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4HE�3)#/�#OLOR�.AMING�0ROJECT��&ORGING�4IES�"ETWEEN�
%DUCATORS�AND�)NDUSTRY
$R�4IIU�0OLDMA�AND�(ANS�3AMUELSON��5NIVERSITY�OF�-ONTREAL��#ANADA

!BSTRACT��(OW�CAN�INTERIOR�DESIGN�EDUCATORS�DEVELOP�CLOSER�TIES�TO�INDUSTRY��(OW�DO�WE�

DEVELOP�MUTUALLY�BENEFICIAL�RELATIONSHIPS��WHICH�RESPECT�THE�INTEGRITY�OF�ACADEMIC�INTELLECTUAL�

FREEDOM�AND�CONTRIBUTE�TO�THE�DEVELOPMENT�OF�DISCIPLINARY�KNOWLEDGE�WHILE�PROVIDING�USEFUL�

SERVICES�TO�INDUSTRIES�COMPETING�IN�A�MARKETDRIVEN�ECONOMY�

4HE�3)#/�#OLOR�.AMING�0ROJECT�WAS�A�SUCCESSFUL�UNIVERSITYINDUSTRY�COLLABORATION�THAT�USED�

DESIGN�KNOWLEDGE�AND�METHODS�AS�THE�BASIS�FOR�AN�INNOVATIVE��RESULTDRIVEN�PROCESS��)T�

EXPLAINS�HOW�AN�INDUSTRY�NEED�LED�TO�THE�DEVELOPMENT�OF�A�NEW�WAY�TO�NAME�COLOURS��AND�

HOW�COLOUR�AFFECTIVITY�PLAYED�A�KEY�ROLE�IN�THE�PROJECT��PROVIDING�A�CATALYST�FOR�THE�NAMING�

PROCESS��$URING�THIS�PROCESS��A�MULTIDISCIPLINARY�TEAM�WORKED�TOGETHER�TO�DEVELOP�A�NOVEL�

FRAMEWORK�FOR�DESIGNING�COHERENT��STRUCTURED��AND�EMOTIONALLY�RESONANT�LINKS�BETWEEN�

COLOURS�AND�NAMES��

4HIS�PAPER�DESCRIBES�THE�PHENOMENOLOGICALLY�GROUNDED�STRATEGY�USED�TO�MANAGE�THE�DESIGN�

PROCESS�AND�GUIDE�THE�TEAM�THROUGH�THE�NAMING�OF������COLOURS�IN�TWO�LANGUAGES��

+EYWORDS��COLOUR�AFFECTIVITY��PHENOMENOLOGICAL�RESEARCH��COLOUR�RESEARCH��

)NTRODUCTION

)NTERIOR�DESIGN�EDUCATION�OFTEN�SEEMS�SEPARATE�FROM�INDUSTRIAL�PRACTICE�AND�ITS�REALWORLD�

CYCLES�OF�RESEARCH��DEVELOPMENT��AND�IMPLEMENTATION��(ERE�IN�#ANADA��A�DISTINCT�LINE�EXISTS�

BETWEEN�INDUSTRIAL�AND�EDUCATIONAL�INSTITUTIONS��4HIS�CREATES�A�GAP�BETWEEN�ACADEMIC�

RESEARCH�INITIATIVES�AND�INDUSTRYLED�PROJECTS�INTEGRATING�INNOVATIVE�DESIGN�THINKING��(OWEVER��

GIVEN�THE�STATUS�OF�DESIGN�AS�A�PROFESSIONAL��PRACTICEBASED�DISCIPLINE��IT�IS�IMPORTANT�THAT�

EDUCATORS�ENSURE�THAT�THIS�GAP�DOES�NOT�BECOME�TOO�WIDE��4EACHERS�NEED�TO�STAY�ABREAST�OF�

TRENDS�AND�TENDENCIES�AND�STUDENTS�MUST�ACQUIRE�THE�SKILLS�AND�EXPERTISE�THAT�WILL�ALLOW�THEM�

TO�SUCCEED�PROFESSIONALLY��WHILE�INDUSTRIES�WOULD�DO�WELL�TO�RECOGNISE�THAT�DESIGN�SCHOOLS�ARE�

HOTBEDS�OF�CREATIVE��MULTIDISCIPLINARY�THOUGHT��4HERE�IS�ROOM�TO�WORK�TOGETHER�TO�THE�MUTUAL�

BENEFIT�OF�EDUCATION�AND�INDUSTRY�ALIKE�

4HIS�PAPER�DESCRIBES�THE�DESIGN�METHODS�AND�STRATEGIES�USED�IN�THE�3)#/�#OLOR�.AMING�

