
^ “Take away my painter cus­
tomers,” says onemerchant^and 
you take away a big slice of my 
profits!”

. What a store needs, of course, 
is volume—-and painter business . 
is volume business. The painter, 
as everyone knows, give& his 
trade to the store that sells him 
his white-lead.

The way to get that trade is to
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sto^ and pushDutchBoy White- 
Lead . . . the most sought-after 
item in the painter's line. > 

Other Dutch Boy pro&ucis ’ 
which also attract thepainter are: 
Dutch Boy Linseed Oil, DutcL 
Boy Lead Mixing Oil, DutdiBoy 
GoIors-iii'OiL Dutch Boy Liquid 

Drier, Dutch Boy Wall Primer i 
and Dutch Boy Quick-Drying 
Red Lead Primer.

WHAT THEY SEE THE? BO?
• Here’s „a :
^£&at stonsafterslcre ia Bsufing

profitable.. • a Dutch Boy De- 
■ parSmentl ,Ybu simpJy pick oat
• yonr most prominent section of 
shelving and In 'it you concen­
trate fiie Hutch Boy Jine, every 

item. Such a display makes a 
tremendous inipreesioneapainl- 

ers, makes them feel your store 
is a leader in supplying: the kind 
:of goods they bdy.

Dutch Boy 
Painters’ Pro ducts
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