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As the crow flies, about 7,000 kilometers lie between  

Zuffenhausen and our US site in Lafayette, Indiana. When  

I started at Wörwag as Technical CEO in 2013, a visit to  

our American subsidiary was soon on my schedule. There 

I experienced a family-type atmosphere, loyal employees, 

streamlined official channels and new technology.  

The American Way of Worwag.

Wörwag has long since taken off in the United States, 

but there are many miles of air travel, countless telephone 

conferences, English lessons and the employees’ strong 

commitment behind the success story that began nearly  

20 years ago. All of that effort was made to provide American 

buyers with the same quality product that so many of our 

customers on this side of the Atlantic already rely on.

Now we’ll jump into the thick of the action: what do our 

colleagues over there think the opportunities and risks in  

the international daily business routines are? There’s much 

more on that in the cover story.

The customer portraits take us back to Europe. Wörwag 

insiders disclose why Rolls-Royce still relies on manual labor 

for painting. They also explain how BMW’s e-mobiles are 

protected from UV rays and how the family-owned Austrian 

company Blum uses ecological products to paint their  

furniture fittings.

We are pleased to be showing many faces at Wörwag on 

the following pages—all faces of people who work together 

closely as a team to develop our recipes for success.

EDITORIAL
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There are plenty of colorful things 

to discover in the United States

GREEN FACTS

The green card was originally printed in green. Today it’s beige with  
a green tinge. The dollar was printed with an insoluble green ink that  
was difficult to forge.Colorful 

States 

The United States hands out  
55,000 green cards annually.

PERCEPTION

A 1907 study by University of Chicago found that people perceive the color yellow the fastest. 
John Hertz, founder of the Yellow Cab taxi company, took that knowledge to heart. In addition, 
three-fourths of the pencils sold in the United States are painted yellow. Even the Simpsons  
are only yellow because it makes them more eye-catching while zapping. 

COLORFUL SUPERHEROES

The colors of a lot of American comics superheroes follow a fixed principle: for the most part, heroes  
wear the primary colors red, blue, or yellow—either alone or in combination with other colors. In contrast, 
green often signalizes that the wearer also has a dark side. 

RECOGNIZED

For historical reasons, the flags  
of many countries are modeled  
on the Stars & Stripes.

DISCOLORED

The Statue of Liberty’s skin consists of 
copper sheets. The green patina cover-
ing it is caused by oxidation. Materials 
testing has shown that it can’t harm the 
statue. Many even think Lady Liberty 
looks all the more beautiful that way, so 
she is allowed to retain her green hue.

Everyone loved the  
bright red-orange anti-rust  
paint from the word go.  
So “International Orange” 
became the Golden Gate 
Bridge’s color in place of gray. 

01

03

02

05

04

75% 
yellow pencils

Red, blue

Blue, yellow

Red, yellow

Green

URUGUAY

LIBERIA

CUBA

MALAYSIA

TOGO

STATUE OF LIBERTY
GOLDEN GATE

Sources: 01 www.nytimes.com, br.de, aviewoncities.com, The Yellowstone Handbook by Susan and Phil Frank; 02 usagreencardlottery.org, sueddeutsche.de; 
03 de.wikipedia.org; 04 interessante-fakten.de, simpsonspedia.net; 05 colourlovers.com
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YELLOWSTONE

Yellowstone National Park is 
named after the river of the same 
name that flows through it. 
Because of the yellow cliffs along 
its banks, Hidatsa Indians named 
it Mi tsi a-da-zi. French trappers 
translated the name of the river as 
“Roche Jaune,” or “Yellow Rock.”

SECRET RECIPE

Coke was originally 
brown. It was the 
caramel coloring 
(E150d) that made 

the legendary soft 
drink black and 

thus easier  
to market.

FAVORITE COLORS

US President Barack Obama likes blue. Justin Bieber fans know that 
the singer favors blue and purple. And pop star Miley Cyrus links her 
favorite color pink with her personal attitude. 

FROM GREEN TO RED

Prior to 1950, Santa Claus wore a green 
suit. It only became red in Coca-Cola 
advertisements. It is still red today.

COLOR PSYCHOLOGY

Ice hockey is a very popular sport in the US. 
However, caution is advised when selecting 
jerseys: between 1970 and 1986, the referees 
called fouls especially often on the teams that 
wore black. Scientists believe that—consciously 
or not—we associate the non-color with 
aggression, and that is the reason it is more 
likely that players in black are blamed for 
causing collisions deliberately.

INTERPLAY OF COLORS

Trademarks are easier to recognize based 
on their colors and shapes. Which ones 
are pictured above? According to a study, 
companies use the color blue most often, 
followed by red, gray or black, and yellow 
or gold. 95 percent keep their logos 
limited to one or two colors.

06
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07

10 11

32% 
Blue

=+

27% 
Gray/black

Colors in 
company 

logos

28% 
Red

13% 
Yellow/gold

WHITE HOUSE

JUSTIN B.

MILEY C.

BARACK O.

The White House was first 
referred to as the “President’s 
Palace,” “Presidential Mansion,” 
or “Executive Mansion.”  
After a lime-based whitewash 
was applied in 1798, it was 
nicknamed the “White House”—
which became official in 1901.

SHOPPING FRENZY

In the US, “Black Friday” is the Friday 
following Thanksgiving, which is celebrated 
at the end of November. That is the day  
that Americans traditionally start their 
Christmas shopping, which earns retailers 
billions of dollars in sales every year.

09

Sources: 06 alltagsforschung.de; 07 spiegel.de; 08 visual.ly; 09 Holiday Watch: Media Guide 2006 Holiday Facts & Figures; 10 thehistorymakers.com,  
Justin Bieber: Die ganze Geschichte by Michael Fuchs-Gamböck and Thorsten Schatz, moviesection.de; 11 rendip.com
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01 NASA, 02 Pepsi, 03 Burger King, 04 Pizza Hut, 05 Starbucks



KNOWLEDGE TRANSFER

Family 
 Affair

USA

Welcome to Lafayette: 

Bob Malady heads up 

the production of 

water-based paints. 

And loves his bike.

Wörwag is aiming for growth in the US. The driving forces are  
German technology and premium quality. But it’s not just about the  
recipes—it’s also people behind them. The “American Way of Worwag”  
demonstrates: Knowledge transfer has many faces.
By Michael Thiem; photos by Laurent Burst
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Home sweet home: 

Angela Tschierswitz 

and Alexander von Au  

are helping with the 

knowledge transfer  

to the US.

On the veranda outside her small house 
on Central Street, Angela Tschierswitz 
enjoys the last rays of sunshine. Since 

early 2013, she and her partner Alexander 
von Au have been working for Wörwag in  
Lafayette. The two have been living their per-
sonal American Dream ever since. Day by day. 
In Indiana, in America’s Midwest. In the middle 
of nowhere. The view of the pleasant street 
from the rocking chair on the veranda looks 
like the set of an American TV series. Mani-
cured lawns, bright wooden façades, Ameri-
can flags flapping in the wind, pick-up trucks 
in the driveways.

Those who are too young to think of the 
Waltons might be reminded of Wisteria Lane 
of Desperate Housewives fame. The scenery 
is so typically American that it almost seems 
kitschy. For Tschierswitz and von Au, this pleas-
ant vision is their everyday reality. They’ve 
made themselves at home. Von Au grabs a 
couple beers from the refrigerator. Quitting 
time. The wooden floorboards in the living 
room creak. There are vents for the air-condi-
tioning system in the floor.

In winter, the air in the vintage 1918 house 
was extremely dry. As so often, good advice 
came cheap after all: jars of dill pickles from 
the German discount grocer’s around the 
corner provided the solution. Filling the jars 
with water made all the difference, adding a 
bit of humidity to the air. “German engineer-
ing and know-how even outside work,” laughs 
von Au. Cheers!

German ingenuity is respected in the plant  
in Lafayette as well. Not improvised—by the 
book. The transfer of knowledge to other coun-
tries is the key to success for the Stuttgart- 
based company. Mike Grandy, president at 
Worwag Coatings LLC: “We have strong 
products. That’s an advantage. But we can’t 
rest on our laurels; after all, we’re competing 
with the biggest paint manufacturers in the 
world.” Technical innovations, expansion plans, 
process optimization, and intensive customer 
service are intended to help achieve the most 
important goal in the US as well: the same 
high quality worldwide. And the decision by 
Tschierswitz and von Au is helping to ensure 
that their many years of experience take root 
at Wörwag in the US as well.

In demand

The drive to work takes Tschierswitz and von 
Au just under five minutes. Down Central Street 
to 16th, take a left, then a right on Kossuth. 
Two-and-a-half kilometers all told. Wörwag  
is located at number 3420. The buildings sit 
some 200 meters back from the road.

