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"You welcome guests -
more gladly .

“When. your home possesses individ-
uality in design and decoration, you
find:fiicreased: happiness in it, and you're
really glad to hearthe bell that announces
the afrjval of gugsts. :

Attractive walls

Your intetiors are sure to be atttactive
and distinctive when walls and wood-
work are painted with Dutch Boy White-
Lead, mixed with Dutch Boy Flatting Oil.

Any tint

Soft, dull finish, washable and durable.
Carry out your own color scheme—
you're not limited to stock tints.

Heundsome portfolio of color plates,
showing the latest ideas in home
idecoration, will be sent you for ten
cemts.  Address nearest office.

NATIONAL LEAD COMPANY

New York Boston Chicage
St Louie, Cleveland Buffalo
Sarl Francisco Cincinnati

JOHN T. LEWIS ‘& BROS. CO.
. Philadelphi

phia

NATIONAL LEAD & OIL CO.
. Piirsbureh ;

Fﬂa@tﬁ @ﬁﬁ L
White-lLeadl

White-Lead saves the surface.

utch Bo

Save the surface and you save all.

This color-page advertiserment appears in the following publications:
Red Bock, March
Everybody’s, March
Country Gentleman, March 20
American. Magazine, April
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This advertisement appears in full colors in the following publications:
Country Gentleman May 15th
American Magazige July
Red Book July

Your Own
Color Scheme

What pleasure there i in home surraundmgs‘
z=""  which express your own tastes and: inditiduality!

Painted walls give you this oppottunity-—your

¥ favorite color scheme can be worked gut all SET - e
‘ through your home just as your “mind’s eye™ ;- =
| sees it. A -
T | You Can See How A _ -
‘ Each Tint Will Look - _ .
Perfect harmony, correctness in every detail, . g L
are assured-—because your painter, adding the 3 ’ ‘
{5 8 color when he. mixes the paint, can show you . e A
(R each tint for approval, and can vary it a bit this N e -
o way or that as you watch him, until he gets
; EER | exactly the tint you want.
i . ‘ ‘ } =
| Soft, Dull Finish - :
Washable d ' - -
' ‘ j Walls painted with Dutch Boy White: Lead Il - B
< N B and FlattingOil have that soft, dull finish so o Ub i - ‘ R
restful to the eyes. 3 . = T
"i They can be washed as often as necessary, . . - '
k. without injury. o
: A handsome portfolio of color plates, showing ) g =
i the latest ideas in home decoration, both inside T
' and out, will be sent you for ten cents. Address o
- By B nearest office. :
i -3
Y &
NATIONAL LEAD COMPANY e
NewYork  Bostas Boffilo Chicsgo 2 EL
gsindnnzn Cleveland St. Lonis San Francisco - i
JOHN T. LEWIS & BROS. CO., Philadelphia . = - -
NATIONAL LEAD & OIL CO., Pittsburgh = : e
Sy TN =
i Ji -
éé .

Save the surface and you save all White:Lead saves the surface
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There must be no

“Weakest Spot”

When a chain—er a paint film—gives way in
just one place, the result 8 disaster.
“Tiny bresks, here and there, in the cpat of paint
on your home, mean that you must repaint, or
" else witness the gradual disintegration of the whole
surface, and decay beneath ithe surface.

Trust to “Lead and Oil”

Then let the paint you use be Dutch Boy White-Lead
and pure linseed oil ——an armor invulherable at every
point.

This paint is waterproof. It contracts and expands
with the wood into whose pores it fastens, and will not
crack or scale. .

The economy of Dutch Boy. '

Paint is only 2 small part of the cost of painting. . Labor
is the big item. It costs no more to apply good paint than
poor paint; and you don't have to do it so often.

Dutch Boy WhiteLead paint costs less, figured by the
gallon, square yard, .or years of service, As it is mixed
to order, you can have the exact.color you want.

Harmony and individuality are shown in the
folia of color i for home jon,
which we shall be glad to send you for tem:cents.

NATIONAL LEAD COMPANY

JOHN T. LEWIS & BROS. CO., Philadelphia
NATIONAL LEAD & OIL CO., Pittsburgh

) New York Cleveland Boston
Buffilo Cincinnati . . Chicago
San Francisco St. Louis -

White-Lea

Save the surface and you save all White-lead saves the susface

This advertisement appears in colors in the following publications:
Country Gentleman July 10th

American Magazine September

Red Book Magazine September ﬁoﬂﬂ-NLI—ODOOi 6720 »
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A homevyou’re proud of

You are proud of your home when it is
painted with Dutch Boy White-Lead
and Linseed Oil.

Each neighbor’s friendly greeting ex-
presses his approval of that glistening
armor of lead-and-oil. It indicates thrift,
prosperity, and community spirit.

Dutch. Boy defies weather

Anchored deep in the wood pores, pure lead-
and-oil paint defies snow, rain, sun, frost, heat.
Such protection of your home means added
pleasure as long as you occupy it, a higher price
if you sell.

Lowest per gallon,

per square yard, per year
The cost per gallori of Dutch Boy White-Lead
and Linseed Oﬂ s kess today than that of any
other paint w :he Tabor of putting on.  Its
superior covtm\g pomer makes its relative cost
per square yusd atill fower. Its durability makes
its cost per s especially low.

Any tint
And you -+ s confined to stock colors—your
painter *w&n the exact tint you want.
* Ahandsome rw'} 4w of color plates, showing the latest ideas

in home decoras:a, both inside and out, will be sent you
for ten cents,  Address nearest office. .

NATIONAL LEAD COMPANY
NewYork . Boston Buffslo Chicago
Cinciunati - Cleveland St. Louis S$an Francisco

JOHN T. LEWIS & BROS. CO., Philadelphia
NATIONAL LEAD & OIL CO., Piutsburgh

Dutch Boy White-Lead

Snve the surface and you save all White-Lead saves the surface

‘This color-page advertisement appears in the following publications:

Red Book, February
American Magazine, March
Everybody’s, February
Country Gentleman, February 21
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and as many Of' green or yellow or brown or any

other ¢oloz.

"Any one of them is ym:rs when you paint interjor
walls and woodwork withi®Qiitch Boy White-Lead
and Dutch Boy Flatting Qi ™

Thus it is easy for you to
and harmony any imagined- o
. painter produces- the exact tint aa& &one you desire,
stitring in the color as he mixes tﬁg paint, The
vatiety is infinite. You are not limited t» stock tints.

Soft, Dull Finish

Without losing any of the well-known advantages
of a white-lead paint, you obtain a surface that is
smooth, silky, free from gloss or glare, and restful
to the eyes.

Washable and Durable

’ Flatting Oil are impenetrable to dirt or
in be washed as often as necessary

JHATIONAL LEAD COMPANY
New Yot;E Boston mb Chicago®
Cinci Cleveland St. Louis San Francisco

jOHN T. LEWIS & BROS. CO., Philadelphia
NATIONAL LEAD & OIL CO., Pittshurgh
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He Didn’t Take

Susie’s Advice

“Frank,” said Susie, one day in March, “you
ought to paint the barn this spring. Itneedsit.”

“No,” said Frank, “I’d rather save the
money for something else.”

Frank “saved the money” for a couple of
years—then he spent it all, and some more, to
put on a new roof, repair other damage the
weather had done to the barn—and paint it.

The “Save the Surface” campaign aims to
make property owners realize that a good way
to save money is to paint their barns, houses,
fences, furniture, wagons, farm implements:

Piint and varnish manufacturers, wholesal-
ers; dealers and painters,working co-operatively
in this way, increase the country’s paint and
varnish business, and each one's share increases
in proportion.

You can increase your sale of paints and var-
nishes by co-operating in the “Save the Surface”
campaign.

Belieying, os we do, that the “Save the Surface”
adﬂerhsmg i a pv’mﬂ)‘ul influence in increasing
the volume of pointing done in this country, and
beliguing that we, like ail the other manufacturers
in the point ond allied lines, are receiving our
share of the benefits of this advertising, we gladly
devote this space to the promotion of this co-oper-
ative werk,

. .
National Lead Company
New York Boston Buffalo Chicago
Cincirnati Clevelend " St Louis San Francisco
(Joba T. Lewis & Bros. Co., Philadeiphia)
(Mationsl Lead & Oil Co., Pittshurgh)

The above advertisement appears in the followsing publications:
-1 American Paint jol—Mar, 14 * Qil, Paint & Drug Repnrter—Feb 7, Apr. 4
Paint, Oil & Chemical Review-—-Mar, 9.
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‘This advertisement will appear in the March 30th issue of the Paint, Oil and Chemical Review "* o
©il, Pamt' & Drug Reparter—Apnl 25th. -

American Paint Jouma)—Aprd 11th,

The Day of Reckoning

“No,” he said, “there are other things. the
“house needs more than painting.”

He was wrong—althoucrh he-didn’t realize
it until the day came when his house needed
new shingles, new gu’d:ers, new leaders and
other miscellaneous repairs.

Now he appreciates the truth of “Save the
surface and you save all.”

When you, and we, and all other manufac-
turers, wholesalers, dealers and painters make
more people realize the money-saving impor-
tance of paint and varnish, we will be bmldlng
business for ourselves.

Avre you doing your part?
NATIONAL LEAD COMPANY

New York Boston Baffalo Chicégo
Cincinnati Cleveland . St Lowis  ° Sen Francisco
(Jobn T. Lewis & Bros. Co., Philadelphia)
{(National Lead & Oil Ca., Pittsburgh)
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Beligving os we do, that the “Sage the Surfacz”

edgertising is ¢ pow influence in increasing the
volume of 4 s COWSR:
lieving 'tétat e, like all. othet manufacturers in the




If You Owned
the Western Union—

How would you increase your business?

You'd do just what the Western Union is
doing—get people to send more telegrams.

If a dozen telegraph companies had offices
in your town, what would be the best way
for them to do more business—take it away
from each other, or do what the Western
Union is doing?

You know the answer—and doesn’t the same
principle apply to the paint business?

It does apply—or there wouldn’t be a “Save
the Surface” campaign. Because it applies
this “Save the Surface” advertising is in-
creasing the business of paint dealers every-
where. )

Dealers are getting the quitkest, biggest re-
sults in towns where they get together and
work together in a joint “Save the Surface”
campaign.

If the'dealers in your town aren’t doing this
very thing—start something!

It’ll pay—for the one big way to sell more
paint is to educate people to use more paint
——to teach people to “Save the Surface” by
painting oftener, and by painting roofs,
fences, farm machinery and other “surfaces”
wheﬁe paint has been used meagerly or not
at al

NATIONAL LEAD COMPANY

New York Boston Buffalo Chicago

Cleveland St Louls San Francisco  Clnclonatd
JOHN T. LEWIS & BROS. CO., Philadelphia .
NATIONAL LEAD & OIL CO.,  Pittsburgh

 Dutch Boy S

 This advzrtt:ement with minoyr changes will appem . the
Following publications.”

American Paint and Oil Deaier—Ottober. . *  Qil, Paint and Drug Repcrter—-Septe_;mber 6th.
Hardware Age—September 16th. Paint, Oil and Chemical Review—September 8th.
Drugs, QOils and szts—Scptember Painters Magazine——September. .

" . American Paint Journal—September 6k

_ 0000-NLI-000016726
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"Ever Hear of
Raisin Pie?

A generation ago, only a few housewives
made raisin pie. It was unheard-of in res-
taurants.

Raisin.pies were popularized by the raisin
.growers of California. They wanted to sell
more raisins—and instead of each one trying
to take business away from the others, they
set out to create a bigger raisin market. Omne
of the means adopted was to popularize raisin
pie, by means of clever advertising. '

The same sou_nd,.s-énsible idea is back of
“Save the Surface.”

Manufacturers, jobbers, dealers, painters
won’t have to try to take business away from
one another if the whole paint and painting
‘industry increases in volume. And the “Save
-the Surface” campaign is having just this

L effect.

: Hundreds of letters on file at “Save the Sur-
face” headquarters bear witness that people -
have been impelled to paint oftemer, to usé
paint on surfaces they had not . previously
thought of saving. .

This means more work for all painters, more
business for all who make and sell paint and
allied products.

Are you helping your business by putting -
your individual impetus into the “Save the
Surface” campaign?

i
|
',

NATIONAL LEAD COMPANY

New York Cleveland" Boston : Bufialo
Cincinnati Chicago San Francisco 8t. Louig
JOHN T. LEWIS & BROS. CO., Philadelphia NATIONAL LEAD & OIL CO., Pittsburgh
o . o
D j [Flatting O1l
I/ (UL / WhitelLead
Save the surface and you save all : White-Lead saves the surface

J— This aduveriisement, with minor chonges, will appear in the following Maguzines:
. Hardware Age—October Tth. -

s - American Paint & Oil Dealer—November.

O - Drugs, Oils & Paints—Qctober,

American Paint Journal--Sept. 18th and Nov. 8th.

Oil, Paint & Drug Reporter—Sept. 20th and Dec, 6th.

Paint, Oil & Chemical Reviéw—Sept. 15th and Nov. 8rd.

D
e Y
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The- Other 99
Eskimos

Suppose one Eskimo, in a village of 100, discovered
the joys of the bath, and bought a rub.

The. bathtub manufacturers wouldn’t compete for
his business, they would try to show the other 99
Eskimos the advantages of bathing,

That would be the way to sell bathtubs. The way
to sell paint is the same. Show people the wisdom
of “Saving the Surface” by painting oftener, by
using paint where it hasn’t been used before—and

" there will be more painting done, more paint used.

& Dealers who are workifig together in their com-

“ munities for “Save the Surface” report increased sales

: of paint and varnish. Painters tell of more jobs of
© painting. .

Hundreds of letters on file at “Save the Surface”
headquarters relate actual instances in which people
have used paint and varmish in ways they had never
expected to, just as a result of the “Save the Surface”
advertising.

Believing, as we do, that the “Save the Surface” advertising
is a powerful influence in increasing the volume of painting
done in this country and believing that we, like all the other
manufecturcrs in the painé and allied lines, arc receiving our

N . shave of the benefits of this advertising, we gladly devote this
space to the promotion of this co-operative work.

NATIONAL LEAD COMPANY

New York Bosion Buafalo Chicago
Cleveland St. Loals San Frapeisco Cincinnnti
JOHN T. LEWYS & BRO0S. CO., Philadelphia.
NATIONAL LEAD & OIL CO. Pitisburgh

. This advertisement appears in flze following pub]mxtwm-
Amer. Paint Journal—Nov. 15th. f Oil, Paint & Drug Reporter—-Decemher 27th,

Drugs, Oils & Paints—Nov. " Hardware Age—Jan. 6th.
Paint, Oil & Chemical Review—Nov. .lDth Painters Magazine—Dec.-

0000-NLI-000016728
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Poor Old
" Tin Lizzie
She was a sight — dingy, rusty,

shabby, looking as if she hadn’t felt the
touch of a paint brush for years.

She hadn’t. That was ‘what was the

matter with her. Then one day her
owner read a “Save the Surface” adver-
tisement, and after he’d read it he painted
Lizzie.

And she looked as if she had just come
frdm the factory.

_This is an actual “Save-the-Surface”
instance, taken froin a letter received at
“Save the Surface” headquarters.

There are thousands of other-letters,
telling how people have been led to Save
the Surface of a fence, a roof, a wagon,
a floor, a chair, a barn; a house.

NATIONAL LEAD COMPANY

New York Cleveland Boston Buffalo
Gincinnat Chicago San Francisco St. Leuis

JOHN T,LEWIS & BROS. CO., Philadelphia
NATIONAL LEAD & OIL CO.,  Pittsburgh

Dultcin B

Flatting @I[]]

Whﬂtt@=L@@d

White-Lead saves the surface

Sa_pe the surface and you save all

This advertisement appears: in the fvll‘nwing publications:

Hardware Age—Dec. 9th.
Amer. Paint & Qil Dealer—Dec.
Drugs, Oils & Paints—Feb.

Paint Oil & Chemical Review—Oct. 27th—Dec. 15th.
Armerican Paint Journal—-Nov. 22nd.
Painters’ MagaZine—Nov.

0il Paint & Drug Reporter—Oct. 11th—TJan. 3rd.

0060-NLI-000016729




‘The Barn That
Jack Built

It was a.good barn—but Jack let it get
weather-beaten and warped for lack of re-
painting.

Then came the “Save the Surface” cam-
paign, and the barn got a new coat. - Now it
will be repainted oftener. ‘Its owner knows
that frequent painting is real ecenomy.

All over the country _people are painting
houses, barns, garages and outbuildings
which would have gone pamt]ess had it not
been for the “Save the Surface” advertising.

Paints, varnishes and stains are being
used on floors, woodwork and furniture by
" those who have got the message of “Save
the Surface.”