0ROJECT��AN�ACADEMICLED�DESIGN�PROJECT�CARRIED�OUT�AT�THE�5NIVERSITY�OF�-ONTREAL��WHICH�

SUCCESSFULLY�CREATED�NAMES�FOR�THE������COLOURS�COMPRISING�THE�NEW�PRODUCT�LINE�OF�3)#/��A�

MAJOR�#ANADIAN�PAINT�MANUFACTURING�COMPANY��
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0RACTICEBASED�RESEARCH

4HE�3)#/�#OLOR�.AMING�0ROJECT�IS�AN�EXAMPLE�OF�WHAT�:MUD������	�CALLS�@PRACTICE

BASED�RESEARCH���)N�SUCH�PROJECTS��THE�CONTEXT�OF�INTERVENTION�DRIVES�THE�ACTIVITY��WHILE�THE�

METHODOLOGY�EMERGES�DURING�THE�COURSE�OF�THE�PROJECT��4HIS�IS�A�COMMON�FORM�OF�RESEARCH�

IN�CONTEXTS�OF�SPONSORED�RESEARCH��THE�GOALS�ARE�FREQUENTLY�DIFFUSE�AT�THE�BEGINNING�OF�THE�

PROJECT��AND�SEVERAL�STEPS�OF�NEGOTIATION�ARE�REQUIRED�TO�DEFINE�AIMS�AND�METHODS�BEFORE�

ENTERING�INTO�PRODUCTION�

0RACTICEDRIVEN

s� TOPIC�DEFINED�BY�SPONSORS

s� ENDPOINT�IS�A�@MOVING�TARGET�

s� FRAMED�BY�NATURE�OF�PHENOMENA

s� DESIGNED�JOINTLY�BY�RESEARCHER�AND�SPONSOR

2ESEARCHERDRIVEN

s� TOPIC�DEFINED�BY�RESEARCHERS

s� ENDPOINT�IS�INITIALLY�KNOWN

s� FRAMED�BY�A�RESEARCH�MODEL

s� DESIGNED�BY�RESEARCHER

4ABLE����0RACTICEDRIVEN�RESEARCH�VS��RESEARCHERDRIVEN�RESEARCH�
�ADAPTED�FROM�:MUD������	�

3UCH�PROJECTS�ARE�ALSO�EXEMPLARY�OF�WHAT�"UCHANAN������	�AND�2ITTEL���7EBBER������	�REFER�

TO�AS�@WICKED�PROBLEMS���COMPLEX�PROBLEMS�THAT�RESIST�REDUCTIVE�APPROACHES��4WO�RELEVANT�

CHARACTERISTICS�OF�SUCH�PROJECTS�ARE�THAT�THEY�ARE�UNIQUE�n�WHICH�IS�TO�SAY�THAT�SPECIFIC�CONTEXTS�

MUST�BE�ADDRESSED�ON�THEIR�OWN�TERMS�n�AND�THAT�THEY�HAVE�NO�DEFINITE�FORMATION��WHICH�IS�

TO�SAY�THAT�THE�FORMULATION�OF�THE�PROBLEM�MAKES�UP�A�SIGNIFICANT�PART�OF�THE�PROJECT��+IMBELL�

��0ERRY������	�

4HUS��IN�THE�3)#/�#OLOR�.AMING�0ROJECT��THE�RESULTS�HAD�TO�SATISFY�CERTAIN�PROJECT�CONSTRAINTS�

DEFINED�BY�THE�CLIENT�IN�RESPONSE�TO�THE�SPECIFIC�CORPORATE�HISTORY��SOCIOCULTURAL�CONTEXT��AND�

BUSINESS�CLIMATE��4HESE�CONSTRAINTS�WERE�SITESPECIFIC�AND�NOT�READILY�GENERALISED��,IKEWISE��

NEITHER�THE�EXTENT�OF�THE�MANDATE�NOR�THE�SCOPE�OF�THE�PROJECT�WERE�CLEARLY�DEFINED�OR�

UNDERSTOOD�AT�THE�OUTSET��(OWEVER��THE�CORE�ISSUE�ITSELF�n�THE�RELATIONSHIP�BETWEEN�COLOURS�

AND�NAMES�n�IS�OF�MORE�UNIVERSAL�INTEREST��JUST�AS�THERE�ARE�ELEMENTS�IN�THE�PROCESS�AND�

METHOD�USED�FOR�THIS�PROJECT�WHICH�SPEAK�TO�MORE�WIDESPREAD�DESIGN�CONCERNS�
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#OLOUR�THEORY�AND�COLOUR�NAMES

