animal cruelty. PETA thought it would be a spectacular idea to shed light 
on the horrors of the meat industry by comparing said horrors to the Holocaust. 
 
The campaign consisted of a series of collage-like displays. 60-square-foot panels 
decorated cities across the world, from San Diego to Berlin.  
 

 
 
Each display juxtaposes images of animals and Holocaust victims. Next to a photo of 
young pigs sitting behind bars, a group of stripe-shirted Jewish children stares from 
behind the barbed fence of a concentration camp. Next to a photo of stacks of chickens 
in cages, Jews are crammed into bunkbeds in the Buchenwald death camp. Next to a 
photo of a starving cow are two completely naked, emaciated Jewish men. Immediately, 
without even reading the text, we perceive a visual comparison. 



 

 
A red, white and black color scheme is used in conjunction with a bold, jagged font, 
evoking the Nazi flag. The red, in particular, jumps out amongst the ads’ neutral tones. It 
commands the viewer’s attention with an awful urgency. Our eyes are immediately 
drawn to it.  
 

 
 
The red is symbolic: it is the only element that bridges the divide between human and 
animal. The red represents the only thing these two victims have in common: the human 
and animal both bleed red.  
 
Essentially, the red represents both the blood of cattle and the blood of my ancestors.  
 

 
 



 

In the above photo, Nobel Laureate and Holocaust survivor Elie Wiesel saw himself. 
And I don’t mean figuratively. During his visit to California, he was disturbed to identify 
his own face on one of the many banners released by PETA. 
 
Imagine how used he must have felt to see himself at his most vulnerable on public 
display for an effort he did not support. 
 
PETA had no idea Wiesel was pictured. The organizers did not even care enough about 
the victims to research the photos they were using; they were probably all assumed to 
be dead. To PETA, the Jewish victims are an abstract, a political pawn. Not potential 
survivors with autonomy and strength. Not people. 
 
Rather than humanizing the animals’ suffering, PETA dehumanizes the Jews. 
 

 
 
The image above is one of the few in the “Holocaust on Your Plate” campaign that adds 
text outside the red border. It states, “During the seven years between 1938 and 1945, 
12 million people perished in the Holocaust. The same number of animals is killed every 
hour for food in Europe alone.” 
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PETA uses these numbers in an attempt to appeal to our logic. It makes us think, “Wow, 
more animals die per hour than total people in the Holocaust!” 
 
It implies that animals are not only similar to Holocaust victims, but they have it worse. 
 
Despite the obvious ethical concerns, the campaign is inarguably effective. In seconds, 
the visuals alone convey a bold, emotional message and evokes awareness and 
thought, constituting a successful billboard campaign. It uses negative emotional appeal 
to make you sympathize with the animals that we disregard every day because the 
horrors of the meat industry have become normalized. The campaign is shocking. It is 
edgy. It is blunt. 
 

 
 
And if there’s one thing PETA is known for, it’s getting people’s attention, usually 
through grand controversy. On their official website, PETA addresses this specifically on 
a page entitled “Why does PETA use controversial tactics?”:  
 

“PETA must rely largely on free ‘advertising’ through media coverage ... It is 
sometimes necessary to shake people up in order to initiate discussion, 
debate, questioning of the status quo, and, of course, action. Thus, we try to 
make our actions colorful and controversial, thereby grabbing headlines 
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around the world and spreading the message of kindness to animals to 
thousands—sometimes millions—of people.” 
 

PETA has become notorious for these attention-grabbing schemes. Over the years, it 
has gotten itself in trouble for its offensive ads, diminishing their credibility. 
 
At first, this seems oddly noble. PETA is so dedicated to spreading awareness of animal 
cruelty that it is willing to sacrifice its own reputation. But at whose expense? 
 
Jews’ expense. 
 
Even if few see PETA as credible, it remains a household name. As of 2016, they have 
over $67 million in total revenue to do with whatever they like; their videos, which 
included “hard-hitting” ads, have received over 1 billion views. They have the money, 
notoriety, and power to release persuasive and ethically questionable propaganda to a 
massive audience. 
 
Here’s an example of an advertisement that does something similar. 
 
This clip is from a Nazi pseudo-documentary called Der ewige Jude (The Eternal Jew), 
intended to turn German public opinion against the Jewish people. The filmmaker 
equates the Jewish diaspora to a rat migration by switching from skin-crawling shots of 
a horde of rats to a crowd of Jews. The film visually implies that Jews and animals are 
equal. Just like the PETA ad campaign, it is shocking. It is edgy. It is blunt. 
 
And it was so effective that it facilitated the murder of 6 million of us. 
 
To this day, some reckless animal rights activist are imitating PETA and equating the 
meat industry and the Holocaust.  
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“Sorry but to me there is no difference between a Jew or a pig” 

 
PETA has the power and influence to spread these ideas, and idiots like the person 
above will take them and run.  
 
Do you see how this is extremely disconcerting to Jews like me? 
 
Drs. June Cotte and Robin Ritchie of the Association for Consumer Research say, 
“Despite this widespread belief in the attention grabbing properties of negative-emotion 
appeals, several informants cautioned that failure to vary the type of emotional 
appeal used could actually contribute to consumer desensitization to certain 
images.” 
 

http://www.acrwebsite.org/volumes/v32/acr_vol32_30.pdf


 

Desensitization to human genocide is dangerous, and I shouldn’t have to explain 
why. 
 
“I am not afraid of forgetfulness,” said Wiesel in response to the campaign. “I am afraid 
of banalization, trivialization, and this is part of it.” 
 
The generation of Holocaust survivors is dying. Wiesel died last year. Soon, they will not 
be able to speak out. Therefore, we must be on guard: we must never again allow 
room for the Nazi mindset to manifest. We must take seriously the trials of the 
Holocaust victims. We must honor their legacy. And this... 
 

 
 
...is NOT honor. 
 
I refuse to let the discriminate murder of my ancestors be equated to throwing a 
chicken on the grill. 
 
I refuse to let the attempted annihilation of my people to be trivialized.  
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