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What color do we imagine the future?

This paper analyzes the trend of iridescence 
in contemporary aesthetics, finding recurrent 
traces in digital fashion, gaming, and other 
sectors that today try to imagine the future’s 
aesthetics.

Pop culture in the past twenty years has 
stopped playing the fundamental role it had 
played in the twentieth century: imagining and 
communicating alternative, strange, and alien 
futures. In the cultural industry retromania and 
the reinterpretation of already consumed ide-
as have dominated, as if the creative power of 
visualizing the future was leaking.

The pandemic has accelerated numerous 
changes, and nowadays digital - a large term 
that includes the metaverse, the web3 and all 
the physical devices - has become a labora-
tory for those who want to give an image to 
the idea of the future. The virtual aesthetics 
proposed by creatives born and trained on 
the internet with radically new references, 
motivations, and habits are bringing out a 
new form of what culture could look like in the 
future.
A common feature - ubiquitous in all cultural 
sectors - is the color with which futuristic 
products and scenarios are represented: iri-
descence. It is not a color but a property that 
contains all colors and changes - similar to 
the internet - depending on the perspective.

WHAT COLOR
DO WE IMAGINE

THE FUTURE?
“Iridescence 

it is not a color 
but a property 
that contains 
all colors and 

changes - similar 
to the internet - 

depending on the 
perspective.”

21
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Jonathan Yau - The Metaverse

What color do we imagine the future?
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COLOR
LEADER

1

65

1 - Color leader

“Contemporary culture recognizes 
colors as a fundamental form of 
communication of expression, to 

influence and create
ideas and emotion.”

Laurie Pressman, Pantone Color Institute Vice President

Pantone has released its color of the Year 
PANTONE 17-3938 Very Peri. For the first 
time, the institute has created a brand new 
shade.
For some of the qualities that blue represents, 
complemented by a new perspective that re-
sonates today, PANTONE 17-3938 Very Peri 
places the future in front of us in a new light. 
Digital design is helping us extend the limits of 
reality, opening the door to a dynamic virtual 
world where new color possibilities can be 
explored and created. With trends in games, 
the expanding popularity of the metaverse, 

and the growing artistic community in the 
digital space, Very Peri color illustrates the 
fusion of modern life and how color trends in 
the digital world play out in the physical world 
and vice versa. 

One of the early adopters of this color has 
been Discord with its mixed blue and pur-
ple logo.  Born in 2015 It is the most popular 
group-chatting app especially for gamers. 
The app presents itself as a highly custo-
mizable space, where communities can 
be created around specific interests in full 

privacy and freedom from algorithms, with 
which users can talk to friends or strangers 
in real-time via voice, text, or video chat.

Since the pandemic, its value has grown a lot, 
reaching in March 2021 more than 140 million 
active monthly users, and its value doubled in 
under a year, in 2021 it was valued at $7 billion. 

“This new color is 
a representation of 

the global zeitgeist of 
the moment and the 
transition society is 

going through.”
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WHAT IS
IRIDESCENCE?
Iridescence is not a color but an optical property.

The name derives from iris, or rainbow, which by extension indicates the range of 
colors of the visible spectrum.

This property manages to be unique in its entirety of different colors.
Iridescence creates divergent sensations combined with this new label associated 
with the dimension of the future.
It is an intangible property but easily replicable on a digital level.

This property echoes the process of progressive relativization of the virtual universe, 
where the experience of two users in the same environment can be completely 
different from each other. 

“An ever-
changing object 

makes the 
experience fluid, 
questioning the 

objectivity of 
reality.”

2

87

“Iridescence implies a subjectivity; it lies in the eye of 
the beholder, not in the object.”

2 - What is iridescence?
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What is iridescence? - Wordscloud

2 - What is iridescence?
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Iridescence dominates the representation of the concept of metaverse (meta, beyond, and Universe) = beyond 
the universe, beyond the limit. 

