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COLOR

at the forefront

COLOR

expression




considerable power




COLOR

element of design




COLOR

instantly attracts the eye
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“With 80% of human
experience filtered
through our eyes,

are
essential to

successfully getting a
message across”

Pantone Color Institute Research




“Color is one of those
magical mystical
gualities that we are
attracted to but we're
not quite sure why!”

Pantone Color Institute Research

influences
50% - 85%
product

purchasing
decisions




COLOR

instantly captures attention




DISRUPTIVE

being different

COLOR

your secret weapon
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a strategic approach

COLOR

is lifestyle
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WHAT'S
GOING ON
TODAY?

and how is this impacting trends in color?

TECHNOLOGY

dependent
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WHITE NOISE

breaking through

WHITE NOISE

breaking through
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LESS IS MORE

Tightly focused product
assortments !

Thank you digitization...data mining,
algorithm’s, infographics, demographics,
heat-maps.

But speed comes with unintended
consequences.

Too many options can cause indecision
since decision-making takes a physical,
mental and emotional toll.

Too many choices can cause consumers
to make poor choices, be less satisfied
and as a result, switch off entirely.

Remember — we're still human beings.

WHITE-ON -WHITE

minimalist approach
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The Art
of
Well-Being

“The state of being comfortable,

healthy and happy”
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well =being

--perfect
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WELL BEING

chromayoga

WELL BEING

yoga retreat
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HYGGE

getting cozy

ik W
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HYGGE OATH

» TURN OFF THE FHONES AND THE [PADS
» LEAVE OUR DEAMA AT THE DOOR. THERE ARE OTHER TIMES TO FOCUS ON OUR PROBLEMS.
HYGGE IS ABOUT CREATING A SAFE FLACE TO RELAX WITH OTHERS AND LEAVE THE EVERYDAY
STRESSORS OUTSIDE
® NOT TO COMPLAIN UNNECESSARILY
# LOOK FOR WHERE WE CAN HELF OUT 80 THAT NOT ONE FERSON GETS STUCK DOING ALL THE
woRK.

s LIGNT CANDLES IF WE ARE INSIDE.
» MAKE A CONSCIOUS EFFORT TO ENJOY THE FOOD AND THE DRINKS

* NOT BRING UP CONTROVERSIAL TOPICH LIKE FOLITICE. ANYTHING THAT CREATES A FIGHT OR AN
AR T 1% NOT HYGOELIGT. WE CAN HAVE THOSE DISCUSSIONS OTHER TIMES.

® TELL AND RETELL FUNNY, LOVELY AND UPLIFTING STORIES ABOUT EACH OTHER FROM THE FAST
# NOT BRAG TOO MUCH. BRAGGING CAN BE SUBTLY DIVISIVE
* NOT COMPETE (THINK “WE® NOT “ME"|
+ HOT TALK BADLT ABOUT OTHERS OR FOCUS OF NEGATIVITY T0O MUCH.
* PLAY GAMES.
# MAKE A CONSCIOUS EFFORT TO FEEL GRATITUDE FOR TIE PEOFLE AROUND US WHO LOVE US.

getting cozy
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EMPTINESS

solitude and silence

THE QUIETER
YOUBECOME,

THE MORE
YOUCAN
HEAR

EMPTINESS

solitude and silence
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QUIET

events

NATURE

restorative greens
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DAS BURNOUT

are we living to work or working to live?

Thearie der inneren Erschipfung
Zahireiche Fallbeispiele
Hilfen zur Selbsthilfe

Das Burnout-
Syndrom

M. Burisch

’f"‘;\ Springer
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DAS BURNOUT

are we living to work or working to live?
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THE RIGHT TO DISCONNECT

are we living to work or working to live?
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‘mrmr. PANTONE" PANTONE®
ISOMITCX  SGMITCK  15-0043TCX

CONNEC
e WITH

SOMETHING
GREATER

= THAN =
YOURSELF




A shade emblematic of new
beginnings PANTONE 15-0343
Greenery expresses a yearning
reinvent. Through its assertive
vibrancy and vivid freshness,
PANTONE 15-0343 Greenery
gives us the self-assurance to
take bold steps and live life on
our own terms, redefining what
makes us successful and

happy.
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ERASING

traditional identifiers

AGE IDENTITY

no longer valid
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Great doesn't
know how old you
are!
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All ages. All flavors.
True style never expires.
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BABY
BOOMERS

looking + acting younger

S

ENNIALS- s " 4
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2030
L MILLENNIALS §
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SOCIAL MEDIA

reaching your target demographic
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Births Start

Baby Boomer Generation 1945
Generation X 1961
Generation Y - The Millennial 1975
Generation Z 1995

Oldest Age

71
55
41
21
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GENERATIONAL

divide

DESIGN

to order
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PERSONALIZED

SOCIAL CONSCIOUSNESS

from “me” to “we”
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SOCIAL CONSCIOUSNESS

the sharing economy

VALUE CREATION SHARED VALUE CREATION

In the traditional economy, value is created by the product or senice In the sharing econorry, value is created by users - comsumers and

as opposed to a network. The business maodel is indifferent to whether wharkers - sharing underused assats or human resource as part of

consumers and workars ane isolated, and value is derved an anling natwork. The business model thrives on consumers and
independently of interaction. workers connecting and value is derived from their interaction

SOCIAL CONSCIOUSNESS

the sharing economy
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SOCIAL CONSCIOUSNESS

the sharing economy

y Less. Experience More.

- More than 300 products to rent Noboundaries.

