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Artists by design,
the two founders
of Yolo Colorhouse
have become

i businesswomen

the lown Y
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LOOKING FFOR A RECIPE TOR SUCCESS? Try taking
equal parts of the color flair and crealivity of arlists Vir-
ginia Youly and Janie Lowe, add a healthy dollop of solid
business sense, and you end up with Yolo Colorhouse,

in les= than one year, the Poriland-based company
founded by Lowe and Young hit the ground running with
its debut of a 40-color paleile of environmentally friend-
Iy interior paint and hasn't slowed since.

And Young and Lowe siill feel more than a little dazed
when they lalk about the fast ride 1hey've embarked
upain.

Not dazed enough, however, to let slip actual dollar fig-
ures regarding revenue from Yolo's paint line, The Earth's
Color Collection. They prefer, instead, 1o say that the
monthly sales of ahout 750 gallons uf paint are ahead of
both their expectations and those of Rodda Paint, which
is manufacturing and distributing Yolo Caolorhouse's
produets.

And even though Young and Lowe hold tight to their
artistic versions of themselves - they are, they say, gen-
uine “color nerds” - they've become husiness-savvy
cnough te make mention of the fact tbat Rodda has ex-
panded the number of its slores carrying the paint,
adding Yele products 10 locations in Seattle and Vancou-
ver, Wash.

I's @ business sense they've warked hard o cultivate.
Lowe was working as a freelance illustrator and Young
wils focused on graphics in her job as an art director in
the advertising field when the two decided to join forces
10 year ago, Taking letters from each of 1heir last names,
they opened Yolo Paiut and hegan offering customn inte-
rior finishing senvices.

Before too long, however, they began to wonder if the
paints they were using — most of which gave off strong
fumes - would evenrually affect their health.

In a search for alternatives, Young and Lowe began dig-
ging into the past, turning up recipes from the days be-
fore factory-manufactured paint was common: milk
paints, shellacs. They even headed to the hills, armed
with shovels, unearihing cays from around Oregon,
which they wurned into plasters in a range of natural,
earthy tones.

At the same tinte, they noticed a growing local interest
in the areas of sustainability, and a corresponding call for
paints without volatile organic compounds, the very syn-
thetic ingredients that had cavused Young and Lowe to
begin seeking imore ratutad paint alternatives.

Young and Lowe, however, knew they weren't paint
manufacturers. They weren't even interested in become
50.

“Really, what our specialty is, is color,” Young says.

So they began investigating compandes that special-
ized in manufacturing and distributing paint, eventually
settling on Northwest-based Rodda.

Before they contacted Rodda. however, the budding
entreprencurs headed to the Small Business Develop-
ment Center, run by the Pertland oflice of the Small Busi-
ness Adniinistration, where they found Jackie Babicky.

"We went there with ideas we wanted to do.™ Young
says. “We were al] over the board.”

With Babicky’s assistance, Young and Lowe began (o
create order from a jumhle of goals and ideas.

"(She) kept us accountable, helped us put together a
business plan,” Young says.

Janie Lowe
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The business lessons learned at the center seem to be paying off. As
part of the licensing deal they eventually struck with Rodda, Lowe and
Young receive a percentage from the sale of paint that Rodda places in
its own stores. In addition to Oregon and Washington state locations,
Rodda plans to introduce the Yolo paint line in the Bay area in Califor-
nia during the month of August.

But Lowe and Young are free to also find other retailers interested in
carrying their paint line. Environmental Building Supply, for example,
offers Yolo paints in its stores in Partland and Bend.

As their product’s marketplace begins to spread north and south,
Lowe and Young also are picking up speed as they work to build their
company's marketing materials. There are 150-foot-long streiches of
backing to be painted with rollers, the lengths of which are then cut
into shorter pieces with strips of sticky tape placed on the back to
allow clients to place the oversized swatches directly on walls during
color planning. And within the next few months, Lowe and Young will
dig back to their company's roots, pulling Mason jars and apothecary
bottles from shelves in their Southeast Portland studio, grinding min-
erals and clays as they mix up possible new colors to add to their paint
line.

It's a never ending recipe of a business plan, but its also one that
Young and Lowe seem to relish as they create a business acumen
based on artistic senses.

"As we grow, we're learning about how to keep up with manufactur-
ing,” Young says. [l



