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This case was prepared by Jeananne Nicholls, of Slippery Rock University, for the Pittsburgh 

Chapter of the American Marketing Association.  It is intended as the basis for a regional case 

competition and is not designed to illustrate effective or ineffective handling of an administrative 

situation.  The case was designed in cooperation with PPG.  However, where necessary 

proprietary information has been safeguarded by changing information.  This case is not to be 

considered a literal representation or interpretation of PPG nor its constituents’ interests, 

therefore, this case should not be used for research purposes. 

 

 

 
The author gratefully acknowledges the contributions made to this case by PPG’s Jeff Black and 

Kristen Canale. 
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PPG:  RETAIL ARCHITECTURAL COATINGS FOR DIYers 

FROM GENERATIONS X, Y AND BEYOND  

 
Jeff Black (East Zone Operations Director, US Stores, PPG Architectural Coatings) 

acknowledged Kristen Canale (East Zone HR Manager & U.S. Dealer, PPG Architectural 

Coatings) and AMMc, an “up and coming” PPG Retail Color Marketing Manager, as they 

walked into the meeting room to talk about recruiting college interns for a newly expanded 

internship in PPG Paints Retail Stores.   

 

For the last 12 months Jeff, Kristen and various other PPG colleagues have been meeting to 

identify strategies for staffing the expanding presence of the retail stores in the East Zone, 

especially in the Pittsburgh area—the home to PPG Global HQ.  There have been numerous 

discussions to identify ways to create consumer buzz in DIY architectural coatings…a relatively 

new growth area for PPG…and increase foot traffic in the retail stores.  At the same time, Jeff, 

Kristen and others want to implement a strategy that will assure that the best and brightest 

employees will be recruited and trained to meet the demands of the perceptive and motivated 

consumers (foot traffic) in this market.  

 

The scenario is a chicken and egg scenario.  While interns are needed in the pipeline that 

“grows” the salesforce that works with consumers, bringing in consumer foot traffic into the 

retail store front is equally important.  Jeff asks Kristen (who had majored in marketing as an 

undergraduate) “how do we leverage the synergy of these two needs?  Create awareness of PPG 

retail establishments in the technology-savvy Gen X, Y and Millennial DIY consumer paint 

market, while also creating awareness of PPG retail stores to recruit, train and retain a generation 

employees who ‘get’ the consumers we are targeting and who will be relatable to the target 

consumer market?”  Furthermore, “If we increase foot traffic, PPG’s main goal, how do I attract 

a salesforce who is aware of who the ‘new’ PPG is and what we do to serve this increased foot 

traffic?” 

 

“Sounds like a classic dilemma,” replied Kristen, “let’s put it on this week’s meeting agenda 

with marketing and discuss it with everyone.” 

 

 

HISTORY: THE RISE OF PPG AND ARCHITECTURAL COATINGS 
Pittsburgh Plate Glass.  Have you heard of them?  I bet you have since that is company which 

this case is about.  Pittsburgh Plate Glass Company was started in 1883 by Captain John B. Ford 

and John Pitcairn.  Yes, the community east of Pittsburgh is named after John Pitcairn!  The 

glass factory was found in Creighton, Pennsylvania.  That company was focused on innovation 

and quality and all these 130 years, PPG is still.  

 

In the early 1900s, PPG Industries diversified its glass production through construction and 

acquisition including a plant in Ohio to supply raw materials. It also diversified into the coatings 

business through the acquisition of a paint company.   Through the acquisition of a glass plant in 

Belgium, PPG was one of the first US companies to expand its US operations into Europe. 
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It was the bustling construction boom, the automotive industry and aerospace that brought more 

innovation, “color,” and growth to the company in the 1920s and 1930s.  Ever innovating, in the 

1940s, PPG developed aircraft glass and other materials for military use including synthetic 

resins—which leads us to some of the stuff you may be more familiar—plastics, high-

performance paints and industrial coatings.  Even its innovation in the optics arena brought us 

optical products and things we know and use today like Transitions lenses (and eventually, in the 

1990s, a way to block harmful UV rays). 

