A S1LAVE TO FASHION?

Fashion and colour trends in the
1990s — forecasting into
the future

Julie Buddy

Colour as an indicator of social mood, environment and culture
has significant commercial implications. Different colour palettes
can be attributed to different eras and fashions. Julie Buddy
discusses therole of the colour forecaster and indicates emerging

trends for the 1990s.

As we approach a coordinated Euro-
pean market place at the end of 1992,
demands for new marketing concepts
for fibres, yarns, textiles, ciothing and
home furnishings have increased. In
the face of increased and more sophis-
ticated competition an awareness of
future colour and fashion trends
cannot be divorced from colour
marketing. The products that will be
marketed in 1993 are being coloured
up today. The colour forecasters and
consultants have been researching,
analysing and evaluating their au-
tumn/winter 1993/94 palettes since
early autumn 1991 for products that
will reach the consumer through retail
outlets in June 1993. Consequently,
dyers and colourists should be working
on 1994 recipes now if they are going
to be able to meet the future demands
of their customers.

The development of any single
product that is going to be sold to any
customer at any price range in any
country is founded upon the lynchpin
tactor of design. In a recent survey DB
Research found that design makes up
37% of the value of a fashion item for
clothing or the home. This means that,
in accordance with the basic principles
of market sensitivity, 37% of the cost of
a kilogram of yarn, a metre of fabric or
a pair of shoes should have been
invested in design. Therefore, a good
product and the ability to reflect design
trends can give businesses an edge
over competitors and provide the core
to a success story. Subsequently, the
yarn or textile design development is
made up of three elements: the fibre
content, the structure and the colour of
the product, with the latter being of
greatest importance.

According to recent retail analysis,
shoppers are invariably drawn to an
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Part of the British Knitting and Clothing Ex-
port Council’'s (BKCEC) ‘Mother Nature’
theme for spring/summer 1992

item by its colour. They then feel the
fabric, hold it up to themselves or
inspect at arm’s length. Then, and only
then, do they lock at the price. The
importance of colour as a marketing
tool became evident to me some years
ago during my tenure as a colour and
fashion consultant for a high street
chain. In order to convince a dress
buyer to break her price points I asked
for an in-store research project for a
style I had introduced that would be a
pound too expensive. I asked the buyer
to set up a nine store laboratory by
selecting any dresses she wanted and
placing them in three stores according
to colour, in three by price points and
in three by size. Three weeks later I
asked for the results. My gut feeling
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anticipated the following obvious
results: 30% better sales placed by
colour and 18% better sales by size. I
succeeded in getting the recommended
dress into the stores.

Colour as an indicator of time
Everyone sees colour differently. Also
colour is affected by different lights in
the store, at home, or in the street,
different light in different countries
and at different times of the year.
Psychological aspects of colour often
seem more emotional and personal
than scientific. We first see colours in
nature whence colours and dyes came
originally. Pigments were ground by
hand from natural ingredients or
adapted from plant dyes. The Egyp-
tians found blues from minerals, the
Greek and Roman purple came from
molluscs, yellows from safflower, reds
from madder and later blues from
indigo. However, the introduction of
synthetic dyes during the past century
means that virtually any shade can be
achieved today and ‘rare’ colours have
become a thing of the past. Conse-
quently, as colour has become more
available, it has also become a sophisti-
cated indicator of social trends, envi-
ronments and culture.

James Stockton, a Californian graphic
designer, states that taste and style
historically are revealed or defined by
colours and combinations. Trendiness
in the use of colour is contrived,
deliberate and designed to shine
brightly for a short time. Colour trends
are very perceptible and they attach
themselves indelibly to eras, products
and fashions:

+ 1890s - the fashion was for quiet
pastels, pale greys and fawn

» 1900s - a splash of colour influenced
by the impressionists




* 1920s - black, white and beige

* 1930s - surrealism and ‘van Gogh’
colours were introduced

* 1940s — murky pastels and clear
brights

* 19505 - pink and turquoise

* 1960s - street fashion and ethnic
dressing influenced the palette

* 1970s — dyers” headaches with all
colours possible and probable

* 1980s - black.

But, where are we going in the 1990s,
and, more importantly, do we know
how to get there and why? In other
words, how do we predict and forecast
the trends in the future?

Colour forecasting and trend spot-
ting go hand in hand. Colourists,
fashion coordinators and consultants
are much like weather forecasters who
read various signs to give a picture of
what the weather will bring us tomor-
row or over the weekend. Forecasting
colour is very similar except there are
many more signs to read and the time
span is much longer. The predictions
and forecasts should prepare the
spinner to make the correct yarn
colours, for the weaver or printer to
create the correct colourways to make
the correct apparel or household
article, for the retailer to stock the
correct product, and for the customer
to buy the correct article. But who
determines what is correct, and how?

