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Rachel Hopkins’ husband was
only trying to be nice when he took
the color chip she had found in a
graphic design book to a local home
improvement center.

He had them match it, then paint-
ed the dining room of their house in
Moon as a surprise.

The only problem was that the
color, which Hopkins thought was the
perfect shade of robin’s egg blue,
turned out to be anything but once it
was rolled onto the walls.

“What we got was a Smurf blue,”
she laments. “It just looked more
suited to a bedroom.”

Hopkins had discovered a hard
truth about painting: Choosing the
perfect color is a lot tougher than it
looks. With her confidence shaken,
“it kind of deterred me from painting
for a while,” she concedes.

In fact, the ad agency manager
might never have picked up a paint
roller again if a co-worker had not
told her about a new paint and color
design system from Pittsburgh
Paints called Voice of Color.

She and her 9-year-old daughter
Taylor ended up using the system to
choose colors for Taylor’s bedroom –
with beautiful results.

Voice of Color aims to take the
guesswork out of color selection by
matching shades to personalities,
says its creator, Josette Buisson,
artistic director for Pittsburgh Paints.

“People think women have an
innate capacity for choosing color, in
the same way they feel every man is

a mechanic. But it’s actually very
confusing,” she says.

Most people’s eyes can’t easily
distinguish between the hundreds of
shades available, Buisson says. In
addition, most stores are not set up
for a person to spend hours looking,
which leads to frustration and hasty
or ill-advised color selections. Any
color is better than no color, right?

Not exactly. Because when a color
turns out wrong, it’s “in-your-face
wrong,” says Buisson.

Adding to the confusion is the fact
that people want their decorating
decisions to reflect their individuality
instead of some trend they see on TV
or in a magazine.

Voice of Color combines color sci-
ence with psychology. Introduced last
month, the system is built on the
premise that every color has an emo-
tional association, and individuals are
drawn to colors because of their per-
sonalities, personal style and interests.

It starts with the Color Sense
Game on the Web site, www.voiceof-
color.com. The interactive quiz,
which takes about 10 minutes to
complete, aims to help users figure
out which palette of colors best suits
their personality.

The multiple-choice questions
include one that asks which of nine

sounds most appeal to you. Choices
include rushing waves, peals of
laughter and the crackle of a wood-
burning fireplace. Another asks to
choose among nine dream vacations,
including a visit to the Taj Mahal and
horseback riding on a Montana
ranch. Personal details, such as your
complexion, hair and eye colors are
also factored in.

At the end of the game, the
answers are used to determine one
of nine “harmony collections.” If
you’re deemed a “Desert Spice,” for
instance, you’re most happy with
shades of the earth: bronze, terra
cotta, ginger, orange. The more
dynamic “Pop Art” color profile
prefers energetic oranges, bold blues
and vibrant reds.

Each of the collections includes
five to eight color palettes. Aren’t
sure which color goes where? The
game allows you to click on one of
the palettes, and, by putting the com-
pany’s unique 60-30-10 proportion
rule into play, see those colors in an
actual room, with furniture and
accessories.

And if you’re not convinced those
colors match your personality? You can
test them with 2-ounce jars of each
of the 260 Harmony colors for $3.99.

Intrigued by the idea, Hopkins

decided to take the test with Taylor
to find colors for her room.

Like a lot of little girls, Taylor’s
favorite color is pink. Still, it was a
pleasant surprise when the color
game revealed her as a “Morning
Rose” personality, a decidedly femi-
nine color family that features pinks,
pearly whites and soft purples.
Though they did not choose colors
from the Morning Rose collection,
they found similar ones that matched
the room’s furnishings.

Together, mother and daughter
painted the walls complementary
shades of pink from the Pittsburgh
Paints collection – a deep Powder
Rose and a light Fresco. The trim is
painted a delicate white.

The new color scheme not only
gave Taylor’s all-white room a much-
needed jolt of color but filled Hopkins
with newfound confidence. She plans
to tackle other rooms in the house in
the near future, including the Smurfy
dining room.

Taylor, who couldn’t wait to show
the color scheme off to her friends at
her recent birthday party, is just as
pleased.

“It makes me smile,” she says.
For more information on Voice of

Color, go to www.voiceofcolor.com or
www.pittsburghpaints.com.

Paints with Personality
Mom finds just-right colors for daughter’s bedroom
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Rachel Hopkins and her daughter Taylor, 8, lie in Taylor’s newly painted bedroom, where Hopkins chose pink shades “Fresco” and
“Powder Rose” after participating in Pittsburgh Paints’ Voice of Color system.
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Taylor Hopkins and her mother, Rachel,
work on painting the accent wall in 
Taylor’s bedroom.
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Voice of Color Media Coverage Highlights

The local and national media results prove that The Voice of Color is a strong program.  With more than 300 
placements coast to coast in newspapers, magazines and on television and radio in just seven months, The Voice of
Color program reached more than 10 million people in the U.S. and Canada.   The following is a summary and
breakdown of the key markets reached, media coverage and spokesperson coverage.  

Coverage Breakdown

• Placements secured in many major newspapers and magazines, including:  
USA Today, The Washington Post, Los Angeles Times, Chicago Tribune, Decorating Spaces, This Old House, 

Detroit Home and Her Home Magazine

• Other hits in markets accross the US and Canada include The Pittsburgh Post-Gazette, Toronto Star, 

Ponca City News (OK),Norman Transcript (OK), Dallas Morning News, San Antonio Express-News, Courier News (NJ), 

Daily Record (NJ), Star Ledger (NJ), The Republican (MA) and Louisville Courier Journal (KY)

• Story placement include features, interviews with Josette Buisson and press release pick-up

• Matte release generated an estimated 212 placements in local markets nationwide, delivering 9,544,816

media impressions

• Major trade placements in six publications, including The Paint Dealer and Paint & Decorating Retailer, 

Painting and Wallpaper Contractor, ASID Icon, a national Interior Designer magazine and Coatings.

• Online placements include 20 unique articles with an audience of more than 1 million

Additional Highlights

• Spokesperson, Josette Buisson, was quoted in more than half (50%) of the earned placements from the PR 
Newswire release that announced the program launch and additional outreach conducted

• The Voice of Color program was featured on a three-part series on KDKA-TV in Pittsburgh, including a 
room makeover in June and interview with Josette about 2006 Trends in January

• Executed “Summer Fun” consumer morning show with Kathi Cardinalli in June resulting in 
broadcast coverage in 11 markets

• WLIE-540 AM (Long Island, NY) and WJR (Detroit) conducted on-air interview with Josette Buisson.  
Additionally, a syndicated radio show “Ask Andrea” featured Josette as an on-air guest.  
“Ask Andrea” is heard by half a million people in 35 markets, including 
Oklahoma City, Detroit, New York City, Washington, DC, Los Angeles, 
Philadephia, Dallas-Ft. Worth,Las Vegas, Princeton, NJ, Richmond, 
and Toledo.