 

In 1952, again through innovation, PPG started its fiberglass business.  According to PPG’s 

website,  

“Post-WWII prosperity leads to increased car production and home and building 

construction. The company introduces lead-free house paints and begins to manufacture 

fiber glass for circuit boards, window screening and plastics reinforcement.” 

 

The 1960s brought a name change from Pittsburgh Plate Glass Company to PPG Industries.  The 

change was largely brought about because of all the innovative diversification PPG had invested 

in and some luck.  For example, PPG revolutionized the auto industry with a paint process that 

reduced rust.  They had been floating glass and the plate glass industry had become mostly 

extinct. They further diversified through global expansion. 

 

Innovation still paramount, in the 1970s, 1980s and 1990s, PPG brought us a flat-plate solar 

collector and “groovy” designer color palettes and custom tinted consumer paints.  They are also 

the innovators of the substrates used in synthetic printing material for things like passports, photo 

IDs, maps, and menus, etc., and they developed a system to more safely and easily chlorinate 

swimming pools.  Their innovation and global diversification also accelerated to include, auto, 

industrial, aero, and coatings. Their “can-do” attitude helped them launch a development 

laboratory in Japan and a special coating to make opening lids on beverage cans easier. 

 

Through the 2000s and today, PPG has innovations that are included in athletic footwear, 

alternative energy and wind turbines technology and armor that stands up to sever ballistics and 

blasts.  They also made a large acquisition that directly relates to this case when the acquired 

SigmaKalon Group. This company brought strong architectural paint, protective and marine 

coatings, and industrial coatings businesses, to PPG’s business portfolio and further diversified 

them globally.  

 

The website also states that in 2013 PPG made a North American acquisition of AksoNobel 

which was one its largest acquisitions ever.   

 

Just in 2016, after divesting itself of its glass and chemical operations, PPG dropped the word 

“industries” from its name in order to focus on coatings and consumers. 

 

PPG is definitely NOT the company they were 130 years ago…some, like Bryan Iams from PPG 

say “We’re not the same company we were even 10 years ago” (Pittsburgh Post Gazette 3/17/16) 
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Robert Gilbert, associate professor of business administration at the University of Pittsburgh, 

said that unlike longtime market leaders Sherwin-Williams and Benjamin Moore, PPG does not 

have strong consumer recognition outside of Pittsburgh because of its industrial heritage. 

“Any time you try to rebrand, it’s a challenge,” he said. “Sometimes there’s significant existing 

equity in the original brand but if not, there’s a great opportunity to kind of recast what PPG 

stands for and to start from scratch.” 

Eliminating the word “industries” from corporate materials shows the company “is 

fundamentally changed and consumer-focused, rather than industrial-focused,” he said. 

While PPG is ranked among the largest coatings producers in the world by revenues, “Time and 

money invested will determine whether they become a household name in the paint category,” 

Mr. Gilbert said. 

 (This section relied heavily on PPG History:  http://corporate.ppg.com/Our-Company/company-

history.aspx ) 

 

PPG by the numbers from Wikipedia 

Type Public 

Traded as 

 NYSE: PPG 

 S&P 500 Component 

Industry Chemicals  

Founded 
1883; 134 years ago 

Creighton, Pennsylvania, U.S. 

Founder 

 John Baptiste Ford 

 John Pitcairn, Jr. 

Headquarters Pittsburgh, Pennsylvania, U.S. 

Area served Worldwide 

Key people 
Michael H. McGarry 

(Chairman & CEO) 

Products 
Basic and industrial chemicals, decorative paints, industrial 

(re)finishing products, coatings 

Revenue US$15.33 billion (2015) 

Operating income  US$1.92 billion (2015) 

Net income  US$1.40 billion (2015) 

