CHARLIE McCARTHY
LOOKS INTO THE TOY TRADE

Licensing arrangements for Edgar Ber-
gen and Charlie McCarthy, Inc., are now
being handled by the M. 7J. Hamilburg
Company of Hollywood, Calif. A New
York office, in charge of Robert Levenson,
has recently been opened. Messrs. Hamil-
burg and Levenson have many interesting
plans in preparation, centering around the
promotion of Charlie McCarthy. In a re-
cent interview, Mr. Hamilburg said, “Any
toy man knows that unique characters con-
stitute one of the greatest stimulating
forces in this field. All of us have heard
of instances where an item based on a
widely known character has been a life-
saver for a business. I recall a case where
the receivers for a large firm reported that
an item using the name of a well-known
character brought the business out of the
red. We feel that in Charlie McCarthy
we are offering the toy trade a character
whose rapidly growing popularity may well
turn out to be a tremendous help to alert
manufacturers. Seventeen years ago, Char-
lie was just a thought in the mind of
Edgar Bergen, a Chicago youngster who
discovered he had a gift for ventriloquism.
For a few dollars he purchased a dummy
modeled after the face of an Irish newsboy
of his acquaintance. He named it Charlie
McCarthy and earned enough money with
his dummy and his ventriloquial talents to
pay his way through Northwestern Uni-
versity. Vaudeville, which was flourishing
at the time, died after a few years, and
Bergen tock Charlie into nightclubs. It
was not until he was seen by Noel Coward
at a society gathering in New York that
he became famous. At Mr. Coward’s sug-
gestion, Rudy Vallee engaged Bergen for
two radio appearances. Almost overnight
Bergen and McCarthy became the rage of
the nation. The pair (no one ever speaks
of McCarthy as anything less than a per-
son) were almost immediately signed by
Hollywood producers at a salary reported
to be in the neighborhood of $12,000 week-
ly. Radio contracts, the sale of Charlie
McCarthy dolls and accessories, as well as
his nightclub work, boost the Bergen and
McCarthy income into stratospheric fig-
ures. The dummy is currently working
in Universal's “Letter of Introduction,”
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wherein Bergen and his $35.00 dummy re-
ceive stellar billing along with Adolphe
Menjou and Andrea Leeds. Today, Ber-
gen is the head of the Charlie McCarthy
Corp., which is a business office to take
care of Charlie’s affairs, and is a million-
aire in the making, as well as being radio’s
most popular figure. People often ask
what makes Charlie so popular. As usual,
the answer is'a combination of factors, but
I think one of the most important is his
wit, his impudence, and the way he says
out loud what the average man only dares
to think. The New York Times Maga-
zine, in a recent article, mentioned this
quality of Charlie’s, and the writer said he
fervently hoped that Charlie would be here
for many years to make those wisecracks
that bring good cheer and chuckles to mil-
lions of folks every week. The Readers’
Digest also had a similar article. Surveys
made by a large research organization
show Charlie to be tops on the air. The
results of these surveys were recently pub-
lished in the New York “Times,” the
“World-Telegram” and many other news-
papers throughout the country. Charlie is
unique in his versatility. He bids fair to
become as popular on the screen as he now

is on the air. Universal Pictures has just
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completed a million dollar picture, “Letter
of Introduction,” in which Edgar Bergen
and Charlie McCarthy take the leading
roles. The story is based on the life of
Edgar Bergen, and the preview looked so
good to the company executives that the
pair were immediately signed up for sev-
eral more pictures. In the next one it is
planned to use Charlie’s name right in the
title, which is expected to be “Charlie Mc-
Carthy, Detective.” A short time ago
Charlie was unknown, while today he is
rising rapidly in public interest. Because
there is still a chance to get in on the
ground floor, we feel that promotion-
minded manufacturers are presented with
a wonderful opportunity to cash in on this
popularity. Charlie McCarthy has hardly
been commercialized at all, but we have
many plans for interesting merchandise
tieups in the toy trade and other fields
with manufacturers who feel with us that
this unique character is a double-barrelled
opportunity to stimulate business during the
coming season. I wish to emphasize that
Mr. Bergen is taking steps in every pos-
sible legal manner to protect his rights in
the famous Charlie McCarthy.,” In addi-
tion to representing Edgar Bergen, the
Hamilburg organization also represents
Deanna Durbin, Gene Autry and other
screen and radio stars.

ROYAL-JACKS POPULAR
WITH ADULTS

The game of Royal-Jacks, recently intro-
duced by the Selchow & Righter Co., has
won instant popularity with the adult game
enthusiasts. Stores handling this game re-
port good sales; and one large toy depart-
ment sold out its original order in one
afternoon. Royal-Jacks, a popular seller at
25¢c, is the adult version of the old game
of jackstones. The game has jackstones in
the form of hearts, spades, clubs, diamonds,
and the crown; and there are new rules for
playing which keep the players interested
in the game right up until the finish.
Further detailed information about the

game may be had by writing the Selchow
& Righter Co., Dept. C, 200 Fifth Avenue,
New York City, and procuring the new
1938-catalog that is just off the press.

JUNE, 1938—PLAYTHINGS




LI'L ABNER SELLS
TOYS AND GAMES

L'l Abner and his family, from the log
cabin village of Dogpatch, have become
beloved characters all over the country.
They appear in 300 newspapers and two
national magazines, and it is said that these
publications have over 30 million readers.
This feature has risen rapidly in popular
acclaim through its homespun humor and
its elements of adventure, romance, excite-
ment and novelty. Now Li'l Abner has
gone to work in the toy trade to lend the
magic of his name to increase the sales
of toys and games.

