
From "Mr. Black" to 

1 Mr. Black ... 
builder of better beef 

"Angus bulls give you 
moreN.. . 

Wrote it All 
by Lori Riffel 

H arry Barger is a name not many 
may be familiar with, but Angus 

breeders, commercial cattlemen and 
others have repeatedly seen his work 
for the last 33 years. 

Barger, who lives in Oklahoma City, 
has played the man-behind-the-scenes 
role as the American Angus Assn.'~ ad- 
vertising consultant from 1951 to 1984. 
He was responsible for designing and 
writing copy for the ads used in agri- 
culture publications to promote Angus 
cattle. 
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His first series created a momentum 
for the Angus breed that proved the im- 
pact advertising has on the buying pub- 
lic. Titled "The Blacks . . . builders of 
better beef' it included six ads which 
featured Mr. Black, Mother Black, Miss 
Black, Black Boy and Baby Black and 
an ad that included the whole "family." 
Barger points out that this series had 
two purposes. 

"The cattle were called Aberdeen- 
Angus then, and were considered by 
many Midwesterners as 'fancy, Eastern 
cattle.' These initial ads were designed 
to get people to feel at home with the 
Angus breed. Instead of calling them 
Aberdeen-Angus, we just called them 
'Black cattle' at that point. Second, we 
wanted to popularize the cattle," says 
Barger. 

The successful "Black family" series 
ran for approximately two years and 
won a national award over all other 
breed association advertisements, but 
it was not Barger's first piece of work 
for the Association. 

Barger has an agricultural and jour- 
nalism background and pursued stud- 
ies in that area at the University of Mis- 
souri. The Arrow Rock, Mo., native 
took special interest in advertising and 
marketing and, after serving in World 
War 11, took a position with Ralston Pur-. 
ina in the chow division. In 1949, he 
joined the Sherman-Marquette advertis- 
ing agency in Chicago, first as a copy 
writer before advancing to account ex- 
ecutive. 

Frank Richards (then the secretary of 
the Association) and Lloyd Miller (then 
director of information) hired Barger in 

1951 to assist the Association in estab- 
lishing an advertising program to 
broaden their base, to get Angus all 
over the country. Barger was looking 
forward to this account with special in- 
terest since during his career he and his 
brother would operate their own regis- 
tered Angus cow herd. 

The word was go, and Barger first 
turned out a promotional booklet en- 
titled 'Blacks Breed Better Beef.' He 
had previously discovered the talents of 
Frank C. Murphy, who did the art work 
for the first booklet. 

I was handling the Full-o-Pep feed 
account at the agency and Frank was 
doing work for Quaker Oats Co. I had 
designed a series of dairy heads of 
every breed for Hoard's Dairyman and 
Frank did those paintings," says Bar- 
ger. 

Made a good team 
In fact Frank Murphy did every paint- 

ing ever done for the Association ex- 
cept for the Mr. Black portrait in the 
first ad series. He later updated it, too. 

"We had the world's best livestock 
artist," says Barger in a triumphant 
voice. He added that Murphy's work 
with the Association's advertising was 
never matched by any other associa- 
tion. 

Barger is quick to add that the de- 
velopment of each series was an effort 
of teamwork. 

ANGUS FEEDERS BOOST 
YOUR EARNING POWER 

"It was never a one-man job. Lloyd, 
Frank, Bob Snyder (former Association 
public relations director), and later 
Keith Evans each had a lot of the in- 
put, new ideas. I was more behind the 
scenes-the way I preferred to work," 
says Barger. 

Barger, along with three partners, 
purchased the Sherman-Marquette 
agency when the forenamed retired in 
the late 1950s. The company was re- 
named Baker, Tilden, Bolgard and Bar- 
ger. Barger later joined Wilson Foods, 
then known as Wilson & Co. Inc., in 
1959 as advertising and sales promo- 
tion manager of meats, sporting goods 
and the chemical and pharmaceutical 
division. 

Barger produced for Wilson & Co. 
sporting goods the first televised golf 
tournament in Palm Springs, Fla. He 
later did the first color telecast at the 
Tournament of Champions in Las Ve- 
gas, using Red Skelton's color equip- 
ment. During this period of time Barger 
also created the second series of Angus 
ads. 

Called the investment series, the 
campaign would be used again and 
again and modified over the years, al- 
ways stressing the word 'investment' 
and relating it to Angus cattle. 