Total assets US$17.07 billion (2015) 

http://corporate.ppg.com/Our-Company/company-history.aspx
http://corporate.ppg.com/Our-Company/company-history.aspx
https://en.wikipedia.org/wiki/Types_of_business_entity
https://en.wikipedia.org/wiki/Public_company
https://en.wikipedia.org/wiki/Ticker_symbol
https://en.wikipedia.org/wiki/New_York_Stock_Exchange
https://www.nyse.com/quote/XNYS:PPG
https://en.wikipedia.org/wiki/S%26P_500
https://en.wikipedia.org/wiki/Chemical_industry
https://en.wikipedia.org/wiki/Creighton,_Pennsylvania
https://en.wikipedia.org/wiki/Pennsylvania
https://en.wikipedia.org/wiki/United_States
https://en.wikipedia.org/wiki/John_Baptiste_Ford
https://en.wikipedia.org/wiki/John_Pitcairn,_Jr.
https://en.wikipedia.org/wiki/Pittsburgh
https://en.wikipedia.org/wiki/Pennsylvania
https://en.wikipedia.org/wiki/United_States
https://en.wikipedia.org/wiki/Chairman
https://en.wikipedia.org/wiki/Chief_Executive_Officer
https://en.wikipedia.org/wiki/Chemical_substance
https://en.wikipedia.org/wiki/Paint
https://en.wikipedia.org/wiki/Automotive_restoration
https://en.wikipedia.org/wiki/Industrial_coating
https://en.wikipedia.org/wiki/Earnings_before_interest_and_taxes
https://en.wikipedia.org/wiki/Net_income
https://en.wikipedia.org/wiki/Asset
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Total equity US$4.98 billion (2015) 

Number of employees 46,000 (2015) 

 

PPG ARCHITECTURAL COATINGS AND THE DIY MARKET 

PPG Architectural Coatings Story: http://www.ppgac.com/our-story/ 

 

The acquisition:  

“…has expanded PPG’s customer reach in the U.S., Canada and the Caribbean; it has 

also made PPG the largest coatings company worldwide. With 2011 revenues of about 

$1.5 billion, the acquired business includes leading brands such as GLIDDEN, FLOOD, 

LIQUID NAILS, SICO and CIL, and PPG will license the DULUX and DEVOE 

architectural coatings brands and the SIKKENS architectural wood products brand.” 

 

 (Source: corporate website) 

 

From the paint on your house to the finish on your car, PPG is committed to the sharing of 

technological advancements from all of the industries we service and to fostering the continuous 

improvement of all PPG brands. The surfaces we coat - and the extent to which we coat them - 

may surprise you.  

 PPG paints protect countless homes, manufacturing facilities, offices, hospitals and 

stadiums around the world 

 70% of all cars are protected by PPG products 

 2/3 of all new jetliners in the world use PPG coatings 

 PPG is the #1 supplier of coatings for appliances and other durable goods 

 PPG coatings line and decorate many of your food and beverage containers 

 PPG is a leading global supplier of coatings for the marine, oil, and gas and power 

industries 

Market share data  

Copied from an article on the triblive.com: in 2015, “Cleveland-based Sherwin-Williams has a 

network of more than 3,700 company-owned stores in the United States. PPG has 635.  

PPG doesn't break out sales figures for its paint-store business. But its overall performance 

coatings division produced revenue last year (2014) of $8.6 billion, up 10 percent from 2013. 

Performance coatings includes architectural paint, as well as coatings for aerospace, marine and 

automotive refinish applications.  

The global paints and industrial coatings industry is expected to grow by 5.5 percent a year over 

the next five years, reaching a total value of $176.8 billion in 2020, according to an October 

report from Persistence Market Research. Growth is being driven by an expanding global 

population that is demanding more housing, consumer goods and automobiles, all of which gets 

painted.  

https://en.wikipedia.org/wiki/Equity_%28finance%29
http://www.ppgac.com/our-story/
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PPG's strategy of growing its presence in both large retailers and stand-alone stores is unique in 

the coatings industry, said Ghansham Panjabi, an analyst with Robert W. Baird in Dallas. Most 

paint companies, such as Sherwin-Williams, focus on a single area. ‘It is the right strategy in 

terms of being broadly exposed,’ he said.  