Tschierswitz’s desk is next to the entrance 
to the development lab. She often dons the 
white jacket herself, weighs the paints, helps 
out in quality inspection or production plan-
ning. She heads the base coat working group, 
“but I lend a hand wherever needed.” The same 
applies to von Au, who initially was responsi-
ble for acoustic and haptic paints. Now he’s 
the lab’s go-to guy for primers, the mixing 
bench and base coats.

New 
York

Lafayette, Indiana

USA

Founded in 2000
43 employees
Annual capacity 3,000 metric tons 
125 products
Contact: sigurd.tetz@woerwag.de

Location with a future:  

the Wörwag plant in Lafayette.

WÖRWAG PLANT IN LAFAYETTE (USA)

➜
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The US subsidiary in Lafayette has offi-
cially been a part of Wörwag since 2000. The 
branch is strategically well located. The BMW 
plant in Spartanburg and the Mercedes plant 
in Tuscaloosa are each within a day’s drive. Like-
wise the actual customers Decostar (Carroll-
ton), Plastic Omnium (Anderson) and Rehau 
(Cullman), painting companies that work for 
the largest European carmakers. 

Short distances

Chris Rottler practically knows the 800- 
kilometer drive down Interstate 65 south to  
Rehau in his sleep. The key account manager 
spends several days a week at the custom-
er’s location. “We’re in the run-up phase for 
series production of the Mercedes C-Class. 
Everything has to be perfect by the end of  
the year,” says Rottler. That means not only 
the highest quality, but also state-of-the-art 
technology—no more organically dissolved 
paints, but environmentally friendly water- 
based paints. In the US, Wörwag is among 
the pioneers in this regard. The company  
assists customers with the transition. US  
colleagues like Rottler work closely together 
with the headquarters in Stuttgart.

“We don’t speak  
of Wörwag USA or  
Wörwag Germany. 
We talk about us.”
Mike Grandy

➜

For Tschierswitz as well, it’s good to keep 
abreast of what the customer is thinking 
through Rottler. From him she received some 
color plates that had been painted at the cus-
tomer’s premises. The samples are sorted into 
three yellow boxes. Tschierswitz looks at  
the result of every paint job. After tempera-
ture change and vapor jet tests, she meticu-
lously evaluates the results. She works 
closely together with Sabine Ansorge in  
the Stuttgart-based combination lab. The 
colleagues there are charged with calculat-
ing quality statistics. Some parts have even 
been shipped across the Atlantic for compar-
ison with the findings. Collaboration without 
borders, without red tape and extremely  
directly, notwithstanding the 7,000 kilome-
ters between Lafayette and Zuffenhausen. 
After all, this is a family matter. And family 
sticks together.

The fruits of close cooperation are evi-
dent elsewhere as well. For example the 

USA
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Premium quality is 

the name of the 

game in Lafayette 

as well.

American business:  

as technical director, 

Barbara Peterson  

plays a leading role.

“LabPainter,” a simulator of the painting pro-
cess in series production installed in Lafay-
ette is also available in Germany via internet. 
Colleagues at both locations can jointly 
modify and refine new recipes. When it 
comes to advising customers, German col-
leagues Georg Bussmann and Sigurd Tetz 
from International Technology Management 
(ITM) are as important contacts as CEO  
Dr. Peter Moritz. Grandy: “We don’t speak  
of Wörwag USA or Wörwag Germany. We 
talk about us. We’re all a part of Wörwag  
and work together to master the challenges 
we face.”

Tschierswitz finds the internal network ex-
tremely helpful. She has a bi-weekly tele-
phone conference with head of development 
Jürgen Ortmeier. She knows the right con-
tact in Germany for any given topic. Ansorge, 
for example, knows all about water-based 
paints, Dr. Giannoula Avgenaki the integrat-
ed painting process. “The collaboration 
works perfectly,” says Tschierswitz. “I’ve never 
felt left alone here.”

She also flies to Stuttgart once every 
three months. E-mail is the medium of choice 
for most everyday tasks, however. Many 
times, replies to written requests are in ➜

finish 1/2014 11



Good Morning, America: 

Jason Johnson likes 

working at Wörwag.  

He handles the bead 

mills in Lafayette.

USA



“The collaboration with colleagues in Germany 
works outstandingly. I’ve never felt left alone here.” 
Angela Tschierswitz

Close cooperation with Germany is of the es-
sence for the scientist. That includes regular 
trips to Stuttgart. “The formula on the paper  
is not enough. Know-how is more,” she says, 
thinking of the people behind the formulas. 
“They are important. We need a network, we 
need colleagues who work together between 
different locations.” Besides, collaborating 
with the German experts is interesting. And 
their experience is valuable. “In the US we 
face major challenges. So we have to contin-
uously enhance our products.”

Wörwag is aiming for growth in the US. 
Although the market is saturated, many  
opportunities are arising in North America. 
The European carmakers are increasingly 
shifting production to the US or Mexico. And 
the demand for products from Wörwag is 
moving with them. A tour of the location 
makes clear how the plant is preparing. To 
meet the expected demand, Lafayette has 
invested heavily, primarily in machinery and 
infrastructure. For instance, multiple ten-ton 
stainless steel mixing containers have been 
installed this year. There is also a new 

Teamwork: 

transatlantic 

collaboration.

DR. PETER MORITZ

has been the managing director and 
head of the sales organization since 
2011. “A lot is happening in our long- 
established US market at the moment. 
We are following the German carmak-
ers. The fact that they’re moving their 
production has had an impact on us,” 
he says.

➜

➜

her digital inbox the next morning. The 
time difference is a benefit in this case.

Another key player at the Lafayette plant 
is Barbara Peterson. Her office is just to the 
left of the entrance. Many roads point to the 
technical director. She is responsible for the 
quality of all products, raw materials, custom-
er contacts, and knowledge transfer. The 
mother of two moved from Chicago to Lafay-
ette three years ago for Wörwag. Her hus-
band also works for the company—as a color 
team supervisor. A family affair—on a small 
scale as well.
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bead mill with a high-speed mixer. The mill 
also has a new colling system, and the plant’s 
electrical supply was also modernized.

Training by German colleagues

“We’re preparing for significantly larger 
quantities,” confirms Grandy. The president 
walks across a field behind the plant and 
show how large the company grounds are. 
There is plenty of space to expand. Another 
warehouse could be in place soon. The plans 
are hanging on the wall in the meeting room. 
Peterson looks to the future full of optimism: 
“With our state-of-the-art technology, we 
can tap new business fields.” That includes 
the integrated painting process (see info 
box). Peterson: “We offer base and clear 
coats for plastic parts from a single source. 
This could be an ace up our sleeve in our ex-
pansion.”

Bob Malady is no stranger to the effects 
of growth. He’s been with Wörwag, and its 
forerunner, Egyptian Lacquer, for a total of 
27 years. Malady heads up the production  
of water-based paints. “It’s no more difficult 
than the production of organic solvent 
paints,” says the passionate biker. “But you 
have to know the processes and follow the 
recipe step-by-step.” Because of the high 
quality requirements, production staff like 
him were grateful for the training from their 
German colleagues.

“The material has to be thoroughly checked 
as well. A single false ingredient can ruin  
the whole mixture,” emphasized Malady. At 
present he’s putting a new mixer into oper-
ation. The container with the water-based 
paint is also new. It holds 703 gallons.  
Wörwag USA currently possesses no larger 
containers of this sort. Today Palladium Silver  
is on the agenda. Malady sets the time and 
turns the mixer on. Everything’s running 
smoothly.

“A single false  
ingredient can ruin  
the whole mixture.”
Bob Malady

USA

On Tour: Chris Rottler 

is responsible for 

Rehau as its customer 

advisor—and drives 

there almost every 

week.

➜



has four microwaves, and in the corner there 
are two gum dispensers. Malady has brought 
some oil paintings from his time in the military 
in Korea and hung them up in the room. He 
also mixes the lemonade that is provided for 
free from a large plastic cooler.

After two-and-half years, Tschierswitz 
and von Au are slated to return to Stuttgart in 
winter 2015. Though they brought a lot of  
experience with them to the states, they’ll  
return home with even more. “We’ve learned 
from our colleagues here too. Ideas from 

DR. GIANNOULA AVGENAKI

has headed up projects related to  
the Integrated Paint Process (IPP) for  
Wörwag since January 2013. The 
chemist loves doing pioneering work. 
“No question: If you want to still be in 
the game tomorrow, you have to master 
IPP,” she says. “I really enjoy working 
on groundbreaking products.”

