The Human Cost of War: Offensive and Inappropriate?
By John Friedrich and James Seligman

In response to an invitation by MoveOn to participate in its “Obama in 30 Seconds” Ad contest, we created an ad to cast light on the enormous human cost of the Iraq War, which is scrupulously shielded from our eyes by the mainstream media. The reality of war for the Iraqi people is perhaps the most denied and avoided story in our society.

To illustrate the point, we chose to show images of Iraqi children  injured by the violence, as well as U.S. flag-draped coffins that George W Bush has forbidden a compliant press from photographing. In the background, John McCain tells Tim Russert that Americans would support keeping troops in Iraq for another 100 years, “as long as Americans aren’t dying.” Does he really take us to be that gullible, or assume we share his seemingly callous disregard for non-American lives? 

As a counterpoint, Barack Obama is shown saying: “What is called for, is that we do unto others as they do unto us. I am running for the Presidency of the United States of America to seek a new dawn of prosperity and peace for our children, and for the children of the world.”

Two days after staying up all night culling through heart-wrenching pictures and video clips before submitting our ad, we received the following message from MoveOn: "The Submission contains material that might be considered offensive or that is not appropriate for a general audience.” In a word, our ad was censored.

To view the ad: 
 HYPERLINK "http://www.youtube.com/watch?v=RmG_USeowOQ" \t "_blank" 

http://www.youtube.com/watch?v=RmG_USeowOQ

We created the ad not to offend anyone's sensibilities, nor to present bloodshed in a gratuitous, callous or otherwise “inappropriate” way, such as is presented 24/7  in movies, video games, on the internet and in countless forums available to American children.  To the contrary, as parents, the disturbing images of victimized infants, toddlers, young children and grieving Iraqi parents moved us to do more to end the madness. We hoped the ad would have a similar affect – not a numbing shock, but a prod to action.   

We understand that showing stark images of the consequences of the Iraq War may invite a backlash from some quarters. But whatever backlash or political heat that may be generated pales in comparison to the grief of one Iraqi or American parent who has lost a son or daughter to this tragic national misadventure. 

Images, often far more graphic than those presented in our ad, are regularly available to television viewers in the Middle East and throughout Europe. This may help explain why it has taken so much longer for our public to turn against the war than it did people who were not shielded from the “offensive and inappropriate” truth of this war. 

Recall that the denigration of human beings at Abu Ghraib was hidden from public view until offensive pictures of inappropriate prison guard behavior shocked the world and led to swift changes. Recall too. that it was pictures sent from the battleground in Vietnam, night after night, that provoked the mainstream of America to join those who had long been calling for an end to that tragic war. The Pentagon learned its lesson, and beginning with the Gulf War in 1991 the human cost of war has been heavily censored. It is a strategy that appears successful: a poll released on April 21, 2008 finds that the Iraq War has dropped to fourth among the concerns of Americans.

Complicity in shielding American eyes from the "offensive and inappropriate" images of the human cost of the Iraq invasion and occupation may in turn help to prolong the suffering of the Iraqi people. For people who have already paid dearly with their lives, their limbs, their land and their culture, that would constitute an offense of the highest order. 

Ultimately our ad is intended to help open our eyes to what has been done in our name, with our tax dollars, while contrasting the vastly different perspectives of John McCain and Barack Obama. It is about hope that we, working together with Barack Obama, can create a world where we do unto the world’s children as their parents would do unto ours; and that we create a world of prosperity and peace for our children, and for the children of the world. 

To view the ad: http://www.youtube.com/watch?v=RmG_USeowOQ
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