Marketing is more effective when it only needs to promote one brand, he said. ‘It's always easier 

to rally under one brand.’”  

http://triblive.com/business/headlines/8799353-74/ppg-stores-paint 

 

PPG’s value proposition is 
…breadth of product line, knowledgeable service, brand/local loyalty  

 

With regard to paint, consumers tend to be brand loyal.  Those who are not brand loyal, tend to 

be very price sensitive, these consumers also tend to rely on WOM and the pros. While the pros 

(res-repainters) tend to be loyal to a paint brand, volume discounts can more readily convince 

them to switch brands. 

 

Competitors 

The main competitor to PPG Paints is Sherwin Williams (SW).  

 

SW CONSUMER GROUP (Data from their 2015 annual report p.4&5.) 

The SW Consumer Group fulfills a dual mission for the Company: supplying branded and 

private-label products to retailers primarily in North America, and supporting our other 

businesses around the world with new product research and development, manufacturing, 

distribution and logistics. 

 

SW launched its HGTV HOME brand paint program in Lowes stores nationwide in May 2015. 

The program features new and improved interior and exterior paint lines available at both 

Sherwin-Williams company stores and Lowe’s stores nationwide, plus exclusive line extensions 

available only at Lowes. SW views this program as a significant growth opportunity in the years 

ahead, and plans to capitalize on this opportunity by working closely with Lowe’s associates in 

the stores to drive more volume through their paint department. 

 

The SW Consumer Group leads the worldwide architectural coatings research and development 

effort, and manages a highly efficient global supply chain consisting of 66 manufacturing plants 

and 37 distribution centers. 

 

In 2015, SW Consumer Group sales increased 11.1 percent to $1.58 billion, aided in large part 

by sales of the HGTV HOME® by Sherwin-Williams product line through Lowe’s stores. 

Segment profit increased 22.1 percent to $308.8 million, as higher sales and manufacturing 

volumes drove operating efficiencies across the entire segment. Segment profit margin improved 

to 19.6 percent of sales from 17.8 percent in 2014. 

 

VALSPAR and SW pending merger:  

http://triblive.com/business/headlines/8799353-74/ppg-stores-paint
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Valspar net sales by segment (page 7-9 of 2015 annual report) is 1.7 billion in paint. With 60% 

of that represented in North America.  

 

http://www.crainscleveland.com/article/20161228/BLOGS03/161229866/can-sherwin-williams-

and-valspar-paint-the-town-red  

 

PPG RETAIL – INTEGRATING OLD WITH NEW WHILE LEVERAGING BRAND 

RECOGNITION 
 

The PPG Vision 

PPG’s…“vision is to be the world’s leading coatings company by consistently delivering high-

quality, innovative and sustainable solutions that customers trust to protect and beautify their 

products and surroundings. This vision will guide us on our journey toward our common goals 

and principles. 

 

To achieve this vision, they:  

 Act with integrity at all times and be true to our values and ethics. 

 Deliver consistent sales and earnings growth. 

 Develop innovative products to meet future needs. 

 Work safely, protect the environment and support the communities where we operate. 

 Achieve superior shareholder returns. 

Slogan 

The old slogan “Bringing innovation to the surface,” was recently replaced with “We protect and 

beautify the world”.  According to the landing page on its website: 

“Making the world a more protected and beautiful place is a big job. See how we create, 

invent and formulate the paints, coatings and materials that brighten the world for the 

next generation. 

 

At PPG, scientists and engineers come together every day to collaborate and discuss ways 

to protect and beautify the products and surroundings that we rely on daily. At R&D 

centers across the globe, these conversations and research efforts often lead to some 

pretty remarkable innovations that bring more dependable, durable products to the places 

we live, learn and work.” (http://corporate.ppg.com/Home.aspx) 

 

Values 
According to the Pittsburgh Post Gazette’s 3/16 interview, a full global campaign began in April 

2016.  The campaign “focuses on adults and children using bright-colored PPG Paints at home 

and for community projects; and images of airplanes, cars and bridges where PPG coatings are 

applied. Employees working in PPG labs also are sprinkled through the spots.”  Spots have 

appeared in newspapers, magazines, as radio PSAs, and on TV. 