Integrated Paint Process

Conventional process

IPP Layer thickness 
IPP

Base 1 + Base 2

Cataphoresis

Clear lacquer

Primer

Cataphoresis

Base coat

Clear lacquer

Dry

Standard layer 
thickness 

12 – 25 µm

25 – 50 µm

20 – 30 µm

For comparison: 
width of a human 
hair

roughly100 µm

10 – 18 µm

16 – 22 µm

20 – 30 µm

Dry Dry Dry

The future belongs to primerless painting. More 
and more carmakers are opting for the Integrated 
Paint Process, or IPP. In the process, the functions 
of the primer coat are taken over by an innovative 
base coat system. The water-based paints re-
ferred to as “base 1” and “base 2” are applied wet-
in-wet with interim drying periods of up to five 
minutes. In contrast to the conventional process, 
the drying of the primer in the oven at 160 °C is 
completely omitted. The advantage: shorter paint-
ing time, significantly lower energy consumption, 
lower emissions and higher productivity. However, 

qualification as an IPP series supplier for the ma-
jor manufacturers requires significant develop-
ments outlays. Adequate protection against UV 
light, rocks, and corrosion must be proven in tech-
nology testing. In addition, for lab approval various 
technical application requirements for the re-
quired layer thicknesses are checked. Initial  
operational trials on the user’s paint line demon-
strated the performance of this base coat tech-
nology. At BMW in Tiexi (China), Wörwag received 
validation for its “Valencia Orange” paint. Five 
more paints are to follow by 2015.

30 % lower energy consumption
43 % lower CO2 emissions
   7 %  lower volatile organic  

compounds
40 % productivity increase

Shortly after 11, the cafeteria is abuzz with 
activity. The production staff is famished. 
Some begin before 6 am. Quitting time is  
between 2:30 and 3:30 pm because in the 
afternoons the humidity can be so high that it 
interferes with paint production.

A few weeks ago, a lab was converted into 
a break room. The colleagues sit together at 
two large oval tables. The employees’ snacks 
range from sandwiches with chips to saus-
ages and noodle salad to pizza or spaghetti 
from last night’s dinner. The kitchen counter 

“We offer state-of-the-art 
technology from a single 
source.”
Barbara Peterson

Source: www.jot-oberflaeche.de

➜
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“I don’t know of any other company in the US  
where the president’s door is always open and  
I am always welcome there.” Stephen Love

USA
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Meeting point: 

conference (left) 

and after work.

Power: in the lab, 

Stephen Love adapts 

primer—for priming 

large earth-moving and 

construction machinery.

within are always welcome; after all, we 
want to continuously improve our processes 
and products,” says von Au.

They’ve never regretted their decision to 
seize the opportunity. “The fact that Wörwag 
allowed us to work here while we were  
settling in made the transition much easier,” 
says von Au. But it wasn’t always easy. “Peo-
ple are more laid back about many things 
here. People often asked us why we have to 
make everything so complicated?” reports 
Tschierswitz. “Many things can’t be trans-
ferred one-to-one from Germany. Mixing  

machines or bead mills sometimes look dif-
ferent here. You have to adapt the recipes  
to the local manner of production. Some-
times that means changing a raw material or 
process.”

Lasting impression

Aside from their professional experiences, 
Tschierswitz and von Au also associate a lot  
of personal experiences with Lafayette. After  
a storm warning, they spent half the night in 
the cellar; in winter they shivered through 
days without heat at 11 below zero due to a 
power outage. Trips to Chicago, to watch bas-
ketball and concerts in Indianapolis, vaca-
tions to the West Coast and Alaska are un-
forgettable memories. Not to mention an 
appearance in Lederhosen at the “German 
Fest” in Lafayette and evenings in the “Check-
erboard,” a sports bar less than five minutes 
by foot from their house.

Last March they barbecued and made 
mulled wine on the veranda with colleagues. 
Kevin Goad from product development and 
his wife were on hand as well. The two cou-
ples have become friends. In spite of the icy 
temperatures, they partied so wantonly that 
afterwards the wooden ceiling was charred 
and had to be repainted. When Tschierswitz 
and von Au pack their suitcases in a few 
months, the traces of their party will be long 
gone. A “For Rent” sign will be in the front 
yard. But the impression they’ve left at  
Worwag Coatings through their work will  
benefit the company long into the future. n

➜
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USA

Mike Grandy is pursuing 
ambitious goals at “Worwag 
Coatings” in the United 
States. As president of the 
company, he is relying on 
team work and German 
expertise to achieve them. 
By Michael Thiem; photo by Laurent Burst

Mr. Grandy, what brings a Canadian to  
the American Midwest?
Wörwag approached me and I was immedi-
ately persuaded by the planned investments 
and the path to growth that the company 
had embarked on. The job appealed to me. 
In addition, the switch suited my future plans 
well. I had been in Europe for nearly 20 years 
up to that point, and we wanted to move back 
to North America for family reasons. Both  
of my children live here, as do my parents.

You came to Wörwag from BASF. Was it  
a difficult decision for you?
Leaving after such a long time wasn’t easy, 
of course. But I was very warmly welcomed 
by Wörwag in Stuttgart and Lafayette.  
I soon noticed that the chemistry was right.  
In a large corporation you are only responsible 
for one area. At Wörwag my responsibilities 
have many more facets. 

You seem to have stood out during your first 
few days of work in Lafayette ...
Are you alluding to my clothing? On my third 
day our HR manager Connie Hollis asked if  
I always wore a tie. Things are generally more 
casual at the plant. We see ourselves as  
a team. That’s why the tie has stayed in the 
closet ever since.

 “We’re not a typical  
American company”

INTERVIEW



What is the focus in the United States?
We will be aligning our thinking and actions 
even more with customer requirements. 
That’s why we are hiring additional customer 
service personnel. We can’t wait for the cus-
tomer to come to us—we are the ones that 
have to take the initiative. When European 
manufacturers expand into the United States, 
we will be ready. That also refers to the vol-
umes that will be needed when that happens.

Is the US market different from  
the European one?
Not really, apart from the logistics perhaps. 
That is related to the fact that we primarily 
work for European manufacturers. With 
them we talk about calendar weeks and 
Celsius temperatures.

Which role does technology play  
in procuring contracts?
A major role. That’s why we have to master 
as many different processes as possible.  
We are still considered newcomers in the 
integrated painting process, but we are on 
top of it. We are trailblazers in the conver-
sion from organic solvent-based paint to 
water-based paint. Both will become increas-
ingly important when European manufac-
turers award contracts. We are thoroughly 
prepared for that.  n

the fact that everyone feels their efforts  
are appreciated and acknowledged.

Can that be attributed to the fact that  
Wörwag is a family-owned company?
That probably plays a role as well. We’re not 
a typical American company. Employees are 
not just a number. Everything operates on 
a very personal level here. A very pleasant 
situation. Here, the work atmosphere is  
not determined by the share price—we plan 
for the long term.

Wörwag is also on a course to growth  
in the United States. How will you reach  
the goals you are striving for?
We are following the European car manu-
facturers, who are expanding their presence 
in the US. There is a clear demand for in-
creasing volume, state-of-the-art technolo-
gy, the highest quality, and comprehensive 
customer care. We are investing heavily  
to guarantee all of these things.

Is it hard to provide the same quality as  
in Europe?
No. Our philosophy is this: the technology 
that we sell in the US is identical to that in Ger-
many. The formulas for the American market 
are created in Germany, and R & D is based 
there, too. It’s crucial to quality that knowledge 
transfer take place smoothly. Besides the 
formulas, the processes are the key to success.

How relevant is an intense exchange of  
information between the employees on each 
side of the Atlantic?
That is very important. American employees 
go to Germany repeatedly for training over 
longer periods of time. Or Germans come to 
the US to provide support. For example, we 
are very lucky that Angela Tschierswitz has 
been working here for the past two years.

 “We will be aligning our 
thinking and actions even 
more with customer  
requirements, and that 
comes down to our taking 
the initiative.”

MIKE GRANDY

became president of Worwag Coatings, a 
Wörwag subsidiary in the United States, in 
February 2014. Before joining the compa-
ny, the Toronto native spent nearly 20 years 
at BASF in Europe. He has a degree in 
chemistry and is married with two children.

Your start at the company was rather  
turbulent, largely due to the winter weather.  
Did you have any time at all to adjust?
Hardly. The weather created big problems 
for us at the beginning of the year. One could 
say I came on board at a very challening time. 
It was the coldest winter in years, down to 
30 degrees celsius below zero with extreme-
ly heavy snowfalls. Raw materials  arrived  
at the plant too late. It was too cold for any-
thing—even for production. We couldn’t 
make deliveries to the customers on some 
days. Furthermore, we had to improvise be-
cause a lot of jobs were vacant at the time.

How did you overcome the challenges  
of that situation?
Despite all of the complications, it quickly 
became clear that we would make it. We 
have a great team here. Whatever is on the 
agenda—we will take care of it. Everyone 
pitches in. For example, many helped with 
deliveries even though they were actually 
responsible for other duties. That came as 
a very pleasant surprise. It showed me that 
Wörwag is different.

