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“BRUSH STROKES” by Walter F. Schultz, General Manager

1975 will be a good year, because you-and I.will expend every possible effort to make it happen.
First let's look at the' bvidus regarding present maﬂdet conditions.

*  There is no- consensus regarding the timlng for an improvement in the economy. Projections are
simply: educated guesses as there is ‘fio- historical data to aid the economists-never have so

many known so little about so ‘much.

* Deferrable high ticket items, new homes, autos (even though the rebates have caused a
slight spurt), major appliances, color T.V.'s, etc., will continue to suffer due to consumers

uncertainty régardinq the future.

*  Prices will not increase as rapidly or as dramatically as the past two years but they will,.
at the very least ‘remain firm at wholesale and dealer levels. Promotional activity (again
note the auto rebates) will allow for "buys" at retail.

Nothing very original about the above, but it does set the stage for a good per-
formance from manufacturers and retailers of paint and decorating products.

Consumers will staisfy their need to spend by purchasing smaller ticket items
for personal use and to fix-up, remodel and redecorate their present dwellings. Our
success in 1975 will be limited only by the creative approach we initiate to deliver
product and promotions to satisfy that need.

Dutch Boy is responding to that need. In December, you were sent a calendar
bf events for 1975 listing our total program. This issue highlights our major pro-

motlons for 1975~~~
‘NEW---Latex Flat Wall Paint-—-Three new colors. “Don’'t buy the cheap bargain
paint, buy DUTCH BOY the PAINT THAT LASTS".

NEW-~~-Latex Stain-----—wccee-- Eight new colors. "Best performance, (demonstrably
better than oil stains) E-Z Clean Up".

NEW---Latex Flat Wall Enamel-Six ready-mix plus four bases. "Visual demonstration
of 'Wash ‘n' Wear' performance of a durable, scrub-

bable, unbeatable low. angular sheen paint?

Walter F. Schultz
General Manager

Your Dutch Boy Representative will be calling with specific details he has 'recently received at our National
Sales Meetings.

JOIN WITH US! Advertise, promote, build in-store and window displays, tie-in on every major promotion and
together we will be a force to reckon with in 1975.

‘depend on us 1975

By now you have received your brochure packed full
of happenings for 1975 in advertising, merchandising,
product and packaging.

Television begins the year with the first of four
different commercials. The first commercial "Splat"
deals with Dutch Boy latex Flat Wall Enamel---a brand
new product combining the best of two lines. Painted
walls, woodwork, metal or trim will appear to be flat '
but will have the easy, simple clean-up of an enamel
finish. The commercial stresses the easy stain re~

dirty crankcase oil, ba-
con grease and soot) with
a few sprays of household
cleaner,

‘We tested our product
against all other compar-
able products in the mar-
ket and NO ONE offered
better "stain removal than
Dutch Boy. Scrubbability
is the outstanding feature
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Continued from Page 1

gdle---one-coat coverage, 30 minute drying time and
easy soap and water clean-up of tools with this 100%
acrylic latex enamel. Also, no special trim paint is need-

ed and wocdwork will now be identically color matched

to walls,
Latex. Flat Wa‘ll

keis its appearance in a new

There are six ready-mix colors and four bases available
to give your customers a selection from 2400 colors.
Readyhm%x includes the three most popular whites---An-
tique White, Off-White and Manor White and three new
colors--~clean and contemporary---Sunlight, Doublemint
and Golden Nugget. The colors are attractively displayed
on the new, large 8~1/2" x 11" color card. All colors
were selected to coordinate with current color trends
in wallpaper, carpeting and furniture.

To attract attention in
your store, we have a new
new motion display, 20"x
27", which can stand on
a counter, in a window
or on top of shelves.

The display is ready-to-
use once you remove the
paper between the three
batteries' contact points.
The center portion of the
display rotates every 45
seconds and shows a
child's room with a sofl- "’
ed wall on one side and
the Dutch Boy removing
the stains on the other
side. The term 'Wash
and Wear' paint is used
for: clear 'and easy rec-
ognition by the consumer.

Completing the support for the new Latex Flat Wall
Enamel is a window banner 24" x 36" and a demonstra-
tion your salesman can provide. The demonstration
kit contains Sapoline's Flat and Satin, J.C. Penney's
Par Excellence and PPG's Manor Hall for comparison
stain removal against Dutch Boy. ‘

>

The second commercial
"Watch the Hands" will
highlight the durability
and easy clean~up of

stains. A porubn of
our test ‘fehce from
Hi h“tstown 'was: emoved

#y of Hfﬁ‘x‘ Statn. “Watch the Hands”

Full-color ads on Latex Stain will run in the May
and June issues of House Beautiful, House and Garden,
Sunset, Popular Mechanics and Mechanix [llustrated maga-
zines to reach an additional 12 million consumers.

