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WHAT’S HOT? WHAT’S NOT?

Experts Lend Insight Into 2007 Home Design Trends

North Olmsted, Ohio …Who ever thought that avocado green would be the “hot” hue of the 1960s?  That shag would carpet homes in the 1970s?  Or that mauve and gray would be the hallmarks of home décor in the 1980s?  But what determines trends—and what’s in store for 2007?

During a recent presentation at Moen® Incorporated’s annual INSPIRE design seminar, world-renowned color expert, Leatrice Eiseman explained that trends in colors, finishes and home design stem from three areas: fashion, film and social trends.

Fashion Forward

Straight from the runways and into the home, manufacturers of home décor products generally take cues from the fashion and jewelry industries.  When it comes to color, what’s in your wardrobe this season will be on your walls next.   And the line between pants and paints continues to blur as fashion designers such as Ralph Lauren and Calvin Klein inject their fashionable brands on a variety of products for the home.  
Additionally, the jewelry industry dictates the popularity of metal finishes throughout the home—from faucets to lighting fixtures.  Manufacturers, such as Moen, continue to monitor the jewelry industry for product inspiration.  “As silver jewelry gained popularity in recent years, so have finishes like Brushed Nickel and Stainless Steel,” commented Judy Riley, Moen’s vice president of design.  

On-screen to In-Home

Whether it’s subliminal or conscious, colors seen on the big screen quickly make their way into our homes.


According to Eiseman, two of today’s most popular color palettes stem from the cinema.  Renaissance colors and styles, such as deep reds and ornate designs, are increasingly found in homes due to the popularity of movies such as “The DaVinci Code” and “Marie Antoinette.”  Additionally, pure white has become a popular statement thanks to movies such as “Chronicles of Narnia—the Lion the ‘White’ Witch and the Wardrobe,” “The White Countess” and “The Woman in White.”

Inspiration from Experience

Color trends also emerge as colors are used as symbolism for organizations or causes.  Green, symbolic for eco-friendly, sustainable products, continues in popularity as more consumers and businesses focus on this environmental cause.  

Eiseman notes that the symbolic “green theme” has also evolved into what she calls “Grass Roots,” which also includes other earthy tones, such as mineral blue, wood tones and unexpected mixes of terra cotta, grape and rose colors, as well as other design elements that evoke a natural feel.

Trends for 2007

So what is in store for 2007?  Following the societal cues outlined by Eiseman, there are many trends that will soon be seen in homes.

One fashion color palette to note for home décor in 2007 is what Eiseman refers to as “Classic Chic.”  This palette of timeless, neutral colors will evolve from light cream and beige tones into deeper grays and cappuccino browns.   So yes, brown continues to be the new black.  

In 2007, look for new takes on silver and gold tone finishes.  For instance, Moen recently launched its new Pewter finish, which offers a soft, aged look with a gently distressed, dark gray metallic hue and rich light accents.  And as gold gains momentum, new finishes such as Moen’s muted gold Brushed Bronze offer a stylish option.
Taking cue from the Renaissance periods in film, Eiseman predicts increased use of colors and designs she calls “Simply Elegant,” a marriage of traditional and modern day.  Look for eclectic blends of unique, elaborate styles and textures with colors such as elegant purples, silvery blues and deep bronzed tones. 

“With the popularity of Renaissance décor in the home, we’ve updated designs of our faucets to include this mix of old and new,” said Riley.  “Faucets such as our Vestige™ kitchen and bathroom faucets and our ShowHouse® by Moen® Waterhill® bridge faucet provide elaborate detailing that mix well with this period styling.”
Finally, as social causes gain momentum, look for their associated colors to follow suit.  Pink, previously associated as a color for little girls, will continue to gain popularity due to the strength of breast cancer awareness campaigns.  Additionally, the green trend shows no signs of slowing down, making environmentally friendly appliances, earth tones and nature-inspired designs popular choices for homes.
So when you are thinking of updating the look of your home, look to film, fashion and other societal cues to figure out what the next hot trend may be.  But as always, be sure that your design choices meet your own personal tastes—and not what society dictates as ”in.”

###

EDITOR’S NOTE:  Timeless designs that reflect good taste. Faucets and fixtures that are livable and enduring.  These are just some of the reasons why Moen® Incorporated is the #1 faucet brand in North America.  In addition to stylish and affordable faucets, Moen also offers residential and commercial sinks and a full range of tub and showering packages. Moen brands include ShowHouse® by Moen, Creative Specialties International® and the Cleveland Faucet Group®. ShowHouse offers high-end, luxury faucets and accessories to consumers with discriminating tastes.  Creative Specialties International offers complete suites of decorative bath accessories including innovative bath safety products that are fashionable – not institutional. The Cleveland Faucet Group manufactures affordable, durable faucets for the multi-family housing market.   

Moen is part of Fortune Brands, Inc. (NYSE:FO, www.fortunebrands.com), the consumer brands company that includes leading home products brands such as Aristokraft, Omega, Diamond and Schrock cabinetry, Therma-Tru door systems, Simonton windows and Master Lock security products.

With Moen, you’ll always find the perfect balance between styles you’ll love and innovation you can live with.  Buy it for looks. Buy it for life®. 
