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his ad for Armstrong tires depicts a burly, 
brash rhinoceros slouching somewhat 
tauntingly, hat askew, and cigar in hand. He 

looks like a Hollywood gangster. “Really,” the 
rhinoceros seems to say, “you’re going to 
question my toughness?”  
 The slogan “None Tougher” appears as the 
headline of the ad, intended to sell durable tires 
to American consumers. Armstrong’s advertising 
strategy meshes a presumed toughness of 
rhinoceros skin with an imagined toughness of 
rhinoceros personality. Yet the imagined 
“personality” of this rhinoceros has more to do with 
a stereotype of a car salesman or auto 
mechanic than of actual rhinoceroses. He is 
made human through bipedalism, clothes-
wearing, and cigar-smoking. This is, in fact, a very 
human version of toughness; it says nothing about 
the natural traits of rhinoceroses that might make 
them good examples of robustness.  
 Armstrong’s advertisement is selling both 
nature and artifice. First, the product itself, Rhino-
Flex tires, are constructed from rubber. Rubber is 
a natural product, though it is likely that Armstrong 
also used artificial ingredients available at the 
time, perhaps even artificial rubber. While they 
make no claims to the tires’ composition, they 
use a second natural product as a sales pitch: 
rhinoceros skin. The tires are not made from rhino 
skin   nor,    as   far as we can tell, do they directly  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
mimic (as today’s biomimicry might) its 
construction. The comparison is presumptuous. 
Yet Armstrong’s illustrator makes the point. Look at 
the tires lined in a neat row of increasingly deep, 
rugged traction. Then move your eye to the right 
hip of the rhinoceros. His skin is pocked and 
wrinkled and has warts that visually resembles the 
most rugged of the tires (the one at far right). Here 
is the image of rhino toughness the consumer is 
meant to buy—figuratively and literally.  
 While this gangster rhino appears as a 
character in several ads, Armstrong’s logo for 
Rhino-Flex tires is the smaller rhinoceros seen on 
the top of the tire rack. Represented here is a 
comparatively younger, more jubilant member of 
the species. It is engaged in a carefree jaunt, its 
tail bouncing in the breeze, its mouth turned 
slightly upwards in a smile. This rhino, known as 
“Tuffy,” appeared printed on several marketing 
products such as ashtrays, paperweights, and 
patches, and despite its name hardly conveys 
toughness. The fiction of the ad creates a world in 
which a rhino salesman uses another rhino image 
to sell tires. Tuffy is a rhinoceros representation 
within a world of personified rhinoceroses. Is the 
larger one the real rhino? Or is the logo? 
 And which is really selling the tires? While 
the tough rhino glares at the viewer, Tuffy, smiles. 
From toughy to Tuffy, the admen cover all their 
bases.    They     convey    the   durability of Rhino- 
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Rhinoceroses are rarely anthropomorphized making this American magazine advertisement from the 1950s an 
unusual specimen. Armstrong, a rubber and tire company, found the tough exterior of rhinoceroses the prime 
comparison for its most durable automobile tires, dubbed “Rhino-Flex.”  
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Flex tires and employ a charismatic image of an 
animal to ensure likeability.  
 So where is the animal in this animal ad? 
Why not just depict a real rhino looking as if he 
were about to charge the viewer? Would that not 
convey toughness? Perhaps Armstrong could not 
commit to a realistic rhinoceros representation 
because it would be too real. The destruction of 
rhinoceros   habitat,  in part for rubber plantations,  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
decreased rhino numbers throughout the 
twentieth century.[i] Thus, Armstrong had to 
separate product from its place of origin. The 
rhino image, perhaps unwittingly, is both tribute 
and façade. By not showing anything resembling 
a real rhino, consumers disassociate product and 
place. Yet the product itself is a tribute to the 
genius of nature, wanting to replicate the skin of a 
rhino as industrial product. 
  