' I  wrote copy to stimulate breeders," 
says Barger. The message of advertis- 
ing was coming across and, in the wake 
of the early 1960s, Angus numbered 
more than 3.25 million head and they 
were no longer just an 'Eastern breed.' 
Early ads such as the investment series 
emphasized the basic assets of the 
breed. 



"The ads have stressed the same 
points over the years, but in different 
ways," says Barger. "Initially we put 
more emphasis on the polled trait and 
breeding your herd black. We drama- 
tized the fact they are naturally polled." 
The investment series also impressed 
upon readers the gentleness of the An- 
gus breed expressed by Murphy's art 
work. 

Media coverage included the Dro- 
ver's Journal, Western Livestock Re- 
porter, The Cattleman and other re- 
gional and state papers; many of which 
still are used today for the Association's 
advertising. 

"We were consistent in the media, 
but we could never have frequency be- 
cause we covered so many areas," ex- 
plains Barger, "so we kept coming back 
with the same series for two or three 
years at a time." One color (red) was 
added to the second series of invest- 
ment ads and soon thereafter the mot- 
to 'They're Worth More if They're 
Black' was also added and printed on 
each ad in a series for several years. 

Barger was very journalistic in his 
style and design, and his copy. content 
clearly used cowman's language. 

' I  was a great one on using topogra- 
phy, subheads and short sentences," 
Barger comments, "I always stressed 
easy-to-read copy and open lines." 

He began incorporating facts and 
statistics into his copy, too, borrowing 
from farm publications, colleges and 
the U.S. Meat Animal Research Center 
at Clay Center, Neb. 

Barger continued to expand his own 
career. He was named a vice president 

of Wilson & Co. in 1964, a member of 
the board of directors in 1968, execu- 
tive vice president in 1970 and senior 
vice president in 1973. 

Better ad reproduction 
With improvement of ad reproduc- 

tion through technology, variability of 
printing could be used at a minimum. 
In a later series emphasizing market- 
toppers, Barger had the ads printed in 
reserve black and white. In addition, he 
moved the animal to the lower half of 
the page with copy above it. This was 
done simply for a change of appear- 
ance. 

I always kept the animal (or the 
product) as the center of attention," 
says Barger. The next big step was the 
use of photographs in the ads. 

"By using pictures, the ads became 
actual, more realistic," says Barger. 
"One of the problems we had before 
printing methods changed was taking 
a black cattle picture and getting repro- 
duction with any shape to it." 

Help determine type 
"All the way through there were in- 

ternal fights on (ideal or typical Angus) 
type, size, etc. S o  the Association 
settled on a type and then we would go 
out and picture it," says Barger. 

"Part of the advantage of pictures 
was that a picture is still worth a thou- 
sand words," he adds, explaining how 
much easier it was to attract the atten- 
tion of readers, commercial cattlemen 

for instance, when they could see the 
type of cattle they would want. "As you 
do a series of those, generally they get 
more of an impression that this is the 
type Angus are now," he says. 

If the pictures weren't present mater- 
ially, Barger's brother Cecil (of Chicago) 
for the last 17 years created "pictures" 
over the airwaves, writing radio adap- 
tations from the print copy to make the 
same points in radio commercials. 

"Advertising is like little steps going 
up to a goal," says Barger. "It is a ma- 
jor decision. But it builds over a period 
of time and becomes more convincing 
over that period of time. So it really 
doesn't ask for immediate action-the 
immediate action comes from the 
breeder's advertising and his personal 
selling and the fieldman's selling." 
Always active 

Harry Barger "retired from Wilson 
Foods in 1977, but continued on as the 
Association's ad consultant until 1984. 

"It is one of those very satisfying 
things in life-really seeing it (the As- 
sociation) progress and dealing with 
ranchers and farmers who are the finest 
people on earth," reflects Barger. 

Throughout the 33 years Barger al- 
ways kept the Association account 
close at hand, almost considering it a 
personal hobby. He continually jotted 
down new ideas for copy, headlines and 
layout design when the thoughts came 
to him. 

"Even though 1 was involved in many 
different business endeavors, I main- 

Why should you buy 
an Angus bull now? 

tained the Angus advertising during all 
that time. It was a true love to me," 
concludes Barger. Â£ 

Angus bulls help reduce 
calvinq problems 


