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Background and Company Performance 

Industry Challenges 

The European architectural coatings market is largely influenced by two main groups - 

professionals and do-it-yourself (DIY) customers, with professional contractors 

constituting 53% by volume. However, product preferences of both customer groups 

vary significantly; while professionals would give higher preference to quality and 

finish, the DIY segment is drawn towards ease of application, environmental 

friendliness, and highly cost-effective products. In addition, there are variances in 

systems developed for application on different types of substrate materials (concrete, 

wood, and metal). Therefore, manufacturers equipped with strong product lines are 

likely to gain competitive advantage over other participants. 

The European market has consistently emphasized sustainability as an important 

criterion for paints and enamels. Regulations such as the European Paints Directive 

2004/42/EC and the Environmental Products Declaration (EPD) have placed strict 

limitations on the use of solvents and toxic chemicals, and instead encourage the use 

of water-based technologies and renewable resources in the formulation of products. 

Companies which are proactive in innovation and development of new products and 

technologies that can significantly reduce dependence on higher solvent products are 

likely to gain customer preference over the competition.   

The challenges faced by applicators of architectural coatings are varied in nature and 

constantly increasing. For instance, the European Union faces labor shortages, 

especially in skill-related categories, and this has subsequently led to rising labor costs. 

Therefore, manufacturers are required to develop products which reflect ease of 

installation and that do not compromise the quality and finish of high-quality products. 

Moreover, encouraging the emergence of skilled labor by virtue of professional training 

programs and apprenticeships will help manufacturers establish strong brand 

positioning in the market among existing and prospective professionals.  

Product Family Attributes and Business Impact 

Match to Needs 

DAW SE (DAW) understands that new products which are environmentally sustainable 

are not likely to remain a differentiating factor, and use of renewable raw materials will 

become increasingly important in the European market. Keeping this in mind, the 

company launched the Caparol CapaGeo and the Alpina Klima-Weiss solvent and 

preservative-free products orientated towards utilization of renewable resources and 

protection of human health. To accomplish this, the company collaborated with a 

leading German chemical company to replace 100% of the petroleum-based binders 

with renewable, biogenic substances such as vegetable oils, waste fats, and biogas.  
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Fig.1. CapaGeo Production Process 

The company has also designed its paint containers to be produced from recyclable raw 

materials to ensure end-to-end conservation of the environment through its products. 

Moreover, while the binders of the CapaGeo varnishes and wood oils are made from up 

to 67% renewable materials, they have optimum processing properties and provide 

exceptional quality to customers. Through this product range, DAW has managed to fill 

a market gap among demanding and environmentally conscious customers who place 

emphasis on using responsible paint products.  

 

 

 

 

 

Fig.2.CapaGeo Product Range 

 

Another groundbreaking innovation in the field of sustainability is Capatect System 

Natur+, the first façade insulation based on hemp. The natural resource hemp delivers 

an exceptional ecobalance that encompasses the entire lifecycle of the hemp-fibre 

insulation board. It is recyclable, is being cultivated in ecological, regional agriculture 

without pesticides or fertilizer and delivers a positive carbon-dioxide balance even 

during the manufacturing process. At the same time Caparol’s hemp insulation system 

meets all requirements of modern insulation and offers several benefits in comparison 

to conventional insulation materials, like a highly vapour permeable system structure, 

an outstanding noise insulation, an excellent heat protection and a high impact 

strength.  
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Amidst the increasing labor challenges in Europe, DAW’s focus is on developing 

efficient products. DAW Caparol’s patented technology—the Nespri-Tec system—allows 

for mist-free spraying and offers multiple advantages such as ease of application, and 

is fast, economical, reliable, and clean. Professional contractors prefer this system as it 

provides a high coverage rate due to faster and precise paint application, thus 

improving labor efficiency.  

DAW also offers a wide range of services such as color concepts, digital consultancy 

services and technical advice to both direct customers such as professional contractors 

and DIY customers as well as industry professionals such as architects, planners, and 

housing contractors. These key industry groups help the company understand current 

product and technology trends, cater to the requirements of various key industry 

groups, and strengthen its positioning as a customer-centric manufacturer in the 

market.  

One recent example of DAW’s approach concerning new customer groups is Caparol 

ICONS, a luxury product line with 120 color shades based on iconic colour trends of the 

last 6 decades. The product formulation contains up to twice as many pigments than in 

regular paints leading to harmonious and velvety surfaces. 