People will continue to use more paint and
buy more paint if all of us—manufacturers,
jobbers, dealers, pamters-stlck together
and work together in the “Save the Surface”
campaign,

Believing, as we do, that the "Save the Surface” advertising
is a powerful influence in increasing the volume of painting
done in this country and believing that we, like all other
manufacturers in the paini and allied Hines, are receiving our

share of the benefits of this advertising, we gladly devote this
space to the promotion of this co-operative work,

NATIONAL LEAD COMPANY

New_York “Cleveland Baston Bufialo
Cincinnati Chicago San Francisco. St. Louis

Joba T. Lewis & Bros. Co., Philadelphia
. National Lead & Oil Co., Pittsburgh

Save.the surface and you save all T ‘White-Lead saves the surface

. The above advertisement appears in the -following publications:
Hardware Age—Feb. 8rd. - t+ Painter’s Magazine—Jan,
American Paint Jnl—Nov. 29th. Paint, Oil & Chemical Review—Dec. 1st.
Drugs, Oil & Paint—Jan. " Qil, Paint & Drug Reporter—Dec. 20th. ... 0000-NLI-000016730




- Peters Didn’t
Think of That

It hadn’t occurred to Peters
that the money he was “saving” by
not painting his house was really
.no saving at all, because rain and
wind and sun and frost were do-
ing a greater amount of damage.

- One day Peters read a “Save-the
Surface” advertisement, and the
. next thing he did was to telephone

to a painter.

Peters’ letter is on file at “Save-

the-Surface” headquarters. He

s says ‘all his bulldmgs are going to

- be painted twice as often as for-

merly, strictly as a measure of
economy. *

Pairiters, paint and varnish

% dealers, jobbers and manufactur-
) ers are all getting the benefits of
g the “Save-the-Surface” campaign,
& which is teaching people the econ- :

omy of using more paint.

NATIONAL LEAD COMPANY

New York Cleveland Boston Bufizlo
. Gincinnati Chicago San Franeisco St. Louis
JOEN T. LEWIS & BROS. CO., Philadelphia NATIONAL LEAD & OIL CO., Pittsburgh

Fﬂ@t‘t@m{ oil -
WhitelLead '

White-Lead saves the surface

utch Boy

Save the surface end you save all

° Hardware Age—Nov. 1ith, Paint, Oil & Chem. Review—Nov. 17th.
Amer, Paint & 0il Dealer—TJan. - Oil, Paint & Drug Reporter—Oct, 18th—Dec. 13th. H
Drugs, Oils & Paints—Dec. : American Paint. Jorl—Oct. 18th—Dec. 6th. FS
- Painters Magazine—Oct. -1

— e e .- 0000-NLI-000016731
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- THE BANKERS’ INFLUENCE ON THE
PAINT MARKET

One of New York’s master painters told the following
story at the recent Convention of the International Asso-
ciation of Master House Painters and Decorators:

“I was called into a conference between a prop-
erty owner and a banker. The property owner was
apply’ng for a loan and the banker refused the loan
until the man had his property pamted. ‘The banker
said: ‘I have been readmg the *Save the Surface”
adverti: and I am locking te the security for
my money three years from now, and I know that
three coats of paint will increase the credit value of
the security’ .

This incident is typical of the attifude of a few bankers
thruout the country. A questionnaire recently sent out by
the “Save the Surface” Campaign to a large number of bank-
ers demonstrated that the majority of them recognized that
the painted condition of a property is an index to the
owner’s credit but we doubt if the bankers of the country
realize as fully as they should the economic funchon of paint

and vaf‘msh Believing as we do, that the “Save thé Surface”
‘The “Save the Surface” Campaign is helping to educate * advertising s o poerful influence in increasing the
bankers as well as property owners, volwme of painting, done in this country, ond be-

lieving thit we, like oll other manufacturers in the

paint andallied Ium-, ere receiving our shore of the

NATIONAL LEAD COMPANY » benefits of shis aduertising, we gladly devete this space

to the pramotion of this co-operative work.

New York Boston Buffale : Chicago
Cincinnath Cleveland St.Louis San Francisco
(Jobn T. Lewis & Bros. Co., Phile.) . N

N * (National Lead & Oil Co., Pitts.)®
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from T A Pomom, January, 1920
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Be sure ébout : ; ) i
your Red-Lead :

- ’ - ; ) Dor’tlet your specificationsread, “A : B
: . good grade of Red-Lead paint shall : -
be used.” B -

Red-Lead is so opague and so domi- i
" nant in color that large quantities of ;
transparent adulterants like asbestine,
whiting, silica and barytes can be
mixed in without being detected by
theeye. These adulterants of course
greatly reduce the protective value of
: the paint.
& i . ‘The easiest and surest way to get
: g pure Red-Lead withits full protective
value is to specify by name — Dutch
Boy Red-Lead.

Dutch Boy — the Red-Lead
in Paste Form'

Dutch Boy Red-Lead is pure red-lead in ; . i
paste form: It contains linseed oil, and anly :
the addition of more linseed oil is needed to

% { give it paint consistency. :
‘This pure red-lead paint brushes ont with- -
out “pulling,” and covers thoroughly, with
N B \ a smooth; even film which affords complete
* 8§ . . protection against rust. .
Send for Booklet — “Red-Lead in” Paste o oo
Form.” : !

NATIONAL LEAD COMPANY

New York - Boston Cincingati
Buffalo”  * ° Chicago . Cleveland
St.Louis San Francisco

_ Jokn T. Lewis & Broz, Co. National Lead & 0 Co.
Philadelphia Fittshargh R

gic
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THE A An Foaro, Pebruary, 1920

Give full scope to
e

your color ideas
‘Whatever your colorscheme for a home
or hotel intérior, you can carry it out
just 2s your mind’s eye sees it, by the
use of Dutch Boy White-Yiead, mixed

with Duteh Boy Flatting Ofl.

Just the tints you desire

You are not confined to stock tints—,
yourpainterblendshiscolorsas accurate-
ly and effectively as any water-colorist.

Dull finish — washable

The use of Dutch Boy White-Lead and
Dutch Boy Flatting Oil gives a soft, dull
finish, which can Be washed frequently
without injury.  Derailed information
on request,

NATIONAL LEAD COMPANY

New York- Chicago
St. Louis Bostom Buftalo
San Fraacisco . elan Cincinoati /e

JOHN T. LEWIS & BROS. GO.
Philadelphia
NATIONAL LEAD & OQIL CO.
Pittsburgh

gy

FPUTCH b gy
Q@mu

~ Flatting Oil
White-Lead

0600-NLI-000016734
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Reprinted from THE ArRcrrTECTURAL Forum, Mardh, 1920

Beautifully Tinted
Washable Walls

Painted walls and woodwork ~ spotless and
sanitary—give a distinct note of individuality
to artistically designed homes.

Soft, Dull Finis

Dutch Boy White-Lead mized with Dutch
Boy Flatting Oil imparts to walls and wood-
work a soft, flat finish, which can be kept
clean—and will not be harmed—by the use
of soap and water as frequently as may
be necessary.

Any Color

/

Because you are not confined to stock tints, -

you are free to carry out any desired color
“scheme. The painter produces each egact
tint in the mixing of the paint.

NATIONAL LEAD COMPANY

New York ‘Boston Buffalo Chicago
Cincinnati Cleveland St. Louia San Francisco

JOHN T.LEWIS & BROS. 00.,Phﬂadel;:l:ia
NATIONAL LFAD & OIL CO,, Pittsburgh

Save the surfoce
ond your save all.
White- Liead
saves the surface

0000-NLI-600016735
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Reprinted from THE A uRAL Forum, April, 1920

Your Exact -
Color Scheme

e What a satisfaction it is to see your !

/ scheme of interior decoration carried’
} out just as you bhad planned it!

Painted walls give you this oppor-

tunity — your color design can be

worked: out, all through abuilding, just
as you conceive it.

You Can See How -
Each Tint Will Look

Perfect harmony, correctness in every
detail, are assured-—because the paintet,
adding the color when he mixes the
paint, can show you each tint for ap-
proval, and can vary it a bit this way
and that as you watch him, until he
gets exactly the tint you want.

Soft, Dull Finish
‘Washable
Walls painted with Dutch Boy.
" White-Lead and Hatting Oil have that
soft, dull finish so restful to the eyes.
They can be washed as often as
necessary, without injury.

NATIONAL LEAD COMPANY

New York Boston Buffaiq Chicago
Cincinnati  Cleveland  St.Louis  San Francisco
JOHN T.LEWIS & BROS. CO., Philadelphia
NATIONAL LEAD & OIL CO., Pittsburgh

(i
el surfice dnd you savealt;
i the surface, white-lead it
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Keprinted from Taz ARGHITECTURAL FORUM. September. 1920 . ’ N

R - A Thousand Tints - -
and Tones of Blue : ‘ ‘ »

and as many of green or yellow
x o or brown or any other color.
Any one of them is yours when
you’select for interior walls and
- woodwork Dutch Boy White-Lead
and Dutch Boy Flatting Oil.
Thus it is easy for you to work
out in exact detail and harmony _
any imagined color scheme.

Soft, Dull Finish

Without losing any of the well-
known advantages of a White-
Lead paint, you obtain a surface
that is smooth, silky, free from
gloss or glare and restful to the
eyes.

Washable and Durable
P Walls painted with Dutch Boy
White-Lead and Dutch Boy Flat-
ting Oil are durable, because they
are impenetrable to dirt or water,
and can be washed as often as
necessary without injury.

NATIONAL LEAD COMPANY

New York Boston Buffalo  Chicaga
Cincinneti  Claveland St.Louis San Francisco

JOHN T.LEWIS & BROS. CO., Philadelphia
NATIONAL LEAD & OIL CO. Pittsburgh

ead
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Saves Metal
Surfaces

How otten your ¢ye has been attracted by
a partly painted metal silo, fence or wind-
mill, a metal roof, a railitg; a bridge, the
steel skeletan of a new. building, just be-
cause of its color — flaming orange.

That brilliant paint is Red-Lead—used as
a protective coating on 80 per cent of all
iron and steel construction.

Armor against Rust

Contractors, builders, painters everywhere recog-.
nize Red-Lead as the surest and most durable pre-
ventive of rust.

And any builder or painter will tell you that pure
Red-Lead must be used if your metal roof, fence,
water-tank, or silo is to have real protection from
the weather.

Dutch Boy—the Red-Lead 3
.in Paste Form '
Dutch-Boy Red-Lead is pure Red-Lead, in paste

E

form. It contdins linseed oil, and only the addi-
tion of more linseed oil is needed to give it paint
consistency.

This pure Red-Lead brushes out without “pulling,”
and covers thoroughly with a smooth, even coat.

Send for Booklet, “Red-Lead in Paste Form”
NATIONAL LEAD COMPANY

Wew York Buffalo . Chicago
; Cleveland Cincinnati San Francisco
: Boston. St. Louis

JOHN T. LEWIS & BROS. CO., Philadelphia
NATIONAL LEAD & OIL CO., Pittsburgh

‘ Save the surface anyu save all S Red-Lead saves themface

This full page advertisement appears in the June 12th issue of Country Gentlemen

—t ‘ T 0000-NLI-060016738




What the

Save the Surface Advertising
is Doing

We reprint below a few letters that are indicative of .
the thousands that have been received by the Save the Sur-

face headquarters, proving that the Sdve the Surface ad-
vertising is having a powerful influence on paint sales. :

BOSTON

) especml]y asefol to th

These leti:ers ‘are open fo inspection at any time.:

.“You may be interested to

‘know that your campaign has

even caused me fo invest in
paint for my automobﬂe
“Yours truly.”

“Sm,cc I read your book
you sent to me it has given
a new point of view as
vds to Surface Protec-

ave the Surface Cam-
n has been of great
vatue to me.

“Yours truly.”

. “T first sent for your litera-
ture through curiosity, being
struck by the ingenious form
of your advertising. -

“Y must admit that a peru-
sal of your booklet has led
me to a fuller realization of

the value of paint, and has
led me to speed up where de-
lay wounld inevitably have

> cost more than the money

value.of the paint and labor.
© “Y believe your work of en-
couraging preservation is
e coun-
try in these days when re-
placement is so expensive.
“Traly.yours.”

Bcluvmg. as we do, that .the “
advertising is a pomerful influence in increasing the

“I wish to.advise that upon
your recommendation- I have
covered entire fioors in my-
house with one coat of vsm—
nish.

“Very truly yours.”

“Please send; information
on your helps for painters in
house-painting, as_there aré
so many people who think a
house needs fo be painted
once in a lifetime.

“In these cases a slogan
may wake them up.

“Hoping to hear from you
at yonr earliest eonvenience.

“Yours tmly."
“Since receiving your book~
let T mest und onl{tedly be~

lieve in your slogan, ‘Save
the Surface aad You Save

All’ 1 am wsing paints, var- -

nishes and stains most lib-
eraliy and believe as you do
that they save far more thau
they cost.

“Wishing you success in
your efforts to influence the
public along these Tines, I am .

“Very truly yours”

“Save the Surface”

volume of painting done in this country, and believing
that we, like all the other manufacturers in the paint and . .
allied lines, are receiving our share of the benefits of ‘this
advertising, we gladly devote this space fo the promotion

of this co-operalive wark.

NATIONAL LEAD COMPANY

ST. LOUiS

(Iohn T. Lewns & Bros. Co., Phﬂade!phm)
(Natxona! Lead & 0il Co., Pittsburgk) .

SAN FRANCISCO




P

2 : - Increasing the Market
for Paint

. Recently, in the Philadelphia offices of the “Save the
Surface” Camypaign, we were shown the following extract
from a letter received from an outdoor advertising sign com-

- pany. The letter, we are told, is typical of hudreds which
] have been received by the association. It struck us as being
very indicative. ’ o

HET

o

“T always knew that if the surface was kept
protected, all would be protected, but it was such
a- common truth thdt I did not think anything
about it until I read your advertisement about it.
This impressed it upon me, and though oil is high,
I have been doing considerable construction of
3 outdoor advertising signs and have painted all
i of the waodwork on all sides, something I have
never done before.

I think your education campaign is a good one
g and will actually bring money to the sellers of
paints and varnishes, in addition to doing a great
deal of good to those who use them.”

We belicve that the total wolime of painting doue
) in this country can be greatly incrcased. We believe the

| “Sawe the Surface” adveriising is a powerful influcnce in

i that d.reciion. And becaise we feel that we, as a matter
of course, receive our shave of the bencfits from this
adyertising, we ore glad io dewotc this space to the
fromotion -of this co-operalive work.

NATIONAL LEAD COMPANY

NEW YORK  BUFFALO CINCINNATI ST. LOUIS
BOSTON CHICAGO CLEVELAND  SAN FRANCISCO
(JOHN T. LEWIS & BROS. CO., PHILA))
(NATIONAL LEAD & OIL CO., PITTS.)




Results From
; Save the Surface
. Advertising

: These .few letters are representative of many hun-
: dreds on file at the Save the Surface headquarters.
They are an indication of the thousands-of paint sales -
that have been influenced’ by thls Save the Surface -

advertising.

They are open to inspection at any time.

¢ “I have been led to paint not due to studying your booklet,
only my own house, but have  and it will also lead to better
varnished a lot of furniture use of pamt in other direc-
and it looks like new. I tioms.

‘have a fiew view-point in re-
gard to paint and varnish and
shall not let my property run
down for lack of paint and
varnish, but paint and varnish
more often.

Yours truly,”

“Since writing you, the total
cost of painting I have done
is about $400 to date.

Yours truly,”

“Your booklet on Surface
Protection certainly put the

advantage of using good sur-,

fice protection forward in a
. very clear manner, so that I
can appreciate the value of
it, I-am part- owner in a
house, and have had the
floors - and walls varnished
and painted again, largely

Believing, as we do,

Yours truly,”

“Since reading your litera-
ture I’ve done a little paint-
ing and it has so enhanced
the appearance of.my build-
ing that I am going to paint
the entire building. 1 find it
real economy_to paint.
ours troly,”

“I wish to advisé that I have,
benefited quite a bit from the
information obtained from
your book and advertise~
ments, and have taken each
of your suggestions and have
‘saved the surface’ of some
of my property.

Thanking you for this infor-
mation 1 am,

Yours truly,”

that the *‘Save the

Surface” ad'oenmug is a powerful iuflu-

. ence in increasing the volume of painting
done in this country, and belicving that oc,
like all the other monufocturers in the paint
ond allied lines, are receiving our shore of
the benefits of this adverlising, we gladly
devote this space io the promotion of this
co-operative work.

® .
National Lead Company
New York Buffalo - . Cincinnati St. Louis
i Boston - Chicageo B Cleveland San Francisco
(John T. Lewis & Bros. Co,, Phila.)
) (National Lead & Oil Co.; Pitts.)
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Fourth Avenue Building

Tl o Focty Sl
New York

ERT—

Watch for It!
Your copy of the March issue of the Dutch
Boy Painter Magazine; containing full de-
tails of the Dutch Boy Spring Advertising
Campaign, has been mailed.