Even though today it is more than a fashionable word among futurologists and scholars, the metaverse should 
be the virtual universe that includes the internet in all its forms and interactions with reality. Hence, a fluid 
space where users can move and live without boundaries of operating systems, software, or national laws.

Today, the metaverse is also an extraordinary market opportunity, with the rise in the amount of time spent onli-
ne and the start of an economy of virtual consumer goods and products.
Observing precisely this production that starts from gaming to cross various sectors - fashion, design, beauty, 
and music - we note how the aesthetics of these products with a futuristic allure use the iridescence technique 
created digitally with 3D animations.

“The iridescence is unpaintable, 
because everything becomes 

enigmatic, veiled, and the matter 
is less real.”

Part of a letter written by futuristic artist Giacomo Balla in 1912.

THE
METAVERSE

3

1211

Core Enablers of the Metaverse - Matthew Ball

3 -  The Metaverse

User Behaviors
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ve entertainment company and provider of 3D 
engine technology. Since 2017, the company has 
been using its newfound wealth to fund its PC 
marketplace, the Epic Games Store, which offers 
game developers a percentage revenue split.

Platforms like Epic Games and Roblox are cre-
ating mini-metaverses with an inner economy. In 
2020 Epic Games obtained revenues of approxi-
mately 4.35 billion euros, especially from the sales 
of extra cosmetics on Fortnite.

Gaming is the entertainment sector with the 
highest market value and the best growth esti-
mates.
 
Video games are considered the best vectors 
for the virtual economy’s generation: specifically, 
sandbox games (no particular objective, but the 
player invents and modifies the game’s world) are 
increasingly popular, having a primitive form of 
the metaverse. According to a 2021 report from 
research firm Technavio, the size of the in-game 
advertising market is expected to grow by $10.97 
billion between 2020 and 2024.
Games like GTA, Minecraft, Fortnite - all offer a 
high degree of freedom of the gaming experience, 
enriching the contents and extending the life of 
the game itself.
 
The collaboration between fashion and games 
was born from the video game Team Fortress 
2 (TF2), where prices are determined by their 
rarity and demand in the community, as it really 
happens in the real world when a limited edition 
product is sold out immediately for its exclusivity.
 
TF2 items can create your own winning atmo-
sphere. The more you play, the better you beco-
me as a player and the more items you collect 
in your inventory. This initiative, takes advantage 
of what has long been the most thriving market 
for Epic Games, which is the leading interacti-

4
GAMING

INDUSTRY

“+ $10.97 billion
in-game market”
“Global players in 

Fortnite amounted to 
350 million”

“Video games $146 
billion”

“$250 billion in value 
by 2025”

“Cinema $42 billion”
“Music $20 billion”

1413

4 -  Gaming Industry
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Fortnite video game, invented by EpicGames, has been growing lately, from 10 
million players in 2017 to 125 million players in less than a year.

Fortnite is a cultural phenomenon and a constant reminder of the power of modern 
gaming. Currently, the global player base stands at 350 million.
Video games like Fortnite and Roblox have collaborated with artists and fashion desi-
gners in different projects, creating a high rate of influence in platforms such as:

1615

TRAVIS SCOTT Fortnite concert, where 27 
million players participated, and 12 million 
connected simultaneously.

- GUCCI X ROBLOX: Gucci partnered 
with Roblox to sell the Gucci Dionysus bag 
embroidered with a bee in digital form, that 
was sold in May 2021 at a price of  350,000 
Robux ($4,115) higher than the cost of the 
actual bag - $3,400.

LIL NAS X CONCERT Roblox: hosted in 
November 2020, which had 33 million visits.

BALENCIAGA X FORTNITE: 4 different skins 
with a value ranging from 300 to 1000€.

Roblox - Lil Nas X digital concert

Fortnite - Travis Scott digital concert

Fortnite & Balenciaga - Character skins

Gucci & Roblox - Digital bag

4 -  Gaming Industry
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From this point of view, digital fashion offers a 
free and almost unexplored space where the 
drives and motivations of consumers are radically 
different. Balenciaga’s collection, for example, 
was criticized by some gamers because it didn’t 

fit the Fortnite gameplay. On a technical level, the 
products must adapt to the aesthetic and practi-
cal context of reference.