Breadth and Scalability 

DAW SE follows a multi-brand strategy approach to ensure uniform development of 

products across target groups, professional contractors and DIY customers. While 

Caparol consists of a full range of coating systems for buildings such as high-quality 

paints, enamels, glazes and thermal insulation directed towards fulfilling the needs of 

professional contractors, the product range of the Alpina brand is focused on the DIY 

business. This range, which mainly comprises high-quality and environmentally friendly 

wall paints and enamels, gratifies specific DIY needs such as ease of installation and is 

widely available through wholesale and retail stores. On the contrary, the Alligator 

Farbwerke develops tailor-made products primarily aimed at fulfilling the needs of 

medium-sized application contractors. In fact, professional applicators hold Alligator’s 

product lines—like Miropan and Kieselit—as benchmark for a perfect quality and price 

performance value in paints and plasters used in interior and exterior areas of 

application.  

DAW is also one of the leaders in solutions for wood substrates. The Capadur range of 

glazes for wooden surfaces is widely acknowledged for its lasting, attractive, and high-

quality finish products. Along with functional properties such as UV protection and ease 

of installation, color of stains is a key parameter that influences the purchasing 

decision for wood coatings. Apart from providing high UV protection, the Capadur 

UniversalLasur (universal glaze) and the Capadur F7-LangzeitLasur (long-lasting glaze) 

are also easy to work with and allow customers to select from a variety of stains 

ranging from classical natural wood, to tinted effects, and shiny glazes in fine grey 

shades.  
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The Capadur Holz-Öl (wood oil) is another product ideally suited for decoration and 

protection of wooden patios, fences, pergolas, rippled wooden boards, and decking 

surfaces. DAW’s breadth of solutions for both wall paint and wood surface customers 

has helped the company uniquely position itself as a comprehensive solutions provider 

in the market. 

Superior Functionality 

DAW’s Caparol brand has been widely recognized as one of the leading providers of 

building paints and a front-runner in product development. One such innovative 

product is the Indeko-plus — introduced in 1985 was the world’s first emission-

minimized and solvent-free interior paint with excellent opacity and extreme yield. 

Through the years, Indeko-plus has gained wide recognition from customers in the 

premium interior paints segment and still sets the standard for extraordinary high-

quality surfaces. 

Customers also identify with DAW as a pioneer in nano-quartz matrix (NQG) 

technology in products which enable long-term retention of clean and beautiful 

external façades. In fact, DAW has introduced several NQG paints like ThermoSan, 

AmphiSilan and Sylito—aimed at providing a high water-repelling effect, low chalking, 

universal deployment, and easy application benefits to customers. In addition, the 

products also ensure strong adhesion to the substrate as well as mineral hardness with 

lowest tendency to soiling and maximum color stability. In addition, the products are 

also capable of eliminating challenges such as emulsifier runs and the rubbed streak 

effect on the facade.  

Another noteworthy product is Alpinaweiß, 

which has been declared a test winner with 

the Stiftung Warentest, an independent 

consumer organization involved in 

investigation and comparison of goods and 

services. Developed as early as 1909, 

Alpinaweiß has been constantly upgraded 

since then and has earned its position as 

one of Europe’s most widely sold interior 

paints.   

 

     Fig.3. Alpinaweiß Interior Paint 
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Customer Ownership 

DAW’s in-depth knowledge of raw material markets, consistent and innovative R&D, 

and a reliable production process have earned it a competitive edge over other 

participants in the market.  

DAW focuses on empowering its customers to choose the best-fit solutions. For 

instance, it developed the design software Spectrum to facilitate a photorealistic 

display of colors and materials so professionals and end customers can preview the 

influence of the same on the atmosphere of a room or exterior façade. For wood 

substrates, the company realized that there was no tool or guide for professionals and 

end users that determined the maintenance intervals at which wood surfaces need to 

be treated. Therefore, Caparol developed an advisory instrument, the wood 

chronograph, in collaboration with its subsidiary Synthesa. The company also 

introduced a wooden chronograph app which not only helps create awareness of 

realistic maintenance intervals, but also makes clear to the customer during 

consultation how the design, the quality of wood, and other aspects affect durability, 

and, in turn, determine maintenance intervals. 

As a responsible effort towards aligning economy, ecology, and social responsibility, 

DAW follows the Coatings Care principles drafted by the International Paint and 

Printing Ink Council, and locally, the ethical guidelines issued by the Verband der 

Deutschen Lack- und Druckfarbenindustrie (German Paint Industry Association) as a 

guiding principle for the development of its products.  