Read It! .
As soon as you get this magazine, read it—
carefully and thoroughly. It will give you
full details of the most striking, effective and
complete advertising campaign ever prepared
for Dutch Boy dealers.

Use It!
All the advertising material described in this
magazine is FREE! Its use means increased
business for you. Therefore order AT ONCE
the material you want. Time lost means
money lost.

Be Sure You Get It!
If your copy of the magazine hasn’t reached
you, let us know. You don’t want to miss this
issue~—and we don’t want you to. Address
our pearest branch office. No local address

is needed.

NATIONAL LEAD COMPANY
New York Boston Buffalo Chicago
Cleveland St. Lonis San Francisco Cincinnati

JOHN T. LEWIS & BROS. CO., Philadelphia
NATIONAL LEAD & OIL CO., Pittsburgh

This window paster is

an example of the tew
note that is sounded
throughout the campaign.

This advertisement appears in the March 18th issue of Hardware Age.

(i
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TR - - George Batten Company
: : . (ﬂdvertzlszhg

i : Fourth Avenme Building

E . Fouetooe and Toenty Soth &

: New York

2064 Page Hardware Age—April I0 %

Break the News:
“It’s Paint Time!”

That'’s the way to start the grand
march to your paint counter!.

Our free Dealer Newspaper Elec-
tro Service gives you just the help
you need. : :

Write for details today. You'll re-
ceive -a booklet, showing one-column
and two-column electros. These are
valuable for use in your newspaper
advertising and your direct-by-mail
circulars:

The ‘message of these advertise-
ments is “Paint Now—OQutside and
Inside—Use Good Paint!”

Get these free electros—use them
—and watch the up-curve in your
sales.

Address our nearest office for this
Free Dealer :‘Electro Servic&f No
street address necessary.

NATIONAL LEAD COMPANY -

New York | Buffalo Cleveland
Boston Chicago San Francisco
St. Louis Cincinnati

i The above double-
column advertise-
i ments measure 42"
| wide by 5" deep. The
single-column adver-
tisements measure
25" wide by 5" deep.

JOHN T.LEWIS & BROS. CO., Philadelphia
NATIONAL LEAD & OIL CO., Pittsburgh

Duncny "

and s B"QV ite-Leaq
Thispaio cone 1

(E":'.-Nm.ma.’ *‘g;::gh_«»s

ey 2 oot
o o g e

Fiorsen
Lo A v,

e

L

This advertisement appears in the April 10th issue of Hardware 'Age

0000-NLI-000016743
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Fourth Avenue Building
Fovethotn.and Tty Sk &

12077 Page Hardware Age—May 15 %

Write for these.
Free Movie
Advertising Slides

Your advertisement on 2
movie screen is read by every
person in the theatre: And
everybody goes to the movies.

It will pay you to remind
movie patrons, between reels of
tears and laughter, that now is
the time to paint, and that you
are  headquarters for “reliable
paints and materials.

We fuenish free of charge the
slides shown above. They are in

four colors, artistic and attrac~’

tive. Your name and address
lettered on—mnot a stencilled
insert; but a part of the slide
itself. Slides are standard size,
to fit any standard projector.

Wiite our nearest branch for
these free slides.  Proprietors of
the picture theatres i your
neighborhood will be ‘glad to
show them for you at very
moderate cost. And you’ll soon
prove to your satisfaction that
movie advertising pays.

NATIONAL LEAD COMPANY

New York Cleveland
Cincinnati Chicago

JOHN T. LEWIS & BROS. CO., Philadelphia

Dutch Boy

Save the surface and you save all

Boston . Buffalo
San Francisco St. Louis

NATIONAL LEAD & OIL CO., Pittsburgh

Whut@ul@ad

letfe\-Lgac? sqves the surface

This advertisement appeats in the May 15 issue of Hardware Age
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« Fourth Avenue Building
Fourthutbe.asd Toony Sourh s

New York.

Another Big Week
Six’ more red-letter days for Dutch Boy dealers!

Another big week of new customers, quick sales, in-
creased business!

Summer Painting Campaign
The Dutch Boy Spring Advertising Campaign was
an overwhelming success. This news has come to us
from scores of dealers whose cash registers jingled
joyously to the tune of bigger business! So we're
following it up with a Summer Campaign that’s even
more attractive and effective.

Dutch Boy Painter—June -

This Summer Campaign is fully described in the
Dutch Boy Painter magazine that will go into the
mails‘on June 15. Be suré you get your copy! If it
doesn’t reach you promply, write to our nearest office,
and they-will gladly send you one.

Free Advertising Material

1In this magazine we tell you of the window pasters,
movieslides, newspaper electrotypes, booklets, and other
striking advertising material we offer free to dealers for
thisSummer’s Painting Campaign. Order AT ONCE
the material you want—and begin to ‘‘cash in!”’

NATIONAL LEAD GCOMPANY
New York Boston Buffalo Chicogo
Gleveland St. Louis San Francisco_ Cincinnsti
JOHN T. LEWIS & BROS. CO., Philadelphia
NATIONAL LEAD & OIL GO., Pittsburgh

This is a reproduction
of the striking Window .
Paster — size 15 x 26

" inthes — whick wégffer

Jree to dealers as part
of the Summer Painting
Campaign.

This advertisement appears in the June 12 issue of Hardware Age, and also in other trade publications

0000-NLI-000016745
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The abave double-column
advertisements measure 44"
wide by 5% deep. T'he single-
cofumn advertisemenis
measure 24"wide by 5"deep.

This advertisement appears in the July 8 issue

Say It Again—
P S AT ’
Paint Now'!
Don't let peoplé forget that now is
- the time to paint!
. Remind them that your store is
. « headquarters for good paint-—old réli-
able Dujch Boy lead-and-oil.
" Use our free Dealer Newspaper
- Electro Service to. put your message
across in the newspapers. _
Dealers who sent for our “Spring
Paint Week ” electros fairly bubble
over when they tell us of the increase
of business these advertisements
brought them. B i
“Summer Paint Week” electios

are ready. Write today for booklet,

" order the electros you want, and use

thém in your newspaper advertising -
=~ you’ll start another boom in your

paint. business! o

These electros are fine for your
direct-by-mail circulars, top. For
booklet, write our nearest office. No
street address necessary.

NATIONAL LEAD COMPANY

New York * . Buffalo Cleveland
Boston Chicago San Francisco
St. Louis Cincinnati °

JOHN T. LEWIS & BROS. CO., Philadelphia
NATIONAL LEAD & OIL CO., Pittsburgh

of Hardware Age and in other trade publications
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Keeping Down the Upkeep Cost

‘This is a problem that confronts all hos-~
pital superintendents. Sometimes even
the most obvious sclution is overlooked.
Two- nems, repainting and redecorating,
can.-and should be kept down.

AW

Paint your walls with

g Dutch Boy Whlte-Lead
Mixed with
Dutch Boy Flatting-Qil

Walls painted with this material not

only last longer but are truly washable.

Thus it is possible to have a freshly

painted effect at all times.

The finish is a soft, velvety, non-gloss,

cheerful one that can be tinted any calor.
Qur Hospisal and Institusional

Decoration Service is at- your
disposal.

NATIONAL LEAD
COMPANY

New York Buffalo Cleveland
Boston Chicago San Francisco
5t Lonis Cincinnati

(John T. Lewis & Bros. Co., Philadelphia)
(National Lead & Oil Co., Pittsburgh) _

A ﬂﬂlﬂlﬂditIMﬂmtﬂfﬁﬂﬂiﬂﬂlﬂlﬂﬂﬂhﬂﬂﬁﬂfﬂ!lHMMHMIIIMHM)MHHWHHMMMF

Reprint of advertisement from the Jammary, 1920.
issue, THE MopERN HosprraL, Chicago. ,

A,
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George Batten Company
Advertising

New York

2042 5in. d.c. News *

Paint Inside
as well as Outside

Early summer is an especially
favorable time to “do” the house all
over, inside as well as outside. We
shall be glad to tell you why.

. Interior ‘walls and_woodwork
decorated now with paint made of

Dutch Boy. White-Lead

and Dutch Boy Flatting Oil will
add a coolness and freshness to
your rooms which will be doubly
appreciated during the hot summer
_months, Any desirable tint. Truly
washable.

Our materials are reliable, our
prices right. Let us estimate on
your work.,

ourcd BuY\puTCHE
FLETTING V:Xi;? BoY
AITE LEAD)
 —
Painter’s Name and

Save the sunface and yow save gl Address Go Here
%o save the surface. white-leod & ’

. A
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George BagenCompany
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_ Burth Avense Bilding
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2047 5in.d.c. News %

More Cheerful Rooms

How cosy and inviting the home
where the interior. walls and woodwork
are painted in approprizte and dis-
tinctive tints! o

To get exactly the tints you want,
use paint made of

Dutch Boy White-Lead

and Dutch Boy Flatting Oil. Interiors
painted with these materials are wash-
able, sanitary, durable.

For all exterior painting, we recom-

mend Dutch Boy White-Lead and bi
pure linseed oil. ) .
Let us give you money-saving ad-
vice on any painting job you may
have in mind. Estimates gladly fur-  Jeoehegusfoce and you oose oll;
nished. . - -
Painter’s Name and Add.ress Go Here
i
R, !
0000-NLI-000016749 i




Artistically
Painted

Walls and
Woodwork

Your rooms will be more cheerfu],
more attracnve and cosier . when
walls and woodwork are painted
artistically with

DUTCH BOY
WHITE-LEAD

"and Dutch Boy Flatting-Oil. They

will have a distinction, too, -that
you will be proud

Any tint you wnsh——and a truly
washable, sanitary surface.

Talk with us about your interior
pamtmg We can give you some
good pointers—and save you some
money.

S«ra the surface and 2qve alls
1o sarv the surface, whlh-lmd o

Your Name and
Address Go Here

A,
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‘Walls and
Woodwork

Your reoms will be more cheerful,
more attractive and cosier when
walls_and woodwork are painted
artistically with

DUTCH BOY
WHITE-LEAD

and Dutch Boy Flatting-Oil. They
will have a distinction, too, that
you will be proud of.

Any tint you wish—and a truly
washable, sanitary surface.

Talk with us about your interdor
painting. We can give you some
good pointers—and save you some
money.

‘Save the surface and :
10 e the pnice, St tad i

Paintér’s Name and
Address Go Here"

A,

T
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Artistically Painted
Walls and Woodwork

Your rooms will be more cheerful,
more attractive and cosier when
walls and woodwork are painted
artistically with

Dutch Boy White-Lead

and.Dutch Boy Flacting Oil.  They will
have a distinction, too, that you will be
proud of.

Any tint you wish-—and a rruly wash-
able, sanitary surface.

Talk with us about your interjor paint- ,
ing. We can give yousome good pointers Save the surface and gou eave ally
~-and save you some inoney. to save the surface, white-lead i,

" Your Name and Addréss Go Here

A,
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: '/—’W Paint inside now

Bnghcen up the house for the dull
winter days and long even'ngs by paint-
ing the walls and woodwork with

Dutch- Boy White-Lead
and Dutch Boy Flatting-Oil.

Not only does this paint add 2 note of cheerful-
ness to interiors, burirlends to them a distinctive
touch which can be gotten by no gther means. Any
tint you wish, even the most deficate, Washable,
sanitary, econormcal.

Call and let us talk over your interior painting.
We are experts on painting and hexdquarters for
good paint.

e the surface and you sage
white-lead the suzfare and you save #

Your Name and
Address Go Here

I

",
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Whether it is the outside or the
inside of your house_thar needs
painting, you want good paint.

We like to use good old reliable

DUTCH BOY
WHITE-LEAD

and pure linseed oil for exterior .

wark, Dutch- Boy White-Lead and
Dutch Boy Flatting Oil for interior
walls and woodwork.

Let us give you some money-
saving pointers on your painting.
We a¢ glud to estimate on any. joLb
—big or little,

Save tha surfacs and ;
i0'aame the Gurfices it

" Painter’s Name and
Address Go Here -

. A,
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(\ Greafer Pride
in Your Home

. Youcan’t helptaking a greater pride
in your home, when it’s spick an
span in a brand-new coat of

Dutch Boy White-Lead
and pure linseed oil.

This paint costs less, figured by the
gallon, square yard, or years of service.
As it is mixed to order, you can have
thie exact color you want.

~We carry a complete stock of re-
liable paint materials. Qur experience
and advice are at your service.

Save the surface and youw aave all;
o save the surface, white-lead it.

Your Name and Address
ete

: o,
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Greater
Pride in
YourHome

You can’t help
taking a greater
pride in your
home when it's spick and span
in a2 brand-new coat of

DUTCH BOY
WHITE-LEAD

and pure linseed oil.
* This. paint costs less, figured by
the gallon, square yard, or years of
service, Asitis mixed to order, you
can have the exact color you want.
. We carry 2 complete stock of re-
Hable paint materials. Our experi-
ence and advice are 2t your service.

Save the surface and yoi saoe all;
16 sive the eukfuce, whito-iead &,

Your Name and
Address Go Here

._ iy
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Greater.
N\ \ Pride in
4 | YourHome

- You can’t help
taking 2~ greater
pride in your
home when it’s spick and span
in 2 brand-new coat of

DUTCH BOY
WHITE-LEAD

and pure linseed oil.

This paint costs less, figured by
the gallon, square yard, or years of
service. Asit is mixed to order, you
«can have the exact color you want.

We use only high-grade ma-
tefials and our prices are right.

May we estimate on your workP

Save the surfacs and yow save all;
s savs the surface, white-lead it

Painter’s Name and -
Address Go Here

000!
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We hav e roo d ldrelx bl

DUTCH BOY

» WHITE LEAD '

] urch Boy
Dutch Boy Flatting Ol f
walls and wondw k R
Come in a d let give yuu
some money-saving pointers on you
Ppainting,
chdt < and you
0 save the runface, hiteivg 4 .
Your Name and
. Address Go Here

.OOOO-NLI—000016758




[i

lh"“

‘U” l
i

- "'

:
i M“\lk'x .

Artisﬁcally Painted
Walls and Woodwork

Your rooms will be mor ¢ cheerful,
more attractive and cosier whan
walls and woodwork are pain.zd
artistically with

Dutch 'Boy White-Lead

and D h B F l tt Ol Th il
B <tion o0, zhat you vl be
prou d f ' .

Any tint you wish—and a truly washe
itary surface.,

ble, sanicary surface. i
Talk with us about yo terior paint- s
ing. We can give you some guod pointers ,‘r

—and:z e you somm

Painter’s Name and Address Go Here

0000-NLY-000016759




InsideNow

Brighten up the house for the _
dull winter days and long evenings
by painting the walls and wood=
work wi

DUTCH BOY
WHITE-LEAD

and Dutch Boy Flatting Oil.
ot only does this paint 2dd 2
note of cheerfulness to interiors, but
it lends to them 2 distinctive touch
which can be gotten by no other
means, Any tint you wish, even the
most delicate. Washable, sanitary,
economical.
Calland let us talk aver your in~
terior, painting. ‘We are experts on
painting and headquarters for good

paint.
Sewe the yurfico cnd yon azsell
o tae the Surfce, white-tecd o

i

Your Name and
Address Go Here

e S ——

0000-NLI-000016760




InsideNow

Brighten up the house for. the 7

dull winter days and Jong evenings
by painting the walls and wood-
work with

DUTCH BOY
WHITE-LEAD

and Dutch Boy Flatting Oil.

Not only does this paint add 2
noteof cheerfulness to interiors, but
jtlends to them a distinctive touch
which can be gotten bi no other
means. Any tint you wish, even the

- most delicate. Washable, sanitary,
economical.

May we estimate on your interior
painting? You'll find our prices
right.

St
Painter’s Name and
Address Go Hese

]

., e,

0000-NLI-000016761
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=2 Paint inside now

Brighten up the house for the dull
winter days and long evenings by paine-
ing the walls and wondwork wi -
Dutch Boy White-Lead
and Dutch Boy Flatting-Oil.

Mot only does this paint 2dd anote of cheerful
ness 1o interiors, butitlends to them a distinetive
touchwhich can be gotten byno orher means. Any
tint you wish, even the most delicate.  Washable,
sanitary, economical.

Iglfzﬁy we estimate on your interior painting?
You'll find our prices right.

s

o
NUTCH BOY
& ‘m oL

Sve the d you savealls
) .l;ne ”:—‘u?“m u':hibhlwd .

") wsRIARRTILE -

Painter’s Name and
. Address Go Here

",

0000-NLI-000016762




Costs Nothing

1f you intend to offera house or oth.r
building for sale, by ull means paint it
first. A painted building sells twice as
quickly, Theincreasein price you will
beable to get will be far more than the
cost of painting.