From an economic point of view, the NFTs and 
the blockchain have provided the means to solve 
the everlasting online’s reproducibility. To the 
extent that Dolce & Gabbana collaborating with 
Unxd has left nine NFTs pieces of the Genesi 
collection released substantially at the end of Au-
gust. It has raised about 5.65 million dollars (1886 
ETH) in the auction by making SOLD OUT.

In addition to the examples already mentioned, 
Gucci and Balenciaga are the brands most focu-
sed on digital mode on which they already have a 
history of consistent experiments.

The future challenge for traditional brands will 
be to keep them alluring for new digital consu-
mers, meeting up-to-date needs, and at the same 
time maintaining the perceived symbolic value 
in both the physical and digital world.

From real to Metafashion

IRIDESCENT
FASHION

5

1817

“We are living through 
a new technological 
era that will completely 
change our lives, 
translating our 
existence into the 
virtual worlds of the 
metaverse.”
Amber Jae Slooten Creative Director of
The Fabricant

5 -  Iridescent Fashion



Iridescent Metaverse
ns

s 
re

se
ar

ch
 &

 d
ev

el
op

m
en

t

Gabriele Murtas PHD research - Università degli studi di Bergamo

“Gucci and Vuitton are the pioneering brands, which are 
entering the concept of metaverse as much as possible, with 

NFTs, Cryptocurrencies, and video games.”

2019

5 -  Iridescent Fashion

Through data analysis, the relationship between the fashion brands Gucci, Vuitton. 
Nike, Balenciaga, and Burberry and keywords such as NFT, TWITCH, FORTNITE, 
ROBLOX, DIGITAL FASHION, and CRYPTOCURRENCY is revealed.
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The iridescent shades began to take on the 
royal runways, starting in the 1980s when the 
real world influenced video games and digital.
The big brands were the reference point for car-
toons, video, and online games. To date, this visual 
perception is taking a more firm and broader 
position. In fact, iridescence became a trend for 
fashion when it came to NFTs to give voice to the 
virtual, influencing the real. 

As you can see, fashion brands that focus exclu-
sively on the virtual have unlimited possibilities 
giving them vast imagination to create new 
garments and models up to completely reversing 
fashions. 

However, in every context, the use of iridescence 
is connected to the concept of the future or the 
fashion of the future.

IRIDESCENT
FASHION
TIMELINE

2221

5 -  Iridescent Fashion
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Thierry Mugler
‘Les Atlantes’

s/s 1989

Christopher Kane
S/S 2014

Iris Van Herpen
Couture AW17

Alexander McQueen 
at Paris Fashion Week

Spring 2010

Overcome x Lil Nas
2021 iHeartRadio

Music Awards

Byblos
Ready to wear 2019

FC Barcelona
third kit jersey

Nike Air Force 1 Low 
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Hussein Chalayan at
Paris Fashion Week
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Louis Vuitton
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The world of beauty is a sector that is growing 
exponentially, rising from $ 483 billion in 2020 
to $ 511 billion in 2021, expected to exceed $ 716 
billion by 2025 and $ 784.6 billion by 2027. 
With this growth, this sector is experimenting 
by joining the digital world. Several artists are 
working on digitized bodies. It allows them to 
have more freedom on the concept of beauty 
even if it is possible to have ideals of unattainable 
perfection, creating mental instabilities, where 
one can only see through filters that build perfect 
faces. These bodies are experiments that mix vir-
tual with physical realities, forming the cosmetics 
of the future.  

Instagram has lately been inundated with various 
AR filters whose goal is to explore our digital 
avatars beyond beauty standards. This desire to 
transform one’s body is archaic. Yet, today, there 
is an exponent number of 3D artists who, through 

the creation of these filters, have made this vision 
explode around the world.
For example, digital artist Johanna Jaskowska 
invented the filter - Beauty3000 - the most used 
on the Internet with more than 40K users. A mask 
with iridescent shades gives an idea of future 
make-up’s vision.
Also Ines Alpha, through her beauty filler, tries to 
enchant and fantasize about reality.

