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(=) Ibld, p. 386.

() 1Ibid., pp. 405—6.

() Roger Barton, “‘Advertising Handbook,” 1950, p. 940,

(~) Consumer on the March, Monthly Bulletin, June, 1948, p. 4.

(o) R. O szmnm and John W. Wingate, “Foundamentals of Selling,” 1942, p. 9,
(o) Arch W. Troelstrup, op. cit., p. 424,
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