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INTRODUCTION

INFINITI: THE FUTURE OF COLOUR
Colour has always played a major part in car
design.
But just as the creases and curves of a car’s
outward form have evolved down the years, so
too has the palette of colours adorning the metal.
Much of this, of course, may be attributed to
the transient nature of fashion and the constant
evolution of taste.
Colours often capture and reflect current trends,
fluctuating between flamboyant and conservative
with the passing of time. However, the emergence

of new paint technology and processes has,
perhaps, been an even bigger factor – giving
designers and colour teams the ability to play with
new shades and finishes to delight the senses,
inject personality, heighten visual impact and
accentuate the aesthetic.
Today, at Infiniti Design London, the importance
of colour in the design of a new vehicle is fully
understood, and the team there – led by Matthew
Weaver, Director of Infiniti Design London, and
Infiniti Colour Manager Sandra Boberg – ensure
that the brand is always on trend and will be at
the forefront of the next colour revolution.
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ABOUT INFINITI DESIGN
INFINITI DESIGN LONDON
Infiniti Design London is part of a network of
global design studios that focus on the creation
of new models. The facility is equipped to design
and make full-size clay models.
It is one of very few full-capability automotive
design labs around the world to have a citycentre location.
CRAFTSMANSHIP
Craftsmanship is also at the heart of Infiniti’s
brand values. To learn more about the Infiniti
craftsmanship story, visit: http://www.
nissan-global.com/EN/DESIGN/INFINITI/
CRAFTSMANSHIP/
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Crescent cut C-pillars
The crescent cut C-pillars were modeled
after the first or last phase of the moon
when only the last sliver is visible. Going
beyond stylistic flourishes, the crescent-cut
C-pillars are now an integral part of the
vehicle structure.

INFINITI DESIGN
LANGUAGE
Power and artistry. Bold yet nuanced. Infiniti design is
characterized by dualities. The inspiration may come from
art or poetry but the execution is always powerful and
purposeful. Specific elements have been designed into
the line-up to make it distinctly Infiniti.

Double arch grille
The bold top arch represents a bridge, while
the lower arch takes on a more fluid form as
the bridge’s reflection in the water. Poetic
as the image is, the thick and deep grille
anchors the face of each Infiniti vehicle and
is the source of oxygen for the car’s powerful
engine.

Strong assertive shoulder,
flowing muscularity
Focused human eye headlight
The Infiniti headlight is inspired by the human eye,
with a seductive but penetrating stare. Emulating
the eyelid, the horizontal lighting signature cuts
across a third of the projector to give the headlamp
a glance that is both alluring and intense.
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With engineering advances, Infiniti has
been able to create sharp and deep
bodies, enhancing the artistry of the
body dramatically.

INTRODUCTION

THE IMPORTANCE AND
EVOLUTION OF COLOUR
WHAT IS COLOUR?

THE IMPORTANCE OF COLOUR

Without light there would be no colour.

Colour plays a hugely important role in all life and
helps us make sense of the world around us.

The effect of colour is caused by the way in which
objects reflect or emit light in differing ways.
As light hits an object, be it man-made or natural,
some colours bounce off and some are absorbed.
The human eye detects those colours that bounce
off or are reflected.
All light contains colour in the form of
electromagnetic waves, and different colours have
different wavelengths.

Every minute of every day, our eyes and brains
process so many colours we barely notice.
But on a subconscious level, colour communicates
to us on a deep and basic level that’s hardwired
into our DNA.

For example, red has the longest wavelength of
light that a human can see and violet the shortest.

Imagine a world where red didn’t spell danger
or green didn’t mean go. Imagine a world
where the term ‘blue’ didn’t immediately let you
empathise with someone’s feelings or where the
word ‘green’ wasn’t synonymous with all things
environmentally friendly.

White appears white because it absorbs no
colours and reflects all equally. Black, on the other
hand, absorbs all colours and reflects none.

Colour is often the first thing we notice about
something and it has the ability to alter our mood,
inspire us, frighten or excite.
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THE HISTORY OF CAR COLOUR
Down the years, a number of automotive brands
and even car-loving nations have become
intrinsically linked with certain colours.
Imagine a Ferrari that’s not offered in its now
eponymous red, or a Mercedes-Benz that’s not
available in the company’s famous silver.
As a younger brand with the emphasis on new
ideas and creativity, Infiniti’s designers and colour
team have the freedom to push the boundaries of
colour and choose the tones and combinations of
tone that best work for a particular model and will
do most to delight the customer.
Car colour timeline
1907: Prince Scipione Borghese wins the Pekingto-Paris Race. Italy adopts the red of his car as its
racing colour, used from the 1920s onwards by
Alfa Romeo, Ferrari, Maserati and Lancia.
1908: The Model T Ford launches with a limited
range of colours.
1915-1926: Henry Ford abolishes all Model T
colours except black, as it is the fastest drying.

