
O pen any live s tock publ i c a ti on , a n d
t h ere are pages and pages of

adverti s em ents — many of wh i ch look the
s a m e . E ach ad costs approx i m a tely the same,
but their va lues ra n ge ac ross the boa rd .“Th e
best ad re adership is som ewh ere aro u n d
3 0 % - 3 5 % ,” s ays Keith Eva n s , m a rketi n g
profe s s i onal and form er Am erican An g u s
As s oc i a ti on director of com mu n i c a ti on s .“ If
one ad gets 5% re adership and the other get s
35% re aders h i p, you can see how mu ch more
va lu a ble that is.”

Advertising is perhaps the most com m on
s o luti on to the sell er ’s ch a ll en ge of m a k i n g
his name known to his custom ers .“Th e
i m port a n ce of advertising for a produ cer is
to put his name and program in front of
po ten tial buyers ,” s ays Ch eryl Ox l ey,An g u s
Produ cti ons In c . ( A PI) adverti s i n g /
produ cti on manager.“ He’s in business to be
in bu s i n e s s , so every marketing move he

m a kes should be ge a red tow a rd drawing in
that bu s i n e s s .”

Evans says ,“You want to devel op top - of -
mind aw a ren e s s . Wh en people in yo u r
m a rket area think of Angus cattle, you want
t h em to think of you first and favora bly.”

P l a n n i ng is e ve ry t h i ng
The first step in cre a ting any ad or publ i c

rel a ti ons program is planning caref u lly and
t h oro u gh ly.“ I ’d like to see adverti s ers sit
down a year before they start their new
advertising progra m s , dec i de wh ere they ’re
going to adverti s e , m a ke a bu d get , and dec i de
wh en they need to advertise and wh en they
n eed to do some public rel a ti ons work ,”
Evans ex p l a i n s .

For advertising to be su cce s s f u l , Deb
Norton , pre s i dent and cre a tive director of
Gra phic Arts of Topeka In c . , s ays produ cers
must think abo ut what advertising wi ll do for

t h em .“What are your goals and
obj ective s , and what are yo u r
ex pect a ti ons for re sults for an
advertising campaign ? ”

A com m i tm ent from the
produ cer is essen ti a l , s ays Norton ,
who has 30 ye a rs of l ive s tock
advertising ex peri en ce .“I can
s pend hours and hours devel op i n g
the very best stra tegic adverti s i n g

c a m p a i gn that I can, but unless there is a
l on g - term com m i tm ent from that produ cer
to see it to fru i ti on , it has no ch a n ce of
su cceed i n g.

“Wi t h o ut a plan,” she con ti nu e s ,“a ll yo u
h ave is an ad that prob a bly isn’t going to do
mu ch for you lon g - term .”

Evans says the first step to planning is to
determine your market are a .“ If yo u’ve got 10
bu lls to sell and a few fem a l e s , yo u’re
prob a bly going to do that within 25-50 miles
of h om e .”

If a cattlem a n’s market area is that small ,
advertising in nati onal publ i c a ti ons may not
be econ om i c a l .“Your advertising and yo u r
prom o ti on would be done first in that
pri m a ry market are a ,” Evans says ,“and then
your business can expand as incre a s ed sales
perm i t .”

Af ter determining your market are a , Eva n s
su ggests examining all the po s s i ble ways to
com mu n i c a te with po ten tial custom ers , su ch
as farm rad i o, l ocal news p a pers , n ews l et ters
or other direct mail. Use the media that
re aches the most po ten tial custom ers at the
most econ omical pri ce s .

Produ cers should stu dy any po ten ti a l
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@A b ove : Ma jor cha nges f rom ad to ad are detrimenta l
to a pro d u ce r ’ s ma r ke t i ng effo rts, says C h e ry l Oxle y,
API ad ve rt isi ng / p roduction ma na ge r. Co nsiste n c y is
ke y to su ch ma jor ad ve rt isi ng ca m pa ig ns as t h ose pro-
m o t i ng Ma r lb o ro® and Co ca Cola®, she points o u t.
“ Co nsiste n c y can rea ll y lend itself to ga t h e r i ng an au-
d i e n ce. It le n ds cre d i bil i t y to an ad ve rt iser when he’s
go t a co nsiste n t p ro g ram, a co nsiste n t m essa ge. T ha t
e n co u ra ges p e o ple to look a t h isad ve rt is e m e n t s . ”