In order to meet the specific needs of customers in projects, DAW has bundled its 

remarkably wide offerings from different brands in the Property Management 

Department – giving customers access to all coating systems in construction with one 

contact partner and to more services with less complexity, from the development and 

visualization of color schemes and an extensive planning and tendering service to 

project-specific product consultancy and recommendations of competent application 

workers.  

Customer Acquisition 

DAW has historically had a strong influence over the distribution channel to acquire 

new customers as almost 75% of products are sold through home centers and 

independent retail channels. Since DAW’s popular brands Caparol and Alligator are sold 

exclusively through paint wholesale dealers, it decided to become active in the 

dealership itself through shareholdings with wholesalers. The CMS Group, the German 

national dealer network of DAW, comprises 13 dealers spread across 170 locations in 

Germany. This dense network helps reach out to a wider customer base and also 

ensures faster delivery—within 24 hours, sometimes even on the same day, at any 

building site within Germany. Customers value this service as it translates into 

significant cost savings driven by shorter lead times that result in faster completion of 

projects.   
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Through its hallmark brand Caparol, DAW has established a vast network of facilities 

spread across key Eastern European markets such as Poland, Czech Republic, Slovakia 

Russia and Turkey along with its strong positioning in major Western European 

countries by demand, including Germany, Austria, Switzerland, France, Italy, Sweden, 

Spain, and the United Kingdom. Apart from this, the company is also active in other 

key contributing regions, including United Arab Emirates, Korea, and China. To address 

the varying demands of customers across countries, the company employs architects, 

colorists, and design consultants through its in-house initiatives such as the 

FarbDesign Studio. These professionals interact with representatives from the 

company’s global locations to understand country-specific color and design trends and 

develop products that would help expand its customer base across these regions. 

Brand Equity 

Over the years, DAW has strengthened the position of Alpina as the most preferred 

brand für DIY customers and is the market leader in some of the biggest and emerging 

markets, including Germany and Austria. In fact, within Germany alone, the Alpina has 

a brand awareness of 98% among DIY users and is also one of the fastest selling 

products and market leaders in the DIY sector. Alpinaweiß is the most widely sold 

interior paint in Europe.  Moreover, DAW’s strong collaboration with a number of 

associations of craftsmen, trade, industry and research institutes reinforces the 

company’s resolve to be a comprehensive solution provider across all aspects of 

architectural coatings—distribution channels, a variety of substrates, and customer 

groups.  

In recent times, renewable products such as the CapaGeo range or the innovative 

hemp insulation have elevated DAW’s positioning as a sustainable brand among 

customers. Moreover, as a founding member of the German Sustainable Building 

Council (DGNB), DAW has entered the appropriate sustainability data into the building-

products DGNB Navigator platform through which customers can find comprehensive 

information and competent consultancy about paints and coating products. DAW is the 

only German company in the coatings business with an external Sustainability Advisory 

Board and a Stakeholder Dialogue concerning the future of the sustainable building 

envelope solutions. 

DAW’s unwavering contribution towards development of ecological building paints has 

been consistently applauded. The consumer organization Verbraucher Initiative e.V. 

honored the company with its Gold Award for DAW’s two popular brands, Alpina and 

Caparol, as a sustainable manufacturer. The company’s association with key industry 

associations, approach towards sustainability and honors are testament to its strong 

brand image in the European region.  
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Conclusion 

DAW adds value to its customers by virtue of its extensive product line comprised of 

renowned brands such as Caparol, Alpina, Alligator and Disbon. The company’s 

innovative technologies such as the nano-quartz matrix (NQG), the unique hemp 

insulation and emission-minimized, solvent- and preservative-free interior paint 

showcase its dedication towards customer-oriented research and development. 

Additionally, the company’s strict adherence to high regulatory standards worldwide 

translates into its ability to provide customers with sustainable products free of 

hazardous and restricted chemicals. DAW’s proactive approach to product 

development, commitment to innovation, and high customer service drives it to offer 

products of superior value when compared to those of any other participant in the 

European market. Design tools such as Spectrum and the Wood Chronograph are two 

more examples of products that stand testimony to this value-driven and customer 

service-oriented company. 

With its strong overall performance, DAW SE has earned Frost & Sullivan’s 2017 

Product Leadership Award. 
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Significance of Product Leadership  

Ultimately, growth in any organization depends upon customers purchasing from a 

company and then making the decision to return time and again. A comprehensive 

product line, filled with high-quality, value-driven options, is the key to building an 

engaged customer base. To achieve and maintain product excellence, an organization 

must strive to be best-in-class in three key areas: understanding demand, nurturing 

the brand, and differentiating from the competition. 