In what way?
It’s a question of character. The employees 
stand loyally behind the company and identi-
fy with their work. That probably stems from 
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Star City
Lively and charming, authentic and underrated: Lafayette is different.  
Yet the many attractions of this city of 80,000 in America’s Midwest  
only reveal themselves upon a closer look. A tour with special insights.
By Michael Thiem; illustration by weandme.com; photos by Laurent Burst

LAFAYETTE

Who knows Duane Purvis? In Lafa-
yette people like to have the foot-
ball player for lunch. The Triple XXX 

Family Restaurant  menu proudly displays 
his name along with those of many other  
local sports heroes. The city’s most famous 
diner turns them into tasty legends. Purvis’s 
1,802-yard record (1,650 meters) for career 
rushing on the playing field at homegrown 
Purdue University was unbeaten for more 
than 30 years. His unparalleled career has 
been immortalized in the “The Duane Purvis 
All-American” burger—a favorite even now, 
long after his death in 1989. It’s an unusual 
taste treat with an added slab of peanut butter 
for $7.85. “If you eat here then you really have 
to try it,” says Ron Hancock. Hancock, now 
65, was already a fan of the distinctive black-
and-orange striped building (built in 1931)  
on Salisbury Street when he was a boy. Today 
he works in the development lab at Wörwag.

Going for a drive in Lafayette with Han-
cock is like traveling through time. What looks 
like retro at first glance often turns out to be 
the real thing. Lafayette was never any differ-
ent. Diners like the “Triple XXX” have always 
been like that. Time seems to have stood still 
in other places, too, like the popular hotspot 
Original Frozen Custards , where the ice 
cream has been delighting generations of 
residents since 1932—and not just genera-
tions of Hancocks.

Modern Lafayette has its charms as well. 
A side trip to the Lafayette Brewing Company  

 on Main Street is a must on any itinerary. 
Ten different beers have been brewed here 
since 1993, each with its own distinctive char-
acter. The popular “Tippecanoe Common Ale,” 

for example, contains Amarillo hops that are 
grown by only one farm, located in the state 
of Washington. It is to that the beer owes its 
fruity taste.

Welcome to Lafayette in the great state of 
Indiana. It is located 100 kilometers (63 miles) 
northwest of Indianapolis and 200 kilometers 
(105 miles) southeast of Chicago. Together 
with West Lafayette, the city becomes Great-
er Lafayette with 80,000 inhabitants. The 
Wabash River runs between them, adding 
significantly to the city center’s appeal as well 
as providing an ideal setting for the many  
music and cultural festivals. The small city 
doesn’t skimp on its charms. The suburbs ➜
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RON HANCOCKStephen Loveen Love
has worked in the development lab  
at Egyptian Lacquer since 1976—with 
only a short interruption. Wörwag 
acquired the company in 2000.  
He was born and raised in Lafayette, 
then studied at Purdue University. 
Leading a tour of his hometown is 
therefore something that is especially 
near and dear to him. “Lafayette is a 
wonderful place to live and have family 
and friends.”

may look like those in any other American 
city: the Wörwag plant  is located in a typi-
cal commercial area on Kossuth Street, along 
with shopping centers, motels, gas stations, 
and fast food restaurants. The historic center, 
however, is characterized by Victorian build-
ings, rustic shops, and the local art scene. The 
old court house  with its distinctive dome 
embellishes the city center as much as the 
bars, taverns and restaurants do. Axl Rose, 
singer in the rock band Guns N’ Roses, was 
born in Lafayette. Bernadette’s Barber Shop 
is striking in its own unique way —you can 
have your beard trimmed there for $5. But be-
yond the women’s and men’s haircuts that 
Kate Sweeney and Kristen Rupp spiff up their 
customers with, the shop interior fascinates 
with its mix of kitsch and art on the walls and 
in the furnishings. America straight up.

The 40,000 students, including 8,000 from 
120 different countries, also exert a major  
influence on the city’s atmosphere. Purdue 
University’s  strength in engineering—and 
particularly in aviation and spaceflight tech-
nology—has made it one of the most presti-
gious universities in that field in the country. 
Neil Armstrong and Eugene Cernan, the first 
and last (for now) men on the moon are among 
its graduates. Lafayette is also crazy about 
sports. In the college football scene the Boil-
ermakers, as the university team is called,  
fill the Ross Ade Stadium, which holds up  
to 60,000.  The Mackay Arena with its  
16,123 seats is the basketball team’s home 
court.  Hancock is a regular here.

That is also true of a very special drive-
through business: Mary Lou Donuts , 
housed in a simple wooden building with an 
A-frame roof. Nothing but doughnuts in  count-
less varieties have been sold here since 1961. 
Very calorific, but simply heavenly. One high-
light: chocolate doughnuts filled with whipped 
cream. The traffic on 4th Street gets especially 

congested on Saturdays—for understand-
able reasons.

Back to the starting point of the tour: the 
Triple XXX menu not only pays homage to the 
city’s famous natives of the past, but also liv-
ing legends. The “Boudia” sandwich was add-
ed to the menu in honor of David Boudia. In 
2012, the high diving champion won Olympic 
gold in London. So many stars, including a 
puzzling one. When asked why Lafayette is 
also called “Star City,” not even Hancock is 
able to answer that. His colleague Derek 
Stetler can’t get the question out of his head, 
so he does some research. The result: when 
Lafayette became Indiana’s leading trade 
center in 1825, thanks to the Wabash River, it 
was given that nickname. The city flag still has 
the star emblazoned on it as testimony to  
that past.  n 

Founded in 1825
Population 80,000
Indiana
www.lafayette.in.gov

LAFAYETTE

➜
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On top of its environmentally friendly drive,  
the BMW i3 also shines thanks to its innovative materials  

and modern look—including a carbon finish.  
Wörwag paints protect the plastic from UV rays.

By Thorsten Schönfeld; illustration by Nils Krämer

INNOVATION

Sunblock for 
Electric Cars



Most commercially available electric 
cars are based on conventional vehi-
cle concepts, modified with an elec-

tric motor and battery. The BMW i3, however, 
goes against the tide. With the first of the  
i family, specifically founded to market alter-
native drives, the manufacturer is aiming for 
integrated sustainability.

In other words: the car itself, the produc-
tion process, and the supplementary mobility 
services are all designed with environmental 
friendliness in mind. The i3’s architecture 
consists of two modules: an aluminum chas-
sis—into which the drive, the suspension, and 
the energy storage device are integrated— 
and a passenger compartment made of car-
bon fiber reinforced plastic (CFRP).

Innovative materials

Since the electric drive is relatively heavy, 
BMW uses lightweight construction for the 
body. Yet the innovative materials in the outer 

skin have another purpose: a modern look. 
Both the plastic panels and the carbon-finish 
roof are coated with Wörwag products. “In 
particular, the roof of the i3 puts high re-
quirements on the paint,” explains Dr. Markus 
Schmidtchen, head of development of func-
tional paint systems. Unlike other carbon 
components, it is composed not only of brand-
new fibers, but also of recycled scraps. There 
are economic as well as environmental bene-
fits to using recycled materials. Production  
is thus less complicated than when new fiber 
mats are used—saving both time and money.

To maximize stability and rigidity, liquid ep-
oxy resin is injected into the heated unfinished 
roof part, which is pressed into a mold. The 
fabricated part is then cured, ground smooth, 
and a bonding agent is applied. This bonding 
agent is a transparent hydro-primer made 

“The roof of the BMW i3 
puts high requirements 
on the paint. A special 
clear coat protects  
the carbon finish from 
UV rays.”  
Dr. Markus Schmidtchen

➜
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DR. MARKUS SCHMIDTCHEN has been  
in charge of the development of 
functional paint systems at Wörwag 
since 2008. As the name suggests, the 
department optimizes paint properties 
such as UV protection and weathering 
resistance. Schmidtchen studied 
chemistry and earned his doctorate  
at the Research Institute for Pigments 
and Paints in Stuttgart, now the 
Fraunhofer Institute for Manufacturing 
Engineering and Automation (IPA).

up of two components. It ensures that 
the clear coat applied at the end of the pro-
cess has optimum durability. Soot is added to 
the primer for a black-tinted look. “The dark 
shade is purely for the appearance,” explains 
Schmidtchen. “It is the clear coat that has the 
protective function.”

Protecting car skins

Since ultraviolet rays corrode the plastic res-
in, BMW uses a clear coat with an especially 
high sun protection factor on the carbon roof 
of the i3. Like a sunscreen—which protects 
human skin against the sun’s damaging UV 
rays for at least a certain amount of time—the 
protective coat, especially designed for CFRP 
applications, prevents the roof from getting 
“sunburn.” But this sunscreen lasts as long  
as the car does! 

