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under the natural sunkight, both in and outside. It is an absolute landmark buiding
of unique shape and strong construction. For effective function of color palette
standaed, we rumbered the colors comrespond 19 the bullding's face snd lightness
of the paletie. croated @ palette of & x & colors links up with the order of bath
Ightness and consnuctional structure, When the mono-tone palette was shifted
into the “China Red" palette, the: component of the red group 9ot 1o ready 1o
work, The color structure planning was proceeded with the mest suitable shade
based on the paletie.

Thara were 2 hints for us 1o choice multiple shades: Firstly, the color scheme
of the Chinese traditional architecture. The coloring of the Imperial Palace
demansurates cbvious mult-shade structure, such &s esch walls, screon wall,
gates, windows, pilics, beamns, sandalwood, horizontsl inscribed board .. they
have bean besutdully hamcnized with skitful mathod, using muliiple shads of
reds. Secondly, the natural color, All the color of Iving thing shows delicately
iontified color, each part have their own suitable colors: the thing only with a
single color looks absolutoly fat, The point of color planning is 10 use these hints
for the coloring on the buikding.

To analyza the building’s shape and the space erwircnmant was an essential
step. As the China Pavilion shaped like an enormous umbrella, the transition of
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shadaw under the sun was extrsordinary. We snshzed the sunlight by different
time zone and the model test, concluded that the main part of the pavilon wil
o meatly located in the shadow of enormous roof, besides the period of sunrise
and sunset which brings large lightening %o the pavilion's Eastern and Wastern
faces. In crder 10 realze kvely effect of the “China Red” on the face of pavilion
coverd with shadow, wa chose the suitable shads of tha red for the top, bsams,
raftor, bracing. pillar, according ta the proportion batwean the internal and extemal
structure, This cocedination work defvered a systematic identification 10 the
paviion with a consistont connaction batwoen tha top and battom, inside and
outside.

3. The methaod of the compiementary colors caused by the red of lirge area and
8 sdjusiment

Upon the determination of the color standaed and palotte, we moved 1o the
building site 10 confirm the color plan. We have recogaized the lightness of
1he shade Mo, 1 was slightly strongor. Taking the impactive imaression of tho
ndmark buiding. the shade was adjusted to miklor. We have cancolled the
woriginal shade Mo. 1, and located a new shade between the shade 2 and 3, then
numbered the original shado 2 into 1. The new shade was rumborod shade 2.
The shade 3 was maintained as main color for the largest area’s coloring. The
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™ « B Chinose character frstly appoared i the form of oracle in Shang Dynasty, 1800
. - BC. After Qin"Small Seal Script”, Han Dynasty “Lishu™, Tang Dynasty "Cursive
» chatacter”, middie 11th century Song characser, 1300 Regular scrpt, Sorg and
'. N Ming chasacter was widely spresd. In modern times, simpified character and
Chinese Fonr Design’ D . ‘gothic style from Wessem used popular
d B 7 o2 ¥ b D OE R . « 10803, Chinese character Worary and font design by computar is commanly,
‘e Pecgie bring the character varicus kinds of definition 1hrough combination;
L . slaments ara picked from ane or muliipl chamcters into a new form; mathods
.' . 4 %uch as combining tho Chinoso characier with the westen character; stroking
on the edge of 1he fant to have a rew graphics viaual effacts, ste commanly

appoared. Poople also axtend the desgn 1o the taxtute. The blumng design using
- . rice paper and brush foe the chasacter reflocts the need of the emotion and the

.
b tradmional aesthatic.
Form of Chese characters with the performance of amation is its unigue chatm.
It civilian generated visual patterns with decorutive and cuftum| connotations,
- such g “Happiness, Forune, Longevity” “Doubile Hapgsness™; It is an important
™ . olnlr‘l of advortising, Logo, packaging. Many intornational brands in the
. ATHANECTSE. AAGE. Eh. BT FNEN NN ALE, 0,
. Chinasa market use the Chinese characters Logo in the parformance of bath tha MRBEETEFT e A SLETP—FAAT(r P QT e b, F4+17 0 TR EVBAMIO Ty 150 r T Y FORMIESY,
wranslased by Awks Ubaidd, Zhou Xis . ° pronunciation and messages, such as COCACOLA, CHANEL etc. A e Q.8 nerraiTy, Pl ol variedty. Usad i Ra i Brmndd sl 398/ma for yisang bood.
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The first number of our "China Color Trend Book™ issued in 2008 has created
ion. The i tocused on the design overlooking
Chinese society was highly evaluated by the Western, Japanese, Korean and Chinese
pros of branding, marketing and design sectors, while having a very good reputation
that enjoys the book as a great idea source for their brand management, research and
daval I'm greatly i 1o know that Chinese market has been enlivenad
by the global brand original preducts from various industries developed with the
inspiration picked up from our book.
This issue is absolutaly frash essence of the edgy topics concerning the mavement

of Chinese society, consumers, art, design, colors in trend, events, trendy spots, all
extracted from a mountain of reliable data, with careful selection by our unique view
point. It also contains "Chinase Font dasign”, practical information interested by the
designers all over the world,

“China Color Trend 2010 is the topic devoted all our energy, composed of & themes
speaking about the forecast of Chinese design spirit, with each individual angle of visual
imagaries, colors and textures. The targeted season one year ahead would be actually
adapted to the spead of current Chinese society in the series of rapid change.

The selection of contents was completed thanks to the united efforts of a great number
of people in China; sociclogist, colorist, curator, artist, designer, the owner of creative
space, and collectors of Chinese antique furniture and dresses. The editorial team is
composed of both Chinese and Japanese pros from diverse sectors; graphic designer,
color designer, fashion director, photographer, makeup artist, translator, ceramic artist,
and glass-work artist. The producers of textile and other materials from China, Japan
and the West also gave us a considerable support.

Today, China is located in a midst of the “Period of Change”, holding a mountain of tasks
but growing steadily, forming a unique medel of its development. The existing method
of analysis and forecast of trend are no longer used when facing to the ideclogies and
creative mind appearad in the peried of diverse and plural values,

The entire contents of the book is the fruits of cur long experience to study Chinese
market and society, its history of colors and design, and the layers of our effort dealing
with the forefront of local branding, marketing, product development, always basad on
our global viewpoint networking China, Japan, other countries in Asia and the West. |
do wish that the book functions to enrich the source of idea of each individual creators
play everywhere in the world.

September, 2009  Eri Omae (Zhou Xin)
Chief Editor of "China Color Trend Book™
DIC Color Design, Inc.
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