‘Whatever your job of exterio: paint-
ing, we recommend

DUTCH BOY
WHITE-LEAD
and. pure linseed oil. For washable,
sanitary interior walls and woodwork,
use Dutch Boy White-Lead and Dutch
Boy Flatting-Oil. . .
Come in and let us give you some
paint pointers that will save you money-

. Save the surfuce end you savs all;
tosaus tie surfuce, white-lead i

our Name and
Address Go Here)

0000-NLI-000016763
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2012 5in. d: . News *

" as well as Outside

Early summer is an especially
favorable time to “do” the house all
over, inside as well as outside. Stop
in 2nd let us tell you why. :

Interior walls and woodwork
decorated now with paint made of

Dutch Boy White-Lead

and Dutch Boy Flatting Oil will

- add a- coolness and freshness to
your rooms which will be doubly
appreciated during the hot summer .
months. Any desirable tint, Trulv . : i
washable.

Eﬁé&z‘i‘?ﬁ—ry—z’; col’?l‘;fe:‘.sc:oacxll{dofelli):é?;. mCa;enn:VI: bLZ . I B . L :
e 3 of service? B : |
__‘——.: -J . {Your Name acd Address Jl 7 ;
FL LR T © Go Herd | | : !

0000-NLI-000016764 ‘ .




George Batten Company

Jdvera'szhg

Fourth Avenue Bmldmg

Sourthetoe and Trienty Seventh R
New York. .

2031 5in.s.c. News ¥

That Costs
Nothing

If you intend to offer a house or
other building for sale, by all means
paint it first. A painted -Building
sells twice as quickly. The higher
price you will be able to get will be
far more than the cost of painting.

Whatever vour job of exterior
painting, we r,ecomm_end

DUTCH BOY
WHITE-LEAD

and pure linseed oil. For washable,

- sanitary interior walls and wood-

work, use Dutch Boy White-Lead
and Dutch Boy Flatting-Oil.

Let us estimate on your work
and submit color suggestions.

Sﬁwtﬁaﬂrfuuand jou 2ave.
e e Bt aita o 1€,

Psinter's Nxmeand
Address Go Here

0800-NLI-00001 6765




T 2025 5in.s. c. News - %

to Paint

Fall weather is
ideal painting
weather. Temper-
atures are just
right tomakepaint
dryproperly. The
air is clear of dust and insects.

Protect your property now with

DUTCH BOY
‘WHITE-LEAD

and pure linseed oil —the adaptable
paint.

This paint, mized to order,can be
varied to meet surface and weather
conditions. It can be tinted to suit
Your most exacting requirements.

Drop in 2nd let us help you plan
your fall %aemtmg. As paint experts
we_may able to' sugzest: some
doliar-saving pointers. .

Save the sxrfase and you save all;
1o2avs thesurfaze, White-Leod i,
Your Name and
Address Go Here

0000-NLI-000016766



2014  5ip.s. c. News  *°

That Costs\~<(1 2

- ¥f you intend to offer 2 house or
other building for sale, by all means
paint-it first. A painted building
sells twice as quickly. The higher
price you will be able to get will be

. far more than the cost of painting.
Whatever your job of exterior
painting, we recommend

DUTCH BOY
WHITE-LEAD

and pure linseed oil. For washable,
sanitary interior walls and wood-~
work, use Dutch Boy Whire-Lead
2nd Dutch Boy Flatting-Oil.
Let us estimate on your work
and submit color suggestions,
b v
Your Name and’
Address Go Here

i,

0000-NLI-000016767
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Fall weather is
ideal painting
weather. Temper-
atures are just
right tomakepaint
dry properly. The
air is clear of dust and insects.
Protect your property now' with

DUTCH BOY
"WHITE-LEAD

and pure Jinseed oil—the adaptable
paint.
This paint, mixed to orderycan be

varied to meet surface and weather |

conditions. It can be tinted to suit
Jour most exacting requirerents.
We will gladly estimate on your

fall painting. As paint experts we
may be able to suggest some dollar-
saving pointers.

Savs the surface and yow save alls

1 zave the susfuce, whits-lsad &

Painter’s Nanie and
Address Go Here

&
Ey
4

0000—NLI-000016768




George Batten Company
Jdvertz’s,zhg
Fourth Avenus Building
Surthidaand Toenty Sk,

New York. ’ » . : . .

2010 5-in. d. c—News. *

More Cheerful Rooms
How cosy and inviting the home
where the interior walls and woodwork
are painted in appropriate and dis-
tinctive tints!
To get exactly the tints you want,
use paint made of

Dutch Boy White-Lead

and Dutch Boy Flatting Oil. Interiors
painted with these materials are wash-
able, sanitary, durable.

For all exterior painting, use Dutch
Boy White-Lead and pure linseed oil.

Come in and let us give you prac-
tical, monéy-saving advice on_ any
painting job you may have in mind.

Save the surjace and you save all;
o save the surfoce, while-lead it. &

¥

Your Name and Address Go Here

0000-NLI-000016769

SO S |
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Geofge Batten Company

“engonpanaccs

e_/_fdvertzfszhg

! Fourth Avenve Building

FourthAre and Tuenty Senrh R
New York,

2037 5 in. d.c. News—Patch %

( ’ Greater Pride
in Your Home

. Youcan’thelp taking a greater pride
in your home, when it’s spick and
span in a brand-new coat of

Dutch Boy White-Lead . e
and pure linseed oil.

This paint costs less, figured by the
gallon, squareyard, or years of service.
As it is mixed to order, you can have
the exact color you want.

We use only reliable paint materials. -
t us estimate on your work..

Savs the surfacs and you save all;

t0 2ave the surface, white-load 1. ;
Painter's Nameand
Address Go Here
0008-NLI-000016770
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George Batten Company
qﬂ’dpe‘rz‘zsﬁg

Four'thi Aven v;‘ﬁuﬂd“ 3

New York

2022 -5in.d.c. News

Whether itis the outside or the
inside of your house that needs
painting, you want good paint.

We have good, old reliable
Dutch Boy White-Lead

and pure linseed oil for exterior
work, Dutch Boy White-Lead
and Dutch Boy Flatting Oil for
interior walls and woodwork.

Come in and let us give you
some, money-saving pointers on
your painting.

Your Name and Address
Go Here

Save the sunface and you nave all;
o save the surface, whits-leed it.

A,

0000-NLI-000016771




George Batten Company
Adyercising
New York.

2035 5in.d.c.News—Patch %

Paint Now!

Good paint will brighten up your
house and other buih%ings. It will
protect them from spring rains and
sumraer heat. It will cost less and
go farther. Good paint’sother nameis

Dutch Boy ‘White-Lead

May we call and talk over spring-
time painting plans with you?
¢ can save you money on any
job of painting, big or litde.

Painter’s Name and
Address Go Here

Save the eurfece and yousaveall;
0 savothe surface, white-lead it,

e,

0000-NI.X-000016772

—— e e N




George Batten Compa:nﬁr :

vertisin,
Fourth Avenue Building
Frurthifo sl Tty Sk

vmy
New York.

2051 5in.s. c. News * .

‘ALL weather is ideal painting
weather. Temperatures are

just right tomake paint dry properly.

The air is clear of dust and insects.

Protect your property now with

Dutch Boy White-Lead

and pure linseed oil—the adapiable
paint. This paint, mixed to order, can
+ bevaried to meet surface and weather
conditions. It can be tinted to-suit
your most exacting requirements.

We will gladly estimate on your
fall painting.. As paint experts we
may be able to suggest some dollar-
saving pointers.

Painter’s Name and
Address Go Here

Save the surface and you save oll:
25 wevs tha gurface, wiitelsad it

0000-NLI-000016773




George Batten Company

Jvert;smg
Fourﬂ‘l Aveénue: Building
Furtheand Tocety Sorrdl

New York:

2009 5in.d.c. News *

FALL weather is ideal painting
weather. Temperatures are
just right to make paint dry properly.
The air is clear of dust and insects.

Protect your property now with

Dutch Boy White-Lead

and pure linseed oil —the adaptable
paint. This paint, mixed to order, can
be varied to meet surface and weather
conditions; It can be tinted to suit
_your most exacting requirements.
Drop in and let us help you plan
your fall painting. As paint experts
we may be able to suggest some dollar-
saving pointers. .

Your Name and Address
Go Here

A,

g.»;,__ oo,

Save the :urim and you zave all;
0 save the surface, white-lead it.

B

0000—NLI~000016774
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George Batten Company

. e
qﬁlx:ertzsm
i Fourth Avenue Bug::zé
FurthAeand oy,
New York.

2036 5in.d.c.News—Patch

There is an added coolness
and freshness to rooms wi
painted walls such as those:
decorated with

Dutch Boy White-Lead
and Dutch-Boy Flatting Oil.

Any tint you choose—wash-
able and durable. Now is as
good 2 time as any to “do”
your house over outside as
well as inside. ’

Write, phone, or ‘call, and ;
3 t¢ Lhe sunface and save all; Gl
we’ll tell you why. ts:zw;h: it site-toad it b

Painter’s Name and Addyess Go Here

0000-NLI-000016775
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George Batten Company

Avsrin £

dgdvertz'sz'ng

Fourth Avenue:Building
Fourthotoe and Ty Seah
" New Yorks

2007 5 in. d.c. News

There is an added coolness
and freshness to rooms witl
painted walls such as those
decorated with

Dutch Boy White-Lead
and Dutch Boy Flatting Oil.
Any tint_you choose—wash-
~able and ‘Jurable. Now is as
good a time as any 0 “do”
your house over outside as
well as inside.

Stop in, and welll tell you
why, We supply paint materi-
als that are standard and re-
liable.

*

(0
=
et

Savé the surfaes and you save all;
2o save the surfucs, white-lead it. |

Your Name and Address Go Here

N

— e —y

k) oy

0000-NLI-000016776




-George Batten Company

. iconroamn

Advertising

Fourth Avenue Building
Frurthohonand Toeny Soech S

New York.

2011 5in. d.c. News +*

Brighten up the house for the dull
winter days and long evenings by paint-
ing the walls and woodwork with

Dutch Boy White-Lead
and Dutch Boy Flatting-Oil.

Not only does this paint add a note of cheerful~
ness to interiors, but it lends to them a distinctive
touch which can be gotten by no gther means. Any
tint you wish, even the most delicate. Washable,
sanitary, economicak
‘Call and let us talk over your interior painting.
‘We are experts on painting and headquarters for
good paint. .

"Sase the surface and you save ally
white-lead the srfuce and you save it

Your Name and
Address Go Here

| G N

0006-NLI-000016777




(‘y'ou'n find our prices right.

George B%ggﬂCbmpany

Adyertising

Fourth Avenue Building

Frurthodloc and Toenty Senl %
Nevw Yorlk

2049: 5 in.. d.c. News %

'Brighfen up the house for the dull
winter days and long evenings by paint-
ing the walls and woodwork with

Dutch Boy White-Lead
and Dutch Boy Flatting-Oil.

Not only does this paint add a note of cheerful-
ness to interiors, butit lends to them a distinctive
touch which can be gotten byno other means. Any
tint you wish, even the most delicate. Washable,
sanitary, ecoriomical.

May we estimate on your' interior painting?

Sava the surfe

racs and you save all,
o save the surfac

o white-lead it. .

Painter’s Name and
Address Go Here

o,

0000-NYLI-000016778




2004 5 in. d. ¢. News

Paint Now!

Good paint will brighten up,your
house and other builfi}r'lgs. t will
protect-them from spring rains and
summert heat.” It will cost less and
go farther. Good paint’s other nameis

o ' Dutch Boy White-Lead

Call and’ let us talk over your
springtime painting plans.

Our assortment of paints, oils,
varnisheés, etc., is of the best quality

throughout.
) Y Nt nd Address CH B

i . . ‘our Name a; = . .
i - . four Neme &j DUTCH Boy , §
: feo : WHITE LPAD .
: ; . Savethe sufacsandyouscreall
. 20wt surfase, white oo 31,
A é
! .
b ;

: 0000-NLI-000016775

i
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2018 Sin. s ¢ News *

‘ Inside
as well as Qutside
Early summer is an especially
favorable time to “da” the house all
over, inside as well as ourside, Stop
in and lét us tell you why.
Interior walls and woodwork
decorated now with paint made of

DUTCH BOY
WHITE-LEAD

and Dutch Boy Flatting Oif will add

* @ coolness and freshness to your

rooms which will be doubly appre-
ciated during the hot summer
months. Any desirable tint. Truly
washable.

Our stock of paint materials is
complete and reliable. Can we be
of service?

Sove the eurfucs and you save all;
o eave the surface, whits-lead it,

Your Name and
Address Go Here

i,

~ 0000-NLI-000016780




: ‘ - : George Batten Company

Woorvonsres

. Advertisi,

o Fourth Avenue Build,

' _ v oAb oty St
B New York,

- . 2046 5in. s. ¢ News *

How cosy.and in~
viting the home
where the interior walls and wood- -
work are painted in appropriate and
istinetive tings!
To get exactly the tines you want
g . . use paint made of

, _ _ DUTCH BOY
L WHITE-LEAD

and Dutch Boy Flatting Oil. Interiors
painted with these materials are
washable, sanitary, durable,

For all exterior painting, we
. recommend Dutch Boy White-Lead
3 “and pure linseed oil ..
L €t US give you money-saving
B advice on any pamting job yon
£ have in mind. Estimates gladly
X : furnished.
i ) - Save the surface and you save all;
10 save the surface, whito-leadt 12,

i,

Painter’s Name and
ress Go Here

0000-NLI-000016781




George Batten Company

ldvertisin
Fourth Avenue Building
FourbheAve.and Tsenty Severth &

New York. .

2017 5-ip. s. c. News *

Cheerful
Rooms

How cosy and in-
viting the home
where the interjor walls and wood=
‘work ate painted in appropriate and
distinctive tints!

To get exactly the tints you want
use paint made of

DUTCH BOY
WHITE-LEAD

and Dutch Boy Flatting Oil. Interiors
painted with these materials are
washable, sanitary, durable.

For all exterior painting, use
Dutch Boy White-Lead and pure
linseed oil.

_ Come in and let us give you prac-
tical, money-saving advice on any
painting job you may have in mind.

Save the surface and you save all;
10 save the surface, white-lead ir. -

Your Name and
Address Go Here

0000-NLI-060616732




2041 Sin.d.c News %

Paint That
Costs Nothing

1f you intend to offera house or other
building for sale, by all means paint it
first. A painted building sells twice as
quickly. Theincreasein price you wiil
beable to get will be far more than the
cost of painting.

Whatever your job of exterior paint-

ing, we recommend

DUTCH BOY
WHITE-LEAD

and pure linsced oil., For washable,
sanitary interior walls and woodwork,
use Dutch Boy White-Lead and Dutch
Boy Flatting-Oil.

Let us estimate on your work and
submit color suggestions.

‘Seve the surfacy and o alls
bt el liat Tty 3

P‘ain.ter’s Name and
Address Go Here

0000-NLI-000016783
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If you intend to offer a house or
other building for salc, by all means
paint it first. A painted building
sells twice as quickly. The higher
price you will be able to get will be
far more than the cost of painting.

Whatever your job of exterior
painting, we recommend

DUTCH BOY
WHITE-LEAD

and pure linseed oil. For washable,
sanitary interior walls and wood-
work, use Dutch Boy White-Lead
and Dutch Boy Flatting Oil.

Come in and let us give you some
paint pointers that will save you
money.

Save the surface and wow. all;
S vaoe the srfuce, whstatond 1.

Painter’s Name and
Address Go Here

0000-NLI-000016784



George Batten Company

dvertisin

Fourth Avenue Building
and Foenty Somth 3.

New York,

*

as well as Outside
Early summer is an especially
favorable time to “do” the house all
over, inside as well as outside. We
shall be glad to teil you why,
Interior walls and woodwork
decorated now with paint made of

DUTCH BOY
; WHITE-LEAD

and Dutch Boy Flarting Oil will add
2 cooluess and freshness to your

washable,

Our materials are reliable, gur
prces right. Let g estimate o
your work,

Sava tha surface and you sge atte
0'sats the Safyne o e sf

Painter’s Name and
i K - T Addréss Go Here

vy

G000-NLJ-006016785




2009 5in. d..c. News %

Y ALL weather is ideal painting
T weather. Temperatures are
?  just right to make paint dry properly.

1; fi; The air is clear of dust and insects.

Protect your property now with

Dutch Boy White-Lead

and pure linseed oil —~the adaptable
paint, This pdint, mixed to ordes, can
be varied to meet surface and weather
conditions. It can be tinted to suit
your most exacting requirements.