”Thereisacontinuingmovemmt
away from the 80s’trend of mass
production, greed, irony and
computer-run living, toward
warmthand interdependent in-
dividualism. 77

Regardless of one’s own personal
opinions about the development of the
European Community, no one can
afford to ignore the fact that millions of
ECUs and jobs - from dye chemists to
retail buyers — wili still depend on
colour forecasting. Within every
fashion firm there is usually a person
responsible for producing the range
and developing the colours. He or she
may be a colourist, fashion coordinator,
design manager, stylist or production
supervisor. Many firms nowadays are
also using more and more independent

contractors and freelance colourists
and designers whoe work in liaison with
in-house staff.
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BKCEC spring/summer 1992: medium
strength colours representing flowers, herbs
and vegetables

The job brief of these people varies
from firm to firm, and from product to
product. As a colour consultant since
1958 associated with a wide range of
companies such as DuPont Textile
Fibres, R H Macy, Littlewoods and
Empire Stores, I have found the job of
colour and fashion forecasting to be
multi-faceted and invigorating. The
process of researching specific contem-
porary modes with a view toward
developing future trends is a three-
tiered one; first is the exploration
which is fun but exhausting; then the
evaluation and analysis of all the
inspirations, influences and trends for
the specific product and market; and,
lastly, the moulding of the aforemen-
tioned information into a fashion
marketing concept for the particular
firm.

When researching colour and fashion
trends the key is market research. This
may seem obvious but what may not
be as obvious is the multitude of signs
one needs to read to gather the perti-
nent information. Reading magazines
(not only fashion or technical publica-
tions; business and arts magazines are
important as well), seeing films (re-
member the influence of Qut of Africa),
watching television {who is Bart
Simpson?), taking notice of people at
work, at leisure and at play, at home
and abroad, looking at and into shops,
finding out the popular children’s
games (currently Nintendo), visiting

A SLAVE OF FASHION?

museums and galleries, discovering
what holiday areas are being pro-
moted, what books are selling (look at
the revival of Gone With the Wind
romanticism), music trends (have we
had enough of Madonna?), investigat-
ing New Age and aromatherapy
concepts, international politics and
advertising campaigns. Even newly
designed/erected buildings can inspire
or influence fashion trends. The
translation of social trends into fashion
directions for the future demands a
constant interest in and observation of
everything and everyone. Itis not a
nine-to-five job. :

Of great importance to manufactur-
ers of dyes and textiles is the fact that
market demands have shifted over the
last few years in order to accommodate
the changing demands of the cus-
tomer. Amongst those that have been
developing is the elimination of bi-
seasonal colour stories and themes,
moving to four to six merchandising
periods per year. In fact, retailers such
as BhS are aiming for a turnover of
new merchandise every six weeks.
New selling seasons like "Holiday’,
‘Resart’, ‘Transitional’, or even ‘non-
seasonal’ groups of fabrics, yarns and
fashions represent more tightly edited
fashion concepts. Additionally, we are
seeing moves towards more detailed
analysis of new customer bases and
customer targeting which can also
change your planning. WOOFS (well
off old folks) and OPPALS (older
people pursuing active lives) have been
neglected for too long; at last we have
come to recognise that 45 is not the end
of the fashion age and everything need
not turn to tired grey! SINKS (single
income no kids) have a lot of money to
spend on their homes and on clothes
for all sorts of activities. Parents of
skippies, best defined as children
whose parents both work, feel guilt
and hence shower their children with
material objects are another defined
group. Older parents with more money
to spend on children’s clothing and
accessories are an important target.
There is also ‘recycled” man who has
either voluntarily opted out or has
been made redundant, and who is now
pursuing dreams such as running an
inn, being a ski bum or sailing around
the world.

There is a continuing movement
away from the 80s’ trend of mass
production, greed, hi-tech, irony and
computer-run living, toward warmth,
caring and interdependent individual-
ism. Emotions and mysticism have
revived fashion styles that reflect
Africa, Shaker crafts, religious artifacts
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and Gothic architecture. Environmen-
tal and ecological awareness provoked
the ‘Mother Nature’ theme for the
autumn/winter 1991/92 British Knitting
and Clothing Export Council textile
and apparel promotions. The British
Library and Prince Charles worrying,
‘It is almost incredible that in Shake-
speare’s land one child in seven leaves
school functionally illiterate’ motivated
the spring/summer 1993 colour and
fabric campaign of ‘Literary Fashion,
Libraries of Fashion Ideas’. In the 90s
there will be more leisure time, allow-
ing for increased cerebral activities
along with renewed interest in hand
crafts and do-it-yourself work. There is
definitely a return to true values and
the colour palette that is emerging
reflects a sense of tradition and an
attachment to nature.

