
inating accounts. Campbell -Ewald 
Co. recently re- established Pacific 
Coast headquarters in Los Angeles. 
There have been expansions by 
strictly Pacific Coast agencies, too. 

Because of this great buying 
power on the West Coast, agency 

. timebuyers and account executives 
emphatically declare that there will 
be no clipping of adverising bud- 
gets. Several report increases. 
While unanimous in reporting that 
appropriations will be shifted to fit 
needs, they opined that radio in 
many instances, providing time is 
available, will get the biggest 
share. 

Many Turn to Radio 
In many cases advertisers have 

no products to sell, but they are 
keeping trade and firm names be- 
fore the public. Other well- estab- 
lished West Coast firms have new 
commodities to offer the consumer 
and although strictly publication 
advertisers in the past, they will 
turn to radio for the first time in 
1945. 

Some placement will be on short 
term basis, not surprising in view 
of the feverish state of the gen- 
eral business mind. General incli- 
nation at the moment tends to a 
shorter view into the future. War 
reversals are being taken in con- 
siderations by sponsors and agency 
executives. Advertisers, it was 
pointed out, in taking a realistic 
view, are reclassifying appropria- 
tions to fit the times. 

Continued paper shortage will 
force more and more black and 
white advertisers into radio to keep 
their names alive. On the other 
hand, agency executives warned, 
many an old -time radio account, 
preempted by war -born advertis- 
ers, objecting to the "shoving 
around ", will eventually go back to 
black and white and are now ex- 
amining other media. 

Postwar planning on the West 
Coast will have to be geared to 
postwar marketing conditions, ac- 
cording to agency executives on 
major accounts. Postwar new prod- 
ucts, in the opinion of many, will 
follow the prewar radio advertis- 
ing pattern with certain refine- 
ments and modifications to meet 
the needs of the day. General con - 
census is that the West Coast will 
follow lead of the eastern seaboard 
in postwar plans. 

National Accounts Up 

It was pointed out that California 
will see a tremendous influx of 
new type products with reconver- 
sion of war plants to peacetime 
production. Where there were a 
few, national accounts in the Pa- 
cific Coast area, there will be many, 
manufacturers agree. Thus the po- 
tential backlog in household fur- 
nishings and equipment, due to 
presence of production plants as 
well as raw materials, is as big as 
predicted. With low freight rates 
inaugurated, radio advertising of 
these products will be on a sounder 
basis. It was further emphasized 
that with packaging and channels 
of distribution reopened, old line 
accounts, now off the air, will re- 
sume in radio to explore and dis- 
cover secondary markets. 

New accounts will explore the 
entire field. Some will go in for 
heavy spot announcement cam- 
paigns. Others will use regional 
and national network time. It was 
estimated that about 70% of those 
new accounts which have come into 

Sack Sponsor 
A SPONSOR has appeared 
on the Armed Forces Net- 
work in the European The- 
atre. The firm is the "Oh My 
Aching Back Sack Co. "; pro- 
gram is Listen Characters, 
"fathered" by Lt. Col. John 
S. Hayes, former assistant 
director of program opera- 
tions for WOR - Mutual. 
Writer is Alan Surgal, who 
was a radio writer in Chi- 
cago and New York. Producer 
is Vic Knight, formerly pro- 
ducer of the Eddie Cantor, 
Bob Crosby and Kate Smith 
programs. A sack in Army 
vernacular is a bed, and lis- 
tener response is terrific. 

radio since the war's start and be- 
cause of black and white publica- 
tinn tightening, will continue to in- 
clude broadcast advertising in 
budgets during peacetime. 

Food products on the West Coast 
have come in for a heavier use of 
radio both at the wholesale and 
distributor end. Packing and can- 
ning companies, while not new, 
have materially increased West 
Coast schedules. Former obscure 
operators who have gained con- 
sumer acceptance are going all -out 
in radio promotion. Hunt Bros. 
Packing Co., as example, utilizing 
a heavy schedule of Pacific Coast 
network time, has plans under way 
to go national, with the Biow Co. 
servicing that account. 

Cleansers Active 

Industrial cleansers, too, have 
pushed to the fore with all soap 
products remaining well out ahead 
in a calculation of overall radio. 
On the whole, they have held their 
West Coast spots and expanded 
coverage via regional network. 
Banking heavily on prestige build - 
inF Programs, finance, insurance 
and loan accounts as well as in- 
vestment brokers have plumped for 
solid institutional type local and 
regional network programs. 

Chain clothiers have taken with 
increased emphasis to daily news- 
casts, using 5 -15- minute broadcasts 
on major stations in metropolitan 
areas. Department stores also are 
going in for regular program sched- 
ules. 

Formerly concentrating on class 
publications, cosmetic concerns, 
which include oils and other hair 
preparations among products, are 
West Coast advertisers whose po- 
tentials remain to be explored. A 
few have gone in for sketchy spot ._ 

campaigns. Others are now investi- 
gating radio. With solving of pack- 
aging and distribution problems 
they will be ready for concerted ad- 
vertising. Long a radio holdout, 
Max Factor & Co., Hollywood (cos- 
metics), on Jan. 3 started sponsor- 
ing the Frank Sinatra Show on 
CBS stations, Wednesday, 9 -9:30 
p.m. (EWT) [BROADCASTING, Dec. 
25]. 

Petroleum companies continue to 
be heavy users of West Coast re- 
gional radio despite gasoline short- 
age and threat of more stringent 
cuts to come. Schedules include spot 
announcements as well as news- 
casts and other type quarter -hour 
broadcasts. Hollywood film studios, 
too, have become consistent radio 
timebuyers. They are successfully 

BROADCASTING .Broadcast Advertising 

TO 
ADVERTISERS 
WHO 
ARE 
LOOKING 

Most marketing experts agree that the 

South is now the nation's greatest "area 
of opportunity." If you feel that's true in 

your industry, we suggest you consider 

South Carolina as a starting point. 

South Carolina is easy to cover. One sta- 

tion -WIS at Columbia- reaches virtually 
the entire State, daytime. The WIS service 

area has 74 more radio homes than 
New Orleans, 185% more than Atlanta, 
208% more than Birmingham. 

We'd welcome an opportunity to tell you 

how and why this 5000 -watt station, at 
560 KC, has a stronger signal (actually 
delivers more microvolts) over a larger 
area than is possible even to many 
50,000 -watt stations. Drop us a line -or 
ask Free & Peters. 

WIS 
COLUMBIA 

SOUTH CAROLINA 
5000 WATTS 560 KC 

FREE & PETERS, Inc., National Representatives 
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