" Drop an and let us help you plan
your fall painting. As paint experts
we may be able to suggest some dollar-
saving pointers.

Your Name and Address :

Go Here ?
= Seve the wursucs and yeu seve oll; .
2o save ths surfacs, whitelead: it.

0000-NLI-000016786




2016 Sin.s.c. News %

)

There is an ad- -
ded coolness and
frechness 10 rooms
with painted walls
such as those deco-
tated with |

| | . | DUTCH BOY
, A WHITE-LEAD

and Durch Boy Flatting Cil.

Any dnt you choose—washable
and durable. Nowis as good 3 time S
2s any to “do” your house aver out~
side as well as inside.

Stop in, and we'll tell you why., X
We supply paint materials that are k i
standard and reliable.

Save the surface and you save all; : i
2 eavs the surface, white-lead 1t

Your Name and
Address Go Here - . 1
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2034 5in.s.c. News *

There is 2n ad-
ded coolness and
freshness to rooms
with painted walls
such as those deco-
rated with

DUTCH BOY
WHITE-LEAD

and Dutch Boy Flatting Oil.

Any tint you chaose— washable,
and durable. Now is asgood 2 time
s any to “do” yourhouse over our-
side as well asinside.

Our materials are reliable, our
prices right. Let us estimate on
your work.

Saze the surface and you save all;
10 save she surfoce, white-fead %,

Your Name and
Address Go Here

0000-NLI-000016788




George Batten Company

dvertt’szhlg‘
Fourth Avenue Building
Footichiemd oty o §

New York.

2013 Sin.s.c. News %

brighten up your
house “and other
buildings. It will
protect them from
spring rains and summer heat. Tt
will cost less and go farther. Good
paint’s other name is

DUTCH BOY
WHITE-LEAD

Call and let ys talk over your
springtime’ painting plans.

Qur assortment of paints, oils,
varmishes, etc., is of the best qualiey
throughout. -

Save the surface and you save all;
1o 2ave the susfuce, white-lead it.

Your Name and
Address Go Here

; . G000-NLI-060016789




George Batten Company
%Jverttlszhg
Fourth Avenue Building
Ave.and Trenty Sevenh B
New York

2032 5in.s. c. News %

Good pzinr will
brighten up your
house and other
buildings. It will
protect them from
spring rains and summer heat. Ir
will cost less and go farther. Good
paint’s other name is

DUTCH BOY
WHITE-LEAD

May we call and talk overspring-
time pairiting plans with you.
We can save you money on any
job of painting, big or tictle.
Sava th ;
Y

Painter's Name and
Address Go Here

l

6000-NLI-000016790




George Batten Company
- c/fclvertz'szhg
Fourth Avenue Building
Foathoficd Tty S
New York. . -

2040 5 in. d. c. News *

Whetlier it is the outside or the
inside of your house that needs
painting, you want good paint.

We like to use good, old reliable
Dutch Boy White-Lead

and -pure linseed oil for exterior
work, Dutch -Boy White-Lead
and Dutch Boy Flatting-Oil for
interior walls and woodwork.
Let us give you some money-
saving pointers on your painting. )
We are glad to estimate on any s

job—big or little.
Painter’'s Name and Address
- Go Here ?F
Sovs e e .

0000-NLI-060816791




George Bagten Company
Adpertising .

Toutth Averiue Building
FeurthSoeard Tenty Sewath R

New York.

2021 5in. d.c. News *

Sase the swrfoce and yau save all;
<0 nave the surfaie,whitelead it.

)
il

Paint Time

I¢’s here—and we are ready to sup-
ply the paint that gives real satisfac-
tion. It is the well-known

Dutch. Boy White-Lead

mixed to order with pure linseed oil,

“turpentine and tintin# matter to meet
. surface, weather and color conditions.

Your choice as to color can be matched
exactly.

Come in and talk with us. We are
headquarters for first-class paint and
painting materials.

Your Name and Address
Go Here

R

o,

0000-NLI-000016792




George Batten Company

4!&!09"“: R
Adyertisin
* Fourth Avenite Bugf:;g
W' cand Frenty A3
. New: York.

2038 5in.d.c News %k

B\

el
TSRS

N

Paint Time
It’s here—and we are ready to ap-

ply the paint that gives real satisfac-
tion, It is the well-known

‘Dutch Boy White-Lead

mixed with pure linseed oil, turpentine
and tinting matter to meet surface,
"weather and color conditions. Your
choice as to -color can be matched
exactly,

_ Let us submit color suggestions
suitable for your house. Call, write,
or phone.

-
(o
Y

=

Painter’s Name and
Address Go Here

Save thasurface and you save all;
to s the swrface, whitelead it

" A,

0000-NLI-000016793
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“{Copy of our advertisement appeér{

Believing, as we ds, that the “Save the Surface’ adver-

tising is a powerful influence in increasing the volume of
painting done in this country, and believing that we, like
all theother manufacturers in the paint and allied lines, are
receiving our share of the benefits of this advertising, we
gladly devote this space to the promotion of this co-sperative
work.

farmer near Worcester, Mass. sold his

implements the other day for 33 1-3%
more than he paid for them aboutten years
ago. He was so enthusiastic that when he
came to town he went to the store of a
friend—a paint dealer—to tell him all about
it. The Save the Surface Campaign
Headquarters has shown us the letter which
the dealer wrote telling the remarkable
story of the transaction.

Gentlemen:~—

1 have just gotten a tale from a farmer who lives near
here who is selling out his farm and ke came in my store
to-day and tharcked me for selling him some paint several
years ago. 1had forgotten it but he says [ got him to paint all
. his impl tools and hi He got rid of them

at one-third more thaa they-cost. He says he thinks the
paint made all the difference.

Not such a bad ad for the Save the Surface |

There are $1,250,000,000 worth of farm machinery and
implements in use in the United States today. This is
just one of the many dormant markets for paint and
varnish that is being developed by the Save the
Surface Campaign.

National Lead C
. New York Ruffalo Cincinnatl St. Louis
Boston Chicago Cleveland . San Francisco
{John T. Lewis & Bros. Co., Phila.}
{National Lead & Qil Co,, Pitts.)
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And a Sales M@nager An Order

Save the” Surface Headquarters has given us permission to
publish the following sales manager’s letter to his salesmen:

A Dealer Gets a New Idea _,

To Al Salesmen:

Not long ago the writer called
on a* general merchant in Ohio
with a view to selling him our
line. My imtroduction was met
with that wéll-known phrase, “I
do not intend to buy paint this
year” Tt was stated very em-
phatically.

Here was 2 paint dealer—the
only one in town of possibly 200

-iphabitants—ten miles from a

raitroad—His stock in such a con-
dition to warrant the placing of
an order—yet he was unwilling
to even talk about paint.

1 shgwed-him-the -advertising
features now being used by the
“Save the Surface” campaign—

" sold him that idea—and took

away an order amounting to 30%
more in volume ¢han he had ever
bought before, without once men-
tioning thé fact that I wanted to
sell paint. In other words, I sim-
ply cashed in on the good work

“of that campaign. My idea was

to use this campaign as an incen-
tive to create a selling force
among the dealers and painters in

 that territory.

T would like to see each of our
salesmen consider himself a Sales
Manager for this “Save the Sur-
face” campaign. His salesmen
are the painters, master painters
and dealers in his territory. Teach
them 4o sell. The mastér painter
is not always a good salesman,
and he is sometimes uriskilled in
advertising. He should be taught
to be a good salesman of his own

"business—a salesman of painting

jobs. Now, if you can inspire
these painters to be salesmen of
painting jobs, to get people to
realize that they ought to ‘paint

_more for their own good, and

actually be right on his job to
take the contract you will further
this whole idea of getting ulti-
mate consumers to realize that
their own interests fie in the use
of more paint. Even though our
line of goods is mot directly
mentioned, they will naturally
lean toward our product. Why? -
Because you have shown by your
teaching thal your interest in
them is deeper than the mere get-
ting of an ofder.

(Signed by the Sales Manager.)-

NATIONAL LEAD COMPANY

New York
Boston

Cincinpati © Chicago

Buffalo Cleveland

{Joha T, Lewis & Bros. Co., Phila.)
(National Lead & Oil Co., Pitts.)

St. Louis
San Francisco

Believing, as we do, that the “Suve the Bur~
face” advertising is o powerful inflitence in in~
creasing the wolume of nointing done in this
couniry, and beleving that we, like all ihe
other manufacturers in the paint end allied lines, -
are receiving our share of the benefiis of this
advertising, e gladly devote this space 6 the
T ion of this ive. work. -
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White-jead possesses 1 : nts of adaptabﬂity which
makes it by trained, disc Paint
made from white-lead. can 'be 0 suit all conditions of sur-
face, season, locality and ¢ t.can be made stout or thin
as required. 1t spreads SHi easily under the brash.

Dutch Boy'W

is the choice of good:painters beesuse it'has every desirable
quality that ‘white-] lead quid hd

fine, permitting of eatsy mixing thorough incorporation with,
linseed oil.

Duich Boy white-lead is eqnslly suitable far exterlor and
interior work. When mixed with turpentihe or a good flafting
oil, it gives a beautiful, durable, ihitary flat finish. Any shade
or texture is obtainable.

(2%, 25; 50 and 1601, Steel Kegs.

NATIONAL LEA[D COMPANY- 1
H New York Hoston . Hiffalo” Chicago .
i Cincinnati Cleveland L‘cuis -San Franclseo
(John. T. Lewls!& Brd ., Philadeliphia)
(National Lead & Oil Coi, Pittsburgh)

e,

WHITE-LEAD | - John Wiley & Sons, 432 Fourth Ave.,
By A. ¥. Sabin, Eminent Authority gg; York gitgn iiteLead Ta
133 pages brimful of White-Lead knowledge. It ex-| me  Sabin's

plalns the various processes of manufacture, gives the reasons ‘ri‘;‘ug;‘yf,:‘;m L oceipt, TI remit SL“ or
for Its advantages and disadvantogeés inslde and out; dis-|

cusses the relatlve merits of variaus ofts, of zinc, of lthopone,

of basic leed sulphate, of mixed paints; tells the tricks of thely, o

trade in mixing and application;. iso chapters on brushes,

colors, etc. Every man Interested ill the paiot business—

urer, dealer, P 1 vead this| Agaress

book. Let us send It. Use the oa\!vnn ‘Then in \:e'n days

from recelpt, remit $1.25 or return the bo N N

JOHN WILEY & sous City. State ;

432 Fourth Ave, New York. -

. (Copy of our advertisement to appear in the June, 1920, number of the Painter and Decorator).

y : ' A - . 0000-NLI-000016796
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. ¥ "Save the surface

Give Your
Arm a
- SquareDeal

TSE the paint that brushes out easily, smoothly, evenly, thor-
oughly-—old reliable Dutch Boy White-Lead and Linseed
Oil—you won't be bothered by that 3 p. m. tired fecling.

Lots of satisfaction, too, in doing a job with Dutch Boy,
because you know it's going to be a good job, a satisfactory job,
when it’s done.

‘Paint made with Dutch Boy can be mixed to suit any condition
of surface, season, locality or exposure. Because it is ground
to a wonderful fineness, Dutch Boy White-Lead mixes easily

" and thoroughly with the oil. .

Mixed with Dutch Boy Flatting Oil, Dutch Boy White-Leadv}
produces a beautiful, soft, sanitary finish for interior walls and
woodwork. Any color—any tint of any color—that you or your
customer may desire. : ’

NATIONAL LEAD COMPANY

New York Boston " Buftalo Chicaga
Cineinnati Cleveland St. Louis Saa Francisco
JOHN T. LEWIS & BROS. CO. Phlladelphia _
NATIONAL LEAD & OIL CO. Pltsburgh

This advertissement appears in the October issue of
Painter & Decorator

0000-NLI-000016797
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Spreads
Easily
Covers
Thoroughly

TWO things about Dutch Boy White-Lead
paint that every painter likes. More work
done in less time, no “pull’’ to tire the arm.
Lots of satisfaction, too, in doing a job with
Dutch Boy, because you know it’s going to be
a good job, a satisfactory job, when it’s done.

‘Dutch Boy White-Lead

Because. of its fineness, Dutch Boy White-Lead
takes up the linseed oil with thoroughness and
speed—mixing is merely a matter of minutes.
Make any color you want.

NATIONAL LEAD COMPANY

Now York Tonton Buifalo Chicago-
Cincinnati Cleveland St. Louis San Francisco

JOHN T, LEWIS & BROS. CO., Philadelphia
NATIONAL LEAD & OIL CO., Pittsburgh

T,

0060-NLI-000016798
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stands for Never Fail Plan—a pla
we ate offering to painters to profit-
ably increase their business.

There is no magic in this plan.
It .is very simple and has never
failed to matenally increase the
business of the painter who has

. used it. _

The plan costs you ab iutely
nothing, We;pay all th
In our files are hui
from grateful:
the country who™
successful. -~

For full information wnte our
nearest branch. No street address

necessary.
NATIONAL LEAD COMPANY
ohin il Dy e e N

(Foho, T. Lewis & Bros, Co., Philadelphia)
" (Nationat Lead & Oil Co., Pitsburgh)
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| White-Lead the W
ife-Lead the Adag ‘Faimnt
X kS o
The skillful painter knows that varionl essary on different
T : surfaces and in different climates. ‘Fo t proportion of in-
e : gredients should he used when painti e “when painting cedar
o or redwood; when painting in Montana’than in Fl the kitchen than the
dining’ room. ' L
Again, if you or your customer have a cultivated taste.in color, delicate tints -
and colors may be needed far beyond the variety of a color card.
O * 1. White-Lead is equally suitable for exterior and interior-work. When mixed
[ with Dutch Boy flatting-oil it gives a beautiful, durable, sanitary flat finish. )
- _ y é . s : 4 o
‘White-Lead
i can be mixed to meet all these and many more requireﬁlents. It is pure. Itis.
S extremely fine, permitting of easy-mixing and thorough incorporation with lin- )
A4 seed or flatting oil. It is the"choice of good painters, - .
i ' 1214, 25, 50 and 100 Ib. Steel Kegs. J ’
L National Lead Company ?
-_-' ] New York Bosten Buffalo Chicago ‘
. 4 Cincinnati Cleveland St, Louis San Francisco ‘
{Jobu T. Lewis & Bros. Co., Philadelphia} :
H {National Lead & Oil Co., Pittsbargh) ;

0000-NLI-000016803
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Another Big Week

.~ Six more red-letter days for Dutch Bey paint-

" ers! Another big week for new customers, more
painting jobs, more business.

Summer Painting Campaign
The Dutch Boy Spring Advertising Campaign
was an overwhelming success. This Tas come to
us from scores of painters all over the country.
So we're following it up with 2 Summer Cam-
paign that’s even more attractive and effective.

Dutch Boy Painter—June
This Summer Campaign is fully described in
the Dutch Boy Painter magazine that will go into
the mails on June 15. Be sure you get your copy!
If it doesn’t reach you promptly, write to our
nearest branch office, and they will gladly send
you one

o
i
&

Free Advertising Material
: In this magazine we tell you of inovie slides, b |
newspaper electrotypes, booklets and other strik-

ing advertising material we offer fiee to painters,
for this Summer Painting Campaign. Order at
once the material you want—and watch your
business grow

NATIONAL LEAD COMPANY

New York  Buffale Cincinnati St. Louis
Boston " Chicago Cleveland San Francisco
(John T. Lewis, & Bros. Co., Philadelphia)
{(National Lead & Oil Co., Pittshurgh)




-

This advertisement will appear in the December 22d i;;ue of the Paint,AC_)i]‘and Chemical Review.

Bigger Pie—More -
Pie for Everybody -

The pamt busmess is a big round lndustnal
Pie. The business each man does is his slice of

the pie~—~whether be is a manufacturer, a dealer,

or a painter.

A. bigger slice for one fellow doesn’t need to
mean a smaller slice for some other fellow—if we
Jjust make the pie bigger.

That’s what the “Save the Surface” campaign
is doing. - Thousands of letters on file at “Save
the Surface” headquarters show that this adver-
tising is teaching people the benefits—and the
rzal economy—of using miore paint.

It is payiﬁg painters, and it is paying deal-

. ers, to get together in their communities for

“Save the Surface”. They soon produce the
bigger pie—the bigger slice for each. More for
the dealer, the painter, the wholesale distributor,
the manufacturer.

National Lead Company

New York Buffalo Cincinnati © St Lonis
‘Boston Chicago R Cleveland San Francisco
John T. Lewis & Bros. Co., Philadelphic)

{National Lead & Ofl Co., Pittsburgh}

Believing, as we do, that the “Save the Surface”

adyertising is a_powerful influence in increasing
volume ofYaTwting fone i this country, and rmmg
that we, like il the ﬂtfwf‘mmmfaduurs in the point
and alfied lines, are receiving our shar:
- of this advertising, we gladly: de'uo.te this space 2o the
prnmmm of this co-dperative

2 of the benefits

the

0000-NLI-00001680¢
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‘This advettiﬁe;nmt will appear in the Decemiber 29th isstte of the Paint, Off and Chemical Review.

