
COLOR STORY:  “What’s your color story?”

NATURAL AND SOCIAL CONTEXT

Colors are the amino acids of fashion, automotive, consumer goods, and home interior markets. For humans color frequencies reveal 
hidden layers of our personality. It makes sense. Color itself has personality, symbolism, and a dedicated place in the visible light
spectrum. The grass is green. The sky is blue. The earth even has tones that are subject to mineral content. And if you have ever
been to the red rocks of Arizona, you know that color is a feeling. It’s just visceral. And so we can learn a lot from color science 
about the deeper part of the inner self. about the deeper part of the inner self. 

Before DNA testing there were color companies like Color Code, Personality Science (colorcode.com) which helps users identify 
personality traits using color assessment tests. Recently Chris Rock hosted the Oscars and while he asked Hollywood to hire black 
actors, aside from leaving out all the other ethnic populations, we learned that a symptom of marginalization is that even people 
of color need a little color theory. We are not black and white, like yin and yang opposites -- but an array of color hues, tints and 
tones. And so we need new language around this problem so the conversation can be inclusive and specific, rather than polarized.

The “bronze type” is a social meme that is designed to be an inclusive moniker for a personal label that doesn’t exist yet. The “bronze type” is a social meme that is designed to be an inclusive moniker for a personal label that doesn’t exist yet. 
Words in culture, like colors in design, create clear direction that people can follow. And within the context of fashion and
consumer products, color affinity is what precedes market enterprise, and ultimately guides the impulses of consumers.

By stacking color science with diversity, and installing new language for phenotypes, OWN can initiate a creative discourse 
that can impact how brands and media understand and use color, elevating the conversation to an aesthetic level, beyond the
superficial bias typically applied. We know that color is regional, seasonal, cultural, and personal. The way color is used aroundsuperficial bias typically applied. We know that color is regional, seasonal, cultural, and personal. The way color is used around
the world is often indigenous to the components of color as found in nature. But today, buying a polo in Seattle is a different 
experience than buying a polo in Dallas. It’s the same shirt, but only certain colors will be offered. So plan on making a trip to 
Washington state if you’re in the market for a teal Ralph Lauren 2-button knit pullover.

Because color starts with fabrication, each year’s color forecast is preceded by three or four years development. The market runs
on color like plants run on sunshine. Nevertheless, color is highly personal, and there are dozens of blues that each have baseon color like plants run on sunshine. Nevertheless, color is highly personal, and there are dozens of blues that each have base
and highlights, endemic to thread and finish alike. Only your eye can tell if the shade of blue is skewed to red or green values.  
Because of this it’s likely that a singular blue will be complementary to your skin tone. As well, each person has a favorite color,
and often a color palatte that can include color combinations. Add to that fabric and silhouette preferences and we can see that
color, though basic to design, quickly becomes a complex issue factored by designer and consumer individuality.

SHOW FORMAT

Having a proper color profile, including an assessment of your particular skin type, is essential to understanding how color theoryHaving a proper color profile, including an assessment of your particular skin type, is essential to understanding how color theory
can be complementary to building self-esteem and confidence in expressing and representing your personality. By using color science 
to understand what colors work for your particular type, your relationship to fashion can be aligned in a way that is both conceptual 
and functional. This will be showcased as institutional color graphs, with a companion color trending sequence from the street.

Color typing begins with color language. Knowing the underlying hue of your skin type -- ivory, smoke, amber, melon, violet, honey, bark,
ink, and olive are typical values -- sets up a direction for what part of the color wheel will look best, both photographically and to the naked ink, and olive are typical values -- sets up a direction for what part of the color wheel will look best, both photographically and to the naked 
eye. Our featured viewer, who is having a hard time finding her look or image, will undergo a one-on-one interview with a color profile 
specialist. After a photo session, using color calibrated full spectrum lights, the colorist will identify the color values into an assessment.

Using a color wheel, we will then identify what colors are complementary, and what specific color values might be off-putting, 
depending on the overall arrangement of the look. The featured viewer will then choose three different looks, which an assigned
personal shopper, working with the color profile, will help to bring to life using featured designers and brands. This process will personal shopper, working with the color profile, will help to bring to life using featured designers and brands. This process will 
integrate Pantone color nomenclature, seasonal sponsored fashion products, and the overall dressing goals of the viewer, who will 
receive gift cards and/or a selection of fashion products that uniquely complement and celebrate his or her real-life color story. 
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