‘Wt Popater Dode al AL
The Farw Bt - 1 Cotarl 3 g
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To help your sale, the line
has been. expanded from 10 to
18 "most wanted", ready-mix
colors. A new 6 {t. display
shows the entire color selec-
tion in large chips in the
latest earth colors.

The new woodgrain-type
label deviates from our standard
format to show Latex Stain as
a specialty item while retain-
ing strong Dutch Boy identifi-
cation.
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" The new 8~1/2" x 11" color
.card is coordinated to the label
to give a total, special look.

The last two television commercials give a new ap-
proach- to inﬁet'e 1 consumers in our 'meat and potatoes

s, The “Yellow Room" (Latex Flat
'geared to programs primarily attract-

——

TV

1“‘l-!ate To Paint”

"Hate To Paint" {Exterior House Paint} will run during
sports events and prime-time programs that attract male
audiences.

All four television commercials are available for co-
op and can be coordinated with newspaper ads and
radio scripts. Check your new ad mat book for a fresh
look and new slant for co-op advertising.

Co-op

The new Product Information book-
let has an ‘easy-to-use' format and
should be reviewed by both experi-
enced and new personnel. Familiar-
ize yourself with new products, new
formulations for existing products
and new coverage rates. The book
is ideal for training new personnel
--~products: are indexed by product
category groupings under master
headings of Exte‘ jor and Interiot.

Preparation" precedes * uct I ] atmh“ and« a niew
"Glossary of Terms* follow combact booklet
is. small enough to.fit into a shirt/smock pocket and
large enough to provide damplete information on Dutch
Boy products.

*THE MEXICAN CONNECTION

Sunlit sand, sparkling blue water and casual ele-
gance await all Dutch Boy dealers who'can qualify for
the 6 day Acapulco Holiday, February 26 to March 2,
1976. You have this entire year to build purchases
above your individual quota to ,
earn one. or more exciting
trips. Each trip 1nc1udes paid
axrfare, deluxe hotel accomoda-
tlons, hearty breakfasts, nightly
cocktau patties with hot ‘and
cold hors d! ceuvres followed
by dinner, a welcome batbecue

on the beach and three hour
cruise on the gentle waters
of Acapulco Bay.

Regardless of whether or not
you win a trip, just reaching
quota wtll bring a reward-=---
rich gqld vinyl soft, lightweight luggage from Samsonite.
The 26/ Pullman and Tote make & matched pair for com-
fortable travelling.

o st s s

SAMSOMTE

If you have not already received the exciting brochure
which describes the program and contains your applica-
tion form, contact your salesman right away. We want
to see you in Acapulco!

MISSING SALESMEN?

Your salesman was not AWOL for that cold week in
February. He was merely "forced" to attend a National
Sales Meeting in either Bermuda or San Diegq. Such

punishment!
Awards were given for 1974 sales accomplishments

and information was given to.guide sales for a great
1975. Highlights of the meeting are in the new bro-
chure "1975 Depend On Us® which is described on
Pages 1 - 3.
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DEALER DATA

Eighteen years- ago, an am-

bitious Frank Redlich, fresh from
‘Stanford with a coveted M.B.A.
and- together with some' fellow
graduates, pioneered the first
Holiday Hardware Store: in
Granada Hﬂls, a. suburb of. Los

With' concern for strong, competitive advertising,
Frank efficiently develops tabloids (from 12-16 pages)

packed with specials. Tablolds are sent by direct
mail wand newspaper inserts to all| potential customers
in a two mile radius of each store Each area is
divided so maﬂlng c¢an be staggered to encourage an
even ! flow of customers into the stores over a given
period’ of tithe. - Dutch Boy paiht ;ales have increased
40% in the past year ﬂuough this | strategy.

Extremely sensitive to industry and the consumer,
Frank: keeps abreast of trade and consumer news,
changes displays constantly, redupes cost and sells
out discontinued and slow-moving goods and supports

company promotions by tying in at store level,

Looking to the future, Frank Redlich hopes to be
able to leave the business to share his wealth of ex-
periences with others through teaching.

'MEMORY ON LEAD-

REFRESH YOUR
FREE PIGMENTS

Since stringent
controls regarding
ledd; pigment usuage
were plalde;:l on the

res “rCH to 1mprove
hiding. levels of
i | colors, particularly the yellows, although

itlawed" lead-type pigments. Improved
lized if the Titanium Dioxide'level is
1is weakens thé color. Likewme, addition”
of Iron Oxide or Lampblack woul,d

1;1 but-at a signiﬂcant sacrifice in
In !:he final analysis, your ehbice is
dlean colors wlth,lower hidix{g char-
o ‘muddy or grayed qulors with higher

icannot seem &o have both rich, clean
iding at the same time.

SOME TIPS WHICH CAN HELP

1. Caution your customer that certain colors do ex-
hibit a degree of transparency and one coat hiding
should not be expected.

2. Begin with a uniform color surface if at all possi-
ble. Avoid unpainted spackled areas. If they are
present, be certain to spot prime.