TAMERAF BN 2 WEARABLES [N 2 WEARABLES | 2 GAMING

Tartingat Starting

°/ Month

SOCIAL CONSCIOUSNESS

eco chic
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SOCIAL CONSCIOUSNESS

eco chic

SOCIAL CONSCIOUSNESS

eco-chic
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SOCIAL CONSCIOUSNESS

eco chic

6 4

SOCIAL CONSCIOUSNESS

eco chic
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RAW MATERIALS

TOPOGRAPHICAL

prints

A new patchwork. h—_
Azl

4 -«
v
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TOPOGRAPHICAL

prints
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FRINGE TREATMENT

igs 5013 /283/032
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WHIMSEY

WHIMSEY
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WHIMSEY

WHIMSEY

BACK BACK
TO THE T0 THE
ROOTS" ROOTS"
oRCANIC
STONEGROUND STONECROUND
KES FLAKES

GREANIG

STONECROUND
FLAKE

45



Color Stories

Spring/Summer

2018

PANTONE
Golor Enstitute

PINK

Pinks have turned from a fashion color into a core color family showing up

across all areas of design. This season’s new pinks are livelier and sharper.

46



ORANGE

Exploding with energy, hot coral tones move to the forefront.

Amplified sharp lemon tones are full of zest.
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RED

True reds are being usurped by hues closer to pink, orange and darker oxblood
shades.

BROWN

Terracotta influence. Overall browns are darker, burnt and more fossilized.
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BLUE

Whether on their own or in combinations with other shades, blue is a
permanent palette factor.

PURPLE

Languid Lavender the key purple for the season.
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GREEN

Slightly off-center with an interesting level of sophistication, greens for spring
summer 2018 display a new attitude for utility and camouflage .

r—|.

] [ |

WHITE

Cleaner without being chemical. A cool classic.




GRAY

Colored grays at all ends of the spectrum.

Wood inspired hues.
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Convey a more modern approach.

BRIGHTS

A fusion of powerful energy.
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METALLICS

On their own or as a finish, metals continue though not as “blingy” as in the
past.

)d-whipped blue and icy glacier
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[llumination inspratons

BREATHE

An array of pale tints
which quietly comfort.
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Tinted Surfaces.
Delicate.

Soft Edges.
Blurred.
Ethereal.

Weightless
Volume.

Faded/Fluctuating.

PATONS| TAMIPNS| TIPS PMIIANE

et bt | Aarons e
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Foundation

BEGINNING

Surfaces are illuminated by
the bright yellow sun while
the shadows give rise to
fuchsia toned reflections.
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Hand made.
Textural color.
Natural shading.
Imperfection.
Material looks.
. Organic.

‘ Smooth surfaces.

INGENUITY

An offbeat palette of earth-shades rooted in nature.

PANTONE*| PANTONE® PANTONE® PANTONE®
160096 TOK | 17-6000TCX | 19.0M2TOX | 150891 1CX




THE BLUES

A trio of greenish blues
grounded by an earthy
brown.
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Voluminous shapes.
Fluid patterns.
Smooth but rugged
texture.

Engineered grooves.
Synthesized nature.
Veined looks.

Bty e

A compilation of fragrant and restful shades

ARTISTRY

s ‘iu

mixes past

Py
il

with present...
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Inventive

DREAMLIKE

Gentle floral tones in
pretty pastel tints merge
and blend while the
deeper tones add
definition and form.

60



Enriched through printing.
Pattern on pattern.
Elaborate adornment.
Precious fibers.
Jacquards and brocades.
Ornamental feel.

Hybrid uses.

~
- .

A'rich red, warm animatedgeutrak_a_

™ wsolidity and essential ¢

PANTONE® PANTONE® PANTONE® PANTONE®
WIMITOX | VIZOTCX | 185041 TCX | 18-0403 TCX




CUT

A strong set of new
reds contrasted with
greens on a blue
infused background
with an addition of a
clear white and some
neutrals to cut
through and
texturize.
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Vintage redux.
Painterly.
Playful.
Naturally
layered.
Modern.

-
PANTONE® NTONE™  PANTONE®
140827 TCX

120108 TCK | 120663 TGK | 130648 TOR
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Emergence

ACID
COCOON

The key colors intermingle
with some lethal greens
becoming erratic and
brittle, fragile and fatal at
the same time.
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Lively.
Energetic.
Courageous.
Natural texture.
Light emitting.
Functional.
Convey a new

energy.

ENRICAMENT

A light weight tint and a bright white"are counterbalanced by a pair of high
energy brights; a full omivibrantipink and an intense  citrus orange.
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TRANSPOSE

Sharp and hyper pink
shades clash and
explode.
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33

Experimental hybrid
mixes break the
mold.

Bold and optimistic.
Super confident.
Color intensity
Inflated shapes and

FORMATIONS

A neutral story of warm and cold dark tones that are dusted,
blackened, greyed and matted into a softer expression for the

spring/summer.

PANTONE®  PANTONE®| PANTOME® PANTONE®
WICKTCX | IMNOTOR | 193840 TOX | 10.030 TOX
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g Shadowed.

M Floating.

f Natural.

¥ Cool and matte.
Clean lines.

! Space inspired
luminosity.
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S JONCHARTERED

Four strong and atmospheric blues whese saturated strength enables them
to each stand alone but when blended together create a palette of
unchartered depth.

PANTONE®| PANTONE® PANTOME® PANTONE®
AT4S40TCK | 1B-IMOTCK | 194329 TCK | 19-308 10X

Sl st i e - s
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Retro-futuristic.
Alien shapes.
Glossy surfaces.
Texture shine.
Precision
quilting.
Lightweight
Colored metals.

Retail Packaging Association

PANTONE

Caolar Institute™
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