The Consumer Brand Challenge 

According to an interview in the Pittsburgh Post-Gazette dated March 17, 2016 in which Bryan 

Iams, PPG’s vice president, corporate and government affairs was interviewed, PPG has 

http://www.crainscleveland.com/article/20161228/BLOGS03/161229866/can-sherwin-williams-and-valspar-paint-the-town-red
http://www.crainscleveland.com/article/20161228/BLOGS03/161229866/can-sherwin-williams-and-valspar-paint-the-town-red
http://corporate.ppg.com/Home.aspx
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“…grown exposure to our consumer audience, and that brings a need related to the brand and 

how we communicate the brand.” He went on to say, “We have millions of paint cans on store 

shelves. We need to drive consistency.” 

 

PPG Architectural Coatings Philosophy and Practice 
“PPG’s architectural coatings business in the U.S. and Canada is an industry leader in 

residential and commercial coatings (emphasis added), delivering the latest technologies and 

operational advancements through its strong portfolio of brands. It manufactures and sells 

interior and exterior paints, stains, caulks, repair products, adhesives and sealants for 

homeowners and professionals. Its distribution network includes more than 15,000 touchpoints 

through company-owned stores, independent dealer locations and all major home improvement 

centers across the U.S. and Canada. For more information, visit PPGAC.com.” 

(http://corporate.ppg.com/Media/Newsroom/2016/Create-a-serene-escape-with-the-GLIDDEN-

and-PPG-PA ).  

 

 “At PPG, we work every day to develop and deliver the paints, coatings and materials that our 

customers have trusted for more than 130 years. Through dedication and creativity, we solve 

our customers’ biggest challenges, collaborating closely to find the right path forward 

(emphasis added). With headquarters in Pittsburgh, we operate and innovate in more than 70 

countries and reported net sales of $14.8 billion in 2015. We serve customers in construction, 

consumer products, industrial and transportation markets and aftermarkets. To learn more, visit 

www.ppg.com.” PPGAC.com.” (http://corporate.ppg.com/Media/Newsroom/2016/Create-a-

serene-escape-with-the-GLIDDEN-and-PPG-PA ).  

 

“As we continue to invest in building our brand, PPG PAINTS Arena offers us a unique platform 

to showcase our paint and coatings products that help protect and beautify the world,” said 

Michael McGarry, PPG chairman and CEO. “This partnership – with one of the most-watched 

sports franchises on television – enables PPG to showcase our consumer products, including the 

PPG PAINTS™, GLIDDEN®, OLYMPIC® paint and stain, and PITTSBURGH PAINTS & 

STAINS® brands, to an audience of home-improvement consumers and paint professionals. 

http://corporate.ppg.com/Media/Newsroom/2016/PPG-acquires-naming-rights-for-Pittsburgh-

Penguins ) 

 

 

  

http://www.ppgac.com/
http://corporate.ppg.com/Media/Newsroom/2016/Create-a-serene-escape-with-the-GLIDDEN-and-PPG-PA
http://corporate.ppg.com/Media/Newsroom/2016/Create-a-serene-escape-with-the-GLIDDEN-and-PPG-PA
http://www.ppg.com/
http://www.ppgac.com/
http://corporate.ppg.com/Media/Newsroom/2016/Create-a-serene-escape-with-the-GLIDDEN-and-PPG-PA
http://corporate.ppg.com/Media/Newsroom/2016/Create-a-serene-escape-with-the-GLIDDEN-and-PPG-PA
http://corporate.ppg.com/Media/Newsroom/2016/PPG-acquires-naming-rights-for-Pittsburgh-Penguins
http://corporate.ppg.com/Media/Newsroom/2016/PPG-acquires-naming-rights-for-Pittsburgh-Penguins
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PPG PAINTS RETAIL CASE 

 

TEAM PLANNING MEETING 
Black, Canale and AMMc from marketing gathered in the firm’s conference room.  “Jeff,” 

Kristen invited, “let’s talk about the challenges we discussed at our meeting a couple of weeks 

ago.” 