The first smash hit scored by Li'l Abner
has been for the Daisy Mfg. Co. Their
Li'l Abner Shooting Gallery has registered
a distinct triumph, all the more noteworthy
because its impressive sales totals have
been piled up in a recession year. Of

. course the game itself was built to give

big value as a dollar retailer. The cork
ball gun, large action shooting gallery and
attractive packaging would undoubtedly
have made this new game a big seller
under any name, but Cass S. Hough of
the Daisy Mig. Co. gives full credit to
Lil Abner for adding the punch and tre-
mendous sales appeal that it has shown.
Mr. Hough says that Abner did about
95% of the selling job on the Shooting
Game, since buyers who visited the Daisy
display realized immediately what a tre-
mendous pull this feature has in their ter-
ritories, and how it would enhance the
sale of an already good game. Mr. Hough
goes so far as to predict that when the final
figures for 1938 are totalled, the Li’l Abner
Shooting Gallery will be the biggest item
that Daisy has ever had in its line, which
has enjoyed 52 years of popularity.

L'l Abner is available to toy manufac-
turers through the United Feature Syn-
dicate, 220 East 42nd St., New York, as
are also a number of other popular cartoon
characters. L. S. Gleason of the United
Feature Syndicate tells an interesting story
of the rapid rise of Li'l Abner to the
heights of stardom in the short space of
three years. The comic strip about the
Yokum family and their Dogpatch neigh-
bors made its how in August, 1934, In
six months it was appearing in 21 papers
with a total circulation of 1,747,447. On
the first anniversary of the strip it was in
85 papers with a circulation of 7,866,859.
By this time Lil Abner was attracting
nationwide attention, and readers in cities
where he did not appear were deluging
their favorite papers with requests to se-
cure the Dogpatch hillbilly. At the end
of 18 months 125 papers were running Lill
Abner; the second anniversary of the
comic feature found it in 154 papers with
a combined circulation of 12,251,265.
When Abner was 30 months old he ap-
peared in 213 papers; at the three year
mark ‘of August, 1937, he was a feature
of 253 papers. The figure is now over
400, with more constantly being -added.
Max V. Bosler, feature editor of the
Peoria Journal-Transcript, calls L'l Abner
the biggest hit in years. “Our best comic,”
Ludwell Denney, editor of the Indianapolis
Times, has said, while Frank Roberts,
managing editor of the Fort Wayne Jour-
nal-Gazette, chimes in with: “Trace circu-
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lation gains directly to it. Best comic
running.” Hal ’Flaherty, managing edi-
tor of the Chicago Daily News, says: “No
need to promote Li’'l Abner. He does that
job himself.” Editors and circulation man-
agers of scores of other papers have made
similar comment. Mr. Gleason feels that
a character with such strong appeal can
do a powerful selling job in the toy field,
and the sales figures of the Daisy shooting
game bear out this idea.

CROWN TOY COMPANY'S
MICKEY MOUSE BANK

The ever-popular Mickey Mouse bank,
made of wood composition and brightly
colored to represent in most realistic form
Walt Disney’s famous character, continues
to be a leading seller in the growing line
of novelty banks manufactured by -the
Crown Toy Mfg. Company. This con-

The Crown Toy Co. Mickey Mouse Bank

cern specializes in novelty numbers made
of wood composition, depicting famous
characters in a unique and practical way.
Retailing at popular prices they are prov-
ing strong all year business getters. The
Crown firm was recently obliged to greatly
enlarge their plant, their present factory
being 4 times the size of their old one, Irv-
ing and Dave Bieler have in preparation
many unique promotion plans for the Fall
and Holiday season.

EXTRA SCORE SHEETS
FOR "GOLFETTE" GAME

As accessory material for the game of
“Golfette” its manufacturers are now pre-
pared to supply extra score card pads for
players’ use, such additional tally pads
being available at 15c each, or two for
25¢, retail. Requisitions by the trade for
same will be promptly filled by Golfette,
205 West Wacker Drive, Chicago.

SNOW WHITE
COSTUMES BY FISHBACH

A. S. Fishbach, Inc, 18 W. 20th St,
New York, whose Spotlite Costumes are
well known throughout the country, are
making the authentic, authorized Walt
Disney’s Snow White and the Seven
Dwarfs costumes, complete with masks.
Ben Cooper of this firm has achieved a
group of costumes of great beauty and
completeness of detail. They retail from
$1.00 up. Another important recent addi-
tion to the line is a hilarious Lew Lehr
costume. This great character comedian
has achieved widespread popularity through
the Fox Movietone News, and now that
he is also appearing on the radio his
famous “Monkies is the Cwaziest People”
is fast becoming a national catch-phrase.
The full Fishbach line of costumes, retail-
ing from 50c to $25.00, is displayed in the
permanent showrooms of Sam Drelich in
the Fifth Avenue Building.

FOLEY AND HAHN EXTEND
A CORDIAL INVITATION

Jack Foley and Al Hahn of The Empire
Sales Co., 200 Fifth Avenue, New York
City, extend a cordial invitation to all buy-
ers who plan to attend the Housefurnish-
ing Show, or who will be in the toy mar-
ket next month, to visit them at their show-
room. These two genial toy men have
procured an interesting assortment of play-
things that will appeal to toy buyers who
are planning immediate sales promotions,
or are doing their holiday buying. The
manufacturers represented by The Em-
pire Sales Co. include Northwestern Prod-
ucts, Parfait Products, Stewell, Inc,, Quam-
Nichols Co., Trojan, Inc.,, and the Click
Novelty Mfg. Co.

CANADIAN BUYER
WANTS CATALOGS

J. R. Godfrey has just taken over the
duties of manager of the toy department at
Bryson-Graham Co., Ltd,, department store
in Ottawa, Ontario, Canada. Mr. Godfrey
will be glad to receive catalogs and other
literature from American manufacturers of
toys, dolls and games.
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