Two components achieve this. First, radi-
cal interceptors keep the coat from weather-
ing, i.e. they make it resistant to heat, mois-
ture, and UV rays. Radicals are usually highly 
reactive particles that are formed in chemical 
processes and would damage the coat. Sec-
ond, absorbers intercept UV rays. To maximize 
the protective effect, the clear coat is applied 
in a thickness of 100 micrometers (µm). Nor-
mally, the coat thickness of a clear coat on 

plastic is only 30 to 40 µm, and 40 to 50 µm  
on metal bodies.

Production that conserves resources

In contrast to traditional vehicle construction, 
during production of the BMW i3 the entire 
bodywork is not protected against corrosion, 
coated, and dried in multiple steps. Instead, 
the roof, bumpers, front, rear and side panels 
are coated individually, which is more eco-
nomical. As a result, when paint is applied to 
the carbon roof in the flat-bed automatic paint 
sprayers, there is very little overspray—and 
thus, very little waste.

All in all, it takes only half the energy and 
70 percent less water to manufacture an i3 in 
comparison with a conventional vehicle. The 
Leipzig plant has four of its own wind genera-
tors to handle the electricity requirements. 
The joint venture SGL ACF (Automotive Car-
bon Fibers), which manufactures the carbon 
fibers for the CFRP body in Moses Lake, 
Washington State, obtains all of its operating 
current from hydraulic energy.

Last but certainly not least, the integrated 
concept for the i3 includes the fact that BMW 
not only offers its customers renewable elec-
tricity but a Europe-wide charging infrastruc-
ture as well. n

Perfectly formed socket: 

You can charge the i3 at home 

using the BMW i wall box.

Consistent lightweight construction: 

the carbon fiber reinforced plastic 

(CFRP) saves weight.

➜
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Plastic add-on  
parts painted  
in color

Passenger compart-
ment made from  
carbon fiber reinforced 
plastic (CFRP)

Carbon-finish  
roof made of  
CFRP scraps

BMW i3: TECHNICAL DATA 

Drive: Synchronous motor 
Output: 125 kW (170 hp)
Maximum torque: 250 Nm
Storage battery: Lithium-ion battery
Energy consumption in kWh/100 km (combined): 12.9 (13.5*)
CO2 emissions in g/km (combined): 0 (13.0*)
Performance
Acceleration: 7.2 seconds from 0 to 100 km/h
Maximum speed: 150 km/h
Range
Comfort mode: 130–160 km
Most efficient driving mode: up to 200 km

* BMW i3 with Range Extender
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It all depends on what’s underneath.  
Wörwag’s primer has been demonstrating its versatility for 
some 15 years. No one sees the primer, but everyone needs it.  
Prime stuff—a look at the recipe for success.
By Michael Thiem

PRIMER

The Secret  
of R1218

Letter code  
for automotive  
paint systems

Code for the  
type of paint:  

1 stands  
for primer

Code for the paint 
technology: 2 stands 
for two-component 
composition with 

solvent

Sequential  
numbering of  
binding agent  
combinations

USA – Lafayette



➜
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T homas Stehle grabs a plastic plate.  
Fifteen centimeters long, ten centime-
ters wide. The expert from the primer 

development department at Wörwag paints 
countless plates like this almost daily. Today he 
is applying a medium gray primer with a hydro- 
base and a clear lacquer in order to systemati-
cally destroy it later. To do so, he has used a knife 
to incise a check pattern into the plate. Now he 
pulls off the cross-hatching with tape. Some of 
the other plates he shoots with steel shot at a 
certain pressure from a controlled distance.

In many places, the paint is all but gone. 
Peeled off. Disintegrated. Yet Stehle seems 
relaxed. He had a hunch this would happen. 
This paint system was doomed to fail. “If the 
primer’s not right, the paint can sparkle and 
shine all it wants; as soon as it goes through 

a car wash, it’s finished.” And that is precisely 
what this simulation was about. If it doesn’t 
stick, it can’t shine.

Mishaps of this kind can be avoided with 
a primer designed to meet the requirements. 
Stehle takes another plastic board from the 
test bench. The difference is evident. In spite 
of an identical load, the paint still stuck even 
where the cuts were made. It shows hardly 
any signs of its ordeal. This recipe works. The 
primer is the behind-the-scenes hero that 
keeps its word.

Germany – Stuttgart

Spain – Barcelona

South Africa – Cape Town



➜
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“Our primer is an  
outstanding product.  
With these characteristics, 
right now there’s nobody 
who does it like us.” 
Georg Bussmann

The driving force behind the develop-
ment of the primer 15 years ago was Ramona 
Baumgärtel, today the head of the technolo-
gy development department for pastes and 
top coats. Together with Georg Bussmann, 
who is now responsible for international tech-
nology and know-how transfer, she got the 
successful Wörwag product off the ground. 
The primer is used on components such as 
plastic bumpers and mirror shells on cars. “At 
present, with this composition and with these 
characteristics, there’s no one else who does 
it this way,” says Bussmann.

One for all

Allow me to introduce R1218. This is no code 
for some android from the future, but the  
indispensable Wörwag product of today. An 
evergreen that’s been impressing customers 
since its launch in 1999. Two thousand met-
ric tons of it leave the plants in Zuffen hausen 
(Germany), Langfang (China), Lafayette (USA), 
Barcelona (Spain) and Cape Town (South  
Africa) every year—from five-kilo cans to 
containers weighing tons.

R1218 stands for the highest quality 
worldwide. The primer’s advantages are le-
gion: it can be used on almost any system, 
adheres to most materials, and fulfills the 
specifications of the carmakers. It can be  
delivered in countless colors and settings. 
With this single primer, the user covers all 
coating processes, whether dry, wet-in-wet 
or electrostatic.

R1218 also has another ace up its sleeve. 
It is permitted in the spare parts service of 
every carmaker. Parts are put into storage 

The source:  

Primer production  

at Wörwag in USA.

China – Langfang
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THOMAS STEHLE AND GEORG BUSSMANN 

(RIGHT) are two of Wörwag’s primer 
experts. Bussmann, today the head of 
International Technology Management 
(ITM), was involved in developing  
the primer 15 years ago. His motto: 
“Primers can be sexy too.” Stehle has 
worked for Wörwag since 1991.  
The trained commercial vehicle painter 
and paint and plastics technician  
is responsible for continuous primer 
development. His motto: “You can’t 
re-invent the wheel every day, but you 
have to keep it rolling.”

primed and can be reliably finished even after 
lengthy periods. “Many people don’t think of 
primers as sexy products because they don’t 
shine,” says Bussmann. “You don’t even see 
them. For a reliable coating system, however, 
the primer is absolutely indispensable.”

Bussmann still clearly recalls the begin-
nings of the innovative primer system in the 
late ’90s. It took about three years to reach 
the launch phase. During the process, the 
developers had to learn to dispense with the 
old standards. If you want to make a single 
product out of six or seven primer variants 
with different characteristics and applica-
tions, you have to find new ways of thinking. 
You have to be bold, try things out—and keep 
learning from experience.

The persistence paid off. The result was 
a primer unlike any that came before. R1218 
is especially unique in the combination of 
binding agents. But ingredients alone do not 
make a good primer. “The trick is in the pro-
duction process,” confides Bussmann.

From transparent to glossy

Today R1218 is available in 130 recipes and 
color variants, from transparent to shiny, 
black to slate gray. Red, white, green, and 
beige are possible as well. For John Deere’s 
tractors, a very special green primer was de-
veloped. Another company wanted a glossy 
primer to make it easier to identify impurities 
during inspections. For vehicle door handles, 
Wörwag has a transparent variant that makes 
scratches less apparent.

Beyond its vast spectrum of uses, the 
primer also demonstrates the highest reli-

ability. Bussmann: “Many customers demand 
a system that can be implemented with less 
technologically advanced procedures. And 
whatever they do with our primer, it works.” 
Particularly in markets like Brazil, Mexico, 
and China. In those countries, few factories 
are capable of combining the work steps in a 
coating system. That’s one reason why R1218 
is the top-selling product group in China.

Wörwag offers custom solutions. That’s 
what Stehle’s coating tests are about as well. 
If the primer has to meet special require-
ments, the customer consultants are the first 
responders. They have the basic composition 
of R1218 and a modular system at their dis-
posal. This allows them to change parame-
ters such as the viscosity of the application 
type. If the requirements are more complex, 
Stehle joins the fray. Reasons for altering 
the recipe might include substitution of raw 
materials to meet new environmental regu-
lations or to avoid supply bottlenecks. And of 
course, that requires the entire testing pro-
gram for the respective specification.

New color tones and changes to the 
composition of the solvents require equally 
extensive testing. Depending on the intensi-
ty and complexity of the task, it can take up 
to six months for the modified primer to be 
ready. “Paint lives, and sometimes it behaves 
rather oddly,” chuckles Stehle. Some things 
are a lot different in the chemistry books. But 
if you think your way into things, you always 
get to the bottom of it.” That’s why it doesn’t 
bother him in his development lab when the 
paint goes missing from the test boards. 
Once in a blue moon. n

Many production 

locations, one recipe 

for success: R1218  

is made to the same 

quality standards 

worldwide.