Bumpers

Fore and Aft

Most automobiles have bumpers in front.
Have the bumper manufacturers nearly reached
the saturation point? Must their sales be in-
creased only within the limits of the increase in
the number of automobiles?

The day is coming when manufacturers of
B bumpers will begin to remind every automobile

owner that the back of his car is as valuable as
the front. .

That will be a good way for each of these
manufacturers to sell more bumpers, without
going after the other fellow’s business.

The “Save the Surface” Campaign is doing
. just the same thing for everybody in the paint in-
dustry-—painter, dealer, jobber, manufacturer. -
Tt is teaching people to use paint where paint has
not been used before. :

Also it is teaching people the real economy of
painting oftener.

Belirving, s we do, that the “Save the Surfece”
advertising is a powerful influence in fucreasing
the molumé of pointing done in this country, and
belicving that we, like all the other manufecturers
in the paint and allied Ines, ave receiving our
share.of the benefits of this advertising, we gladly
depote this space o the promotion of this co-oper-
ative work,

National Lead Company

New York Boston | Buffalo Chicago
Cincinnati Cleveland St. Louis San Francisco

(dobn T. Lewis & Bros. Co., Philadelphia)
(Nationsl Lead & Oil Co., Pittsburgh) . -

o e 0060-NLI-000616867




This ad ,crtlrcment will appear ig the October 13th and December Ist issues of the
PAINT, OIL AND CHEMICAL REVIEW

Save the surfoce
- yousaveall .

Bchemg o5 we do, thot the “Scve the Surfac

versising is @ powerful influence in increasing she ol
of painting done in ihis country, and believing that e,
like all the other manufocturers in the point and ullurd
lines, are teceiving owr shave of thé benefits of this ad-
vertising, we gladly devete this space do the Proutotion
of this co-operotive work,

‘The Barn That Jack Built

It was a good barn—but Jack let it get weather-
beaten and warped, for lack of repainfing.

Then came the “Save the Surface” campaign,
and the barn got a new coat. Now it will be re-
painted oftener. Xts owner knows that frequent
painting is real economy.

All over the country, people are painting houses,
barns, farm machinery and implements, garages,
and outbuildings which would have gone palntless B
had it not been for the “Save the Surface” adver-

- tising.

, Paints, varnishes and stains are being used on
- floors, woodwork and furniture by those who have
got the message of “Save the Surface.”

People will continue to use more paint and buy
more paint if all of us—manufacturers, jobbers,
dealers, painters—stick together and work -to-
gether in the “Save the Surface” campalgn

National Lead Company

New York Cleveland " Boston . Buffala
Ciucinhati Chicago San Francisco St Louis
(Joln T. Lewis & Bros. Co., Philadelphia)
{National Lead & Oil Co., Pittsburgh)

0000-NLI-000016808
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They All Got More Business

HERE is a small town in. the middle west

where all the painters and paint dealers clubbed
together in a cooperative effort to increase the use
of paiat.

‘The average house owner in that town formerly
repzinted about once in eight years. Now the aver-
age is nearer five years.

That means the paint business in that town has
been increased about sixty per cent. Each dealer and

_painter is getting about-his shareof the increase.

“That’s just what the “Save the Surface” adver-
tising' is doing on a big scale for manufacturers and

distributors of paint, varnish and allied products..

It is increasing the consumption of those products
and making more business for everybody.

NATIONAL LEAD COMPANY

New York Boston Buffalo . Chicage
Cincinnat{ Cleveland St. Louis San Francisco

(ohn T. Lewis & Bras. Co., Philadeiphia)
(National Lead & Oil Co., Pittshurgh}

This advertisement will appear in every isue of the PAINT, OIL AND CHEMICAYL R_EVIEW for August.

Belicving as we do, that she “Sgve the Surface”
adzertising is & fozvtffﬂ infiuence in incressing the
"alumz of pointing  dope dn thit countri, and be-

licving that we, fike all other mmwfumrers - the
paint and allied lines, are receiving our share of the

benefits of this ndw:ﬂmng, we. gl mi}y deapte ﬂu.r space
to the promotion of this co-operative m‘m

0000-NLI-000016309




.
w\w
| Nur‘nl

“This advertisément will appear in every issue of the PAINT. Ol L andCHEMICAL REVIEW! for September. .~

If You Owned the
‘Western Union—

1 ' . How would you increase your business ?

You’d do just what the Western Union is doing—
get peopleito send more telegrams.

If a dozen telegraph comipanies had offices in
your town, what would be the best way for them
to do more business—take it away from each other,

. or do what the Western Union is doing?

You know the answer-—and doesn’t the same
prineiple apply to the paint business?

It does apply—or ﬂxete wouldn’t be a “Save the
Surface” : it applies, this “Save
the Surface” adverusmg is mcrea,smg the use of

‘paint, and the sales’ of paint; all over the country,

‘The one big way to sell more paint is to educate -
s people to use more paint—tg teach geople to “Save
. the Surface” by painting oftener, and by painting
roofs, fences, farm machinery and other“surfaces”
where paint has been used meagerly or not.at all.

NATIONAL LEAD COMPANY . Beficvion as e do, that dhe “Seue thi Syrfoee”
:d;rgﬂmnf i o gowerful influgncs n increasing the

" . . wolume o inting dorie s is country, ond be- "
! New York Bostan Buffalo Chicage teving St e e W p;:?,r‘mw'}’.fnﬂ.rf in the
i Cincinnati Cleveland St. Lonia San Francisco goint andf a;‘IuJ lines, aré recml;:islv our shate of she
H - PR enefits of this advertising, ewzetz: ace
i . (John T. Lewis & Bros. Co., Philadelphia) to :fe promodior of this co- aperm%e work, ﬂ
IL/ (National Xead & Oil Co.,, Pittshurgh)
] 5
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What the
o - . .g®
Surface Advertising
Y
Is Doing
We reprint below a few letters that are indicative of
the thousands that have been received by the Save
the Surface headquarters, proving that the Save the

‘Surface advertising is baving a powerful influence on
paint sales.

Sévé‘ the

These letters are open to inspection at any time.

“I wish to advise that upon
your recommendation I have
covered entire floors in my
‘house with one coat of var-
uish.

Very ‘truly yours,”

“I first sent for your litera-
ture through curiosity, being
struck by the ingenious form
of your advertising.

of your booklet.has ied me
t0" a fuller realization of the
value of paint and has led
me to speed up where de-
lay would inevitably have
cost more than the money-
value of the pdint and Jabor.
T believe your work of en~
couraging preservation is
- especially useful to th2 coun-
try in these days when re-
placement is so expencive,

Truly yours,”

“Since I read your book you
sent to me it bhas given me
a new point of view as re-
gards Surface Protection.
Save' the Surface Campaign
has been of great value to
me,

! Yours truly,”

edertisie

that e, lik

ailied fines,

New York

Buffale
Boston

Chicaga

I must admit that a perusal.

Belicving, os we do. that the “Savc the Strface”

rbisiog e g powerf

woluime, of bainting don
. like all other manufacinrers in the paint and -

i . arc receiving our share of thi benefits of

this advertisiva, we gladly. decote this space to the

promotion af this co-operative work.

National Lead Company

Cincjunay.

Cleveland

(Jobn T. Lewis & Bros. Co.,Philadelphia)
(National Lead & Ofl Co., Pittsburgh)

“You may be interested to
know that your campaign
has even caused me to invest
in paint for my automobile.

Yours traly,”

“Since receiving your book-
let 1 most undoubtedly be-
lieve in your slogan, “Save
!;‘e Surface and you save
all.
I am using paints, varnisfies
and stains most liberally and
befieve as you do that.the
save far more than they
cost, - .
Wishing you success in your
efforts to influerice the pub-
lic along these lines, I am
Very truly yours”

“Please. send in‘ormation on
your helps for painiers in
housepainting, as there are
s0 'many people who think
2 house needs to be painted
once in ‘a fifetime.
In these cases a slogan may
wake them up. .
Hoping to hear from you at
your. earliest ronvenience

. Truly yours,”

ul _influence in increasing fhe
2 in this country, and believing

St. Louis
San’ Francisco
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A Dealer Gets a New Idea
And a Sales Manager An Order

Save the Surface Headguarters has given us per-

mission to publish the following sales manager °s letter

to his salesmen:

To All Salesmen:

Not long ago the writer called
op a general merchant in Ohio
with a view to selling him our
line. My introduction was met
with that well known phr:;se “I
do not inténd to buy paint this
year”, It was stated very em-
phatically,

Here was a paint dealer—the
only oné in town of possibly 200
inhabitants—ten miles from a
railroad—his stock in such a
condition to ‘warrant the plac-
ing. of ah order—yet he was un-
willing o even talk about paint.

1 showed him the advertising
features now being used by the
“Saye the Surface” campaign—
sold him that idea—and took
away an order amounting to
30% more in volume than he had
ever bought before, without
once mentioning the fact that [

" wanted to -sell paint. Id other

words, I simply cashed in on
the good work of that campaign.

y idea was to use this cam-
-paign as an incentive to create a
sellitig force among the dealers
and painters in that territory.

I would like to see each of our

5aIesmen considér himself a

Sales Manager- for this “Save
the * Surface” cdmpaign. His
salesmen are the painters mas-
ter painters and dealers in his
territory. - Teach thcm to sell
The master painter is not al-
ways a good salesman, and he
is sometimes unskilled in adver-
tising. He should be taught to
be 2 good salesman of his own
business—a salesman of painting
jobs. Now, if you can inspire
these painters to be salesmen of
painting jobs. to get people to
realize that they ought to paint
more- for their own good, and
actually be right on his job to
take the contract yeu will fur-
ther this whole idea of getting
ultimate comsumers to realize
that their own interests lie in
the use of more paiit. Even
though our line of goods are not
directly mentioned, they will
naturally lean toward our prod-
uct. hy? ~ Because you have
shown by your teachmg that
your interest in them is deeper
than the mere gettmg of an
order.

(Signed by the Sales Manager)

National Lead Company

New Yok Buffalo
Boston - Chicago

incinnati St. Louis

Cleveland - San Francisca

. (Jobn T. Lewis & Bros. Co., Phila.)
(National Lead & Oil Co., Pitts.)

Believing, as we do, that the “Save the S%rfu‘e
odvertising is_o_powcrful influgnce in, increasing the
volume of pa uting dome in chis couittry and bztmmm
that we, likz ail the other munufacturers in ihe pai
and allied lines, ore receiving wer share of the fiend

cfits of this advertising, we gladly devote this space-

Lo the promotion of tlu.tf/:mopmtwe work.
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- are affected more than others. We suspect that it

 Mew York - Buffalo Cincinnati - St. Louis

“Business Conditions” and

‘the Paint Market

When times are good, all business is
good.. When times are bad, some business
is very bad and some is only slightly bad.

There must be a reason why some businesses

is because the products of some industries are
looked upon by the- public as essential under all

conditions.

Is the paint and varnish industry looked upon
by the people as essential to the maintenance of
life, health and property? Will this industry con- -
tinue to grow irrespective of changing conditions?

The Save the Surface Campaign is a great force
working toward this end.

Rrlieving, as wc da. that the “Save the Swefoce™
advertising is a powerful influsnce v increosing
thr volinte of gaiuting dows iw thir countrv and
beliering that we, ke all the atlcr manufaciyrers
in the point and_allicd Enes, are receivizg our
share of the benefits of this advertising. we alndly
devate this <pace to the bromotion of this co-
operative work.

\ - L4
National Lead Company
Boston . Chicage  Cleveland .. San Francisco
(Jobn Y. Lewis & Bros. Co., Phila.)
(Nationel Lead & Oif Co., Pitts.)

0000-NLI-000016813




This advertisement will appaa.r in every isdue of The Paint, Qil and Drug Review for April

“'Sa_.ve the Suré&Ce
yousaveall e

Belieying, as we dg, that. the “Save the Surfece” sdver-
tising is @ pawerful influence in increaving the volume of
fpainting dope in this country, aond believng that we, like
all the other mansfacturers i the point and alied lines,
are veceiving our share of the benefits of this advertising,
we gladly devate this spoce to the promotion of this
co-operative work,

A Wise Old Farmer Was He

A farmer near Worcester, Mass., sold his implements
the other day for 3374 per cent more than he paid fon
them about ten years ago. He was so enthusiastic that
when he came to town he went to the store of a friend—
2 paint dealer—to tell him all about it.

The Save the Surface Campaign Headquarters has
shown us the letter which the dealer wrote telling the
remarkable story of the transaction.

Save the Surface éampaign,
Philadelphia, Pa.

Gentlemen:

I have just gotten 2 tale from a farmer who lives

near here who is selling out his farm and he came in
- my store today and thanked me for selling him some
paint_several vears ago. I had forgotten it, but he
says I got him to paint all his implements, tools and
machines. He got rid of them at one-third more
than they cost. He says he thinks the paint made
all the difference.
Not such a bad ad for the Save. the Surface!
T Your Friend.

There are $1,250,000,000 worth of farm machinery and
implements in use in the United States today. This is
just one of the many dormant markets for paint and
varnish that is being developed by the Save the Surface
Campaign.

® ;
National Lead Company
New York Buffalo Cincinnati St. Lowis
Boston Chicago Cleveland San Francisco
{John T. Lewis & Bros. Co., Phila.)
(Mational Lead & Oil Co., Pitts.)
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This advertisement will appear in the April 6th issue of the PAINT, OIL & CHEMICAL REVIEW

Seed That Grows
Dollar Bills
Bvery “Save the Surface” advertisement

plants seed that grows jingling coin and dollar
bills. .

o In whose garden? In yours—whether you're
| ) a paint manufacturer, jobber, retail dealer or
; painter.

But that’s not the best part of it. You do
. a bigger business becaunse people use more
: paint—you profit by the campaign—and so do
the people who use more paint, for when they
“Save the Surface” they save money!

| _ It’s a fine, sane, sound idea—this “Save the

Surface” Campaign. *

" Everybody benefits by it. What it’s going
to mean to you in the way of increased business
depends largely on your individual follow-up
work in your own locality.

Believing, as we do, that the “Seve the Sur-
Foace” vdwertising is a powerful influence in in-
creasing the volume of* painting done in this
country, and belicving that wc, like all the
other manufecturers in the paint and allied
lines, are receiving our share of the benefits of
this adwertising, we gladly dewvote this space to
the promotion of this co-operaiive wark.

i
3
H
i
!

Natioxial Lead Company

New York Boston Buffalo Chicago
Cincinnati Cleveland St. Lowls . San Framcisco

(lokn T. Lewis & Bros. Co., Philadelphia)
(National Lead & Oil Co., Pittsburgh)




This advertisement will appear in the Februaty 23d issue of the PAINT, OlL & CHEMICAL REVIEW
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Oh, You Bigger Melon!

‘Every day, more people are realizing that
painting the house, the barn, a wagon, a chatr,
a floor, a fence—is real economy.

And each time a paint manufacturer,
wholesaler or dealer succeeds in making a few
‘more people realize the value of this “Save

~ the Surface” idea—the paint business grows
bigger. ’ ‘

The size of your slice depends on how
earnestly you get behind the “Save the Sur-
face” campaign in your locality.

Believing, as we do, that the “Save the Surface” adver-
tising is a powerful influence in increasing the volume
of painting done in this country, and believing that we
like all the other manufacturers in the paint and allied
lines, are receiving our share of the benefits of this ad.
vertising, we gladly devote this space to the promotion
of this cooperative work.

NATIONAL LEAD COMPANY

New York Boston Buffale Chicago
Cincinnati Cleveland St. Louis Saa Francisco
JOHN T. LEWIS & BROS. CO., Philadelphia NATIONAL LEAD & OIL CO., Pittsburgh

g WS&V@ the Sul’face-and
you save all>2;¢o. 95 /
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This advertisement will appear in the January 26th issug of the PAINT, OIL AND CHEMICAL REVIEW

‘Who is Robbing

Your Till?

Your competitor? No, not hel

He may be after some of your business, juét
as you may hanker for some of his. But you
probablywon’t takeverymuch from one another.

What you both need to dois to get after Old
Man “I don’t need to paint’—he’s just a loose
idea that's abroad in every community, but he’s
the till-robber whose ghostly fingers steal away
profits from everybody in the paint business.

Because so many thousands of property own-
ers do not realize that paint is insurance against
deterioration and decay, the “Save the Surface”
campaign was conceived and put to work.

This campaign is bringing increased business
to everyone in the paint industry. Your par-
ticipation in this increase depends largely, of
course, on the vigor of your co-operation. Do
your share and yow’ll get your share.