 

Understanding Product Leadership 

Demand forecasting, branding, and differentiating all play a critical role in finding 

growth opportunities for your product line. This three-fold focus, however, must be 

complemented by an equally rigorous focus on pursuing those opportunities to a best-

in-class standard. Customer communications, customer feedback, pricing, and 

competitor actions must all be managed and monitored for ongoing success. If an 

organization can successfully parlay product excellence into positive business impact, 

increased market share will inevitably follow over time. 
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Key Benchmarking Criteria 

For the Product Leadership Award, Frost & Sullivan analysts independently evaluated 

two key factors—Product Family Attributes and Business Impact—according to the 

criteria identified below.  

Product Family Attributes 

 Criterion 1: Match to Needs 

 Criterion 2: Reliability and Quality 

 Criterion 3: Product/Service Value 

 Criterion 4: Positioning 

 Criterion 5: Design 

Business Impact 

 Criterion 1: Financial Performance 

 Criterion 2: Customer Acquisition 

 Criterion 3: Operational Efficiency 

 Criterion 4: Growth Potential 

Criterion 5: Human Capital 

Best Practices Award Analysis for DAW SE 

Decision Support Scorecard 

To support its evaluation of best practices across multiple business performance 

categories, Frost & Sullivan employs a customized Decision Support Scorecard. This 

tool allows our research and consulting teams to objectively analyze performance, 

according to the key benchmarking criteria listed in the previous section, and to assign 

ratings on that basis. The tool follows a 10-point scale that allows for nuances in 

performance evaluation. Ratings guidelines are illustrated below. 

RATINGS GUIDELINES 

 

The Decision Support Scorecard is organized by Product Family Attributes and Business 

Impact (i.e., These are the overarching categories for all 10 benchmarking criteria; the 

definitions for each criterion are provided beneath the scorecard.). The research team 

confirms the veracity of this weighted scorecard through sensitivity analysis, which 

confirms that small changes to the ratings for a specific criterion do not lead to a 

significant change in the overall relative rankings of the companies. 

The results of this analysis are shown below. To remain unbiased and to protect the 

interests of all organizations reviewed, we have chosen to refer to the other key 

participants as Competitor 2 and Competitor 3. 
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Measurement of 1–10 (1 = poor; 10 = excellent)  

Product Leadership 

Product Family 

Attributes  

Business 

Impact 
Average 
Rating 

    

DAW SE 9.5 8.5 9.0 

Competitor 2 9.0 8.0 8.5 

Competitor 3 7.5 7.5 7.5 

Product Family Attributes  

Criterion 1: Match to Needs 

Requirement: Customer needs directly influence and inspire the design and positioning 

of the product family. 

Criterion 2: Reliability and Quality 

Requirement: Products consistently meet or exceed customer expectations for 

performance and length of service. 

Criterion 3: Product/Service Value 

Requirement: Products or services offer the best value for the price, compared to 

similar offerings in the market. 

Criterion 4: Positioning 

Requirement: Products or services address unique, unmet need that competitors 

cannot easily replicate or replace. 

Criterion 5: Design 

Requirement: The product features an innovative design, enhancing both visual appeal 

and ease of use.  

Business Impact  

Criterion 1: Financial Performance 

Requirement: Overall financial performance is strong in terms of revenues, revenue 

growth, operating margin, and other key financial metrics. 

Criterion 2: Customer Acquisition 

Requirement: Product strength enables acquisition of new customers, even as it 

enhances retention of current customers.  

Criterion 3: Operational Efficiency 

Requirement: Staff is able to perform assigned tasks productively, quickly, and to a 

high quality standard. 

Criterion 4: Growth Potential 

Requirements: Product quality strengthens brand, reinforces customer loyalty, and 

enhances growth potential. 

Criterion 5: Human Capital 

Requirement: Company culture is characterized by a strong commitment to product 

quality and customer impact, which in turn enhances employee morale and retention. 
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Decision Support Matrix 

Once all companies have been evaluated according to the Decision Support Scorecard, 

analysts then position the candidates on the matrix shown below, enabling them to 

visualize which companies are truly breakthrough and which ones are not yet operating 

at best-in-class levels. 