@R ight: With so ma ny pa ges in a ma ga zine, there ’ s
o nl y a spl i t s e cond to stop read e rs and enga ge them in
an ad, says Deb Norton, presi d e n t and crea t i ve dire c to r
o f G ra p h i c A rt s o f To p e ka. “Ma ny ads a re exa c t l y t h e
same. I wa n t t ha t ad to hit me between the eyes . ”

@“ A t b est, onl y a third of a ma ga zi n e ’ s
read e rs see your ad ea ch time it a pp ea rs , ”
says Keith Eva ns, ma r ke t i ng pro fessi o na l.
T ha t ’ s w hy i t ’ s i m p o rta n t to ad ve rt ise sev-
e ra l t i m es .
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p u bl i c a ti on’s or med iu m’s audien ce , Ox l ey
s ays . “ Ma ny adverti s ers want to re ach the
com m ercial produ cer and not the seed s tock
produ cer nece s s a ri ly, wh i ch en co u ra ge s
d i f ferent media sel ecti on s . Produ cers need to
k n ow their audien ce , as well as the
p u bl i c a ti on’s re ach .”

Ox l ey recom m ends that a produ cer start
gradu a lly in put ting his or her name in fron t
of peop l e . S t a te coopera tive advertising page s
or less-than-full - p a ge ads can be excell en t
tools for this proce s s .

“G et your regi onal manager to help yo u
with your campaign , wh ere you should place
your advertising and how you should spen d
your do ll a rs ,” she says . Regi onal adverti s i n g
can be com p l em en ted with ra n ch brochu re s
or po s tc a rds devel oped by A PI ’s Spec i a l
Servi ces Dep a rtm en t .

T i m i ng
A com m on mistake many cattlem en

m a ke , Norton says , is on ly advertising wi t h i n
a 90-day wi n dow before a sale, l e avi n g
t h em s elves of f the map for the rest of t h e
ye a r.“Any other time of the ye a r, n obody
h e a rs from them ,” she says .“Th ey have no
w ay of c re a ting brand equ i ty.”

She recom m ends produ cers focus on thei r
programs and gen etics in ads thro u gh o ut the
ye a r, t h en focus more heavi ly on the sale 90
d ays before the even t . Af ter building a
progra m’s rep ut a ti on du ring the rest of t h e
ye a r, a produ cer can focus on specific lots or
gen etics du ring this wi n dow.

Bu d get your advertising progra m . Kn ow
h ow mu ch you can afford to invest du ri n g
the coming year before you start buyi n g
advertising space . Some people use a
percen t a ge of t h eir gross sales to determ i n e
t h eir bu d get s , o t h ers try to match thei r
com peti ti on and yet others look at what they
wi ll need to meet their goa l s . With the
bu d get total in hand, dec i de wh en
and wh ere you wi ll adverti s e , Eva n s
advi s e s . Keep your name in fron t
of your po ten tial custom ers ye a r-
ro u n d , with heavi er em ph a s i s
near the time you sell cattle.

“Advertising frequ ency is
i m port a n t ,” Evans says . “ Use a
p u bl i c a ti on at least fo u r
times du ring the year —
f ive or six times is even
bet ter. Rem em ber that
at best on ly a third of
a maga z i n e’s re aders
s ee your ad each
time it
a ppe a rs .”

Crea t i ng dema n d
“ Having som ething to sell

doe s n’t mean that
s om ebody wants to buy
i t ,” Norton says . “Th e
most import a n t
s tra tegy for a small
produ cer is to focus on
c re a ting dem a n d .

“We cre a te dem a n d
by let ting people know
what our po s i ti ons are ,”
she con ti nu e s .“What is
your opera ti on? What do
you stand for ? ”Produ cers
must advertise to ga i n
c u s tom er intere s t , n o t
just because they have
s om ething to sell .

“What are those things that set me apart
in terms of i n tegri ty, et h i c s , profe s s i on a l i s m ,
good ra n ch managem en t , s tew a rds of t h e
l a n d ,” Norton says , en co u ra ging produ cers to
i den tify what they can del iver that make s
t h em uniqu e .“ It’s the story that’s going to set
you apart .”

Building an overa ll mission statem ent or
ph i l o s ophy for your opera ti on provi des a
solid fo u n d a ti on for an advertising stra tegy.

“ Everybody who advertises should have a
po s i ti oning statem ent that sums up
m a rketing goa l s , s om ething like , ‘I wi ll sell
ye a rling bu lls to com m ercial custom ers wh o
a re intere s ted in producing high - qu a l i ty
beef ,’” Evans says .“Th en build your progra m
to carry out this marketing ph i l o s ophy.”

