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Feeder lambs an. 
other by- product of 
the beet sugar indus 
try. Dener is the 
largest feeder lamb 
market in the world. 

With a half -million more acres under cul- 
tivation and a 20- million -dollar small 
grains crop already in the bin, indications 
are a record year for "sure- crop" Colorado 
agriculture. Farm experts are forecasting 
a return around the 200 - million - dollar 
mark for the 1937 crop. 

Present peak buying will continue this 
fall and winter throughout the Denver - 
Rocky Mountain region ... and KLZ, en- 
trenched in top place with listeners, is in a 
strong position to exert a vital influence on 
behalf of your product in this big, able -to- 
buy market. 

K Affiliated in Management with WKY 
and the Oklahoma Publishing Co. 

Representative E. KATZ SPECIAL ADVERTISING AGENCY 

Corn is forecast to exceed 
last year's good crop by 
over 33 percent. 



;"Don't fire till you see the 
whites of their eyes!" 
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T Bunker Hill, Colonel Prescott 
did not have to explain that a vol - 

ley at short range would have a more 
devastating effect than long range 
sniping. His men knew they couldn't 
miss a big target, close up. 

Like the men at Bunker Hill, you are 
aiming at a mass formation in every 
New England major market. You can't 
miss if, you are close enough to the 
target. 

It is the function of the Colonial 
Network to bring the big targets into 
close range - 15 of them. Each station 

J 

covers an important retail center 
where nationally advertised merchan- 
dise moves across the counters in large 
volume. 

The network strength of Colonial's 
15 stations is a powerful medium for 
mass appeal to create volume sales for 
you in these same markets. 

Colonial stations also provide lower - 
cost access to this wide- spread area and 
a greater choice of desirable time. 

Choose the Colonial group. Bring 
your entire New England market into 
close range economically. 

WAAB 
WEAN 

WICC 

WTHT 
WNLC 
WSAR 

WSPR 

WLBZ 
WFEA 
WNBH 
WLLH 
WBRY 
WLNH 
WRDO 

WNBX 

Boston 

Providence 

Bridgeport 

New Haven 
Hartford 
New London 

Fall River 

Springfield, 
Mass. 

Bangor 

Manchester 

New Bedford 

Lowell 

Waterbury 
Laconia 

Augusta 

Springfield, 
Vt. 

The COLONIAL NETWORK 
21 BROOKLINE AVENUE, BOSTON, MASSACHUSETTS 

EDWARD PETRY & CO., INC., Exclusive National Representatives 
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THE COMPLETE CATALOG OF RECORDING 
SERVICE FOR AGENCIES, ADVERTISERS 

AND STATION OPERATORS 

Ready for your permanent files and available on request, 

this catalog gives complete information on transcription 

programs for radio broadcasting- answers many questions 

about effective spot broadcasting. 

WRITE TODAY FOR YOUR FREE COPY 

NATIONAL BROADCASTINO COMPANY 
FLECTIIICAL TRANSCRIPTION SERVICE 

RCA BUILDING, RADIO CITY, NEW YORK MERCHANDISE MART, CHICAGO 

A RADIO CORPORATION OF AMERICA SUBSIDIARY 
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T HERE will be Tudor Plate on tables 
in thirty four American cities this 

Fall because of a program in the Fall 
of 1936 over WGR, Buffalo, and KSTP, 
St. Paul. WGR does not claim coverage 
in half of those thirty four cities (de- 
spite new, ultra -modern equipment and 
the highest vertical radiator in New 
York State). Here's the story: 

"Peggy Tudor" was first heard by 
Buffalo and Minneapolis -St. Paul lis- 
teners in a test campaign to determine 
whether daytime radio could sell me- 
dium- priced silver plate. Retailers were 
invited to the WGR studios to hear 

"Peggy Tudor" and to see the line of 
Oneida Tudor Plate. They were enthu- 
siastic about both. 

The public was equally enthusiastic, 
and the sales curve in the test markets 
began to climb. The radio schedule 
that started with service for two goes to 
service for thirty four this Fall. 

Success of the thirty four 
station campaign is a foregone 
conclusion. "Peggy Tudor" 
has been thoroughly tested 
over an ideal test station in 
a natural test market. WGR's 
daytime audience is quite will- 

ing to serve as the laboratory material 
for your test this Fall. We'll wrap it up 
and deliver it in any package of time 
that you suggest. 

P.S. Yes, Batten, Barton, Durstine and 
Osborn have schedules all set. Please 
don't call them or us about the list. 

WGIIlNhOW 
"Be ends aftlie dial" 

OWNED AND OPERATED BY THE BUFFALO BROADCASTING COMPANY . . Represented by Free & Peters Inc. 
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TEXAS GULF COAST 

THESE 

2 
STRATEGICALLY 

LOCATED STATIONS 
BLANKET 

THIS RICH FIELD 

:: : 

I A cheerful willingness to spend money for worth -while products 
is characteristic of the South Texan. No hoarder, he, and now 

that wages are up and work is plentiful, he has plenty of money 
to spend . . and he's spending it. Many of his purchases are 

influenced by what he learns from KXYZ or KRIS --for, no matter 
where he is located on the Gulf Coast, it's dollars to doughnuts 
that one of this fast -moving duo is his chief reliance. 

... and, back of this constant influence that reaches into prac- 
tically every home in one of the Nation's most prosperous sec- 

tions, there is a merchandising service that, through frequent 
contact and a feeling of mutual confidence, operates to keep 

dealers actively, personally interested in the products we "go to 
bat for" 
IT We have said in former advertisements "These stations are in- 

terested primarily in creating Advertising Value for the buyer 

of station time." It is this dominant interest, recognized and ap- 

preciated by advertisers, that has made our amazing growth pos- 

sible ... and that has enabled us to score decisively in every case 

where effective merchandising could be brought into the picture. 

( An attractive combination rate puts both these stations, and 

two complete merchandising units to work at one small cost. 

NATIONAL REPRESENTATIVES 

graham -A. Rob¢rt .5on 

Chicago New York 

KXYZ KRIS 
qQnQtal Qá :Lco 

GULF BUILDING HOUSTON, TEXAS 

ASK US FOR THE INFORMATION YOU NEED ABOUT SOUTH TEXAS 

W2 Know the q11t'j G.041í 
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