3. Consider applying one coat of a high hiding white,
which has been tinted pale yellow, over the old
paint to develop a uniform colored surface with
good light reflectance. This white base coat may
be tinted to a lighter shade of the new paint.

4, ' Apply the new paint at uniform film thickness.
Avoid both thick and thin areas. Roller application
is recommended.

These suggestions are intended to assist you in offering
realistic alternatives in an honest discussion to maintain
happy, satisfied customers.
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SALES NOTES

There ‘have beén significant changes in.the Sales
Department structure which will introduce a new man-
ager to each; region'.

Nicholas R. Cichielo, whom
many of you know from his posi-
tion as Trade Sales Manager of
the New York District, is now
Eastern Region Manager. Nick
has been with Dutch Boy Paints
in sales positions since 1965
and now leaves sunny California
and the Western Region to
Wwillie E. Ellis.

Nicholas R. Cichielo

Willie, new to Dutch Boy,
will move the Western Region
office from Burlingame to Los
Angeles. Previously associated
with Stanley Drapery Hardware
as Western Region Manager and
Thrifty Drugs, Willie's experience
covers retailing, sales and
management.

Willie E. Ellis

Also leaving sunny California
is Miles A, "Jack" Stout who
has been promoted to Central
Region Manager. Jack, a Dutch
Boy employee since 1968, has
served as Trade Sales Super-
visor in the St. Louis District,
Cincinnati District Manager and
Pacific Southwest District Man-
ager.

Miles A. Stout

Walter Schultz, General Manager
of Dutch Boy Paints, is Jack
Southworth (former Eastern
Region Manager). Jack is de-
veloping a recruitment and sales

to give a greater comphrension.
and more efficient introduction
to serving dealer needs.

ment, Jack has an unequaled
record of achievement since
joining Dutch Boy in 1952. He has hired and trained
a Trade Sales Manager, 5 District Managers, 3 Reg-
ional Managers and won 6 District and 3 Regional
awards. '

Replacing Jack as Pacific
Southwest District Manager is
Richard S. Dayton. Dick has
been a sales representative in
Boise, Idaho and Pacific Central
District Manager since 1971
when he joined Dutch Boy.

Fi‘ichard‘fs. Dayton

On special assignment to

Ideal for this special assign- o1 [
Jack A. Southworth

MARKETING NEWS

. Walter P. McCoyd has re-
cently been appointed to a
Marketing Manager's position
and will be involved with mar-
ket research, planning, product
development, pricing, advertis-
ing and merchandising.

Walter holds B.A. and M.B.A.
degrees and has a broad back-
ground in the financial and ac-

counting areas where he worked since joining Dutch

Boy Paints in 1968.

Walter P. McCoyd

WESTERN SALES

Recently, the Western Region Sales Office moved
from Burlingame to Los Angeles. Please note the
change.

Mr. Willie Ellis

Manager, Dealer Sales

Dutch Boy Paints

3113 East 26th Street

Los Angeles, California 90023
(213) 263-7121
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SWEEPSTAKES WINNERS

B hearty "Thanks" goes out to all of you for helping to bring in over 300,000 PAINT THE TOWN Sweepstakes
entries.

As you remember, the same fabulous grand prize (2 weeks for two in Rome, Paris, London and Madrid) was
available for a Dutch Boy Dealer as well as a consumer. The consumer winner, Mr. Dominick J. Oliverio of
Gaithersberg, Maryland had no dealer listed on his entry so another coupon was drawn. Our Dealer, Mr. James
Ellis of Ellis'Paint and . ‘Wallpaper Center in Knoxville, Tennessee i he excited recipient of the trip,

James 'and his wife, Maggie, are ... thrilled and
hapPY beyond“ words. ‘They put.a lot of effort into.
isitig: both- newspaper a‘nd

Lakewood Pt. & Wlpr., Lakewcod, OH
Lane Moore Lbr. Go.,.‘ Cherokes, 1A’
; H mestead, PA

: “co., orlando. FL
Pt. Supply Co.,Burhank,
Pt, cO., Pt. lauderdale, FL

,'Bd ‘l& W rue sagihawl MI
. & Glass, Jollet, IL
i, MI

5 Plttsii‘ield 1L
GO ¢ Franklin, IN
Nl go. IL

FURE

ﬁl‘dos Angeles, CA
1A

: Y"
‘Pt., Orangel, CT
Pt. Ctrs, Bethlehem, PA
paper & Bt Poughkeepsie, NY
'Hdwe. ;i San Mateo, CA

£ Inc., St. #aul MN

Wipr; , East Hampton, NY
. Everett, WA
Ctr.,' Geneseo, NY
le, TN
ewood, CA
syale, MN
ply, Sllver Springs,” MD
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. BaﬂQOh ME
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nitz. Pts., Rcoche;ter,
ut:Creek Pt., Walnut Creek, CA
Williams Hdwe., Clir&en,
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Yaber Wipr. & Pt. Store, Phoenixville, PA
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