	
  

Keith Ward 
Armstrong Rhino-Flex Tires, 1953 
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Referring to real rhinos might have also forced 
Armstrong to confront the actual vulnerability of 
the species. Rhinoceroses may have tough skin 
and confrontational attitudes (though their 
charges are usually bluffs), but they are 
increasingly unable to survive in the wild. They are 
extremely susceptible to environmental changes, 
breed slowly, and despite legal protections suffer 
from excessive poaching. What is most striking 
about this advertisement is that it promises traits--
longevity, durability--that rhinos, in fact, do not 
possess. The irony is further evident in the ad’s 
subtitle: “unconditionally guaranteed!” What can 
a vulnerable animal guarantee? The ad is ripe 
with denial about the destructive relationship 
between nature and technology. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Notes    
 
[i] Dinerstein, Eric 2003. The Return of the Unicorns: The Natural History 
and Conservation of the Greater One-Horned Rhinoceros. New York: 
Columbia University Press and Martin, Esmond and Chryssee Bradley 
1981. Run Rhino Run. London: Chatto & Windus. 

 
 
 
 
 
 
 
Kelly Enright is the author ofThe Maximum of Wilderness: The Jungle in 
the American Imagination, Osa & Martin: For the Love of Adventure, 
and Rhinoceros. She has a doctorate in American history and a 
master’s in museum anthropology. Her work focuses on portrayals of 
nature in American culture, human-animal relationships, museums, 
explorations, and travels. 
 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



1	
  

Antennae 
       Issue 23 - Winter 2012	
  

 
  ISSN 1756-9575	
  

 Marketing Animals 
Adele Tiengo and Matteo Andreozzi – Eat Me Tender / Barbara J. Phillips – Advertising and the Cultural Meaning of Animals / Adele Tiengo and Leonardo Caffo – 
Animal Subjects: Local Exploitation, Slow Killing  / Claire Molloy – Remediating Cows and the Construction of Ethical Landscape / Concepcion Cortes Zulueta – His 
Master’s Voice / Cluny South – The Tiger in the Tank / Iwan rhys Morus – Bovril by Electrocution / Louise Squire  – The Animals Are “Breaking Out”! / Gene Gable – 
Can You Say, “Awww”? / Sonja Britz – Evolution and Design / Hilda Kean – Nervous Dogs Need Admin, Son! / Katherine Bennet – A Stony Field / John Miller -- Brooke’s 
Monkey Brand Soap / Sunsan Nance – Jumbo: A Capitalist Creation Story / Kelly Enright – None Tougher / Linda Kalof and Joe Zammit-Lucia – From Animal Rights and 
Shock Advocacy to Kinship With Animals / Natalie Gilbert – Fad of the Year / Jeremy Smallwood and Pam Mufson by Chris Hunter – The Saddest Show on Earth / 
Sabrina Tonutti – Happy Easter / Bettina Richter – Animals on the Runway / Susan Nance – ‘Works Progress Administration’ Posters / Emma Power -- Kill ‘em dead!” 
the Ordinary Practices of Pest Control in the Home 



2	
  

Editor in Chie f  
Giovanni Aloi 

Academic Board 
Steve Baker 
Ron Broglio 

Matthew Brower 
Eric Brown 

Carol Gigliotti 
Donna Haraway 

Linda Kalof 
Susan McHugh 
Rachel Poliquin 

Annie Potts 
Ken Rinaldo 

Jessica Ullrich 

Adv isory Board 
Bergit Arends 
Rod Bennison 
Helen Bullard 

Claude d’Anthenaise 
Petra Lange-Berndt 

Lisa Brown 
Rikke Hansen 
Chris Hunter 
Karen Knorr 

Rosemarie McGoldrick 
Susan Nance 
Andrea Roe 

David Rothenberg 
Nigel Rothfels 
Angela Singer 

Mark Wilson & Bryndís Snaebjornsdottir 

G loba l Contr ibutors 
João Bento & Catarina Fontoura 

Sonja Britz 
Tim Chamberlain 

Concepción Cortes 
Lucy Davis 

Amy Fletcher 
Katja Kynast 

Christine Marran 
Carolina Parra 

Zoe Peled 
Julien Salaud 
Paul Thomas 

Sabrina Tonutti 
Johanna Willenfelt 

Copy Edi tor 
Maia Wentrup 

Antennae 
The Journal of Nature in Visual Culture 


