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ColourFutures™is the colour communication tool from 
the international team of colour experts at ICIPaints.
ColourFutures™is the result of ongoing worldwide 
colour trend research, forecasting and development.  
ICIPaints prides itself on the knowledge of colour 
and colour formulations in paint. ColourFutures™

is aimed at ICIPaints marketers as well as experts and 
opinion leaders in appropriate areas to assist 
in planning and predicting colour trends in paint.  
The objective is to provide the reader with 
international trends in colour one year in advance. 

OVERVIEW
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‘Our objective is to offer the
most comprehensive range
of colours in the widest
range of high quality interior
and exterior finishes’
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The ColourFutures™team is a group of international 
colour consultants, both internal and external 
to ICI Paints. They are the recognised experts within our
organisation,responsible for ongoing watching and
scanning of a wide range of industries and environments 
in order to plan and forecast colour trends. Their talent 
and careers have common elements,yet include a 
level of diversity and energy allowing for this international 
colour trend forecast to be really exciting. 

Work culminates in comprehensive collections and
concepts illustrating their selections – it is published one
year aheadin ColourFutures™.  
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Catherine Filoche
Consultant to ICIPaints,
France

Background: Design work 
for companies including Reed
Exhibitions, Ineos Acrylics,
Jacob Delafon, Sorem, Egger and
Ballauff. Founded own design
office in Montmartre, Paris, in1997.
Education: Ecole Supérieure 
d’Arts Appliqués Duperré, Paris.
Specialisms: Textiles, floor 
and wallcoverings.

Jenni Little
Consultant to ICI Paints,
Europe

Background: MD of Jenni Little
Associates design consultancy
with32 years experience,
including23 with ICI Paints.
Partner in Little + Collins which
designs and produces hand 
made rugs. Founder member 
and Chairman of The Colour
Group in the UK.
Education: Graduate of
Manchester College of Art and
Design– BATextiles. 
Specialisms: Furnishings,
floorcoverings and bed linens.

Helen Mullett
Retail Marketing Director,
ICIStores, Canada

Background: 22years experience
in the manufacturing/retail
sectors of the Canadian home
decoration industry. Member of
The Colour Marketing Group. 
Education: College certificates 
in marketing, advertising 
and colour theory at Ryerson
Polytechnical Institute.

Specialisms: Design and 
colour of fabrics, wallcoverings
and accessories.

THE COLOUR 
FUTURES™ TEAM
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Barbara Richardson
Director, Colour Marketing,
ICIPaints, USA

Background: 20 years as 
Colour Consultant, five years as
Colour Design Studio Manager.
Chairholder in The Colour
Marketing Group; member of
American Society of Interior
Designers.
Education: Graduate in
Commercial and Fine Art from
Cooper School of Art; Interior 
Design Certificate from the New
York School of Interior Design.

Specialisms: Colour and 
design trends, merchandising
colour, colour restoration. 

Sue Wood
Senior Colour & Design
Manager, ICIPaints,UK

Background: Colourist and
stylist for a range of textile
companies; ran design studios 
in London and New York. 
Clients included Ralph Lauren,
Pierre Fray and Ikea. 
Education: BATextiles1st class
honours degree, MATextiles.
Specialisms: Textiles and
wallcoverings.

Krim Danzinger
Senior Colour Consultant,
ICIPaints, USA

Background: 12 years in the
colour/design of wallcovering, 
4 years with ICI Paints as a
Colour Consultant. Member of
The Colour Marketing Group, 
Member of American Society 
of Interior Designers.
Education: BFA Graphics and
Applied Design,Miami University.
Specialisms: Colour and 
design trends, faux finishes 
and mural painting.

The ColourFutures™team, chaired by Nicki Barton, 
Global Marketing Manager for ICI Paints, 
formally meets once a year to exchange colour news,
experiences and views, followed by intensive
discussions regarding the direction of colour. After
their initial gathering, they continue to communicate
to ensure the palettes flow in perfect harmony.  