Af ter devel oping an overa ll message to
pre s ent in your ad s , the next step is making
su re they ’re actu a lly re ad .“An ad is of n o
va lue unless it gets atten ti on ,” Evans says .“ If
n obody re ads it, obvi o u s ly no

one wi ll get your sales
m e s s a ge .”

P i e ce by p i e ce
“ He adlines are the

most negl ected thing
in live s tock
adverti s i n g ; few ad s

h ave a real headl i n e
that attracts atten ti on

and promises ben ef i t s ,”
Evans says . Ma ny

h e adlines on ly use the name
of the ra n ch or the bu ll , or

s i m p ly “Angus bu lls for sale.”
A headline should of fer a re a l

ben efit to the re ader, he says .
“ It’s been said that people on ly
buy things for three re a s on s : to

m a ke them look good , to make them feel
good or to make them more mon ey. A
h e adline and illu s tra ti on that can en com p a s s
on e , or even two, of these things makes an ad
a t tract more atten ti on .”

The length of a headline is not import a n t
i f it is intere s ting and promises a ben efit to
re aders , Evans says , adding that as long as it
doe s n’t ra m bl e , a two- or three-line headl i n e
can work well . “The main thing is to make
people want to learn more .”

He advises against gen eric cl a i m s .
“ Everybody knows there’s no one bu ll that
‘does it all ,’ ” he says . It is best to focus on
s pecific traits in wh i ch the bu ll excels and
t h en explain why this is important to the
re ader.

While the first thing re aders may noti ce in
an ad is the headl i n e , i t’s important that no
one piece of the ad overs h adows the other.
“ It all has to work toget h er,” Ox l ey poi n t s
o ut .“Th ere has to be som ething that draws
re aders into the ad , keeps them in the ad , a n d
h elps their eye flow thro u gh the ad to the
p u n ch line that says , ‘do som et h i n g.’”

Norton comes up with a headline firs t ,
t h en tries to find an illu s tra ti on or ph o to that
ties to it and “becomes an anch or for the re s t
of the ad .” However, she is of ten ch a r ged wi t h
the task of f i t ting several pictu res into an ad .
“ It’s a hard sell to convi n ce a produ cer to
limit the nu m ber of ph o tos they put in an
ad ,” she says .

Un fortu n a tely, Evans says , h aving mu l ti p l e
ph o tos is of ten an immed i a te tu rn of f for
re aders .“Th ere should on ly be one ph o to,”
he says . It’s important to have one focal poi n t
that stops the re ader and makes him say,
“Wh a t’s going on ? ”

Evans de s c ri bes a striking pictu re of a bu ll
s t a ring the re ader direct ly in the face .“Yo u
c a n n o t , i f yo u’re a cattlepers on , tu rn by the
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p a ge with that illu s tra ti on wi t h o ut stopp i n g
and looking at that bu ll . Th a t’s what an
i llu s tra ti on is su ppo s ed to do — stop the
re ader and make him want to learn more .

“I wish produ cers would work wi t h
c re a tive ph o togra ph ers ,” he con ti nu e s .“ Put
s ome cre a tivi ty into ph o togra phy,
because the illu s tra ti on is the
thing re aders are going to see firs t .
Great illu s tra ti ons cost more ,
but they are worth the
ex pen s e .”

P h o to qu a l i ty is cru c i a l .
Norton su ggests produ cers
h i re profe s s i on a l
ph o togra ph ers .“ L i gh ti n g
is an issu e ,” she says ,
e s pec i a lly for bl ack cattle.

Even if a pictu re
doe s n’t show of f a ll the
a t tri butes of the animal,
Evans says , the key is
s topping re aders and making them
i n tere s ted in re ading the body copy.“ Us i n g
the headline and the illu s tra ti on to of fer that
ben efit and bring people into the ad are the
t wo most important things ,” he says . “Yo u’ve
got to get them there before you can
convi n ce them abo ut the va lue of yo u r
c a t t l e .”

Af ter your re ader ’s atten ti on is captu red ,
his eye should move to the copy. The point of
copy, Evans ex p l a i n s , is to build upon the
promise in the headline and the illu s tra ti on ,
c re a ting convi cti on and interest and
providing a sales message that’ ll get people to
rem em ber and to act .

The copy should provi de attri butes of t h e
bu ll or cow, su ch as perform a n ce data,
$ Va lues or of fs pring that have done well at
bu ll te s t s , Ox l ey says .“ Body copy can be
re a lly intere s ting som etimes if it talks abo ut
the history of an opera ti on .”