Colour moods move in cycles. Back
in the 50s it used to take seven years
for colours to start at the top level and
peter out at mail order. Now it takes
only two to three years for colours to
saturate the market place. Generally,
forecasting starts two years ahead of
the selling season but if a colourist is
keeping on top of his job he will be
working in three seasons at a time. You
can't predict new directions if you
don’t understand what's happening
right now. In February 1992, the
autumn/winter 1993/94 colours for
fibres and yarns will have been deter-
mined, mills will be producing their
spring/summer 1993 samples and
apparel manufacturers their autumn/
winter 1992/93 ranges. Meanwhile,
store buyers are hanging up the spring/
summer 1992 fashions. For home
furnishings, the 1992 ranges will have
been put into production and sample
work started on the 1993 collections.

Most countries have associations or
groups that brainstorm colour trends
for the home market and export. In the
United States there is the Color As-
sociation and the Color Marketing
Group; in Europe the Deutsche Mode
Institut, the Dutch Fashion Center, the
Institute da Moda Espagnol. In the UK
there are two colour associations: one
is the British Textile Group, made up of
the leading fashion colourists from
fibre companies, fashion services,
retailers, and textile firms. They
prepare the British colour palette
which is submitted to Intercolor. For
colourists working on home furnish-
ings there is the Colour Group which
meets periodically to set the year’s
colour card. This exchange of colour
information confirms one’s own
findings and provides an essential
sounding board.

Additional sources of coleur input
are the fibre companies that employ
colour and fashion specialists such as
the International Wool Secretariat, ICI,
Hoechst Celanse, Bayer, Cotton Inc.,
Asahi, Courtaulds, Rhone Poulenc and
DulPont.

Another essential area of research is
visiting exhibitions, and not only those
pertaining to your area of the market.
It is obvious for menswear buyers to go
to SEEM and Imbex but they should
also visit the Park Lane Collections and
even some womenswear shows. A
textile producer needs to visit Premiere
Vision if he's into home furnishings,
and conversely Heimtextil if he's
designing apparel fabrics. A yarn
colourist will go to Pitti Filati and
Expofil but should also see Indigo and
British Designer Knitwear.

BKCEC spring/summer 1992: primary and
rainbow colours for both children and adults,
offering a sense of fun and playtime

Once you have gathered all your
swatches, photographs, notes and
ideas you will need a vocabulary for
your colour reporting. In 1776 Moses
Harris developed the first colour
wheel, followed in 1810 by Johannes
Itten’s three-dimensional globe and in
1879 Ogden Rood’s Modern
Chromatics. In the 1950s the Munsell
System and the Roche Laboratory
Spectrum of Human Emotions wheel
were used. The Pantone graphic and
professional colour systems were used
to communicate colour more easily.
These have been supplemented by the
ICI Colour Atlas and Colour Dimen-
sions. The newest computer friendly
colour communication system is
Colorcurve.
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If you have reached this point and
realised that colour and fashion
research and evaluation may be too
time-consuming and expensive for
your firm there is a way of obtaining all
this information and trend forecasting
more economically and easily.

There are specialist fashion services
which produce trend guides and
forecast books to cover everything
from colour, textile and yarn develop-
ment and design, and print ideas
through to styling for men’s, women'’s,
children’s outerwear, knitwear and
innerwear. These studios sell their
research and ideas each season. There
are also reporting services that cover
the shops and street fashions world-
wide and can provide sketchbooks,
photographs and swatches. All fibre
companies use these fashion services
and consultants to help produce their
own predictions. While I was at
DuPont we used Promostyl which was
the first fashion service I introduced
into the UK market in 1975, followed
by Peclors in Paris. We now recom-
mend an extensive library of services
including Li Edelkoort and Trend
Union, Nelly Rodi who heads up CIM
and Plus, Modom, Enfantine, Milou
Ket, SIS, Sacha Pacha, Carlin Interna-
tional, Kaleidescope, the Spanish
Fashion Institute, Report West and
Photobox. We are constantly looking
for new services to fill particular gaps
in the market upon requests from
clients. This month we will be intro-
ducing Snapfashun, a unique computer
‘pictionary” software package for
ladies” and children’s wear designers,

For may years these fashion services
were used instead of in-house design-
ers, but for the past ten years design-
ers, colourists and production planners
have come to depend on them. Many
of the services provide audio visual
presentations, one-on-one consulta-
tions and exclusive programmes tailor-
made for the individual client.

There has been a major growth in the
use of fashion services, consultants and
independent freelancers to augment a
firm’s design studio, colour depart-
ment and production staff. This has
helped provide additional viewpoints,
ideas, eyes and ears as well as hands in
developing ranges. In forecasting
colour and fashion trends the use of a
wide variety of talents supervised by a
design manager produces better and
correct products for the market place.

Julie Buddy is a colour and fashion
consultant for Informada, Suite 6,
Browning Gardens, London W8, UK.