ROLLS-ROYCE

The Cherry  
on Top

Rolls-Royce redefines manual labor.  
A hand-painted trim line puts the finishing touch on the premium cars  

from Goodwood, England. The paint comes from Wörwag. 
By Michael Thiem; photos by Frederik Laux

100 milliliters of 

exclusivity: because 

every brushstroke 

counts, Rolls-Royce 

relies on quality 

from Wörwag.



There’s one story that Andreas Bäuerle, 
head of the industrial liquid coatings 
department at Wörwag, loves to tell 

again and again. At a trade conference,  
attendees are having a spirited discussion 
about a new paint shop in England. The talk is 
of fourteen modern electrostatic high-speed 
rotating atomizers, more efficient processes, 
the perfect paint finish. A coating for luxury 
cars. For Rolls-Royce. The pinnacle of exclu-
sivity on four wheels. “And then,” reports one 
of the assembled with amazement, “someone 
comes and paints two trim lines. By hand!” 
The listeners are duly astounded. That’s 
Bäuerle’s cue. “And the paint is from us,” he 
adds. Everyone is speechless.

Now we’ve come to Goodwood in southern 
England. In the finest car plant in the world, 
800 specialists manufacture some 3,600  
premium cars a year. The factory exudes an  

almost clinical cleanliness. Extravagance 
is the default mode here. And one 

that is appreciated by the 
Queen, the Sultan 

of Brunei, and of 
course the Beat-

les. The cars with the 
striking hood ornament 

known as Emily are legend-
ary. And all but unaffordable. No 

Rolls costs less than 200,000 euros, and 
most cost at least double that. Not that anyone 
talks about the price. Extras are standard, the 
finest materials the rule. Each car is unique.

Honoring craftsmanship

This kind of individuality could only be achieved 
in a workshop like this. Some 600 hours are 
planned for the manufacture of the Phantom 
model. By comparison, a small mass-produced 
car is finished in about 15 hours.

At Rolls-Royce, they still swear by that 
most complex of all tools: the human hand. It 
possesses the touch and dexterity enabled 
by roughly 100 touch cells per square centi-

meter. With our fingers, we humans can sense 
structures smaller than 200 micrometers. No 
machine handles materials with such delicacy—
or can invest them with such personality.

Mark Court is the artist in the team. He  
appears on the scene when the car is almost 
finished. He neither tightens any screws, nor 
does he check or polish anything. He cele-
brates; sets the cherry on top of the cake. 
Only then is the masterpiece finished. He 
must feel like the drummer in the “Storm 

Clouds Cantata” from the Hitchcock film  
The Man Who Knew Too Much. He patiently 
waits for his part before majestically clanging 
his cymbals together at the crucial moment. 
The final chord.

Trim paint in tiny cans

Courtwws instrument is a tiny special brush 
from the art supply store. The bristles are made 
of the hair from a squirrel’s tail. Court, in his 
early fifties and long since a living legend, 
uses the brush to give each Rolls its coachline 
(see small photo above). Upon request, the 
double line along each side gives the luxury 
car a special touch. With each line measuring 
6 meters, Court applies 24 meters to each car. 
To do so, he needs about 50 milliliters of paint 
and four hours. And an extremely steady 
hand. “I draw the line freehand; it’s a talent,” 
he says. “I have to paint the line with equal 
pressure or it will be thicker in some places 
and thinner in others.”

The artist is aided in his work by a paint 
that Wörwag produces especially for this use. 
It bears the type designation W240 L. The let-
ter L stands for Linierfarbe, the German term 
for trim paint. The basic recipe was developed 
in 1999 for the trim line on BMW motorcycles. 
Word of its quality quickly got back to England. 
Since 2003, Wörwag has delivered around 

ANDREAS BÄUERLE has been with 
Wörwag since 2001. As the head of 
the customer lab for industrial liquid 
paints, the trained paint lab techni-
cian is responsible for the trim paints 
for Rolls-Royce. “At present we have 
recipes for 30 color tones. But we also 
fulfill special requests. Every Rolls-
Royce is a masterpiece and absolutely 
unique.”

200 kilograms of the paint to Goodwood—in 
carefully packed small packages with at least 
ten handy 100-milliliter cans. Art supplies from 
Zuffenhausen. “Having the opportunity to 
manage such a product is absolutely fasci-
nating,” says Bäuerle.

What makes the trim paint from Wörwag 
so special? It produces no bubbles, enables 
an exceptionally clean stroke, and Court can 
reapply the brush multiple times without it be-
ing noticeable later. “We have to create the paint 
with that in mind,” explains Mike Mischkulnik, 
the man at Wörwag who fulfills Rolls-Royce’s 
wishes in the customer lab. “The paint has to 
remain stable.” That’s particularly a challenge 
with metallic tones, because the developers 
have to ensure that the aluminum flakes are 
applied evenly. Leather or fabric patterns are 
often used as a template. The development of 
a new trim paint takes up to four months. 
Sometimes as many as 30 trials are neces-
sary. “So far we’ve managed every color tone 
that was requested of us,” says Mischkulnik. 
And there’s no question: manufacturing it is 
an art as well. Court can count on the quality 
of the paint with every brushstroke.  n
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DAVE MURPHY

Production Team Member

JC KILLIAN

Production Team Member

…  Stuttgart  
(Germany)

…  Lafayette  
(USA)

…  Barcelona  
(Spain)

WÖRWAG EMPLOYEES FROM ...

ALEXANDER SCHOO

Production Team Member

FRANK MÜLLER

Network Administrator

GEORGIOS ALEXANDRIS

Production Team Member

ANITA VERDONKSCHOT

Human Resources Manager

THOMAS FAUSER

Customer Service KL1-A/TKM
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To a hair’s 
breadth

EXTREME SHAVING

ROB PETERSON

Color Team Supervisor

GUSTAVO DIAZ

Production Team Member

JUDD JENKINS

Production Team Member

BRAD STOCKBERGER

Production Team Member

The exclusive, reliable coating of razors with  
high-quality paint requires special expertise.  
This is not the only reason why Wörwag values  
its collaboration with Braun. There are quite a  
number of reasons for a hairy declaration of love.
By Reiner Schloz; photos by Frederik Laux, Laurent Burst, José Carlos Zarcero Moralo

SAVVAS GIAGOUNIDIS

Color Match Team

REINHOLD GINGER

Quality Gate Assistant

RAFAEL LÓPEZ

SCM Specialist

APOSTOLOS ANTONIOU

Process Technology Specialist

MICHELE DI PAOLA

Production Team Member

JOACHIM STROBL

Head of Supply Chain Management
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 camera, creating images with symbolic power. After all, in addition to 
quality and reliability, creativity is the main reason behind the success-
ful collaboration with Braun, which has already been in force for over 
ten years. “This partnership is very important to us,” affirms Mathias 
 Peters. The project manager from the General Industrial Liquid Paints 
department knows just how high the manufacturer’s standards are 
when it comes to the razor coating. Good solutions aren’t enough: 
nothing less than the best will do.

This applies to every device in every model range, including the 
premium razors. For the third time in a row, Series 7 blew the competi-
tion away and was awarded an overall score of 1.5 by the Stiftung 
Warentest consumer organization. The new “799cc-7 Wet&Dry” was 
in the running. The reasons for its success included: “It gives the 

F ull beard, mustache, goatee, designer stubble: facial hair is 
back. And, since Austrian diva Conchita Wurst’s victory at this 
year’s Eurovision Song Contest, a neatly trimmed facial hair  

feature even gives ladies unimagined means of expression. It doesn’t 
have to be taken so seriously. But it does have to be cared for, trimmed, 
and shaped. This requires razor handling that is just as intensive, yet a 
little different from a clean shave.

Employees at the photo shoot

In any case, the bearded men at Wörwag were happy to respond to the 
request to be photographed for this story. A declaration of love for the 
customer Braun, which the ladies also wanted to be a part of. Even 
without any stubble, they unleashed their creativity in front of the 

MARIO MUÑOZ

Production Team Member

ROBERT HAHNER

Production Team Member

ERICA GIBSON

Chemist

PASCAL ZELFL

Paint Technician EW1-PE-LMBL

MATHIAS PETERS values long and close 
partnerships with customers. The 
commercial technical assistant has 
been with Wörwag for 22 years, and 
has worked together with Braun for the 
last eight years. As a project manager 
in the industrial liquid coatings 
department, he’s especially proud of 
one thing: “We consistently deliver the 
exact same premium quality.”
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GEORG BUSSMANN Head of  

International Technology Management 
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KEVIN GOAD

Product Development Chemist

BOB MALADY

Production Team Member

MIKE GRANDY

President

MICHELLE BUTTREY

Customer Service

RAY GOLDER

Production Team Member

CEM TÜMKAYA

Production Apprentice Chemicals

FRED WAGNER

Product Manager KL2-IP/FL

SIMON MARDINIAN

Works Council Chairman

MICHAEL ROSENNOW

Team Member Robotic Laboratory

RALF FRANZ

Purchasing Specialist

SEBASTIAN BIRMELIN

System Administrator

JÜRGEN ORTMEIER

Head of Development

JOAN HERRERA

General Manager
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➜ most thorough shave and has the best battery life by far.” Premium 
razors by Braun are equipped with sonic technology. The motor oper-
ates at 10,000 micro-vibrations per minute and automatically adjusts 
to suit the beard thickness. In particularly difficult spots, Intensive 
mode is activated: the linear motor increases the sonic vibrations to 
such an extent that the razor manages even particularly hairy areas 
without loss of power.