“Virtual reality will 
become inevitable, 
today this reality 
is limited to our 

smartphones, but we 
already see how the 
interest is very high.”

6
BEAUTY

INDUSTRY

2423

6 -  Beauty industry

“The make-up blurs the 
boundary between reality 

and the surreal. It allows you 
to explore the unlimited 

personalities that the human 
being has.”
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ART
INDUSTRY

7

2625

7 -  Art industry

In the world of art,  NFTs are revolutionizing the 
market

A NFT is unique or one of a strictly limited lot that 
represents a turning point of the future thanks 
to the blockchain technology. Sales volumes of 
non-fungible tokens has rose to € 9.5 billion in the 
third quarter of 2021. The leading NFT marketpla-
ce OpenSea recorded € 3.5 billion in trading 
volume since August 2020 reaching 8.8 billion in 
early November, facilitating 98% of transactions 
within the marketplace.

“NFTs today are not just digital works of art. 
Brands are riding this wave by connecting NFTs 

and physical products to build and maintain 
customer loyalty by offering benefits, digital 

opportunities, and modernizing commitment.”

A massive growth could mark the birth of 
virtual art galleries, such as Gallery of Cryp-
to Art a platform for artists and collectors to 
show their NFTs with fully 3D experiences.
Yet also the union between NFTs and video 
games, such as Axie Infinity, leads the “play 
to earn” sector with € 685 million in revenue in 
the third quarter.

NonFungible.com data
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DESIGN & ARCHITECTURE
For architects, the metaverse is a new territory 
full of possibilities and a utopia without the 
constraints of the physical world. Among the 
open games, there is also the Earth 2, a platform 
that allows you to buy virtual land of the earth’s 
reproduction. Once you have bought your land, it 
will be possible to build and customise your world.
Earth 2’s CEO said South Koreans were the most 
active users on the platform, spending around $9.1 
million, followed by the US with $7.5 million and 
Italy with $3.9 million.

The equivalent process is happening in the world 
of design, where NFTs have offered a cost-effecti-
ve solution to the monetization problem. Andrés 

Reisinger, who created the NFT “Complicated 
Sofa”, created for ODYSSEY an interaction 
between virtual and physical experience. He sold 
ten pieces of virtual furniture at an NFT online au-
ction, with the most expensive physically non-exi-
stent item reaching nearly $ 70,000.

Even Minecraft, with 140 active users per month 
and continuously growing by 30%, allows you to 
enter the world of virtual architecture. 
With Minecraft, the players aim to allow their me-
taverse thus freely customize it; and then create 
their world, and therefore, their metaverse.

Automobile designers are looking to the future; 
designing cars with a futuristic and all-electric 
vision such as the new Mercedes-Benz Concept 
Eqg prototype.

8 -  Design & Architecture

“Each character 
can exist within the 

virtual universe, 
experiencing a 

digital existence in 
reality.” 

 “Architecture 
in these worlds 

does not have to 
follow the limits of 
physics, and even in 
this field, the palette 
that dominates the 

imagination of a 
new architecture is 

iridescent.”
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9
MUSIC

INDUSTRY

The Hyper pop aesthetic that has become 
the new sound for a post-pandemic world has 
futuristic references with iridescent properties. 
Extreme distortions, pitching of the vocals, and 
intoxicating lyrics exemplify the attractiveness of 
the genre for pop music’s fans. 

We can see how iridescence is used in their 
covers or videos. For example, Sophie, emblem 
of hyperpop, her music represents the future of 
pop. She is deeply personal, openly critical, uses 
machine-like sounds to reveal a true human self. 
In a world where digital and authentic are seen 
as antithetical, Sophie has shown us that real and 
virtual can exist together, allowing us to create our 
truest selves.