Believing, as we do, that the “Save the Sur-
foce” advertising is o powerful influence in in-
creasing the wolume of puinting done in this
country, and believing that we, like oll the other
manufacturers in the point and allied lnes, are
recetving our share of the benefits of this adver-
tising, we gladly devote this space to the promo-
#on of this co-operative work. .

. |
National Lead Company
New York  Boston Buffalo Chicago
Cincinnati Cleveland St. Lonis San Francisco
(John T. Lewis & Bros. Co., Philadelphia)
(National Lead & Oil Cq., Pittshurgh)
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This advertispment will appear in _tl;c January 5th issute of the PAINTY, OIL & CHEMICAL REVIEW,
R i . - ! :
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Next Thing He Did Was

to Send for a Painter

" Thompson wasn’t stingy. He had a good
automobile: his family wore good clothes: two
boys were in college.

His house, barn and fences were badly in
need of paint—but that was only because-
Thompson, like most of his neighbors, didn’t
believe in painting oftener than once in six or
eight years.

Then one day Thompson read a “Save the
Surface” advertisement~-and the next thing

- he did was to send for a painter.

He had suddenly realized that it is true
economy to paint, because paint does save the
surface.

The “Stve the Surface” campaign is doing
Jjust that kind of work all over the country.
Thousands of letters received at “Save the’
Surface” headquarters prove this.

National Lea,d Company

New York- Buffalo St. Louis
Boston Chicage S .San’ Frangisco
(Jobn T. Lewis & Bros. Co,, Philadelphia)

(National Lead & Off Co., Pittshurgh)

?ﬁxd ::ilbed lines, are recnvmn our share of the ben-

advertisi
"7 "%0 the promotion of thisicooperative work.

Beligving, as we do, that the “Save, the Surjace”
. udvertising is a pnwer:ful inflnence in increasing the
r nlume of iamhng done i, this country, and believing

#hat “we, Like all the other_ mal facmrers in the ?ant

ng, - we gladly devote this space
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‘This advertisement appeared in the March 15 fssue of Arms aud the Man

When You'Bz{y N.R. A. Cartridges

Look for the Make as Well as the Name

During the war, we developed a Long Rifle Lesmok
cartridge of unprecedented accuracy at ranges of from
50 to 250 yards.:

* This cartridge seemed particularly well adapted to
the needs of expert riflemen. These are the men who
form the backbone of the National Rifle Association.’
So we named this cartridge the U. S. 22 NRA. It
seemed an especially suitable name.

Apparently other people agreed with us in that
for after spending some eighteen months of time and
some thousands of dollars popularizing. the name and
telling the riflemen about the cartridge we notice that
others have appropriated the same designation—
“N.R.A.”"—for a cartridge of the long rifle style.

The U. S. .22 N.R.A. is the original 22 Long” Rifle .
. cartridge developed for longf range work. We are
- convinced it has not been equalled. We do not think

it is likely to be equaﬂed. If it can be improved
upon, you may be sure we will do the improving.

Under the circumstances, we feel that we owe it to -

our friends—to those thousands who have come to
associate the name “N.R.A.” with a certain highly
developed cartridge of our make—to warn them of
the passibility of confusion and the need for making
sure that the U. S. name and trademark appears- on

. the box when they ask for N.R.A. cartridges.

UNITED STATES CARTRIDGE COMPANY

111 BROADWAY

NEW YORK, N. Y.

0000-NLI-000016819
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This advertisement appeated in Arms and The Man for the issue of May 1

N Front Row, Leit to Right—Orris E. Gerrish, Dr. John L. Bastey, Capt. Malcolm F. .
. Partridge, Walter 8. Gibbons, Charles H, Kelly. BackRow, E. M. Bruce, William E.
Tennell, H, A, Hallett, Harry Bennett, F. Herman Souther

The Boston Rifle & Revolver Club

AND ITS TEAM’S OPINION OF

() AMmUNITION

UNH'ED States CarTRIDGE COMPANY,
' ‘111 Broadway, N. Y.
GENTLEMEN:
After trying all the brands of .22 long rifle cartridges now on the market we have come to the conclusmn
that our old favorite “U. S.” still leads the field. We have therefore ordered a case of N. R. A. uncrimped
from your Boston office for the use of our rifle team.

e

We were afraid that the post-war ammumtxon would not come up to pre-war standards but find that
* your cartridges siill “hit where we aim.” I am enclosing some fen shot targets. These are of the ordinary
run and thérefore do not show any record breaking groups but show that every shot is a ten.
Very truly-yours,
BOSTON RIFLE & REVOLVER CLUB,
(Signed) Marcoru F. Pantrioer, Caplain, Rifle Team.”

et e b v 8 1
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This advertisement appeared in Atms and the Man Augast 1, 1920

—And Now at Glasgow, Scotland

UR REPRESENTATIVE in Great Britain reports that the great success of U. S. Ammunition at the
O Ham and Petersham competition has been followed by an equally spectac.ular success at the GlangW
Scotland, meeting of the miniature rifle clubs.
Following is @ list of the events won by users of U. 8. Ammumtlon In the majority of cases the cartndge used
was the U. 8. .22 N. R, A. Long Rifi¢ Lesmok Cartridge. This is becoming generally known as the all-range
cartridge for it functions with the same unequalled accuracy at ranges of 25, 50, 100 or 200 yards.

International Métch~Scoﬂand vs. England.

Won by: ° G. Crockart, Arbroath.
Used: U. S. at 50 and 100 yards.
Score: Top (both teams).

Grand Aggregate Gold Medal and Trophy.

Won by: D. MacDonald, Renfield R. C.
Used: U. S. Amimunition throughout the

. whole of his 10 targets at 25 .

. - 50 and 100 yards.
Score: 966 ex possible 1,000, which in-
cluded two rapid targets.

* Bell Challenge Trophy (25, 50 and 100 yards).

Used: U. S. Ammunition at 100 yards.
2nd, 3rd, 5th and 6tk places U. S.
at 50 and 100 yards.

S.M.R.C. Life Membership(30 shots at 25 yards)
2nd Won by: D. MacDonald, Renfield R. C.
Used: U. S. Ammunition.

Score: 296 ex 300.

S.M.R.C. Challenge Cup (25, 50 and 100 yards).
2nd, 3rd, Sth, 6th and 7th men
used U. S. either all through or

at 50 and 100 yards.

Longstaff Challenge Cup—The Championship.

. (25, 50, 100 yards and 50 yards rapid).

2nd Wonby: D. Mac Donald, Renfield R. C.
Used: U. S. Ammunition throughout
Score: 385 ex 400.
3rd and Sth winners used U. S at
50 and 100 yards.

B.S.A. Competition (25 and 50 yards).

Won by: D. MacDonald, Renfield R. C.
Used: U. S. Ammunition.
Score: 197 ex 200.

Tied 2nd, 3rd, 4th, 5th, 6th, 7th
and 8th. All men used U. s.
at 50 yards.

Explosives Trades Competition Ltd. (50 and 100
yards.)

1st man used U. S. at 100 yards.

" 2nd man used U. S. at both ranges. ’

S.M.R.C. 25 yards (Re-Entry Competition).
Tied 1st with a possible of 100.

_ §
S.M.R.C. 50 yards (Re-Entry Competition).
1st and 2nd places both-possibles
of 100.

UNITED STATES CARTRIDGE COMPANY

111 BROADWAY

NEW YORK

T i s P T e
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103 YARDS'

200 TARDS

Due to the limitation of space, these targets are reproduced half-size,

) -22 N. R. A.

Long Rifle Lesmok Cartridges

“Has produced resuits I had begun to despair of ever obtaining'—W. R. Stokes, Ordnance
Rifle Tearm, Washington, D. C. '

Writing of the exceptional results obtained with the U. S. 22 N. R. A. Cartridge,
Mr. Stokes says: s

§
*‘Since the Caldwell Small-Bore Shoot of last vear, I have been endeavoring to secure a combina:
tion of rifle and ammunition that will actually and consistently shoot 1 in., 2 in. and 7 in. groups
at 50, 100 and 200 yards, 1espectively. Using a Peteison barrel in a Ballard action I have been
able to get occasional “'possibles™ at 50 yards, but have been uniformly unsuccessful in getting
satisfactory results at 100 and 200 yards, although twenty lots of ammunition, representing five
makes, were tiied. What I want to Tet you know is that the new run of U.S. N. R. A., crimped,
has produced the results which I had begun to despair of ever obtaining.” :

“The targets which I am forwarding under separate cover tell the story. These targets were

made with the pew U. S. .22 N. R. A. Cartridge, firing done strictly according to N. R. A. match
rules, steel sights ‘used.”

UNITED STATES CARTRIDGE COMPANY

2261 TRINITY BUILDING NEW YORK

This advertisement appeared in Arms and the Man August 15, 1920
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U. S. Ammunitih at

) U. S. Ammunition—the choice of experts—won more prizes in the service rifle,
small-bore and-pistol competitions at Camp Perry, Ohio, than all other makes com-~

bined, living up to its slogan

HITS WHERE YOU AIM

Users of the U. S. 180-grain Palma and U. S. .22 calibre N. R. A. ‘cartridges are
to be found on every prize list for “the shots that hit are the shots that count.”

22 Caliber N. R. A. Cartridges

were the premier small-hore ammunition at Camp Perry where the Small-Bore National
Matches have just been concluded.

From first to last, they were the favored of discriminating shots.

In the winning of the International Small-Bore Match for the Dewar Trophy, the
two high men used U. S. N. R. A, cartridges. All other makes of commercial am-
munition were used by only 8 of the 20 shooting members.

U.S. .22 N. R. A. Ammunition took 6 of thev 9 prizes in the Small-bore Grand
Aggregate;

Five of the 10 prizes in the Off-Hand Sweepstakes at 50 yards;

The first 4 prizes and § of the first 9 prizesin the Small-Bore Long Range Re-entry
Match;

Half of the prizes in the Small-Bore Marine Corps Match;

Half of the prizes in the Small-Bore Wimbledon Match;

A large percentage of the prizes in the Small-Bore National Individual Match;

Half of the top places in the 100-yard Sweepstakes.

THE UNITED STATES

111 BROADWAY

0000-NLI-000016823
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. This advertisement appeared in’ Arins and the Man September 1, 1
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U, 8..22N. B. A, Ca:tndigé$ are especially adapted to the making of top scores
with super—accumfe target pistols, and the hand-gun- competltmns at Camp Perry
give ample proof of their reliability.

Their superiority over all other makes was undeniably demonstrated in the results
of every competition where target pistols were permitted.

In the Individual Slow Fire Re-Entry Match, out of ten medal winners, 8 places
were won with U. §. .22 N. R. A. cartridges. All other commercial makes won. two.
places. In the money prizes in this event, 23 of 30 prize winners, used U.S. All .
other commercial makes won 7 places.

In the Individual Slow Fire Single Entry Matéh the first prize with a score of
100, second, third:and fourth places, and nearly all of the remainder of the 30 prizes
were wonr with U. S. .22 N. R. A. cartridges.

S} 180-GRAIN PALMA .

Early this year, the United States Cartridge Company decided against making
up any special match ammuniton because its factory” was already running to

= capacity with commercial business.

Hundreds of riflemen who know the precision and accuracy which may be con-
fidently expected from the famous 180-grain Palma, insisted that a supply be available
for the National Matches. !

It was impossible to meet the full demand, but those whom we were able to supply,

H found that their faith in U. S. 180-grain Palma was justified.

N In the Grand Aggregate Match—total of the scores in the Wimbledon, Leech,
Marine Corps; Members' and President’s Matches, the supreme test of consistept
1 performanice—the winner, and S of the first 8 prizes winners used U. S. 180—ng in
: . Palma.

1n the Members Match, the winning score of 50 with 9 additional bull's-eyes, and
the scores in S of the 6 first places were made with U. S. 180-grain Palma.

. In the Leech Cup Match, the winning score of a possible-at each range and 11
¥ L additional bull's-eyes, as well as the scores in 3 of the first placés, were made with U. 8.
180-grain Palma.

In the President’s Match, 9 of the first 12 prizes winners, and 46 of those who
finished in “The President’s Hundred” used U. S. 180-grain Palma. The greater
number of the remaining places in this select coterie of marksmen were won with
government ammunition.

In the Marine Corps Cup Match, the winner, and 6 of the first 8 prize winners
used U. S. 180-grain Palma.

FES  CARTRIDGE COMPANY

NEW YORHK CITY

-tisement Qp_peayedin—' Arms and the Man September 1, 1920 G080-NLI-000016824
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. CHAMPIONS OF THE WORLD

The American Olympic Small Bore Rifle Team won first prize at the Olympic games
recently held in Belgium. The shooting was done at 50 meters, ofthand, at 20 targets of 10
1 shots each. The American score was 1899 x 2000, a remarkable achievement, an_d was ob-

| - tained with
.22 N R A.
Long Rifle Lesmok Cartridges

i " First, second and third individual prlzes were also won ‘with this unequalled 22,
‘ ' The Olympic matches in England in 1908 and in Stockhoim in 1912 were also won

I
&

by American teams, using U. S. ammunition.

‘ | - There is no mystery about the reason for the choice of U. 8. .ammunition in these

E ‘ 1 important international contests. An ‘article in July 15 issue of Arms and-the Man, in’
| - describing the.equipment of the American Small- Bore Rifle Team makes the following
\ statement:

| : “They picked U. S. ammunition for the cold-blooded reason
‘ . that they found it to shoot stralghter than anything else on
I

the market.”
~ UNITED STATES CARTRIDGE COMPANY |
2201 TRINITY BUILDING NEW YORK

This advertisement appeared in Arms and the Man September 15, 1920

00060-NLI-000016825
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Due to limitations of space, these targets are reproduced just one-half actual size.

H ERE are the targets that won the Individual Small-Bore Championship at the Olympic
1 Games—The Championship of the World. They were shot by Mr. Lawrence Nuesslein,
_ of Washington, D. C. His score was 391 x 400.

The match was shot at 50 meters, off-hand, iron sights. Five shots on each of eight targets.

Other members of the American Team won second and third places in the Small-Bore

Individual Match. The American scores in the maich were: '<'
Nuesslein . 391
Rothrock : . 386
Fenton 385
Lee . 370
Shriver 367

Mr. Nuesslein and all other members of the American Small-Bore Team in hoth this
Individual Match and in the Team Match, which they also won, used

22 N. R. A.

Long Rifle Lesmok Cartridges

This advertisement appeared in Arms and the Man dcl?bﬂ 1, 1920

t
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L. M. Felts
100 x 100
Shot with US .22 N, R A.

" courtesy of Birmingham
Small. Aring Company,
manufactureteof B.S.A.

Targets reproduced by

Kifles, with which these
scores were made.

A, B Maidsen
100 x.100
Shot with US.22 N. R. A,

ERE are two of the seven 100-yard possibles shot at the National Small-Bore
Matches this year. A 100-yard possible with a .22 is a rare thing. There were
more of them at Camp Perry this year than there have been in all the history of the many

open English meetings.

¥
¢

What are the reasons? There must be two reasons; .(1) better markmanship; and (2)

better ammunition.

@ 22 N. R. A. cartridges are as accurate at 25 yards or at 250 yards as at 100 yards.

Use the all-purpose, all-range .22 rim-fire, Insist on

.22 N. R. A.

Long Rifle Lesmok Cartridges

This advertisement appeared in Arms and the Man November 1, 1920

0000-NLI-00007 6827
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ls This fof a IOO#Ye;.i'd Group?

N Here is “sohé”"'group. Made at 100

yards by Mejor Townsend Whelen with

22 N. R. A

Long Rifle Lesmok Cartridges

Major Wheler tells us this is only one of many groups
ialmost equally good.

We have heard two old-timers remark that this is the
smallest 100-yard group on record.

We will be glad to serve as a clearing house for any
arguments.

United States Cartridge Co.

2201 Trinity Building New York, N. Y.

This advertisement appeared ip Arms and the Man November 15, 1920

A
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10 Shots, 100 Yards
U.8.0.Co. N.R.A. Long Rifle
Ammunition
B.S.A. No 12 Match Rifle

Shot by L.J.Corsa
Brooklyn Rifle Club
Tenafly Oect 3 1920

- Is This a Better 100-Yard Group? ]

This is submitted to us as a rival of Townsend Whelen's @roup
which we reproduced on the cover of November fifteenth ““Arms
. and The Man.” This group, like the other, was shot with

22 N. R. A.

* Long Rifle Lesmok Cartridges

" ag,

At 75 feet these same shots would have made a group like this

¢

@ .22 N. R. A.’s are the cartridges to use on the indoor range !
this winter. They excel at 25 yards as at 100 yards.