Resisting alcohol

Such technical superiority should be apparent to customers at a 
glance. That’s why the design, look, and feel of the different models 
plays a big part. The best possible shine, shock resistance, and resis-
tance to sweat, salts, and bacteria are required.

However, the key lies elsewhere. Premium models are stored in a 
cleaning and charging station. At the touch of a button, this cleans  
the razor using a warm alcohol solution. “Alcohol is a strong solvent:  
it goes through virtually everything, even through coats of paint that 
are neither damaged nor weakened,” explains Andreas Bäuerle, head 
of the Industrial Liquid Paints department.

To solve this problem, the paint experts initially proceeded using 
the standard methods. Bäuerle: “That’s the nice thing about our work. 
We receive a special order and then we look to see what we already 
have, the wealth of experience we can refer to.” Braun clearly landed 
in the special preserve of vehicle paints. For Braun, even more than 
shine, it is the reliability and adhesion of the paint that counts, whether 
on steel, aluminum, or—as for the razor—on plastic. Project manager 

RICHARD GRIFFIN

Production Team Member

RICHARD OSTERMEYER

Maintenance Supervisor

DEREK STETLER

Production Team Member

JANOSCH STICKEL

Laboratory Assistant EW3-WT

PHIL GIORGIO

Quality Control Technician

JASON JOHNSON

Production Team Member

“We receive a  
special order.  
And then we look 
through our wealth 
of experience to  
see what we can 
refer to.”  
Andreas Bäuerle

SIMONE SEIDEL

Application Technician Control

DANIEL SCHUMACHER

Production Team Member

MONTSE LÓPEZ

Sales Manager

MICHAEL SABO

Head of Process Technology

DAVID MACÍAS

Service Technician (Asistencia Técnica)

finish 1/201438



Peters: “The creative part of our work starts when we customize simi-
lar products to the customer’s desires.”

Hard testing program

Braun razors have three coats of paint to thank for their high-quality 
look and feel. A primer, the colored base coat, and a special clear coat 
ensure an attractive appearance as well as the best possible protec-
tion. The coating has been extensively tested. Following certification 
and approval by Wörwag, the Braun company tests the product again 
in their paint shop. After all, with industrial paint, laboratory and end 
results may differ. It also makes sure that Wörwag always delivers the 
paint in the same quality, to a hair’s breadth. If nothing else, this re-
quires a constant viscosity (ease of flow). Which is not so easy if you 

consider that the paint in each coat consists of 20 to 30 components.
As a result, the specialists in development and production at Braun 
and Wörwag have established a trusting collaboration over the years. 
Peters: “We have an excellent working atmosphere. We get on very 
well as a team.” 

The partnership with Braun is not just an image factor, says Braun. 
There are also a large number of orders behind it. Premium razors are 
currently available in four colors: black, silver, metallic gray, and “noble 
metal.” In peak months, several tons of paint were delivered in each col-
or. In turn, Braun values its partner’s service just as much as its product. 
As a result, the supplier from Zuffenhausen was awarded top marks.

Which is as good a reason as any to contentedly run your fingers 
through your beard.  n

BARBARA PETERSON

Technical Director

WILLIAM CARTER

Color Match Team

CARSTEN SZEDZINSKI

Production Team Member

ANTONIO VALVERDE

Laboratory and Production Technical Colorist
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APRIL HORNUNG  

Quality Systems Manager

MATT PITTS

Manufacturing Team Member

PATRICK THIERRY

Color Manager

CONNIE HOLLIS

Plant Controller

RON HANCOCK

Chemist

JULIA BUTCHER

Administrative Assistant

GUDRUN POHLE

Technical Manager

ALEX VON AU

Senior Development Chemist / 
Automotive Interior Development
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DANIELA RENZO

Head of Corporate Communications

MELANIA HAUN

Color Team Specialist

ANGELA TSCHIERWITZ

Group Leader /  
Automotive Hydro Basecoat Development

MATEO DICHA 

Lab and Service Technician (Técnico Laboratorio/Asistencia Técnica)

MICHAEL THIEM

Editor

LAURENT BURST

Photographer
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Very fitting
At Julius Blum, thinking inside the box is not a criticism—it’s a principle.  

This manufacturer of hinges, runners, and lift systems for the cabinet industry has  
developed numerous innovative solutions that no modern kitchen should be without.

By Alexander Günzler 

CUSTOMER PORTRAIT

Tandembox:  

This successful metal drawer 

system offers copious 

storage space, convenience, 

and a wide range of design 

possibilities.

1952
Julius Blum, a farrier and carriage 
smith, founds the company.

1958
Development of the first cabinet 
fitting, the Anuba hinge.
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To find real substance, as the saying 
goes, you have to look below the sur-
face. Precisely that is how to enter the 

world of the Julius Blum company, based in 
the town of Höchst in the Austrian province 
of Vorarlberg. This is a world of fittings—for 
drawers, cabinets, and doors. It is a world in 
motion. And Blum is a master in it. Homes, 
and above all kitchens, are the terrain of this 
company that was founded in 1952 by farrier 
and carriage smith Julius Blum. Nearly sixty  
years have passed from the Anuba hinge 
to the elegant drawer system known as the 
Legrabox. Over this time Blum has developed 
from a small business to a worldwide corpora-
tion with annual sales of 1.4 billion euros and 
around 6,400 employees. 

Hidden world champion

Blum’s innovations make it one of the world’s 
hidden champions. These are companies that  
are world leaders in their fields without that 
fact being well known. Blum is a champion in 
the cabinet fittings sector, with an extremely 
dedicated staff of tinkerers and innovators. It 
is precisely this ability to constantly develop 
new products to meet customer needs that 

Gerhard Blum—who runs this second-gen-
eration family company together with his 
brother Herbert — sees as a key factor in 
success.

Feedback from users from around the 
world has led to ideas for practical kitchen  
fittings. These include runners on which 
drawers appear to hover, systems that make 

it easy to access the furthest corners of draw-
ers, hinges that enable doors to close quietly, 
and easy-opening systems for cabinets high 
on the wall. Fitted with electric drives, drawers 
and cabinets open at a touch. With a damper 
system that lets drawers, cabinets, and doors 
close softly and gently, Blum won the Europe-
an Inventor Award in 2013, the leading prize in 
Europe for innovators.

Blum channels four percent of its revenue 
every year to research and development, and 
holds around 1,200 patents worldwide. The 
Austrian Patent Agency granted the com-
pany 52 patents and utility patents in 2013 
alone. This puts Blum in second place on the 
alpine republic’s ranking of inventors.

Expansion and collaboration

Another important factor in the compa-
ny’s success has been the expansion of its 
worldwide market organization. Nearly thirty 
subsidiaries have been founded around the 
globe since 1977, including Germany, the 
USA, Brazil, New Zealand, and China, and 
more than 120 markets are supplied. The 
backbone is and will remain the company’s 
headquarters in Vorarlberg, however, with 
seven factories in and around Höchst. Good 
skilled workers, good infrastructure, and 
good partners are the reasons for this. These 
factors—as well as the quality and reliability 
of the suppliers—are valued very highly by 
the family-run company.

Wörwag has been one of these suppliers 
for nearly forty years now. “A very committed 
and expert partner, with whom we have 

Aventos HF:  

Bi-fold lift system 

for cabinet doors.

1964
The Blum hinge  
is developed,  
which launches  
the production  
of concealed  
cabinet hinges.

1965
Blum starts exporting  
within Europe.

1977
The first edition of the 

employee magazine,  
the Blum Blättle, marks the 

company’s 25th anniversary. 
Subsidiaries are founded  
in the USA and Sweden.

1970
The company’s first 
apprentices are trained  
in Austria.

1981
Blum Deutschland  
is founded.

1985
The company 
introduces a clip hinge 
that can be mounted 
without tools.

Since 1977 nearly  
30 subsidiaries have 
been founded around  
the globe. More than  
100 markets are served.