Jeff spoke up and said, “We’d like to be sure that while we are moving forward with our retail 

(architectural coating) marketing strategy, we are also thinking about the types of employees we 

want to hire into the salesforce to serve those customers.”  He said, “I believe those future 

employees will need to ‘look’ like and be able to relate to the target market consumer.  If we 

want Architectural Coatings to be successful, I think we can start incorporating a strategy into 

our salesforce recruiting plans, and even into our internship program, to make this same 

demographic aware of our marketing strategy AND our retail stores.  We will need to hire the 

best and brightest marketing and sales students if we want retail and architectural coating to be 

successful.”   

 

Kristen then spoke up and said, “I think we can work with college and university students and 

challenge them to help us with marketing, but at the same time allow us to get in front of prime 

candidates for our internship program.”  AMMc, also at the table smiled and, after some 

discussion, gave Jeff and Kristen the go ahead to launch their project.  Meanwhile, AMMc and 

the marketing department was full steam ahead with their current marketing challenge… 

 

TARGET MARKET/CUSTOMER 

The primary target customer is 20-40 years old (or will be 30-40 years old in the next 10 years) 

and is a DIYer.  They own their first or second home and have an income of between $30,000-

90,000.  The majority of this market is comprised of men, but increasingly women are doing 

these projects themselves.  Women have played and continue to play a major role in the 

consumer painting decision-making process (colors/brands).  This target customer watches 

HGTV and the DIY Network (and similar programs). This target customer is fairly technology 

savvy.  This target customer contracts to the pros the big jobs (painting whole exterior of 4+ 

bedroom home with at least 3 sides being wood siding, whole interior of a 7+ room home, 

building 1+ story additions, etc.).  However, this customer is willing to tackle smaller projects 

(finishing basements, installing or tiling bathrooms) and is willing to do almost all painting 

projects (3-5 interior rooms, 2 exterior walls of wood siding) themselves.  They only need 

minimal to moderate instruction. This target customer heavily relies on YouTube and other 

internet resources and social media to figure out how to do things, but is not afraid to ask others 

or store personnel for help.  The target customer also relies on WOM of friends and family when 

choosing products for DIY projects and relies on the pros to make recommendations for bigger 

projects (unless the DIYer is already brand loyal). 

 

The primary goals for the primary market includes:  

1. Drive target customer foot traffic to PPG Paints retail stores to increase paint sales 

a. while increasing the sales of sundry items (brushes, painting supplies)  

2. Create brand awareness (and the PPG Paint brand to be top of mind) in the target market 
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3. Leverage the synergy of the need to attract, recruit and retain employees in the same 

target market.   

 

The secondary target market is the residential paint contractor (res-repainter).  This target market 

is comprised of small 1-3 person businesses.  These contractors will mostly be painters or may 

do a variety of construction and remodeling, but will have a good reputation for painting.  The 

importance of this target is that through WOM, they influence the DIYer.  The DIYer may have 

contracted the res-repainter for a larger job.  The contractor may be brand loyal and my dictate or 

suggest a specific brand.  However, the homeowner may be able to purchase or request a specific 

brand of paint if they are brand loyal or incentivized.  

 

Painting Contractor Data 

The U.S Bureau of Labor Statistics projects that the number of actively employed painting and 

wall-covering contractors will increase by 38.5 percent during the 10-year period from 2010 to 

2020, or 3.85 percent annually. This is higher than the increase of 18.5 percent that it anticipates 

in the overall job market for the same 10-year period. 

 

While the data is likely available, PPG currently does not track foot traffic in its retail stores.  

However they estimate that, on average, there are 80 retail customers/month and they purchase x 

5 gallons of paint per approximately $22,000 sales per store per month.  Similarly, they estimate 

that 1,200 pros (res-repainters) visit per month and purchase approximately 840 gallons of paint 

total (~$15,000). There are varying levels of promotions, including Buy One Get One Gallon, 

Friends and Family discount (of 50%), and a Decorator service is offered to the DIY customer.  

Discounts are also offered to the res-repaint customer and vary greatly based on volume.  While 

likely doable, there is also no tracking being used to identify the most successful ads or how 

customers learn about promotions. Tracking could be available through coupon redemption and 

employee IDs used for employee discounts at the point of sale, however that information is 

currently not being mined. PPG HQ is tracking all web clicks and that data is provided only 

when requested.  As of today, there has not been a process put in place to use this information. 

