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JIM BRICKMAN
SPECIAL PRE-HOLIDAY TICKETS AVAILABLE

VALENTINE’S DAY WEEKEND! • FEB. 11 AT 7:30PM
ON SALE DEC. 12 • TICKETS: $28 CENTER, $26 SIDES

SISTER’S CHRISTMAS
CATECHISM

DEC. 2 AT 7:30PM
TICKETS: $28 CENTER, $26 SIDES

MICHAEL MARTIN MURPHEY’S 
COWBOY CHRISTMAS

DEC. 3 AT 2:00PM & 7:30PM
TICKETS: $22

A GREAT
HOLIDAY

GIFT!

Happy 
Toys

Santa comes and goes in a flash, but the race for 
Christmas gifts is on in mainstream America where 

the holiday season has become synonymous with bright-
ly colored, obnoxious advertisements, toys, lights and 
other such commercialization and efficiency. In compari-
son, the handcrafted designs of one Northern Colorado 
resident are quietly waiting to be discovered. 

Ralph Knox, in something of a family tradition, has 
been hand crafting wooden toys since 1972 and to date 
has made over 31,000 toys. He works around the clock 
from August through December to stock Santa’s Wooden 
Toys—his store, dusty woodshop and a quiet, fun-
filled place to buy special toys. A painted hanging sign 
of a joyful Santa advertises his rustic location on West 
County Road 54G in Laporte. 

“We don’t make many toys but the ones we do make 
are special,” Knox says. 

This predominantly self-taught sculptor is assisted by 
three seasonal helpers who participate in the crafting and 
assembly of wooden planes, cars, trucks, trains and other 
specially ordered toys. This up-and-coming Santa Claus 
has been practicing woodwork since he was six years old 
and in addition to operating Santa’s Wooden Toys, is a 
full-time employee with Taylor Kohrs Construction. He 
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attended classes in Texas to learn the art 
of carving rocking horses, and also visit-
ed England to tour the rocking horse fac-
tory of Anthony Dew, one of the world’s 
leading rocking horse makers.

The current multi-colored wooden 
creations for sale at Santa’s Wooden Toys 
are characterized by stone headlights, and 
are a dramatic change from his earlier 
edition toys which show 
off only one or two 
wooden colors. Blood 
wood, yellow and pur-
ple heart, teak, maple, 
kokobola and zebra 
woods are hand picked 
for manipulation and 
this choice of woods 
results in a contrasting 
light and dark, multi-
colored end product. 
Toys are finished with 
a natural, non-toxic oil 
which enriches their 
natural wooden color-
ing; nothing is stained 
or painted.  

Fans of Santa’s 
Wooden Toys explain 
that much of the charm 
of these toys is that they encourage chil-
dren to use their imaginations more than 
many of the store-bought plastic toys full 
of special features. Knox’s toys are also far 
sturdier than some plastic ones and most 
have moveable parts to further encourage 
child interaction. Dump trucks haul a 
truckbed filled with blocks and this truck-
bed can be raised; the colored rope on the 
back of each tow truck is intended to be 
unraveled, tied (or pulled) to another car; 
fire trucks are accessorized with removable 
ladders hanging on the truck’s sides and 
slide vertically for “rescue” attempts. 

Cars, planes and bulldozers are also 
available and train cars can be bought 
individually or in sets. Knox and his 
helpers also craft block sets, rocking 
horses and special requests like doll 
cradles and kitchen sets. Knox also 

has a “secret” new toy design currently 
in the works. With so much care and 
attention going into each small toy, it is 
hard to believe that these items are actu-
ally affordable. Toys can be purchased 
between $22 and $85 for individual toys, 
$50 for individual train cars and $225 
for train sets. 

Shoppers are encouraged to call in 
advance with special 
orders.

“Happy toys,” 
as he likes to call 
them, are a big part 
of Knox’s life since he 
loves the toys and the 
children who visit his 
store. Toymaking is 
somewhat of a fam-
ily tradition for this 
man whose uncle was 
a toymaker until the 
1960s, and whose 
wife sold them for 
him due to his lack 
of social skills. Knox 
is the only other toy-
maker in the family 
and in contrast to his 
uncle, is successful at 

running his own business with its own 
friendly corporate culture. He is work-
ing towards developing his toy store into 
a year-round, full-time business. And 
in this store’s culture of giving, partial 
proceeds from this year’s toy sales will be 
donated to local charities. 

Santa himself may not stick around 
very long, but Santa’s Wooden Toys cer-
tainly will.

Santa’s Wooden Toys
3817 West County Rd. 54G, Laporte

Friday 8:30 a.m.-5:30 p.m., Saturday 7 
a.m.-5 p.m., Sunday 10:30 a.m.-5 p.m.