‘The‘Art’part of our work
relates to the aesthetics 
of colour, while the‘Science’
is about  its technology. The
purpose of ColourFutures™is
to marry the art and science
in one reference manual’
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Forecasting colour trends, like any type of forecasting, is not
an exact science.  It requires both expertise and experience 
to create intelligent information that can be utilised with
confidence. The ColourFutures™team draws on a variety of
sources: from research groups, colour marketing and 
trade and retail exhibitions to design influences from the
worlds of fashion, technology, architecture, music, 
nature and popular culture.

The ColourFutures™team gathers information from around the world and 
studies changing events and ideas to produce a comprehensive colour story, 
in the same way that designers seek unique styles and incorporate 
current philosophies into their work. This results in a contemporary colour
palette which is driven by society’s changing moods and interests.

INTERNATIONAL 
COLOUR TRENDS2005
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‘Colour adds spice to 
our lives and can affect the
way we behave, feel,
perceive or orientate
ourselves in a given space’

MAINSTREAM
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Trends can emerge out of every possible corner of society. Some 
can emerge rapidly; others evolve over several years – or even
decades. Some may be slow in evolving and then a sudden major
influence can either speed them up or slow them down. 

To establish a trend,we look at what is different, what is evolving 
and what is potentially unique. From there,we predict the 
direction it will take and therefore what the future may look like.

To clarify what a trend is, it is helpful to look at the difference 
between a hype, a fashion and a trend (see opposite).

A hype is something that emerges suddenly, takes a group of people by storm– and 
then dissipates rapidly. Hypes are generally born unconsciously and come from some
inner drive to be accepted by one’s peers, to belong.  A fashion is more current and is
usually followed consciously– through clothes, toys, food and certain aspects of 
lifestyle. Trends on the other hand are drifts, inclinations and movements in a prevailing 
direction. Trends are a combination of both conscious and unconscious following.

There is a time element related to these phases. A hype usually happens quickly and
dissipates fairly rapidly. A fashion may be slightly slower to emerge than a hype – but it
will have more longevity. A trend is usually slower to emerge and can last for a long 
time. Once something becomes so normal that the masses follow it,we can say that it 
has become mainstream. This cycle does not always start in the same place at the same 
time amongst the same group of people – equally it is not set that a certain phase 
of the cycle will last the same amount of time everywhere. However, there are certain
influences that one can predict will migrate regionally and indeed internationally. 

WHATDOWEMEAN
BYATREND?
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INTERNATIONALCOLOUR TRENDS



‘To establish a trend, we look
at what is different, what is
evolving, what is potentially
unique. From there, we
predict the direction it will
take and therefore what 
the future may look like’
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The ColourFutures™team predicts colour in two ways – 
Colour Families and Colour Themes. The colour families are 
a collection of colours that fit into the same hue, ie a collection
of reds for example. The ColourFutures™ team predict 
colours for 8 hues – reds, oranges, yellows,warm neutrals,
greens, blues,violets, cool neutrals.

The Colour Families form the building blocks of the 
Colour Themes. A Theme is a colour collection that draws 
on colours from several of the Families that work 
together to reflect trends in style. The ColourFutures™team
predict 5key themes for2005.

FAMILIESAND
THEMESEXPLAINED

INTERNATIONAL COLOUR TRENDS
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2005COLOUR 
OF THE YEAR 

INTERNATIONALCOLOUR TRENDS

The ColourFutures™ team has identified this orange
referenced 52YR 37/501 as the colour illustrating 
the essence of 2005.  

This fresh orange is a life enhancing colour that brings
light into the home and evokes feelings of pleasure, joy
and vitality. It sits within the Optimism theme. 

It is uplifting, stimulating and enlivening: orange has 
the ability to raise our spirits and make us feel optimistic. 

It heralds a new beginning, we can adapt to the 
fast changes that are taking place in our environment, 
in security and in our own lives. Orange,known to 
be an anti-depressant colour, helps celebrate optimism,
sociability and fun.

�
52YR 37/501
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REDS ORANGES YELLOWS WARM NEUTRALS

GREENS BLUES                                        VIOLETS COOL NEUTRALS

COLOUR
FAMILIES

ColourFutures™displays a palette of 96 colours divided into 
eight separate families for 2005. All are from the ICIPaints Master
Palette or Colour Palette with a unique notation number.  