1.4
billion euros  

in annual sales

6,357
employees worldwide
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1991
Blum is the first manufacturer 
of cabinet fittings to be 
certified with the ISO 9001 
quality standard.

1996
Blum opens  
a site in Turkey  
and develops  
a full-extension 
drawer system.

In kitchens, bathrooms, 

and bedrooms—systems 

and technologies from 

Blum are used in every  

part of the home.

52
patents in 2013.  

This makes Blum  
the second-most  

prolific inventor in all  
of Austria
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2006
Servo-Drive, the new 
automatic drawer 
opening system, goes 
onto the market.

2010
Blum opens a site  
in New Zealand, and 
offers the Servo-Drive 
electric opening 
system for cabinet 
doors too.

2002
Blum celebrates its 50th 
anniversary. A sales office  
is opened in China.

1997
Blum opens sites in Australia 
and Russia, and is certified  
with the ISO 14001 worldwide 
environmental standard. 

developed and optimized many products 
together,” says Albert Kaufmann from Blum’s 
quality assurance department. As an expert 
in developing surfaces with high-protection 
coatings, special effects, and paints, Wörwag 
supplies powder coatings for frames, run-
ners, and rear walls of drawer systems such 
as Metabox, Tandembox, and the newly de-
veloped Legrabox.

Blum does not use liquid coatings but rather 
only powder variants. “Matt, achromatic tones 
such as sand silver, palladium gray, and  
carbon black are preferred,” says Regina 
Neubauer, who directs Wörwag’s customer 
lab. Bright colors are reserved for the fronts. 
As for the insides, a premium is placed on 
functionality and robustness. Here it is espe-
cially important that the surfaces be resistant 
to scratches, wear, and corrosion. Wörwag 
develops these properties further on a con-

tinuous basis. “Smooth, dark surfaces are  
especially challenging,” adds Yvonne Brand, 
who directs the development work on deco-
rative powder coatings.

Environmentally and economically sound 

A company like Blum, which places a high 
priority on responsible treatment of the en-
vironment, is also very interested in improv-
ing its energy efficiency by means such as 
reducing the curing temperatures of its coat-
ings. According to its mission statement, the 
company is convinced that environmentally 
compatible policies are economically sound 
over the long term, and therefore takes steps 
to preserve the environment in as many areas 
as possible.

Blum has been consistently improving its 
energy balance over decades, using methods 
such as heat recovery, building insulation, 
conduction systems, groundwater cooling, 
and low-energy lighting. Via its own terminal 
in Dornbirn, the company transfers a large 
part of its delivery volume from road to rail 
transportation. So it’s no wonder that late last 
year it could impress a visitor who has seen 
quite a number of companies over the course 
of his career: former German chancellor 
Gerhard Schröder. As he put it, “What I saw 
at Blum is exemplary. What they’re doing de-
serves respect.” n

YVONNE BRAND 
started directing the development  
of decorative powder coatings in May 
2011 for products such as furniture 
and appliances. Among other things 
she values the variety in her job: “Every 
day I face the challenge of developing 
new products, while as director I also 
coordinate the individual projects.” 

Blum has been consis-
tently improving its  
energy balance over  
decades, using methods 
such as heat recovery.

2013
Ambia-Line, the new dividing system for 
Legrabox, is introduced. Tip-On, a mechanical 
opening support system for Aventos HK-S  
and Aventos HK-XS, is added to the product 
range for wall cabinets.

In

55
years from  

a small business  
to a worldwide  

corporation
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Flagship samples
Wörwag product applications are many-faceted—but are often only  
recognized on second glance. Hidden heroic feats supporting daily routines.

CLIENT APPLICATIONS
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 Storage units
Product: Powder-coated shelving  
in the Berlin State Library
Customer: Zambelli Metalltechnik (Germany)
Paint: Powder paint RAL 9003 interior, signal white, 
smooth, satin gloss
Application area: Repository for books in  
a compact shelving system
Paint in use since: 2009
Special feature: Slip-resistant, amount of powder 
coating used: ca. 100 tons

Flagship samples
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Construction worker
Product: Electrical tools and equipment
Customer: Metabowerke GmbH (Nürtingen)
Paint technology: Wöropur W single-layer topcoat 
Metabo silver, structure, B1333, W962
Application area: Commercial use in metalworking and 
construction applications as well as the metal industry
Paint in use since: 2006 (trials), 2008 (series)
Special feature: A custom coat system was developed 
in close consultation with Metabo. Single-layer coat on 
aluminum, hydro with self-structuring effect



 Cold front
Product: Beverage refrigerator
Customer: Liebherr (Austria)
Paint: Wöralit powder coating W806H, glossy
Curing conditions: 10 minutes 160 °C
Application area: Refrigerator housing and doors
Paint in use since: 1997
Special feature: Coca-Cola red
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 Steadfast
Product: Disc brake caliper
Customer: OEMs
Paint: WÖRALIT powder paint W851T, Tornado red 
according to sample, high gloss, curing conditions  
10 minutes 190 °C (object)
Application area: Automotive
Paint in use since: 2006
Special feature: Highly resistant,  
polyurethane-based powder paint,  
resistant to brake fluid
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 Window shutters
Product: Lacquer film
Customer: Schüco International KG (Germany)
Paint: Transfer lacquer film F 2310, Decor lacquer  
film F 1012 and F 1022
Application area: Vinyl window frames and doors
Paint in use since: 2012
Special feature: Environment-friendly process,  
efficiency factor at 100 percent, no overspray  
or other waste during application
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ESSAY

Red
Red must be full-blooded, for it is the color that children use to draw hearts.  

It can also be tempestuous, and then it’s called Tornado red. Red is the color of paying attention, 

warnings, but above all the color of emotion.

Fire department. Ferrari. Coca-Cola—red always has a stimulating effect.  

There it is again, the heart … and soul of a thing. A color that is inextricably bound to life itself.  

And with love, of course. With sensuality, resolve, the glowing side of our feelings.  

And with eruptions of pure energy as well. Red pulsates. Too much causes restlessness;  

then we also see red metaphorically. Only few colors have made their way into  

our vocabulary as often. Perhaps because red was the first—and described fire.  

If we handle it with care, it has a warming effect.

Red was always a color of power, especially in the Middle Ages—as purple: the most noble, 

treasured shade. Applying rouge as make-up became fashionable among the Egyptians.  

Red still represents happiness and prosperity in China. And generally it has remained the color  

of strength. Red card. Red traffic light. Red pencil. Red carpet: clear signals.  

In bullfighting the red cape only serves to excite the spectators. The bull itself is colorblind.

On the other hand, psychologists say that it stimulates appetite. Maybe that’s  

why Wörwag also has Tornado red available for refrigerators.  

Red doesn’t leave anyone cold. It symbolizes passion, the most temperamental of all colors.  

Precisely because red comes from the heart. n

A Color that has speed written all over it:  
Tornado red for the new Golf GTI from Volkswagen
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By Elmar Brümmer—a magazine author who is thinking of writing  
in red in the future, as it is more readily noticed
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Would you like to suscribe to finish?  
Visit www.woerwag.com/finish  
for the order form to make sure you don’t 
miss a single issue.

LOCATIONS

Wörwag worldwide

Research and 
Development

Production

Service

Sales

RENNINGEN PLANT (D)
Karl Wörwag Lack- und Farbenfabrik GmbH & Co. KG
Dornierstraße 1, 71272 Renningen, Germany

+49 711 8296-0, info.renningen@woerwag.de

HEADQUARTERS, STUTTGART (D)
Karl Wörwag Lack- und Farbenfabrik GmbH & Co. KG
Strohgäustraße 28, 70435 Stuttgart, Germany

+49 711 8296-0, info.stuttgart@woerwag.de

SPAIN
Karl Wörwag Lack- und Farbenfabrik GmbH & Co. KG
Carretera de Argentona a Dosrius, Km.2, 08319 Dosrius, Spain 

+34 935 4811 10, iberia@woerwag.de

CHINA
Worwag Coatings (Langfang) Co. Ltd
Langfang ETDZ, 11 Bai He Dao, Langfang, 065001 PR China

+86 316 5919502, langfang@woerwag.de

SOUTH AFRICA
Worwag Coatings South Africa (PTY) Ltd.
13, Alternator Road, Montague Gardens 7441,

P.O. Box: Chempet 7442, Cape Town, South Africa
southafrica@woerwag.de

USA
Worwag Coatings LLC
3420 Kossuth Street, Lafayette, IN 47905, USA

+1 765 4489681, info@worwagcoatings.com

POLAND
Wörwag Polska SP.zo.o
Lubinicko 23 C, 66-200 Swiebodzin, Poland

+48 68 4585855, worwag@worwag.com.pl

SWITZERLAND
All-Chemie AG
Im Langacker 22, 5405 Baden-Dättwil, Switzerland

+41 56 4703440, info@all-chemie.ch