Even in the world of music, it is noticeable how the 
metaverse has a fundamental element. Anyma - 
the visionary meta-music producer, collaborated 
with the Berlin digital artist Giusy Amoroso aka 
Marigoldff, and IOR50 Studio, to create the first 
NFT full-definition to the music video world. Any-
ma, a digital artist, electronic music creator, and 
augmented reality performer, will transport melo-
dic techno into a diverse and innovative territory 
through his mixed works of music and NFT.

3029

Hyperpop Trend

9 -  Music industry

“Hyperpop is essentially 
experimental pop music 
that is heavily influenced 
by the musical aesthetic 

of the futuristic era of the 
2000s, while synchronously 

incorporating a dystopian 
and pulsating twist.”
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Within the metaverse, there are also virtual characters who become icons of 
the two worlds.

Humans have been tripping over the differences between real and unreal ever 
since. Now new avatars are occupying spaces once reserved for real-life people 
experiencing real-life things.
The physical and digital line will continue to blur as more people grow comfortable 
with new artists being avatars, influencers, representations of themselves. 

LA-based digital avatar agency startup Genies affirmed that it has closed a $65 
million fundraiser. The CEO added that he has raised an additional $110 million and 
hopes to earn 99.9% of the proceeds of the digital economy.

DIGITAL
AVATARS

10

3231

10 -  Digital avatars

Now, with 125 active virtual influencers such as Lil Miquela 
with 3 million followers or Ruby9100m with 80 thousand 

followers, you can see how they become real public figures. 
In fact, OnBuy estimates that @lilmiquela will earn about 

$11.7 million for his creations this year.
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MAIN TAKEAWAYS

3433

Main takeaways

- Gaming is the entertainment industry with the highest market value and the best growth 
estimates, it will drive the aesthetic changes in all the major sectors 

- The partnerships between brands and platforms such as Roblox or Fortnite will drive the 
market in the medium term.

- The iridescent trend could open the develop the customized digital fashion, in which an object 
changes its look depending on the user

- Brands are using NFTs collections and auctions as goods but also as a tool for retain and 
marketing. Digital products will be a major drive to virtual engaging.

- The beauty industry can tap the avatar market by digitalizing physical products and adapting 
the iridescent to the virtual self representation.
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“We don’t know if the near future will 
be better or worse than our present, 

it mostly depends on us, but it is most 
definitely going to be completely 

different from now.
Something new is already

waiting for us.”
Walter D’Aprile, Co-Founder & CEO nss

Conclusion
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https://www.livingly.com/runway/Paris+Fashion+Week+Fall+2012/Hussein+Chalayan/Details/r9uqtiLtiNm
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Glossary / Credits

BLOCKCHAIN: a shared and immutable ledger; it facilitates the process of recording transactions and tracking assets in a business network.

CRYPTOCURRENCY: refers to a digital representation of value based on cryptography, an equal and decentralized digital resource.

DIGITAL FASHION: consists of the creation of hyper-realistic but immaterial clothes, existing only in augmented reality.

GAMIFICATION: a set of rules borrowed from the world of video games, which aim to apply playful mechanics to activities that do not directly have to do with the game.

GAMING SKIN: a graphic download that changes the appearance of characters in video games.

IRIDESCENT: an optical property that presents the colors of the iris with mobile and iridescent reflections.

NFT: a “non-fungible token”, indicates a non-replicable and non-replaceable asset because it has a specific individuality.

POSTHUMAN: a concept that originates in the fields of science fiction, futurology, which means a person or entity that exists in a state beyond the human being.

WEB3:  It represents the future of internet and the evolution of the web, moving towards a decentralised world. The internet is shared online and governed by the collective “we”, rather than owned by centralised 
entities. It is about re architecting internet services and products to benefit people rather than entities. 

Editorial direction Filippo D’Asaro
Words   Camilla Rosi
Artworks  Jonathan Yau
Art Direction  Alessandro Bigi
Production  nss factory
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