
color

WHAT MAKES one color look FRESH
while another seems TOO FAMILIAR?

t Sherwin-Williams, a global team of experts spent months analyzing
color influences to identify the hues that will define 2009. This year,
according to Jackie Jordan, Sherwin-Williams’
director of color marketing, those influences

are converging in new and surprising ways,
resulting in a complex, sophisticated palette.

“Color has been so bold and saturated for
the past few years that we’ve been over-
whelmed,” she says. “We’re looking for a
change, something more relaxing.”

The economic downturn also appears to
be nudging color in a less intense
direction, according to Jor-
dan and her forecast team
of Kathy Andersson, color
marketing manager for
Sherwin-Williams Product
Finishes Division, and Carol Derov, global
color and design marketing manager for
Sherwin-Williams’ International Division.

“People are trying to be more conservative in
their consumer attitudes, spending and color
selection.”

Another notable influence is the green
movement, which has matured and gone
mainstream. “It’s not even a ‘movement’ any-
more, but a global common denominator.”



GLOBAL TAPESTRY
In our hyper-linked era, the world has flattened again, with color influences from many lands now woven

together into a brilliant tapestry. Hues from Russia and East Asia continue to be dominant threads, blending
seamlessly with those from Latin America, the new hot zone. Popular travel destinations contribute new shadings:
the colorful rainbow of pressed-tin buildings from Buenos Aires’ La Boca barrio, or the vibrant fish of Roatan
Island, Honduras’ barrier reef.

“Consumers are savvier about what’s happening all over the world,” Andersson says. “They’re traveling more
and want to bring those color memories home into their surroundings.”

And even those who don’t travel are increasingly exposed to global palettes via the Internet and high-definition
TV, Derov notes. The 2008 Summer Olympics in Beijing, for example, brought China – and its traditional red
and gold hues – into living rooms all over the world.

SW6600 Enticing Red

SW6690 Gambol Gold

SW6143 Basket Beige

SW0060 Alexandrite

SW6362 Tigereye

SW6146 Umber



LOCAL MOMENTUM
The local movement, with its eco-friendly

emphasis on locally sourced ingredients, has spread
from the food community to a modern way of life.
Natural resource-conservation features, such as
green rooftops and backyard vegetable gardens, are
a source of community pride.

Raw natural materials and handmade items by
local artisans are the new look of local, along with
locally inspired color palettes from the natural
world.

“People have an increasing sense that they’re los-
ing their heritage, and they are looking to support
and celebrate their community,” says Andersson.

What color is your local? Look around you.
Maybe it’s the blues and sands of the nearby
seashore – or the urban hues of steel and concrete.

SW7613 Aqua-Sphere

SW7726 Lemon Verbena

SW6404 Grandiose

SW6148 Wool Skein

SW7695 Mesa Tan

SW7020 Black Fox



TECHNO-COLOR
Technology continues to upload innova-

tions that expand color possibilities in wonder-
filled ways. New fiber technologies turn animal and

vegetable proteins into tactile fabrics. New finishes add
color interplay, dimension and luminescence. Biomimetic
products borrow from Mother Nature’s design lab, echo-
ing the function found in whirlpools or Nautilus shells.

And going green has never been easier — or more
colorful. Eco-minded consumers are no longer defined

by soft greens and rustic earth tones, Jordan says.
“Now, thanks to technology, the green spectrum

has opened up. We can create environmen-
tally friendly colors that weren’t possi-

ble a few years ago.”

SW7019 Gauntlet Gray

SW6704 Hep Green

SW6858 Zany Pink

SW6572 Ruby Shade

SW6486 Reflecting Pool

SW7667 Zircon