.O�ONE�HAS�TO�TELL�YOU�WHAT�YOU�RE�SEEING�OR�HOW�YOU�RE�FEELING�AS�YOU�SIT�IN�THE�GLOW�

OF�A�LATE�SUMMER�SUNSET��"UT�HOW�WOULD�YOU�DESCRIBE�THE�PINK�OF�THAT�SKY��$AZZLING��

&LESHY��'LISTENING��)RIDESCENT���(ERMAN�-ILLER��������P���	��

#OLOUR�THEORY�AND�COLOUR�USE�HAVE�BEEN�EXTENSIVELY�EXPLORED�IN�INTERIOR�DESIGN�AND�OTHER�

DESIGN�DISCIPLINES��FOR�EXAMPLE��0ILE��������"IRREN������	��,ESS�UNDERSTOOD�IS�THE�RELATIONSHIP�

OF�COLOURS�TO�THE�NAMES�NOW�COMMONLY�USED�TO�IDENTIFY�THEM��7HILE�DESIGNERS�AND�COLOUR�

PROFESSIONALS�TEND�TO�SPECIFY�PAINTS�BY�MANUFACTURER�AND�PRODUCT�NUMBER��COLOUR�NAMES�

ARE�A�WELLACCEPTED�TOOL�IN�THE�PAINT�RETAIL�BUSINESS��AND�ARE�DEEPLY�ENMESHED�IN�THE�CYCLES�

DETERMINING�NATIONAL�AND�INTERNATIONAL�COLOUR�TRENDS��)N�.ORTH�!MERICA��THE�COMPLEX�

EVOLUTION�OF�THESE�TRENDS�INVOLVE�MANY�FACTORS��INCLUDING�BOTH�DELIBERATE�TOPDOWN�ACTIONS�OF�

INDUSTRIALLY�AFFILIATED�INSTITUTIONS�LIKE�THE�INFLUENTIAL�#OLOR�-ARKETING�'ROUP�AND�THE�ORGANIC�

BOTTOMUP�ACTIONS�OF�INDIVIDUAL�PURCHASES�THAT�REPRESENT�CONSUMER�CHOICES�

4HE�EXACT�ROLE�OF�COLOUR�NAMES�WITHIN�THIS�CYCLE�IS�UNCERTAIN��4HERE�APPEAR�TO�BE�NO�PUBLICLY�

AVAILABLE�SYSTEMATIC�STUDIES�EXPLAINING�THE�PSYCHOLOGICAL�IMPACT�OF�COLOUR�NAMES�ON�THE�

CONSUMER��AND�FEWER�STUDIES�EXPLAINING�THE�INFLUENCE�OF�NAMES�ON�THE�EXPERIENCE�OF�

INTERIOR�SPACES��#OLOUR�CHOICES�ARE�MADE�DAILY�BY�PEOPLE��BUT�NOT�ENTIRELY�RATIONALLY��COLOUR�IS�

EMOTIONALLY�AFFECTIVE�AT�A�PRECONSCIOUS�OR�UNCONSCIOUS�LEVEL��"IRREN������	�

4HE�3)#/�#OLOR�.AMING�0ROJECT�TOOK�AS�A�BASIC�PREMISE�THAT�AN�AFFECTIVE�RESPONSE�IS�CREATED�

THROUGH�THE�LINKAGE�OF�COLOURS�AND�WORDS��.AMING�COLOURS�CREATES�CURIOUS��OFTEN�POETIC�

RELATIONSHIPS�BETWEEN�SENSORY�EXPERIENCE�AND�MENTAL�IMAGERY��4HE�RELATIONSHIP�OF�COLOURS�

AND�NAMES�CAN�BE�SEEN�AS�ANALOGOUS�TO�"ARTHES�������	�DESCRIPTION�OF�THE�ROLE�THAT�A�CAPTION�

PLAYS�IN�CONJUNCTION�WITH�A�PHOTOGRAPH��!�PHOTOGRAPH�EXISTS�AS�A�FIELD�OF�POTENTIAL�THAT�THE�

CAPTION�ANCHORS��REDUCING�IT�TO�A�SINGLE�STATE��'IVING�NAMES�TO�COLOURS�IS�THUS�A�CREATIVE�ACT�

THAT�SIMULTANEOUSLY�REVEALS�AND�CREATES�A�RELATIONSHIP�THAT�CAN�BE�STRAIGHTFORWARD��SURPRISING��

PLAYFUL��DELIGHTFUL�OR�MYSTERIOUS��!S�A�TOOL�IN�INTERIOR�DESIGN��COLOUR�NAMES�CAN�EVOKE�A�MOOD�

OR�FEELING��A�SENSE�OF�SPACE��OR�A�TIME�AND�PLACE�

4HE�CASE�STUDY

3)#/�IS�ONE�OF�#ANADA�S�LARGEST�PAINT�MANUFACTURERS��!LREADY�ESTABLISHED�IN�1UEBEC�AND�

%ASTERN�#ANADA��THE�COMPANY�IS�CURRENTLY�ENJOYING�A�PERIOD�OF�STRONG�GROWTH�AND�EXPANSION�

INTO�NEW�#ANADIAN�MARKETS��!�SIGNIFICANT�PORTION�OF�CURRENT�PRODUCT�SALES�ARE�WITHIN�&RENCH

SPEAKING�COMMUNITIES�
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)N�������INTERIOR�DESIGN�FACULTY�MEMBER�$R��4IIU�0OLDMA��FROM�THE�5NIVERSITY�OF�-ONTREAL��

CONTACTED�3)#/�FOR�ASSISTANCE�WITH�A�SCHOLARSHIP�PROGRAM��4HIS�REQUEST�HAD�AN�UNEXPECTED�

RESULT��IN�SUBSEQUENT�CONVERSATIONS�WITH�THE�COMPANY��IT�BECAME�CLEAR�THAT�THEY�WERE�

DECIDING�HOW�TO�BEST�ADDRESS�A�DESIGN�CONCERN��4HE������COLOURS�OF�THEIR�NEW�PRODUCT�LINE�

HAD�TO�BE�NAMED��AND�THE�LAUNCH�DATE�WAS�RAPIDLY�APPROACHING��4HIS�OFFERED�AN�INTRIGUING�

OPPORTUNITY�FOR�INTERIOR�DESIGN�EDUCATORS�TO�ENGAGE�WITH�A�VERY�FAMILIAR�MATERIAL�n�PAINT�n�IN��

A�MOST�UNFAMILIAR�WAY�

%STABLISHING�THE�RELATIONSHIP��THE�INITIAL�MEETING

4HE�CLIENT�RELATIONSHIP�WAS�BUILT�IN�STAGES��4HE�FIRST�STEP�WAS�TO�DEMONSTRATE�THAT�DESIGN�

KNOWLEDGE�AND�DESIGN�METHODS��AND�MORE�PARTICULARLY�THOSE�OF�INTERIOR�DESIGN	�WOULD�

PROVIDE�APPROPRIATE�TOOLS�WITH�WHICH�TO�ADDRESS�THE�DESIGN�PROBLEM��4HUS��IN�3EPTEMBER�

OF�������WITH�INITIAL�FINANCING�FROM�THE�COMPANY��$R��0OLDMA��ASSISTED�BY�GRADUATE�STUDENT�

(ANS�3AMUELSON��ASSEMBLED�A�MULTIDISCIPLINARY�TEAM�CONSISTING�OF�PROFESSIONAL�INTERIOR�AND�

INDUSTRIAL�DESIGNERS��ARTISTS��COLOUR�SPECIALISTS��AND�GRADUATE�DESIGN�STUDENTS��4HIS�TEAM�JOINED�

THE�CLIENT�S�MARKETING�DEPARTMENT�FOR�AN�INTENSE�ONEDAY�BRAINSTORMING�SESSION�DURING�WHICH�

THE�PARTICIPANTS�FAMILIARISED�THEMSELVES�WITH�THE�PARAMETERS�OF�THE�DESIGN�PROBLEM�AND�WITH�

THE�COMPANY�S�VISION�AND�GOALS�IN�ORDER�TO�ESTABLISH�THE�BRIEF�FOR�THE�PROJECT�

4HE�CLIENT�S�INITIAL�PRESENTATION�OF�THE�PROJECT�CONTEXT�PROVIDED�THE�TEAM�WITH�THE�BROAD�

OUTLINE�OF�THE�PROJECT��THE�CORPORATE�CONTEXT�AND�HISTORY�OF�THE�COMPANY��AND�DETAILS�ON�THE�

EXISTING�CLIENT�BASE�AND�PLANS�FOR�GROWTH��4HE�TEAM�THEN�PROCEEDED�WITH�THE�BRAINSTORMING�

SESSION��FIRST�SPLITTING�INTO�SMALLER�GROUPS�TO�DISCUSS�THE�DIFFERENT�ASPECTS�OF�THE�PROBLEM��THEN�

COMING�TOGETHER�TO�REVIEW�THE�IDEAS��FOLLOWING�THE�METHOD�DETAILED�BY�*ONES������	��4HE�

MULTIDISCIPLINARY�COMPOSITION�AND�DIVERSITY�OF�VIEWPOINTS�OF�THE�TEAM�PROVED�INVALUABLE�IN�THIS�

PROCESS�

!�NUMBER�OF�POSSIBLE�STRATEGIES�WERE�SPONTANEOUSLY�DEVELOPED�DURING�THIS�INITIAL�PHASE��AND�

THE�GROUP�PROCEEDED�TO�ANALYSE�AND�EVALUATE�THE�MOST�VALUABLE�IDEAS��0OTENTIAL�CONCEPTS��

STRATEGIES��AND�POSSIBLE�SUBJECTS�FOR�NAMING�THE�CATEGORIES�EMERGED�FOR�FUTURE�DEVELOPMENT��

)N�PARTICULAR��THE�CONCEPTUAL�IDEA�OF�NAMING�THE�COLOURS�FOR�EMOTIONAL�AFFECTIVITY�WAS�

IDENTIFIED�AS�THE�OVERARCHING�PRINCIPLE�WHICH�WOULD�GUIDE�THE�PROCESS�AS�A�WHOLE��WHILE�THE�

BASIC�MARKETING�TOOL��A�@PAINT�CHIP��WITH�EIGHT�GRADATIONS�OF�A�PARTICULAR�COLOUR��EMERGED�AS�

THE�A�PRIMARY�PHYSICAL�CONSTRAINT�

)N�THE�SPACE�OF�ONLY�A�FEW�HOURS��USING�ONLY�PAPER�AND�MARKERS��THE�TEAM�LAID�THE�

GROUNDWORK�FOR�A�PROJECT�METHODOLOGY�THAT�WOULD�SOON�GUIDE�A�YEAR�OF�WORK��&URTHERMORE��
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TRUST�AND�CONFIDENCE�IN�THE�ACADEMICLED�DESIGN�TEAM�WAS�ESTABLISHED�THROUGH�THIS�FIRST�

INTENSIVE�WORK�SESSION��SINCE�THE�PARTICIPATION�AND�PRESENCE�OF�THE�MARKETING�TEAM�AND�OTHER�

COMPANY�REPRESENTATIVES�VALIDATED�THE�WORK�OF�THE�DESIGNERS��!S�A�RESULT��THE�MARKETING�

GROUP�AGREED�THAT�THE�5NIVERSITY�DESIGN�TEAM�SHOULD�PROCEED�WITH�A�SECOND�BRAINSTORMING�

SESSION�TO�FURTHER�REFINE�THE�CONCEPT�AND�COME�UP�WITH�A�STRATEGY�FOR�GENERATING�NAMES�

4HE�INITIAL�DESIGN�PHASE�

!�FOLLOWUP�BRAINSTORMING�SESSION�INVOLVING�ONLY�THE�5NIVERSITY�OF�-ONTREAL�DESIGN�TEAM�

TOOK�PLACE�ONE�MONTH�LATER��IN�.OVEMBER�OF�������4HIS�PHASE�OF�THE�PROJECT�FOCUSED�ON�THE�

DEVELOPMENT�OF�A�WORKABLE�STRATEGY�FOR�THE�PROJECT�AS�A�WHOLE��4HE�GROUP�WAS�MODIFIED�

SLIGHTLY�TO�INCLUDE�

s� $R��0OLDMA��AN�INTERIOR�DESIGN�PROFESSORPRACTITIONER�WITH�EXPERTISE�IN�THE�USE�OF�COLOUR�IN�

INTERIOR�DESIGN�

s� (ANS�3AMUELSON��A�MASTERS�STUDENT�IN�THE�$ESIGN�AND�#OMPLEXITY�PROGRAM�AT�THE�3CHOOL�

OF�)NDUSTRIAL�$ESIGN�

s� 6INCENT�"ÏDARD�AND�,ORA�$I�&ABIO��COLOUR�EXPERTS�FROM�THE�INDUSTRIAL�DESIGN�PROFESSION��

AND

s� $ENYSE�2OY��AN�INDUSTRIAL�DESIGN�PROFESSOR�SPECIALISING�IN�TEXTILES�AND�COLOURS�

/F�THIS�GROUP��THREE�WERE�FEMALES�AGED���n���AND�TWO�WERE�MALES�AGED���n����FROM�

VARIOUSLY�ANGLOPHONE�AND�FRANCOPHONE�BACKGROUNDS��ENSURING�A�BALANCE�OF�GENDER�AND�

LINGUISTIC�SENSIBILITIES��#HANGING�THE�COMPOSITION�OF�THE�TEAM�ALSO�ENSURED�A�FRESH�PERSPECTIVE�

ON�THE�PROJECT�AND�PROVIDED�A�BALANCE�BETWEEN�OBJECTIVITY�AND�CONTINUITY�

4HE�CONCEPT�DEVELOPED�THROUGH�AN�INTENSELY�FOCUSED�REFLECTION�ON�THE�CREATION�OF�AFFECTIVE�

LINGUISTIC�MEANINGS��HOW�WORDS�SHOULD�AND�COULD�BE�GROUPED�TOGETHER��AND�WHAT�@GLUE��

COULD�BE�USED�TO�CREATE�A�COHERENT�PROGRAM�THAT�WOULD�WORK�WITH�THE�ENTIRE�PALETTE�OF������

COLOURS��4HIS�DISCUSSION�REVEALED�THE�FOLLOWING�KEY�DESIGN�PARAMETERS�

�A	�)NFORMATION�DESIGN�

s� THE�BASIC�UNIT�FOR�PRESENTATION�WAS�A�@PAINT�CHIP��CONTAINING�EIGHT�GRADATIONS�OF�ONE�BASIC�

COLOR�WITH�INCREASING�DENSITY�

s� THIS�UNIT�HAD�TO�BE�RESPECTED�AND�WOULD�REMAIN�THE�MAIN�MARKETING�TOOL��IT�COULD�NOT�BE�

REVISED�OR�ALTERED�
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s� NAMES�HAD�TO�BE�SHORT��FOR�PRINTING�PURPOSES	�AND�COULD�NOT�REPEAT�NAMES�FROM�THE�PAST�

TWO�SERIES�OF�CLIENT�COLOURS�

s� THE�COLOURS�WERE�ALREADY�ESTABLISHED�AND�COULD�NOT�BE�ALTERED�

s� PAINT�CHIPS�SHOULD�BE�TREATED�AS�UNITS�AND�GIVEN�A�THEMATIC�CONTINUITY�

�B	�!FFECTIVE�DESIGN�

s� EMOTIONAL�RESONANCE�WAS�THE�MAIN�DESIGN�OBJECTIVE��AND�WOULD�OVERRIDE�PURELY�LOGICAL�

CONSIDERATIONS��THOUGH�LOGIC�SHOULD�ALSO�BE�RESPECTED�

s� A�RANGE�OF�RATHER�CONTRADICTORY�THEMES�WERE�PERCEIVED�AS�DESIRABLE��SECURITY�AND�

SAFETY��IN�AN�UNSTABLE�GEOPOLITICAL�CLIMATE	��TRAVEL�AND�ADVENTURE��ESPECIALLY�IN�)TALY�AND�

-EDITERRANEAN�COUNTRIES	��DOMESTICITY��FOOD��DRINK��HOME	���EXOTICISM�AND�ESCAPE�

�C	�$EMOGRAPHIC�

s� THE�COMPANY�S�MARKET�DATA�SUGGESTED�THAT�THE�MAIN�TARGET�WAS�WOMEN�AGED�BETWEEN�

��n���

s� THE�/NTARIO�MARKET�WAS�TARGETED�FOR�GROWTH�AND�THE�1UEBEC�MARKET�FOR�MAINTENANCE��

WHILE�OTHER�ANGLOPHONE�MARKETS�WERE�ALSO�SEEN�AS�IMPORTANT��

s� THE�NAMES�WOULD�BE�EXPECTED�TO�SERVE�FOR�APPROXIMATELY�FIVE�YEARS��AND�SHOULD�NOT�BE�

TOO�CLOSELY�TIED�TO�EPHEMERAL�CULTURAL�PHENOMENA�

4HE�FINAL�KEY�ISSUE�WAS�LANGUAGE�ITSELF��)N�1UEBEC��LOCAL�DESIGN�INTERVENTIONS�MUST�OFTEN�TAKE�

INTO�CONSIDERATION�WHAT�INFORMATION�DESIGNERS�CALL�@LOCALISATION���THE�@ADAPTATION�OF�A�PRODUCT�

TO�A�TARGET�LANGUAGE�AND�CULTURE��IN�RESPONSE�TO�THE�@DIFFICULTY�OF�TRANSLATING�TEXT�FROM�ONE�

LANGUAGE�TO�ANOTHER�AND�CONVEYING�THE�ORIGINAL�SENSE�AND�CONTENT�SO�THAT�IT�IS�ACCEPTABLE�

ACROSS�CULTURES���0ERRAULT���'REGORY��������P�����	��4HIS�PROVED�TO�BE�A�CONSTANTLY�RECURRING�

THEME�THROUGHOUT�THE�DESIGN�PROCESS��AS�THE�POETICS�AND�PRAGMATICS�OF�&RENCH�AND�%NGLISH�

ARE�NOT�IDENTICAL��AND�BALANCING�THESE�SENSIBILITIES�PROVED�TO�BE�A�MAJOR�CHALLENGE�

4HESE�PARAMETERS�GUIDED�THE�DEVELOPMENT�OF�A�PHENOMENOLOGICALLYBASED�METHOD��4HE�

�����COLOURS�WERE�ALREADY�SUBDIVIDED�INTO�����PAINT�CHIPS�OF���COLOURS�EACH��"ASED�ON�THE�

RESULTS�OF�THE�TWO�BRAINSTORMING�SESSIONS��THE�GROUP�MADE�TWO�KEY�DECISIONS��4HE�FIRST�OF�

THESE�WAS�THAT�EACH�PAINT�CHIP�WOULD�BE�TREATED�AS�A�FAMILY��AND�THAT�ALL�EIGHT�SHADES�OF�

THE�COLOUR�WOULD�BE�THEMATICALLY�LINKED��4HIS�REPRESENTED�A�BREAK�FROM�PAST�PRACTICE��SINCE�

IN�ALL�OTHER�CASES��INDIVIDUAL�COLOURS�APPEARED�TO�HAVE�BEEN�NAMED�IN�ISOLATION��RESULTING�IN�

EXTREMELY�HETEROGENEOUS�PAINT�CHIPS�CONTAINING�EIGHT�UNRELATED�NAMES�
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4HE�SECOND�DECISION�WAS�INSPIRED�BY�THE�PHILOSOPHER�%DMUND�(USSERL�S�FAMOUS�

PHENOMENOLOGICAL�MAXIM�@4O�THE�THINGS�THEMSELVES���WHICH�INVOLVES��;#=ONFRONTING�THE�

ESSENCE�AND�CONTENT�OF�A�BEING�ITSELF��THAT�WHICH�TRULY�CONSTITUTES�A�THING�IN�ITS�OWN�IDENTITY��

�3EIFERT�������P����	��)T�WAS�DETERMINED�THAT�EACH�SET�OF�COLOURS�WOULD�BE�APPROACHED�AS�

INNOCENTLY�AND�CLEARLY�AS�POSSIBLE��AND�THAT�THE�MOST�STRIKING�OR�POWERFUL�COLOUR�FROM�EACH�

FAMILY�BE�ALLOWED�TO�REVEAL�ITSELF��4HIS�COLOUR�WOULD�THEN�SERVE�AS�THE�LEAD�COLOUR�FOR�THAT�

FAMILY��4HE�PROCESS�THUS�INVOLVED�A�SUBJECTIVE��PERCEPTUALLY�DETERMINED�SELECTION�OF�THE�

DOMINANT�COLOUR�FROM�THE�FAMILY��A�VALIDATION�OF�THE�SELECTION�WITH�OTHER�MEMBERS�OF�THE�

GROUP�TO�ENSURE�SOME�DEGREE�OF�OBJECTIVITY��AND�A�PROCESS�OF�REFLECTION�IN�WHICH�A�SPACE�WAS�

OPENED�FOR�THE�COLOUR�TO�EVOKE�A�RESONANCE�AMONG�MEMBERS�OF�THE�RESEARCH�TEAM�

4HE�FOLLOWING�EXAMPLE��GENERATED�DURING�THE�BRAINSTORMING�SESSION��ILLUSTRATES�THE�CONCEPT��

)N�THIS�CASE��THE�@OLIVE�OIL��COLOUR�WAS�THE�LEAD�COLOUR�THAT�DETERMINED�THE�THEME�FOR�THE�ENTIRE�

FAMILY��4HE�COLOURS�ARE�CHALLENGING�TO�REPRODUCE�IN�A�MEDIUM�OTHER�THAN�THE�ORIGINAL�PAINT�

&IGURE����3AMPLE�OF�INITIAL�NAMING�CARD�WITH�PROPOSED�NAMES�

/NCE�THE�CONCEPT�HAD�BEEN�PUT�TO�THE�TEST��THE�TEAM�PREPARED�TO�PRESENT�THE�IMPLEMENTATION�

STRATEGIES�TO�THE�CLIENT��4HE�INITIAL�BRIEF�CALLED�FOR�THE�RESEARCH�TEAM�TO�NAME�ALL������COLOURS��

4HE�SECOND�BRAINSTORMING�SESSION�MADE�IT�CLEAR�THAT�FOR�THIS�TO�HAPPEN��MANY�WORK�SESSIONS�

WOULD�BE�REQUIRED��)T�WAS�ALSO�EVIDENT�THAT�FREQUENT�RECONFIGURATIONS�OF�THE�TEAM�WOULD�BE�

DESIRABLE��BOTH�TO�ASSURE�VARIETY�AND�TO�ADDRESS�AN�OFTEN�DIFFICULT�PALETTE��SHADES�OF�MAUVE��AS�

IT�TURNS�OUT��ARE�PARTICULARLY�CHALLENGING�TO�NAME��WHILE�MULTIPLE�PERSPECTIVES�AND�CHANGES�IN�

INTERPERSONAL�DYNAMICS�WOULD�HELP�TO�AVOID�CREATIVE�BLOCKAGES�
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!PPROVAL�OF�CONCEPT�

4HE�COMPILED�RESULTS�OF�THESE�MEETINGS�WERE�PRESENTED�TO�THE�CLIENT�IN�$ECEMBER�OF�������

AND�PROVED�COMPELLING�ENOUGH�THAT�THE�TEAM�WAS�ENGAGED�TO�TAKE�THE�PROJECT�THROUGH�

TO�PRODUCTION��!�BUDGET�WAS�ESTABLISHED�BASED�ON�AN�INITIAL�ESTIMATE�OF����WORK�SESSIONS��

ASSUMING�THAT�APPROXIMATELY�����NAMES�WOULD�BE�NAMED�AT�EACH�SESSION��4HE�PROJECT�PLAN�

WAS�THEN�FORMED��AS�SHOWN�IN�THE�FOLLOWING�CHART�

4ABLE����0ROJECT�PLAN�

0RODUCTION

&OR�THE�PRODUCTION�PHASE��THE�5NIVERSITY�RESEARCH�TEAM�WAS�RECONFIGURED�ONCE�AGAIN��AND�A�

SPECIFIC�STRATEGY�DEVELOPED�FOR�THE�NAMING�SESSIONS��)T�WAS�DETERMINED�THAT�THE�FIVE�ORIGINAL�

CONCEPT�CREATORS�WOULD�BE�TEAM�LEADERS��AND�EACH�WORK�SESSION�WOULD�INCLUDE�AT�LEAST�TWO�OF�

THESE�LEAD�DESIGNERS��&OUR�OTHER�MASTERS�STUDENTS�AND�ONE�TRANSLATORARTIST�WERE�ADDED�TO�THE�

POOL�OF�PARTICIPANTS�FROM�WHICH�TEAMS�WERE�DRAWN�

4WO�WORK�SESSIONS�WERE�HELD�EACH�WEEK��LASTING�THREE�TO�FOUR�HOURS�EACH�TIME�AND�COMPOSED�

OF�BETWEEN�FOUR�AND�SEVEN�TEAM�MEMBERS�INCLUDING�AT�LEAST�ONE�FEMALE��ONE�MALE��ONE�

NATIVE�%NGLISH�SPEAKER��AND�ONE�NATIVE�&RENCH�SPEAKER��THE�MEMBERS�REPRESENTING�A�SPECTRUM�

OF�AGES��)NDIVIDUAL�STYLES�AND�MODES�OF�WORKING�WERE�ACCEPTED�AND�WOVEN�INTO�THE�DESIGN�

PROCESS��4HE�MIX�OF�POETIC��CONCRETE��SPONTANEOUS�AND�RESEARCHED�NAMES�WAS�BOTH�ACCEPTED�

AND�ENCOURAGED��)NDIVIDUAL�TEAM�MEMBERS�WOULD�OFTEN�ARRIVE�WITH�POSSIBLE�THEMES��NAMES�

AND�FAMILIES�OF�COLOURS�THAT�THEY�HAD�COME�UP�WITH�DURING�THE�COURSE�OF�THE�WEEK��AS�WELL�AS�

INSPIRATIONAL�BOOKS�AND�MAGAZINES�
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'OOD�FOOD�CONTRIBUTED�TO�AN�AMIABLE�AND�SUPPORTIVE�WORK�ENVIRONMENT��4HE�LEAD�IN�THE�

SETUP�OF�EACH�WORK�SESSION�WAS�TAKEN�ON�BY�THE�AUTHORS��)NITIAL�SESSIONS�INVOLVED�ONLY�

MEMBERS�OF�THE�5NIVERSITY�TEAM��BUT�ONCE�THE�PROJECT�WAS�SUCCESSFULLY�UNDERWAY�AND�THE�

SESSION�DYNAMICS�WERE�WELL�ESTABLISHED��THE�CLIENT�S�MARKETING�TEAM�WAS�INVITED�TO�PARTICIPATE�

IN�THE�NAMING�SESSIONS��4HIS�HELPED�THE�CLIENT�TRACK�THE�TEAM�S�PROGRESS�AND�CREATED�@BUYIN��

WITH�REGARD�TO�BOTH�PROCESS�AND�RESULTS�

&IGURE����4HE�PROJECT�UNDER�WAY�

)T�TOOK����NAMING�SESSIONS�TO�NAME�THE�FIRST������COLOURS��SOMEWHAT�LONGER�THAN�ORIGINALLY�

ESTIMATED��4HIS�WORK�WAS�DONE�FROM�THE�BEGINNING�OF�-ARCH�UNTIL�THE�BEGINNING�OF�-AY��

������4HE�CLIENT�WAS�KEPT�INFORMED�OF�THE�PROCESS�AND�APPROVED�THE�CONTINUATION�OF�THE�

WORK��!LTHOUGH�THE�WORK�SEEMED�ENDLESS��IN�REALITY�ALL������NAMES�WERE�NAMED�IN����WORK�

SESSIONS�OF��n��HOURS�PER�SESSION�
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6ALIDATING�THE�RESULTS

$URING�THE�NAMING�PROCESS�WORK�SESSIONS��EACH�GROUP�OF�NAMES�WAS�VALIDATED�BY�ALL�GROUP�

MEMBERS�FOR�CONTENT��SUITABILITY��AND�%NGLISH�AND�&RENCH�COHERENCE��WHEN�EACH�FAMILY�WAS�

COMPLETE��IT�WAS�READ�ALOUD�AND�CRITIQUED�BY�THE�GROUP��AND�THEN�MODIFIED�AS�REQUIRED��!T�

THE�END�OF�THE�NAMING��ONE�OF�THE�PROJECT�LEADERS�VERIFIED�THE�NAMING�FOR�BOTH�CONTENT�AND�

TRANSLATABILITY��WITH�HELP�FROM�THE�TRANSLATOR�IN�THE�GROUP��!NOTHER�COLLEAGUE�WAS�ASKED�TO�

VERIFY�THE�&RENCH�ACCURACY��WHILE�STILL�ANOTHER�RESEARCHER�LOOKED�THROUGH�THE�ENTIRE�PROJECT�AS�

A�FINAL�ASSURANCE�OF�QUALITY�CONTROL�

4HE�PROJECT�WAS�HANDED�OVER�TO�3)#/�AS�A�COMPLETED�DOCUMENT�IN�LATE�*UNE�OF�������!T�

THAT�POINT�THE�CLIENT�PROCEEDED�TO�FINETUNE�AND�TEST�THE�NAMES�WITHIN�THEIR�MARKETING�

DEPARTMENT��RESULTING�IN�MODIFICATIONS�TO�APPROXIMATELY�TEN�PERCENT�OF�THE�NAMES��4HE�

PRODUCT�LINE�WAS�RELEASED�IN�EARLY�SPRING�OF������

$ISCUSSION

$ESIGN�RESEARCH�AND�DEVELOPMENT�AT�THE�ACADEMIC�LEVEL�MUST�SEEK�TO�BE�RIGOROUS�AND�

FORWARDLOOKING��AS�WELL�AS�SUFFICIENTLY�FLEXIBLE�AND�GENERAL�THAT�IT�CAN�BE�ADAPTED�FOR�USE�IN�

A�VARIETY�OF�CONTEXTS��"UT�AT�THE�SAME�TIME��SPONSORED�PROJECTS�TEND�TO�BE�HIGHLY�CONTEXTUALLY�

DETERMINED��4HE�BROADER�APPLICABILITY�AND�GENERAL�LESSONS�OF�SUCH�PROJECTS�MAY�WELL�BE�THE�

PROCESSES�AND�METHODS�EMPLOYED��NOT�THE�SPECIFIC�RESULTS�

4HE�3)#/�#OLOR�.AMING�0ROJECT�WAS�A�SUCCESSFUL�EXPERIMENTAL�PROJECT�INSPIRED�AND�GUIDED�

BY�PHENOMENOLOGICAL�THEORY��4HROUGH�A�STRUCTURED�UNVEILING�OF�THE�AFFECTIVE�MEANINGS�

CONNECTED�TO�WORDS��PHRASES��AND�COLORS��RESEARCHERS�WERE�ABLE�TO�CREATE�A�CONCEPT�THAT�

REMAINED�SPONTANEOUS�AND�PRODUCTIVE�THROUGHOUT�A�LONG�AND�CHALLENGING�DESIGN�PROCESS��

4HE�CLIENT�WAS�DIRECTLY�ENGAGED�WITH�THE�DESIGN�PROCESS�AT�ALL�STAGES�OF�THE�PROJECT��AND�

DEVELOPED�A�DEEPER�UNDERSTANDING�OF�THE�CREATIVITY�AND�COMPLEXITY�OF�DESIGN�THINKING��7HEN�

THE�PROJECT�WAS�HANDED�OVER��THE�CLIENT�TESTED�THE�NAMES�AND�MADE�MODIFICATIONS�WITHIN�THE�

FRAMEWORK�ESTABLISHED�BY�THE�PROCESS��4HIS�MEANT�THAT�THE�CLIENT�APPROPRIATED�BOTH�PROCESS�

AND�RESULT��WHICH�WILL�BE�VALUABLE�IN�THE�LONGTERM�VIABILITY�OF�THE�APPROACH�

#ONCLUSION

4HE�SUCCESS�OF�THE�PROJECT�AND�THE�CLIENT�ACCEPTANCE�OF�BOTH�PROCESS�AND�PRODUCT�

DEMONSTRATE�THE�REAL�POTENTIAL�OF�FORGING�ACADEMIC�DESIGN�LINKS�WITH�INDUSTRIAL�PARTNERS��

4HE�PROJECT�DEMONSTRATED�THE�BENEFITS�OF�DESIGN�PROCESSES�IN�GENERATING�METHODS�AND�

METHODOLOGIES��EXPLORED�THE�PROCESS�OF�CREATING�EMOTIONALLY�RESONANT�NAMES��AND�SERVES�AS�
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AN�EXAMPLE�WHERE�DESIGNERS�SUCCESSFULLY�ENGAGED�WITH�RESEARCHERS�AND�EXPERTS�FROM�DIVERSE�

FIELDS�TO�CREATE�A�RESEARCH�PROJECT�OF�BENEFIT�TO�THE�INTERIOR�DESIGN�PROFESSION�

4HE�3)#/�#OLOR�.AMING�0ROJECT�DEMONSTRATES�WAYS�IN�WHICH�INDUSTRIAL�PRACTICE�CAN�BE�

INFORMED�BY�DESIGN�THEORY��&URTHERMORE��PROJECTS�OF�THIS�TYPE�CAN�BE�USED�IN�UNDERGRADUATE�

PROGRAMS�AS�MODELS�OF�INTERDISCIPLINARY�TEAMWORK�THAT�ALSO�CLEARLY�SHOW�THE�PERTINENCE��

VALUE��AND�WIDESPREAD�APPLICABILITY�OF�DESIGN�THEORY��!ND�FINALLY��THE�PROJECT�HELPED�CONTRIBUTE�

TO�THE�CORPORATE�PERCEPTION�OF�DESIGN�AS�A�COMPREHENSIBLE�AND�TRANSPARENT�PROCESS�THAT�IS�AT�

ONCE�COMPLEX��CHALLENGING��TIMECONSUMING�AND�RIGOROUS��)T�IS�HOPED�THAT�THIS�WILL�CONTRIBUTE�

TO�THE�DISCIPLINARY�EVOLUTION�OF�INTERIOR�DESIGN��ENCOURAGING�RESEARCH�AND�PROJECT�DEVELOPMENT�

THAT�WILL�IN�TURN�LEAD�TOWARD�INCREASED�RIGOUR�AND�ENHANCED�RELEVANCE�
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