She su ggests using produ cer te s ti m on i a l s .
“ If yo u’ve got a bu ll and he’s been sell i n g
s em en , why have
people been buyi n g
that sem en? Have
people call ed yo u ,
told yo u , e - m a i l ed
yo u ? ” Havi n g

o t h ers te s tify to the qu a l i ty of your cattle can
add a unique twist to your ad .

However, Ox l ey advises against too mu ch
copy, wh i ch can lose a re ader ’s atten ti on .
“The less there is for them to have to wade
t h ro u gh , the more ch a n ce yo u’ve got of t h em

s topping and re ading wh a t’s
t h ere .”

To make the copy more
a ppealing to re ad , Eva n s

su ggests ch oosing a
re ad a ble type styl e , or
fon t , and breaking the
copy into short
p a ra gra phs so that it
doe s n’t loo k
form i d a bl e . L a r ge
bl ocks of copy and
h a rd - to - re ad fon t s
d i s co u ra ge re aders h i p
and lessen the

ef fectiveness of the ad .
As the re ader ’s eye moves thro u gh the

h e adline to the ph o to, t h en thro u gh the copy
and down to the bo t tom of the page , t h e
l ogo of fers the last opportu n i ty to make an
i m pre s s i on .“You need a logo that yo u’re
going to live with for a long ti m e ,” Evans says .
“A logo should iden tify you and yo u r
opera ti on at a gl a n ce . It’s your tradem a rk .”

Less is m o re
Wh en it comes to ad layo ut , the simpler,

the bet ter, Ox l ey says , even if it goes against a
produ cer ’s first insti n ct s .“Typical adverti s i n g
bu d gets for live s tock breeders are very ti gh t .
So, t h ey have a natu ral incl i n a ti on to want to
tell everything they po s s i bly can — fill up all
the blank space ; f i ll up every corn er,” she says .
“What they end up doing to them s elves is
l ooking like everybody el s e .”

She su ggests tu rning the pages of a ny
m a gazine and noticing wh i ch ads make yo u
s top.“Th ey prob a bly have fewer el em ents in
t h em . And they have open space ,” she says .

To make your ad stand out , try to be
ori gi n a l .“ Do som ething diagon a l ; do

s om ething verti c a l ,” Ox l ey says . “Tu rn the
whole page hori zontal if yo u

want to get wi l d . Find an
el em ent that nobody ’s used and

use it in a way that nobody else has
u s ed it before .”

Evans also en co u ra ge s
adverti s ers to not cram the

p a ge full .“Wh i te space is an
i m portant part of de s i gn
and helps focus the
re ader ’s eye on yo u r
m e s s a ge ,” he ex p l a i n s . Wi t h
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Coll a b o ration is ke y
When pro d u ce rs d e cide to ad ve rt is e

their Ang us ge n e t i cs, Deb Norto n ,
p resi d e n t and crea t i ve dire c tor of
G ra p h i c A rt s o f To p e ka Inc., su ggest s
t h e y colla b o ra te with a pro fessi o na l. S h e
ad vis esa ga i nst p ro d u ce rs ta ki ng things
co m ple te l y i n to their own ha n ds w h e n
co nst r u c t i ng an ad. 

“ You can learn all the whiz- ba ng
t r i cks in Photos h o p®, you can use 15
fo n t st y les in an ad, bu t t ha t d o esn ’ t
ma ke it a good ad. And it d o esn ’ t m ea n
a nyb o d y ’ s go i ng to read it,” she says .
N o rton wo r kswith pro d u ce rs to deve l o p
i d eas for their ads, then ta kes t h os e
i d eas and fits the pieces to ge t h e r.

Keith Eva ns, a ma r ke t i ng pro fessi o na l
and former American Ang us A ss o cia t i o n
d i re c tor of co m m un i ca t i o ns, co nsi d e rs
p ro d u cer inpu t a bs ol u te l y cr i t i ca l.
N ob o d y e lse knows a b o u t your ca t t le ,
your goa ls, who yo u ’ re tryi ng to attra c t
as custo m e rsor the fa c t s o f yo u r
b re e d i ng pro g ram, he says .

“A pro d u cer needs to ta ke full
resp o nsi bil i t y for his ads, provi d i ng
s olid info r mation and an ex pla nation of
w ha t he wa n t s to acco m pl ish,” Eva ns
co n t i n u es. He su ggest s t ha t p e o ple
t rained in design and visu a l
co m m un i cation actu a ll y pu t the ad
to ge t h e r, bu t a pro d u ce r ’ s d i rection is
i nva l u a ble .