UNITED STATES CARTRIDGE COMPANY
2201 TRINITY BUILDING A NEW YORK

This advertisement appeared in Arms and the Man Degember 15, 1920 :

.. 0000-NLI-000616829 °
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Money-Back Cartridges
If you éu'e ever dissatisfied with any U. S. Ammunition:

just return the unused cartridges and get back the price ' ‘
of the whole box. We will refund in full to the dealer, :

YCARTRIDGES

" For all makes of firearms

This unlimited money-back guarantee is based upon
our certain -knowledge that U.S. Ammunition is accutdte
and uniform.

UNITED STATES CARTRIDGE COMPANY
111 Broadway, New York
General Selling Azents: National Lead Company, Boston, Buffalo, Cleveland, Chicago, St. Louis, Gener:
Cincirnati; United Lead Company, New York, Philadelphia; National Lead and Oud Company, - 3 Cincinna

Pittsburgh; James Robertson Lead Co., Baltimore; American Smelters Securities Cofy San Francisco; Pittsburg
Hingston-Smith Arms Co., Wmmpeg, Ja‘nn Haﬂam, Ltd., Toronto. -Hingston

Thxs two facmg page advemsement appears in the March issue of erld 21
ami the Apnl issue-of Onters Book—. Recreation.

0000-NLI-000016830




Smokeless and .
Black Powders

'Wal;;mof

Back Shot-Shells

Any time you've a fault o find, just take back the
unused part of the box. Your dealer will refund for the
whole box. ‘He knows we'll refund in full t6 him.

ACK SHELLS

Smakeless and Black Powders

We make this unlimited money-back guarantee

because we know that The Black Shells will please
you. :

UNITED STATES CARTRHSGE COMPANY
111 Broadway, New York

General Selling Agents: National Lead Company, Boston, Buffalo, Cleveland, Chicago, St. Louis,
Cincinnati; United_Lead Company, New -York, Philadelphia; National Lead and Oil Company, .
Pittsburgh; James Robertson Lead Co., Baltimore; American Smelters Securitiés Co., San Francisco;
Hingston-Smith Arms Co., Winnipeg; John Hallar; Ltd., Toronte. . .

: advertisement appears in the March issue of Field and Stream
1the April issue of Outers Book—Recreation.

e

0008-NLI-000016831

. - B R 15
i v

s kS

e T




Smokeléss and
Black Powders

- Waterproof

Money-Back Shot-Shells

‘Any time you’ve a fault té find; just take back the

unused part of the box. Your dealer will refund for the

whole box. He knows we'll refund in full to him,

Smokeless and Black Powders

We make this unlimited money-back guarantee
because we know that The Black Shells will please
you.

UNITED STATES CARTRIDGE COMPANY
111 Broadway, New York
General Selling Agrs: National Lead Company, Boston, Butialo, (leveland, Chicago, St. Louis,
Cincinnati, San Francisca; United Lead Company, New York, Phﬂadclphm National Lead and Ol

Company, Pittshurgh; j.lm< Rohertson Lead Co., Baltimore; ngston Smith Arms Co., Wicnipeg;
John Hallam, Ltd., Toronto. X

‘This color page advertisement appears in the following publications:

i National Sportsman—QOctober .
Field and Stream— September
Outers-Recreation— September
Qutdoor Life—September

0000-NLI-000016832
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For the Man _
Who Shoots .22 Cartndges

Here is an excepuonal .22-calibre Long Rifle cartridge. It will outshoot
anything of its size at 25 yards or at 250 yards. In a recent official test, it
developed an extreme range of 1400 yards.

S)CARTRIDGES

* For afl makes of firearms

‘The best small-bore marksmen in the Try this cartridge. I your dealer basn't
country are using this cartridge. TheAmer- it in stock, he can getit. Jf forany reason,
ican Olympic Small-Bore Rifle Team tooka  you don’t like it, your raoney will be re-

supply to Antwerp In Engiand and in  funded.
Made with solid bullet for target use and

hollow-point bullet for hunting.

Sweden, the winners of the biggest shoot~
ing competitions, are depending on it. .

UNITED STATES CARTRIDGE COMPANY
111 Broadway, New York -
General Selling Agents: National Lead Company, Boston, Buffalo, Cleveland, Chicago, St. Louis, Ci incinnati,
San Francisco; mtrd chd Company Nchcrk, P’l“ladelphta National Lead and Of Compasy, Pittsb urgh
James Rob h Arms Co., ernp g; John Halldm, Ttd. ., Toronto.

“T'his advertisenent appears in-the following publications:
Field and Stream—Nov.
Outers, Recreation—Oct. .
Qutdoor Life—Feb. -
& - - D000-NLI-000016833

Natwoad Sporisman -—Sept.
Hunter, Trader and Trapper—=Sept.
Forest and Strezm—et,
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Money-Back Cartridges

The N. R. ‘A, the all-around; high-speed, 22-calibre Long Rifle
Lesmok cartridge, is accurate at 25 yards or at 250. In a recent
official test, it develo_ped an extreme range of 1400 yards. .

The purchase price of this or ‘any other U. S. Ammunition is re-

funded to you if you are not satxsﬁed, on return of unused shells or -
cartridges.

U5)CARTRIDGES

For all maker of fircarms

Our uniinhited money-back guarantee is based upon Certain knowl-
edge that U. S. Ammunition is accurate and uniform,

UNITED STATES CARTRIDGE COMPANY
111 Broadway, New York -

General Selling Agents: National Lead Company, Rostan, Biiffalo, Cleveland, Chicago, St. Lou,
Cincinnati, San Francisco; United Lead Company, New Yorl: Phxhdzlphxa, Nahonal Lead and Oil
Company, Pittsburgh; James Rob: Lead Co., 5 h Arms Co., Winnipeg;
Jnhn Hallam, Ltd_ Tornnta . .

This color advertisement 'aj:'peam in the following ‘publications:

Outdoor Life— October . Forest & Stream — December X
Outers-Recreation — November " Field & Stream.—-Decembcr ., 0000-NLI-000016834
National Sportsman — November : .




 ‘Smokeless and
Black Powders .

Waterproof

Money-Back Shot-Shells

Here you see one of The Black Shell dis«
plays which have attrac‘ted mutch attention
to sporting goods .and hardware store
windows.

Behind these displays you can find The
Black Shells, and dealers who make good
our unlimited guarantee.

You can obtain The Black Shells in black

or smokeless powder, whick you prefer

and ag you prefer~—your pet load for any
kind of shooting,

And if, for any reason, you don’t like
them, your money will be refunded without
question,

):BLACK SHELLS

Smokeless and Black Powderns

The Black Shells have the speed; and they are so uniform in power, so entirely water-
proof, and so accurately gauged that gunners <an rely upen them,

UNITED STATES CARTRIDGE COMPANY, 11t Broadway, New York

General Be]lfng AgemﬂNNaﬂn‘na! Lead Company, Bogton, Buffalo,Cleveland,!

Chicago, St. Louls, Cinelnnati, Snanandscﬂ

York, Philadelphia; Natlonal Lead and OIl Company, P!ttsbumh James Robertson Lead

Company, Bnlﬂmare Hingston-Smith Arms Co., Winnipeg; John Hellom,

Lad, Toron

This advertisement with minor changes will appeor in the

Foliowing publications.

Qutdoor Life~November.
- Onters-Recreation—December.

Wasi D b

1 Spor
Forest and Stream—Japuary, .

0000-NLI-000016835
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Guarantee |
If you dont like
NRA Cartridges -

- Money-Back Cartridges

- . You will never need to usethe money-
back guarantee that goes with U. S. .22
N. R.A. Long Rifle Lesmok Cartridges
as with all other U. S, Ammunition.

But the giving of this guarantes—the
broadest ever made on ammunition—

assures every sportsman that we stand

back of every box of cartridges we .

sell.

For speed, accuracy ‘and punch, the
22 N. R. A. is a revelation to users of
rim fire cartridges.

YCARTRIDGES

Our unlicited money-back guarantee is based
upon our certain’ knowledge that U. S: Ammu-

nition s accurate and uniform.

For all maker of firearms

Always remmnd your customers that U. S,
Cariridges fit every standard make of fire-
am. :

UNITED STATES CARTRIDGE COMPANY, 111 Broadway, New York
General Selling Agents: National Lead Company, Boston, Buffale, Cleveland, Chicago, St. Louis, Cincinnati,
San Franciseo; United Lead Company, New York, Philadelphia; National Lead and Oil Company, Pittsburgh;
Compaay, Baltimore; Hingston-Smith Asms Co., Winnipeg: John Hallam, Lid., Tororto,

James Rob Lead

Reprinted from the November 1920 Issue of The Sporting Goods Dealer.,

(000-NLI-000016836

Wy




(:eorgeﬁ tfen y

ertzsm
Tourth Avenue Building
FourbheApe and Foenty Somnlh¥ .
New York.

This Book Will Help You

"The Black Shells are advertised in the feading Sportsmen’s publi-
cations. Shooters in your town want The Black Shells, because they
can get their money back if they don’t like them,

The cuts shown in the book will draw attention” to your adver-
tisements in. your local newspaper, and shooters in your vicinity will
know you can supply them with The Black-Shells.

EIACK SHELLS

Sinokeless and Black Powders

The book shows illustrations  for ﬂewspaper circular, prograrm,
and catalog advertising. Write to our nearest general se]lmg agent
for this book. It is free.

UNITED STATES CARTRIDGE COMPANY, 111 Broadway, New York

General Selling Agents: Nxhnnsl Lead Cumpany, Boston, Buﬁ'alq Cleveland, Chicago, St. Louis, Cincinaati,
F; + United Lead ork, tional Lead and Oil Coinpany, ‘Pittsburgh:
James Lead Co., H ith Arms Co., g'; John Hallam, Ltd; Torento.
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New York,

‘Our Money-Back Guarantee

QOur unlimited money-back
guarantec on The Black Shells
and U. 8. Ammunition will

gain and keep your customers’,

confidence, and will bring you
pleasure, pride and profits. It
gives you an unanswerable sell-
ing point. )

If any customer ever fails to
be completely satisfied with
citier cartridges or shells, just

take back the unused part of the
box and return all his money.
We:will refund it in fuil to you.

Always remember to tell your
customers they can get their
pet load in The Black Shells,
either in smokeless or black
powders.

Always remind them that U. S.
Cartridges fit every standard
make of firearm.

UNITED STATES CARTRIDGE COMPANY, 111 Broadway, New York

QGeneral Selling Agents: National Lead Company, Boston, Buffalo, Cleveland, Chicago, St. Louis, Cincin-
nnd United Lead Compeny New York, Philadelphia; National Lead and Oit Campany Plttlburgb James

Lead Co., 3 Smelters

‘Winnipeg; John Hal]nm Ltd., Tm'onto

Co., San isco; Swith Arms Co.,

This advertisement appears in the April issue of Sporting Goods Dealer.

0000-NLJ-000016338




2002 Page

George Batten' Company

. dfdvertzlszhg
Fourth Avenue Building
Fourthoie md Toenty Sosi2

New York.

orting Goods Dealer—lay ’;&c

This Happens!

What Do You Do

When it Happens in Your Store?

A man comes into youf store for The
Black Shells loaded with No. 6 shot.
You're out of No. 6, but you have No. 5.
Before he feels disappointed, you show him
how little the difference in the two sizes is.
(Look at the above illustration and see'this

. for yourself.) Then he’s perfectly satisfied
with what you have. He leaves your
store with. a box of shells instead of a
grouch against you for mot having just

* what he wants.

This is only one of many ways in which
our Counter Sign deLuxe makes businiess for

you. On your counter, this very handsome
11x9 inchsignwithitsred and black lettering

againsta gold-leaf background in a mahog-

any framecatches your customer’s attention,
‘Then the detail thoroughly interests him.

Those circles show the various powders
and shot sizes in common use.

‘When you once see this valuable counter

sign yow’ll get a new idea of quality in
dealer helps.

We have a limited supply of these signs
and will send them on request to dealers
who sell The Black Shells.

UNITED STATES CARTRIDGE COMPANY, 111 Broadway, New York

Generel Selling Agents: National

Company, Boston, Bufelo, Clevelend ‘Chicago, St. Louis, Cincin:

Lead
nati; United Lead. Oompany New York, Philadelphia; Natwnal Lﬁd and Oil Compmv meburgh James
s Co.,

Staelters
‘Winnipeg; ]ohn Hallam. Ltd., '.l.‘orontn

This advertisement appears in the May issue of Sporting Goods Dealer.
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Something Worth Getting

This 22-karat gold-leaf sign
“‘dresses up "’ a show.window as truly
as a flower in your buttonhole. It
is so costly that we send a man to
cement it in place on well-located
stores with real show windows.

~ The above reproduction only sug-
gests its beauty. 'The Sign de Luxe
itself is in two colors—red and
black. It is 16x9 inches. The
background and the brass parts of
the ammunition are faced with 22-
karat gold leaf. It’s an ornament.

Also,.a trade-getter. That’s why

it pays us to send a man to put it

up on good show windows. -

It catches the attention of shoot-
ers who use U. S. Ammunition and
The Black Shells, and fixes in their
minds where to buy when they need
more. And it interests others suf-
ficiently to make them come into
your store and ask questions.

If you have a good window and a
good location, you want this sign.
Write early.

UNITED STATES CARTRIDGE COMPANY, 111 Broadway, Hew York

ling . Agents: National

pany, Boston, Butialo, Clevelend, Chicago, St. Louis, Cincin

General Selli Lead Comj
nati; United Lead ‘Company, New York, Philadelphia; Nahmal Lead and Of Campany Pittshurgh Jsmcs

mith Asms Co.,

Son Lead Co., Smelters
Winnipeg; Johin Hallem, Ltd., Toronto.

This advertisement appears in the March issue of Sporting Goods Dealer *
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This Window Display Malkes Your
Customer Take to the Woods

A window display that made customers
. take to the woods would sadden a jeweler
or a rug merchant, but you are selling The
Black Shells. You want a display that will -
- drive men to the wilds, and here it is.

On his way to the woods, your customer
will stop at the store, undoubtedly. In fact,
the chances are hell come right in, get his
shells, and pack his kit later.

We defy any one who loves dogs, any
man who has ever known the wild life or

bas seen a fine setter flush the birds, to

_pass. without a thrill the window display

which we illustrate here.

‘This one of our window displays is well
on a par with all The Black Shell dealer
helps we have issued inthe past, and whose
very high character you have recognized.

X you have a blg window, write our
nearest general selling agent for one of
them. I your window is small, write for
an equally good but smaller display.

UNITED STATES CARTRIDGE COMPANY, 111 Broadway, New York

° General Selling Agents: National Lead Company, Boston, Buffalo, C\evdanﬂ Chlz:szo St. Louis, Cincinnati;

United Lead Company, New Yark, Philadelphia; National Lead and Ol C

Lead Co, 5 Smelters

gh: James

Co, San Francisco; Hlngs‘tpn—Smxth Arms Co., Wmmpeg
Jotn Hallam, T4d., Toronto.

“This advettisement appears in the July issue of Sporting Goods Dealer
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SMALL BORE AT CAMP PERRY

In the hand-gun competitions at Camp Perry, eight out of ten medal

winners i the individual slow-fire re-entry match won their places with

.22 N. R. A.

w’ Long Rifle Lesmok Cartridges

lxéf.h e money priz eﬁnthtseventtwenty-thr of the thirty prize winners used-these
cartri
lnthe[ndmdudslwf’ix Single Entry Match, theﬁzstpnze,(apossﬂal ) secand,
third and fourth places, and nmlyalloith rernander f the thntyprnz s were won
wxth S. 22 N.R. A.

This result.speaks for itself. U. 5. .22 N. R. A, Cartridges are becomi gknown
the All-Range RimFires.  They are accurate at ﬂmnges&cmZSyardat 250ym‘ds

UNITED STATES CARTRIDGE CO,

S gﬂ%@@%

o

Tl

Vs

5

111 BROADWAY, : ~ NEW YORK, N. Y. E@ﬂ
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‘This Advertisement g appears i in the October issue of the United StateaB.ev Iver Association Bulletin. .
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---And Equally Good in a Pistol
" This Target was recently made at the Haverhill Club by Mr. Daniel G. Fox,.of Hav
erhill, Mass,, in a regularly staged rifle match. Mr. Fox used

_ Long Rifle Lesmok Cartridges
and writes us rearding it : . C

" * Youcan rest sseured £hat I shall continue to use this very fie cartridge, as I consider it
without. idn to be the at.all ranges. i it was oﬁ .

its best at the 200 aver, but I am after numerois tests, that it isequ:
good at25 yards; and superior to any that1 have previously used,”

UNITED STATES CARTRIDGE CO.,

2201 TRINITY BUILDING, . NEW YORK, N. Y

This Advertisement appears in the Décember issue of the United States Revolver Association Bulletin.
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