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Merchandising is like fi ngerprints __________________ _ 
All quiet on the TV union front _____ _ _________ _ 
How TV union problems differ frum radio 's __ _ 
Sponsor's view of World War II ___________ _ ___ _ 
What should advertisers do about radio/TV 

budgets in face of defense-imposed 
scarcities? _________________ ____________________ _ 

Ad strategy to meet Korean situation ___ 
\Vhat can sponsors do about incidents like 

Jean l\Iuir's? ________ - - --- --------___ _ 
Why sponsors are cold to llighttime network 

radio __________ __ ____ _ _________________ _ 
i'.'etw?rk's reP.ly to sponsor~' apprai sal of night-

tIme radIO ___________ ____ ____________ ---_____ __ _ 
Industry-wide audience promotion advocated 

to sell radio _________________________________ __ _ 
Will radio rates increa-e in non-T\ ' markets ? 

ClotJ.iug 
Novel quiz show sells for Richmond clothing 

concern _____ __________________ _____________________ _ 
Sanson Hosiery !\1ills' on e- ~bot T\' success ___ _ 
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More about groccry store advertising __ 
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Quaker rug TV experience _ _ ____ _ 
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