Santa Claus visits
Dec. 17 & 18, 10 a.m.-2 p.m.

419-8711

TV is not something that appears often before my eyes, 
and when it does it is often an excruciating endeavor. Not 

because of the average show content—that is something all 
together bothersome for entirely different reasons than my 
focus here—but rather because of the commercials and their 
raping of the musical landscape for a recognizable jingle to sell 
through. 

This of course is nothing new in advertising and has been 
going on pretty much forever. In fact, artists used to write spe-
cial songs for the products they endorsed. That doesn’t really 
happen much anymore (though the White Stripes’ Jack White 
recently, surprisingly, penned a number exclusively for a Coca-
Cola campaign) and thus popular songs are used instead. 

I don’t know. Most hard-core TV watchers I mention this 

too remain pretty much immune to it and tell me they don’t 
even notice. But maybe I am just that much more sensitive to 
it since I am a serious music lover and I rarely watch TV. But 
somehow hearing an old classic being used to sell laundry deter-
gent just hurts.

Some, I can live with, like the Cars “Just What I Needed” 
being used by Circuit City. It’s a simple, useless song, and who 
really needs big box stores anyway. But using the Zombies 
“Time of the Season” for Fidelity Investments, the plausible 
melody from the Monkees’ “I’m a Believer” for eBay and 
Donovan’s “Catch The Wind” for Volvo are too much—a deg-
radation of the song. 

Occasionally, I do give credit to the ad makers. One song 
currently in use, while taken way out of the original context, is 

still pretty funny. “Stacy’s Mom” by Fountains of Wayne is used 
by Dr. Pepper with the chorus of “Stacy’s Mom has got it goin’ 
on,” as a minivan pulls up and Mom, Stacy’s we assume, opens 
the door exposing a big cooler of Dr. Pepper inside.

Still, for every one good or creative use of a song, most 
are simply exploiting the simple pop culture heartstrings of 
remembrance and I can’t help but be bothered by it. I under-
stand the artist side and monetary value beyond the commercial, 
but I still have to look to Neil Young as the pinnacle of anti-
commercialism. Young says “No!” to every offer, even going so 
far to parody the whole concept with “This Note’s For You.” 

“Ain’t singin’ for Pepsi/ Ain’t singin’ for Coke/ I don’t sing 
for nobody/ Makes me look like a joke.”

You get what I’m feeling?

Exploi t ing the Pop Cul ture
Heartstr ings of  RemembranceBy Glenn    BurnSilver

GSHARP

“There must 
be a 

journal-
ist school 
where stu-
dents are 
taught how 
to kill Tara 
Reid. What I 
want to say to 
American journal-
ists is: Why is party-
ing so bad? I just need 
one great movie role so 
they say, ‘Wow, she 
can act! She’s a great 
actress.’ Then they’ll 
leave me alone.”—
Actress Tara Reid vents 
in Steppin’ Out. She 
has recently fired 
her publicist 
in hopes 
of land-
ing a role 
to break 
free of her 
“wild girl” 
reputation.

Sharon Stone 
recently dropped the 

lawsuit she had against plastic sur-
geon Dr. Renato Calabria. Stone 
was suing the doctor for libel 
for articles in In Touch and US 
Weekly magazines, where he 
allegedly stated that he had 
performed a face lift on her. 
Stone stated that she had never 
had plastic surgery and her 
youthful looks were due to “good 
genes.” The suit was dropped when 
the doctor agreed to perform free plas-

tic surgery for one of Stone’s 
favorite charities, Children 

with Deformed Faces. 

Actor, Orlando 
Bloom is being 

sued by his former 
management company 
The Firm. The Firm 

claims Bloom agreed to 
pay them 10 percent of 

his earnings from each of 
the roles they helped him get. 

According to Bloom, he left 
The Firm in 2002 when 

his manager moved 
to Brillstein-Grey 
Entertainment. It is 
unknown whether 
or not the change 
of management 
companies helped 

improve his acting 
skills.

Kathy Cash one of Johnny 
Cash’s five children 

walked out of the biopic of her father, 
Walk the Line. She objected to the 
portrayal of her mother, Cash’s first 
wife Vivian Liberto Distin. 

“My mom was a nonentity in 
the film except for the mad little psy-

cho who hated his career. That’s not 
true. She was very proud of him until 

he started taking drugs 
and stopped com-

ing home,” Cash 
says. “Anyone 

who wants a 
sex, drugs 
and rock ’n’ 
roll movie 
is gonna 
love it. I’m 

anticipating 
the true fans 

objecting to a 
lot of stuff.”

SpotLIGHT

Happy 
Toys
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