Give your Customers...

“BUY-FOCAL"” VISION

Catch the customer's eye — that's the fiest step in making
‘a sale. But ing his ion is not ghs you have
to go on and the customer’s eye by providiug some-
thitg whicls is, at the same time, attractive and interesting.

. row of the bright, colorful

Inside the store the s eye is ly at-
tracted by the skillfully arranged shelving
“Dutch Boy” Paint labels right
ont there 30 that they can work their own selling
the in the stoce. Here's the "Dutch Boy” full fine .

Would your store front point out to the ge I
ance = that here is an up-to-the-ninute, weli-
isiness where he winikl be able to have his

—at first
nanaged

painting probiems settied elficiently and well?

ust put yousself behind the customer’s glasses shown
Vall' Palxet &

Delow and can essily see that Sin
Paint C .yot'of‘" inuati Ohio.lre‘"" g y
certain that not one single passerby will miss being at-
teacted to their store.

Notice the modern, eye-appealing store front of their
new store at 221.25 W. Fifth Street in Cincimiti, The
large, backl Jows allow the to view not
anly the appealing window displays but beyond them and
insicle the store itself. The sture name and products sold
are large sud fully visible acruss the street.

~ really hancly for the clerk who won't have to lesve his
customer and g0 into a back stoceroom to &) over-the-
counter purchases. Here are signs and displays also that
will catch the customer’s eye right at the point of purchase.
Along with fresh color cards and descriptive f , these
signs and displays will take more of the selling burden
from the clerk and speed up the sale.

Auy patential customer need only take one quick look
at the Singer store front and one look sround inside and he
will immediately recognize that here is 8 well-managed
store ~ a storc he can have confidence in. This is what you
want your customers to feel as they enter your store. Take
a ¢quick Jook around yvour store « look at it through a
custamer’s eves, It’s the customer’s eyes that stop or start
every sale you makel (Cantinned on puge 3)
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DEALERS, PAINTERS, ARCHITECTS
JOIN TOGETHER FOR FACTS

tn Hagerstown, Marviamd recetly, a meeting was organized by three
“Duteh Bov™ dealers. (Tagerstown Paint ad Glass Co., of Hagerstown,
Marviand, the Martnaburg Pamt & Class Co.. of Martinshurg, West Viegimi
amd {ohn \V. Rosenberg, . of Winchester, Vieginia, The meeting featueed
a talk and demonstrution of "Dutch Boy™ Paints given by §. W. MeAsthur,
huical rey ive of the N | Lead Conpany. Perhaps one of the
reasons that this meeting was 30 much of a success was due to the fact that it
was a cooperstive, wellorgauized méeting. Nt only were the dealers and
theit sales t but each dealer brought to the meeting his
rainter and local arch In that way es ervone st vital to the
- business life of these deslers had the apportunity of getting the latest facts
on paints amd paint usage from an expert. All persons attending were highly
cuthuginstic st the close of the inceting w fevling that they had gained a

great deal of valuable information in the quickest sud easicst way possible. .

It's ohvious that these can be very valuable. in this case. these three
dealers made just one evening's lecture add up to the prowise of many vears
of better business, Shown in photo above, standing in back of seated printer
guests, are deft 2o right: Don Gimple (sal Y of Lag Paint and
Ciass Co. = Wayne Byrd (manager) ancl Leraw Miller of Martinsburg Paint
& Glass Co. = Leonard |, Davis. Frank C. Ort, Virgie Frazee. Leonard G.
Mathias ¢ partner), V. llovston Smith, George \WVinttington and Emmest F.
Kiweppe = all of $lagerstown Paint and Class Ca. = "Dutch Boy™ salesiman
Sam. Sal = Cail fsominger of Hag: Paint a} Class Co.= Ralph
Vaught (manacer) and Jimn Sctterman of John WV. Hosenberger Co.

"BUY-FOCAL" VISION (Continucd fram page 1)

Singer Wal! Paper & Paint Co., Inc. was organized just siv vears age hat
theongh hillful management and careful selection of products to be wace
Leted they have nalt a farge aid peospetans business. The store <iown in
the customer’s glasses { page 1) is just ane of the Singer stores in Cincintati=
the new ane which apencd in Sepieinber of this vear. Publicitv-wise, a gaia
three-day upening of the new store was hefd and hundreds of friends, cus.
tners and suppliers were on hand to help spark the nceasion. Neediess to
sav. the "Duteh Boy” was there in person and large displays in the windaws
and in the store made it clesr to customers that Siuger is their "Dutch Doy™

- dealer. When the officers of the company were asked about the “Dutch Bov™
line, they ali agreed unanimously that a great deal of the success in the
pant department has come from-the Gne volume they enjoy on "Dutch Bov™
Laints, National advertising on 8 broad scale, plus cooperative local adver.
tising and attractive display materials, has sided immensely, All in all. thev
are very happy with the cooperation they receive. and a {ull-size
wdow display of the “Dutch Boy™ line is & “MUST” with them.

That's what we hear often from deslers across the country who knmv
that the Full Line “Dutch Boy™ Franchise is a business asset that can't be
heaten in the paint business! -

HOW IMPORTANT
18 Y 2

L 4

1t 1s posuble for 3 business to

evist for a great many vears and

still not advance - tradition can be 3 bv.

wurd for stagnatiom. But not so with Na.
sl Lead G vl With beg

which date hack to the early davs of the

“atton - tive Pluladelphia Branch dates back

" t0 1772 and New York to 1825 — these venrs

have been profitable vears, nich in exper-
ieuce. Experience, surely a most exacting
teacher, has long since eliminated from
National Lend Company’s operations the
many patfalls of the \mh:"tiated 0 IewComer

e paint f M ! L

Thus, with every sale of a “Ditch Bay”
product, you have the assrance of quality =
a quality that has grown through almost
130 vears of actual working experience with
paint and paint products, Important to any
raint manufacturer. of course, :dpm what
£oes into that paint—pig: a hicles,
such as lead, titanimm, coloe pi line
wed mi and special drying oils, O their per.
fection lies much of the responsibility for
the final perfection of the paint itself. Ne-
tioual Lead peny peoduces most of |
these ingredients ¢! ves, 30 there is no
juestion of ‘inferior compounents in -any
“Dutch Boy™ Rnished peint product.

The “Dutch Boy™ plants throughout the
country are in l?zuelvn s fine egamph of
how experience brings efficiencies in opers-
tion. These plants are among the most mod-
ern and scieutifically coutrotied in the na-
tuni. A teip to any one of these plants would
shiow vou 3 neat. smoothly operating unit,
You wonkl meet paint technicians and work-
ien, carefully triined and all proud of the
“Duteh Bov” tradition that they have helped
haild and asre continving to build!

Yes, “Dutch Boy's™ tradition is i :
andi it's important to you becsuse m
stack the “Dutch Boy™ full line you kmow
that vou have in your store the very fnest
quality ol le. This is b the
“Dutch Bav” tradition is a living tradition -
a business asset which speils ever-incressing
profit in your store.

WELL SEE YOU IN ATIANTKC Q1Y
NATIONAL COMVENTION

Booth 176 eruc PANT 3 WALLPAPER
BISTRINUTORS OF AMERICA, WC.
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