A common problem tha t a r is es w h e n
p ro d u ce rs t ry to do eve ry t h i ng
t h e m s e l ves is ada p t i ng their ads fo r
pu bl i cation. “We ha ve to do things to an
ad to pre pa re it for outpu t to the
ma ga zine press es, util i zi ng wha t t h e y
s e n t us and pre pa r i ng it for quality
o u t put,” says C h e ry l Oxle y, Ang us
P ro d u c t i o ns I n c. (API) ad ve rt isi ng /
p roduction ma na ge r. “Tha t q u a l i t y is
e ve ry t h i ng from good color quality to
p h o to re p roduction to info r ma t i o n
a ccu ra c y to sp e ll i ng and gra m ma r. ”

Some common des k top pu bl is h i ng
p ro g ra m s a re not co n d u ci ve to pre pa r i ng
for printing on ma ga zine press es. Oxle y
su ggest s t ha t i f d o i ng their own des k to p
layouts, pro d u ce rs i n clude the raw files
o f their ads a l o ng with the PDF ve rsi o ns
to avoid problems. “Ma ny ad ve rt is e rs
ha ve discove red how helpful the API
p roduction depa rt m e n t can be in ta ki ng
their files, enha n ci ng them, improvi ng
them, and helping with col o r,
pun c tuation and gra m ma r,” she says .

“ We ’ re ge t t i ng exce lle n t stu f f, and
we ’ re ge t t i ng mediocre stu f f,” Oxle y
ex pla i ns. “We ’ re tryi ng ve ry ha rd to help
the breeder pu t h isb est fa ce fo rwa rd in
h isad. We ha ve a design sta f f who will
be ha ppy to ta ke any i d ea yo u ’ ve go t ,
ta ke your co py, ta ke your headline idea
and wo r k with yo u . ”
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too many el em ents on the page , t h ere’s no
one place to focus a re ader ’s atten ti on .

“You don’t want peop l e’s eyes ju m p i n g
h ere and there , f rom one el em ent to another,
because they wi ll lose their train of t h o u gh t ,”
he says . “ Eye flow is re a lly import a n t . If yo u
do som ething to interru pt that, ch a n ces are
you wi ll lose the re ader.”

The rule of s i m p l i c i ty also applies to co l ors ,
fon t s , b ack gro u n d s , borders , ad d i ti on a l
gra phics and any other ex tra s . Evans con s i ders
a nything not direct ly con tri buting to the
m e s s a ge of the ad a distracti on .

“ People tend to want to do too mu ch in a
on e - p a ge ad ,” Evans says . “ Don’t get carri ed
aw ay with more than one good ide a .” Th i s
e s pec i a lly goes for less-than-full - p a ge ad s , h e
s ays , wh i ch have to be hard - h i t ting and to -

t h e - poi n t .“ Most advertising should be that
w ay, but a small ad h a s to sti ck to one sell i n g
poi n t .”

Foll owi ng up
A key way to keep yo u rs el f in your re ader ’s

m em ory is to elicit a re s pon s e .“An ad should
a lw ays have a call to acti on . Tell them to do
s om et h i n g,” Ox l ey says .“Ca ll us. Come to the
s a l e . Ca ll us to get a catalog.”

Produ cers should high l i ght e-mail
ad d resses and Web sites on their ad s , or of fer
c ut - o ut co u pons to mail in, Evans su gge s t s .
Having som ething to send back to intere s ted
produ cers also en su res your po s i ti on in thei r
m i n d s .“ If you of fer to send som ething free to
the re ader or even promise som ething they
can get on your Web site , you can ex ten d

your sales message beyond a single ad
i m pre s s i on .”

Backing up the promises made in ads wi t h
re a l - world re sults is cru c i a l , Norton says .
“The real kicker to wh et h er your ad su cceed s
or fails is that if s om eone does re s pon d ,
t h ey ’re actu a lly re s pon ded to in the same way
that you po s i ti on ed yo u rs el f t h ro u gh yo u r
adverti s i n g.”

For the true key to su ccessful adverti s i n g,
Norton says ,“You must be wi lling to step
o ut s i de your own circl e , be an out s i der
l ooking in and put yo u rs el f in the po s i ti on of
the re ader. Unless we have the abi l i ty to
obj ectively assess our strengths and
we a k n e s s e s , we can’t po s s i bly begin to re a lly
define our differen ce s .”
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