
science- fiction series, Battle of the 
Planets. It's been sold already to four 
Metromedia stations- wNEw -TV New 
York, Krrv(TV) Los Angeles, wrrG(Tv) 
Washington and KRIV -TV Houston. Series 
is co- production of Sandy Frank Produc- 
tions, and Hollywood -based team of 
James Brewer, former Walt Disney anima- 
tion producer -writer, and Alan Dinehart, 
former Hanna - Barbera executive. 

Back -ups. ABC -TV is lining up replace- 
ment series for next fall's program 
casualties. Commitment has been made 
for half -hour comedy from Paramount/ 
Robert Stigwood Organization called 
Stayin'Alive (title of hit song from movie 
"Saturday Night Fever" by Stigwood's 
Bee Gees). Also in works is Viacom pro- 
ject from Jerry Thorpe and Bill Blinn, 
called Sticking Together, about five 
orphans living on beach in Hawaii. Few 
episodes also are being ordered of Julie 
Farr, M.D. (formerly Having Babies) and 
Lucan, wild -boy show tested on -air 
periodically this year. 

Networks served for lunch. National 
Association of Broadcasters has scheduled 
question- and -answer session with five net- 
work radio presidents for luncheon at first 
annual radio programing conference in 
Chicago, Aug. 20 -23. Participants will be 
Sam Cook Digges, CBS Radio; Eugene 
Jackson, National Black Network; C. Ed- 
ward Little, Mutual Broadcasting System; 
Harold L. Neal Jr., ABC Radio, and Jack 

Thayer, NBC Radio. Singer- songwriter Ba- 
rry Manilow is to perform at dinner same 
day, Aug. 22. 

HUT watch. Homes using television 
figures compiled by A.C. Nielsen for 
March and April show no significant 
difference from HUT levels of same 
months in 1977. In March, prime time 
HUT's were identical to previous March, 
while daytime HUT's were up 2 %. In 
April, prime time was up 1% and daytime 
was down 2%. 

NBC Radio affiliates. Latest to join NBC 
Radio are KTXR(FM) Springfield, Mo.; 
KFIX -AM -FM Kansas City, Mo., and 
wGAD(AM) Gadsden, Ala., with KwoC(AM) 
Popular Bluff, Mo., will join on June 12. 

All that glitters is not sold. Consumer 
education in money matters that started as 
series of paid commercials has evolved 
into public service series on WISN -TV Mil- 
waukee. Blunt, Ellis & Loew, investment 
firm there, started campaign (through 
McDonald Davis & Associates) in 1975 in 
which BE &L executive Thomas L. Nolan 
provided information about company's 
product lines. Commercials proved so 
popular ( "Monday Memo," June 26, 
1977) that wisN -TV tried same format with 
Mr. Nolan for 35 -part news feature, 
Moneywatch, which ran last fall. It con- 
cluded with 90- minute call -in program 
that drew such response that Moneywatch 
has been reintroduced this spring as 

weekly news /feature segment. 
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$5,100,000 
Cable Communications 

Operations, Inc. 
(Lima, Ohio) 

$4,100,000 Senior Secured Loan due 1986 
$1,000,000 Subordinated Secured Loan due 1988 

We acted as lender and financial advisor to 
the Company in this transaction. This adver- 
tisement appears as a matter of record only. 

Becker Coi1111L1Lnicatl01LS Associates 
1800 North Meridian Street, Suite 410, Indianapolis 46202 3171923 -2353 
Chicago: 3121630-5035 New York: 212/747-4440 Lo, Angeles: 213/552-6115 
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Broadcast Advertising* 

The importance 
of doing your 
homework 
AMA conference looks at what's 
new in ad research, including 
physiological testing and 
'response latency' studies 

Latest developments in advertising 
research, including the emerging role of 
physiological measurements, were ex- 
amined last week at a conference of the 
New York chapter of the American 
Marketing Association. 

Only one nonresearch type, Marvin 
Honig, executive vice president and ex- 
ecutive creative director of Doyle Dane 
Bernbach, New York, was on the speaker's 
program at the research conference last 
Tuesday (May 16). And he cautioned 
against complete reliance on research, par- 
ticularly pretesting of copy in commercials 
and print ads, pointing out that "human 
judgment" is a key factor not to be ig- 
nored. 

Dr. Thomas E. Turicchi, president of the 
Consumer Behavior Center, reported on a 
technique used by his organization to 
evaluate strategies that go into creating 
commercials, measuring both concepts 
and messages. Sample groups totaling 100 
were equipped with a push- button on one 
hand and electrodes on the other as they 
watched and listened to commercial 
messages to find out whether respondents 
could recall messages, whether they liked 
or disliked them and whether or not the 
commercials were believable. 

Professor James MacLachlan of New 
York University discussed the importance 
of "response latency" in advertising 
research. He explained that the term 
meant the amount of time respondents 
deliberate before answering a question and 
said "the faster an answer is given, the 
greater the respondent's conviction that 
he is making the right decision." 

Professor MacLachlan reported on 
studies he has undertaken during which 
telephone interviews were conducted with 
respondents on such topics as buying in- 
tentions regarding various brands; the 
names of manufacturers of various auto- 
mobiles, and their evaluation of a corpora- 
tion's image. He maintained that response 
latency is a valid measure in market 
research, though he acknowledged that 
researchers are only now beginning to take 
an active interest in the technique. 

Dr. Harold E. Krugman, manager, 
public opinion research, General Electric 
Co., Bridgeport, Conn., proposed that an 
"ideal TV pretest" would involve the use 
of one electrode attached to each side of 
the head of a viewer, one on the left to 
pick up an abstract activity such as think- 
ing and one on the right to pick up image 
response. Dr. Krugman said he wants to 


