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VWHAT MAKES one color look FRESH N
while another seems TOO FAMILIAR? \!

t Sherwin-Williams, a global team of experts spent months analyzing
color influences to 1dent1fy the hues that will define 2009. This year,
according to Jackie Jordan, Sherwin-Williams’
.4 I 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.”
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THE PALETTE

SW6600

SW6690

SW6143

SWO0060

SW6362

SW6146

Enticing Red
Gambol Gold
Basket Beige
Alexandrite
Tigereye

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
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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.”



