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5Wolse1ey, Understanding Maeazines,znded.(lowa: The

Iowa State University Press, 1965), p.375 - 376.

®Frank Luther Mott,A History of American Magazines.

Vol.1 (Cambridge: Harward University Press, 1968) p.1-3 in

Todd Hunt and Brent D. Ruben. Mass Communication Produces and

Consumers. p.211.
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wlawit 8-15, (NN M Inedugiviosssundsy, 2532), wilh 715.

8W’olseley, Understanding Magazines, p.44.

8F.M.Scherer,Industrial Market Structure and

Economic Performance,znded.(Chicago: Rand Mcnally, 1980).In

Robert G.Picard and James Winter,Press Concentration and

Monopoly, (New Jersey: Ablex Publishing Corporation, 1988),

w1 37 - 40.
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13Root, Modern Magazine Editing, (lowa : wM.Company

Publishers, 1966) p.33.
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