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10.
11
12
13.
14,
15,
16.
17
18.
19.

1

1

(alluring)

(abundant)

(active)

(agile)

(agreeable to touch)

(amiable)

(amusing)

(aqueous)

(aristocratic)

(aromatic)

(bitter)

(authoritative)

(bold)
(bright)

(brilliant)

(calm)

(casual)
(charming)
(cheerful)
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20.
21,
22,
23.
24,
25.
26.
21,
28.
29.
30.
31
32.
33.
34,
35.
36.
3r.
38.
39.
40.
41.
42.
43.
44,
45.
46.

-

(chic)
(childlike)
, (citais)
(classic)

(clean)

(complex)

(clear)

(colorful)

(crystalling)

(composed)

(conservative)
(cute)
(cultivated)

(cultured)

(dewy)

(decorative)

(dapper)
(dazzling)

(delicate)
(delicious)
(distinguished)
(dignified)

(diligent)

(dry)

(domestic)
(dreamy)
(dynamic)
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49,
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52,
53.
o4,
0%
56.
ol.
58.
59.
50.
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62.
63.
64.
65.
66.
67.
68.
69.
10.
1.
12.
13.

(earnest)
(elaborate)
(elegant)
(eminent)
(emotional)
(enjoyable)
(ethnic)

(exact)

(extravagant)

(fascinating)
(fashionable)
(feminine)
(festive)
(fiery)
(flamboyant)
(forceful)
(formal)
(free)
(fresh)
(frienaly)
(generous)
(gentle)
(glossy)
(gorgeous)
(graceful)
(grand)

(happy)

268



74,
15.
76.
1.
18.
19.
80.
8l.
82.
83.
84.
8b.
8b.
87.
88.
89.
90.
91.
92.
93.
94,
95.
96.
97.
98.
99.

100.

(healthy)
(intellectual)
(hot)
(innacent)
(intimate)
(intense)
(interesting)
(intrepid)
1l (Japanese)
(light)
(lively)
(lighthearted)
(luxurious)
(majestic)
(masculine)
(mature)
(mellow)
(merry)
(metallic)
(mild)
(modem)
(modest)
(mysterious)
(natural)
(neat)
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(pastoral)
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(pleasant)
(polished)
(practical)
(precious)
(precise)
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, (progressive)
(proper)
(provincial)
(provocative)
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(rational)
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(rich)
(robust)
(romantic)
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(salty)
(sedate)

210



128.
129.
130.
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(sharp)

(showy)
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(sleek)
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(sober)

(solemn)
(sound)

(speedy)

(steady)
(striking)

(sturdy)
(stylish)
(sublime)

(substantial)
(subtle)
(sunny)
(supple)
(sophisticated)
(sweet)
(sweet-sour)
(tasteful)
(tender)

(sporty)
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163,
164.
165.
166.
167.
168.
169.
170.
171,
172
173,
174,
175.
176.

(tradiitional)
(tranquil)
(tropical)
(untamed)
(urban)
(vigorous)
(vivid)
(western)
: (wholesome)
(wild)
(young)
(youthful)
(dynamic &active)
(sweet &dreamy)
(fresh &young)
(simple &appealing)
(gentle &elegant)
(simple, quiet &elegant)
(heavy &deep)
(strong & robust)
(noble &elegant)
(subtle &mysterious)
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14,
15.
16.
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(Rhythm)
(Movement)
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15.
16.
17.
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(Orange)
(Yellow)
(Yellow Green)
(Green)
(Peacock Green)
(Cerulean Blue)
(Ultramarine)
(Purple)
(Magenta)
(Rouge Coral)
(Persimmon)
(Gold)
(Grass Green)
(Malachite Green)
(Jewel Green)
(Light Blug)
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(aromatic) /

(sharp)

1
2
(charming) /
(
4 3
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18. (Sapphire)

19, (Violet)

20. (Spinner Red)
21, (Rose)

22, (Apricot)

23. (Canary Yellow)
24, (Canary)

25. (Emerald)

26. *f (Turquoise)

21. (Sky Blue)

28. (Salvia Blue)

29. (Lavender)

30. (Rose Pink)

31, (Flamingo)

32. (Sunset)

33. (Sulphur)

34, (Lettuce Green)
35, (Light Opaline
Green)

36. (Light Aqua Green)
37. (Aqua Blue)

38, (Sky Mist)

39. (Lilac)

40. (Mauve Pink)
— 5

41, (Baby Pink)

42, (Pale Ochre)

43 (Ivory)

275

H 2



276

()
5 4 3 2 1
44, (Pale Chartreuse)
45, (Pale Opal)
46. " (Horizon Blue)
47, (Pale Blue)
48, (Pale Mist)
49, (Pale Lilac)
50. (Cherry Rose)
51, (Pink Beige)
52. '{  (French Beige)
h3. " (Light Olive Gray)
54, (Mist Green )
55. (Ash Gray)
56. (Eggshell Blue)
57. (Powder Blue)
58. (Moonstone Blue)
59. (Starlight Blue)
60. (Rose Mist)
61, (Sandalwood )
62.  (Beige)
63. (Mustard)
64. (Pea Green)
65. (Spray Green )
66. (Venice Green)
67. (Aquamarine)
68. 2 (Pale Blue 1)
69, 2 (Lilac Il
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(Orchid Gray)
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(Cambridge Blue)
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