Pauline
Veggie Love

Background music poured in and a brown-haired chic appeared on the screen.  Her slim fingers held a wineglass filled with amber-colored liquid.  Beside her bubble butt covered with thinly see-through silk gown, glittering candle-light overflowed the white teapoy in the living-room.  Another pretty girl in very little clothing walked straight into a room with French windows.  The next scene shows a blonde in an ink-green wind-breaker with a bag in her arm; it seemed like she just finished a hard-working day and was ready for some relaxation.  Then there appeared another black-haired hottie in bathrobe who seem to be getting ready for a delightful bath.  A series of quick shots brought out the scenes in which each of these spicy girls dropped their clothes, with only underwear remaining on their tanned, gorgeous sexy bodies.  Another series of flashes presented the women taking different “intimate” actions with a variety of vegetables, including licking a pumpkin, touching breasts while eating broccoli, putting a pumpkin between legs, rubbing the pelvic region with a pumpkin, screwing oneself with the broccoli, holding the asparagus over the lap as if ready to insert into the vagina, licking the eggplant, rubbing the asparagus on breasts and playing with vegetables in a water-fulled bathtub.  What did this video want to say?  In fact, this video was interlaced with two slogans claiming “studies show vegetarians have better sex” and “go veg.”   It was the advertisement titled “Veggie Love,” shot by PETA (People for the Ethical Treatment of Animals) for the purpose of encouraging more and more people to become vegetarians.  The ad was banned from airing in Sunday’s Super Bowl telecast on NBC.  The interactions between those girls and vegetables mentioned above were actually the reason given by NBC to support their rejection of the ad.

Let's examine the ad again and try to analyze what really lies behind the ad.

Too little clothes on the girls?  Well, simply compare with the contestants in the most popular TV talent show America's Next Top Model which surely included a bikini competition.  In comparison, the underwear in the ad were much more conservative.  Too prurient for the numerous audience who might be indistinguishable on the question of age?  There were plenty of sexual scenes thatimplied the love-making progress more directly in the daily American TV programs.  Then what was wrong with “Veggie Love?”  What really was the big deal?

Firstly, the protagonists in the ad were all vegetables, and those sexy women were the most appropriate foils without doubt.  This arrangement was the root that made the ad a serious deal.  It not only broke people's stereotypes towards sex which were supposed to be played only by men and women, but also insolently spotlighted the existence of vegetables in sex and provided a brand new, crazy sexual fantasy that people had never thought before- the conception of making love with vegetables.  Then the vegetables would be much more than food but would become sex objects that were cheap and readily accessible.  Even cooking would become licentious.  From nothing special to sexually symbolic, from unnoticeable to conspicuous, vegetables had obviously expanded their territory in suggesting the possibility of making love with vegetables in the ad.

Moreover, none of the settings in the ad were “traditional” places that people might assume to enjoy sex.  For instance, the places in the video were living rooms, bathrooms, chairs, or the floor, but no bedrooms.  Romantic items such as candlelights, wines, lubricating oils, and hot water were prepared for people and their beloved vegetables.  Through a chain of powerfully impressive insinuations, vegetables had become sexually unavoidable in everyday life.  Since vegetables could be seen and touched easily in the daily routine, whether in the markets outright or the kitchens privately, the reclamation of an enlarging sexual area disturbs the normal sexual order and challenges the general notion about sex by means of arousing both people's curiosity and sensibility at the same time.  This was probably the exact result PETA longed for.  

As long as the intention of urging people to become vegetarians succeed by grabbing the headlines (a true, shining advertisements for free!), the ban from NBC broadcast would do no harm to the ad; instead, it would even bring extra benefits such as the increasing attention from the society after all.  This was probably not the exact result PETA was hoping for.
