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Explanatory Note

In many of the footnotes containing citations to material from news-
papers or magazine articles, there is included as part of the citation a
letter and a number in brackets, e.g., [F-5]. This combination of letter
and number is used by the authors to refer to a system which they have
created for organizing copies of the complete articles which are cited.

Past issues of many of the newspapers and magazines cited are
difficult to locate. A reader of this work who wishes to see a complete
article to which reference is made in a citation may not have access to
a back issue containing the article. A copy of the article can therefore
be obtained by addressing the request to the authors, indicating the
bracketed letter and number of the particular article, the reason for the
request, and the use which will be made of the article.

Please note that this service is offered on a limited basis, and solely
for purposes which would come within the fair use doctrine of 17 USC
§107.

A request with respect to any more extensive or commercial use of
articles should be directed to the publication which is the source of
those materials.
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