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XWhere 

there's a 

Storz 

station... 

there's 

mdience 

/ 

9 
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In each of these major markets more radios are 

tuned to the Storz Station than to any other. 

Miniifapolis-St. I'aul . . . \V1)(JY ifl 

Hooper, Trditlur, AN/ Ana—oil dap. 

I'ulsr in the afternoon. 

i 

Kansas City . . . \V 11 !> irl 

Mtiro Pulse, Sidstn. Trender, Hooptr. 

Arta Xiclsen. Pulse. 

Vp 

Xrw Orloaus . . . WTIX =1 

Hooper, Pulsi. 

Miami . . . WQAM ^:\ 

Hooptr, Pulst, Trtndej. 

THE STORZ STATIONS 

WDGY, Minnaapo s S^. Pa- 
WHB, Kansas City 
WQAM, Miami 

Rryresinteil hy John lilnir .)"• fit. 

• TODD STORZ, PRESIDENT 

WTIX , New Orleans 
Reprtsrntttl by .lihtm \ olmfj, I nr. 

HOW TO GUARD 

A $7 MILLION 

TV INVESTMENT 

Holrne Cm ti-' ;ul hmm- 

agnr no\\ delegaU-- 

)iK)>l of lii> otlu'i rc- 

^pon^ilnlitic- to (•onccii- 
tratc* on conmiernaK 

for lii> t\ program-^. 
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saw puzzle 
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Do you sell 

your station 

like a fishwife? 
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Tv Basics/July: 

program costs 

lineup, ratings 
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