 

PPG retail stores and sales representatives have some authority to offer discounts up to a certain 

level (30%). Beyond that, it is the regional manager’s call. Also, currently, there is not a retail 

customer-loyalty program. 

 

PPG brand recognition in the Pittsburgh area needs to be leveraged to have PPG Architectural 

Coatings (paint) become “top of mind” in the target markets resulting in an increase of retail foot 

traffic and sales.  Additionally, the right people have to be hired and in the pipeline to be hired to 

fully staff the growth and expansion of the retail (architectural coatings) business. 

 

Case Budget  

$1 million for Pittsburgh regional market. 

 

Optional Survey 

If you do a survey, be sure to include these questions:  

 

 Are you a DIY homeowner 
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 Do you plan to buy a home in next 1-5 years with DIY projects? 

 Do you have (or have you used) a painter in your home? 

 Have you told your painter the paint brand you wanted? 

 Have you had the paint brand recommended to you by your painter? 

 Have you heard of PPG Paints Stores? 

 How often do you buy interior paint?  

 How often do you buy exterior paint?  

 How much value do you see in a free design services service?  

 What is the likelihood you would want to work with a designer in the store? 

 What is the likelihood you would want to work with a designer come to your house? 
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Resources used and potentially helpful 
 

http://www.ppgpittsburghpaints.com/about  

 

http://www.ppgac.com/our-story/ 

 

http://investor.ppg.com/  
 
http://corporate.ppg.com/Home.aspx 
 
http://corporate.ppg.com/Our-Company/company-history.aspx 
 
https://www.whatech.com/market-research/construction/192841-global-architectural-coatings-
market-2016-available-in-new-report 
 
http://www.gracematthews.com/DefaultFilePile/Public/GM-Chemical-
Marketing1/GMArchitecturalCoatingsPaperFi.pdf 
 
http://proxymaterials.sherwin.com/documents/annual-report.pdf 
Sherwin Williams 2015 annual report. pages 4 & 5 referenced in the study for competitor data portion. 
 
http://s2.q4cdn.com/148176307/files/doc_financials/2015/Valspar-Annual-Report-2015.pdf 
Valspar 2015 Annual report "paint" portion of Valspar portfolio referenced NOT coatings. p7-9 
 
http://smallbusiness.chron.com/sales-projections-residential-painting-industry-69527.html 
Residential Repainter Data  
 

https://en.wikipedia.org/wiki/PPG_Industries  

 

http://www.crainscleveland.com/article/20161228/BLOGS03/161229866/can-sherwin-williams-

and-valspar-paint-the-town-red  

 

http://www.ppgpittsburghpaints.com/about
http://www.ppgac.com/our-story/
http://investor.ppg.com/
http://corporate.ppg.com/Home.aspx
http://corporate.ppg.com/Our-Company/company-history.aspx
https://www.whatech.com/market-research/construction/192841-global-architectural-coatings-market-2016-available-in-new-report
https://www.whatech.com/market-research/construction/192841-global-architectural-coatings-market-2016-available-in-new-report
http://www.gracematthews.com/DefaultFilePile/Public/GM-Chemical-Marketing1/GMArchitecturalCoatingsPaperFi.pdf
http://www.gracematthews.com/DefaultFilePile/Public/GM-Chemical-Marketing1/GMArchitecturalCoatingsPaperFi.pdf
http://proxymaterials.sherwin.com/documents/annual-report.pdf
http://s2.q4cdn.com/148176307/files/doc_financials/2015/Valspar-Annual-Report-2015.pdf
http://smallbusiness.chron.com/sales-projections-residential-painting-industry-69527.html
https://en.wikipedia.org/wiki/PPG_Industries
http://www.crainscleveland.com/article/20161228/BLOGS03/161229866/can-sherwin-williams-and-valspar-paint-the-town-red
http://www.crainscleveland.com/article/20161228/BLOGS03/161229866/can-sherwin-williams-and-valspar-paint-the-town-red