 

  

High 

Low 

Low High 

B
u

s
in

e
s
s
 I

m
p

a
c
t 

Product Family Attributes  

DAW SE 

Competitor 2 

Competitor 3 
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Best Practices Recognition: 10 Steps to Researching, 
Identifying, and Recognizing Best Practices  

Frost & Sullivan analysts follow a 10-step process to evaluate Award candidates and 

assess their fit with select best practice criteria. The reputation and integrity of the 

Awards are based on close adherence to this process. 

STEP OBJECTIVE KEY ACTIVITIES OUTPUT 

1 
Monitor, 
target, and 
screen 

Identify Award recipient 
candidates from around the 
globe 

 Conduct in-depth industry 
research 

 Identify emerging sectors 

 Scan multiple geographies 

Pipeline of candidates who 
potentially meet all best-
practice criteria 

2 
Perform  
360-degree 
research 

Perform comprehensive, 
360-degree research on all 
candidates in the pipeline 

 Interview thought leaders 
and industry practitioners  

 Assess candidates’ fit with 
best-practice criteria 

 Rank all candidates 

Matrix positioning of all 
candidates’ performance 
relative to one another  

3 

Invite 
thought 
leadership in 
best 
practices 

Perform in-depth 
examination of all candidates 

 Confirm best-practice criteria 
 Examine eligibility of all 

candidates 
 Identify any information gaps  

Detailed profiles of all 
ranked candidates 

4 

Initiate 
research 
director 
review 

Conduct an unbiased 
evaluation of all candidate 
profiles 

 Brainstorm ranking options 
 Invite multiple perspectives 

on candidates’ performance 
 Update candidate profiles  

Final prioritization of all 
eligible candidates and 
companion best-practice 
positioning paper 

5 

Assemble 
panel of 
industry 
experts 

Present findings to an expert 
panel of industry thought 
leaders 

 Share findings 
 Strengthen cases for 

candidate eligibility 
 Prioritize candidates 

Refined list of prioritized 
Award candidates 

6 

Conduct 
global 
industry 
review 

Build consensus on Award 
candidates’ eligibility 

 Hold global team meeting to 
review all candidates 

 Pressure-test fit with criteria 
 Confirm inclusion of all 

eligible candidates 

Final list of eligible Award 
candidates, representing 
success stories worldwide 

7 
Perform 
quality check 

Develop official Award 
consideration materials  

 Perform final performance 
benchmarking activities 

 Write nominations 
 Perform quality review 

High-quality, accurate, and 
creative presentation of 
nominees’ successes 

8 

Reconnect 
with panel of 
industry 
experts 

Finalize the selection of the 
best-practice Award recipient 

 Review analysis with panel 
 Build consensus 
 Select recipient 

Decision on which company 
performs best against all 
best-practice criteria 

9 
Communicate 
recognition 

Inform Award recipient of 
Award recognition  

 Present Award to the CEO 
 Inspire the organization for 

continued success 
 Celebrate the recipient’s 

performance 

Announcement of Award 
and plan for how recipient 
can use the Award to 
enhance the brand 

10 
Take 
strategic 
action 

Upon licensing, company is 
able to share Award news 
with stakeholders and 
customers 

 Coordinate media outreach 
 Design a marketing plan 
 Assess Award’s role in future 

strategic planning 

Widespread awareness of 
recipient’s Award status 
among investors, media 
personnel, and employees  
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The Intersection between 360-Degree Research and Best 
Practices Awards 

Research Methodology  

Frost & Sullivan’s 360-degree research 

methodology represents the analytical 

rigor of our research process. It offers a 

360-degree-view of industry challenges, 

trends, and issues by integrating all 7 of 

Frost & Sullivan's research methodologies. 

Too often companies make important 

growth decisions based on a narrow 

understanding of their environment, 

leading to errors of both omission and 

commission. Successful growth strategies 

are founded on a thorough understanding 

of market, technical, economic, financial, 

customer, best practices, and 

demographic analyses. The integration of 

these research disciplines into the 360-

degree research methodology provides an 

evaluation platform for benchmarking 

industry participants and for identifying 

those performing at best-in-class levels. 

About Frost & Sullivan  

Frost & Sullivan, the Growth Partnership Company, enables clients to accelerate growth 

and achieve best-in-class positions in growth, innovation and leadership. The 

company's Growth Partnership Service provides the CEO and the CEO's Growth Team 

with disciplined research and best practice models to drive the generation, evaluation, 

and implementation of powerful growth strategies. Frost & Sullivan leverages more 

than 50 years of experience in partnering with Global 1000 companies, emerging 

businesses, and the investment community from 45 offices on six continents. To join 

our Growth Partnership, please visit http://www.frost.com. 
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