1929: The first car in British Racing Green is raced
at the first Monaco Grand Prix.
1930s: German racing cars by Mercedes-Benz and
Auto Union Grand Prix adopt a no-paint policy to
keep car weights below 750kg.
1950s: Introduction of pastel colours, particularly
pale green, as well as the reintroduction of twoand three-tone combinations.
1960s: Rise of metallic colours, particularly in
shades of green, blue and turquoise, while gold
starts to become popular.
1980s: Almost all car colours are metallic. Red,
black and white are among those available as a
solid colour.
1990s: As the traditional black, white, blue and
red trends continue, there are flirtations with
forest green and purple shades.
2000s: Two-tone paints come back into vogue.
There is also a rise of paint accessories (eg, wraps
and stickers) and an increase in popularity in
matte-finish cars (mainly in black).
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INTERVIEW / SANDRA BOBERG

SANDRA BOBERG
– INFINITI COLOUR MANAGER
A love for the outdoors and growing up
surrounded by the beauty of the Swedish
landscape mean that Sandra Boberg has always
had an affinity with natural materials, rich
colours and the spectrum of light conditions
unique to being close to the Arctic Circle.
Her lust for knowledge and a need to expand
her horizons took her to Italy, France and
even Houston in Texas, where she completed
an internship working with NASA on future
missions into space and to Mars, reaching a new
technological and scientific understanding.
Working with the likes of Ferrari and Maserati,
Boberg doesn’t just concentrate on the
automotive industry. She has designed other
luxury items as well, from watches and leather
goods to perfume bottles and even aeroplanes.
Design forms a large part of her spare time, too,
as she likes to restore old furniture, exploring its
history and giving it a new lease of life — either

by bringing it back to its former glory or giving
it a modern twist. And it is this versatility and
understanding of the importance of the finer
details in conjunction with an overall look that
makes Boberg a master of her craft.
“It takes a lot of passion, it takes a lot of
creativity and it takes a lot of precision,” says
Boberg of her job. “And there’s a balance
between being creative and being very
organised to get things done and moving
forward. Within Infiniti, we work globally and
on a daily basis together. Even if cars are being
designed for other markets we constantly
exchange ideas and discuss trends. We’re an
international passionate team from so many
backgrounds.”
But you won’t find a riot of colour in her
wardrobe or her home. Boberg, who has been
at the helm of Infiniti Design London since July
2014, prefers to wear black.
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“I guess it’s being surrounded by so much colour
and materials all the time,” she says. “I think it’s
just better for me if I stick to black and keep the
colour around me, rather than on me,” she says.

us to replicate different lights in a standard,
uniform way. It makes sure we are all talking
the same ‘language’ when we are comparing
samples here and all around the world.”

TECHNOLOGY TO RE-CREATE REAL-WORLD
LIGHT CONDITIONS

COLOUR TO ENHANCE THE DESIGN

One of the essential tools of Boberg’s trade
is the lightbox. While it may look like an
uninspiring piece of industrial machinery at first,
this equipment can take samples of trim and
paint swatches and shows them in a controlled
environment which can be replicated by
suppliers all over the world.
The different settings allow the stylists to
replicate different types of natural and artificial
light and ensure that there isn’t a mismatch
when two parts are next to each other.
COLOURS LOOK DIFFERENT AROUND THE
WORLD
“Colour is just the way lightwaves are reflected.
Depending on where in the world you are — San
Diego, London, Beijing, Tokyo — a colour might
look very different, and this is due to the light
condition,” says Boberg. “The lightbox allows

Colour forms an incredibly important part of the
look of a car, says Boberg. Bright and playful
colours are more suited to small city cars but
not SUVs, while more serious greys, silvers and
blacks suit executive cars.
“Pleasing the customer is important. It’s also
about communicating the DNA of the car, to
communicate the brand, and get the car dressed
to bring out the vehicle’s shape. For the exterior
colour, you want body colours that enhance the
shape and the creative design language.”
The creative process for Boberg and her team
starts from the moment that Infiniti’s exterior
and interior designers complete their first
sketches. They assist the interior designers by
helping to find not only the right colour schemes
but also the right materials, layering and trim,
while for the exterior designers she and her
team will come up with colours to showcase
their work in the best light.
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MAKING A STATEMENT THROUGH BOLD
COLOUR CHOICE
Infiniti set a new trend when it launched Liquid
Copper as a colour option for its Q30 – a colour
that Boberg says is the perfect match.
“Liquid Copper is the colour that brings out the
strong DNA of the Q30,” says Boberg. “It looks
stunning on the road, really gets people turning
their heads and has lovely highlights. That
colour is just created for that model.

to Paddington Station in London. It’s home to
tens of thousands of samples from suppliers
around the world. There are trims, foils, leathers,
paint samples and myriad textiles and threads.
They not only provide inspiration but also show
designers what they can use for production and
concept cars.
Above ground, London provides a wealth of
inspiration for Boberg and her team. Peoplewatching, shopping trips, art exhibitions and
even journeys on the London Underground
provide the sparks to create.

“Liquid Copper wasn’t to provoke a reaction,
it’s there because it suits the car,” she adds.
“It’s linked to the performance of the car, to
the technology. Copper is a metal, metal is
technology, technology is speed, is power, is the
future. And it’s a natural metal, so the colour is a
marriage of technology and Mother Nature.”

“Everywhere you turn, you get inspiration,” she
says. “You can go to Hyde Park and have a walk
around and see how people are dressed and
are communicating their own personalities. The
whole city is just pulsing with creativity and
inspiration.”

INFINITI’S LIBRARY OF COLOUR

THE CULTURE OF COLOUR

Development of new colours and the future
image of Infiniti is a top-secret process — and
it has a unique and fascinating location for the
work that it does.

Culture plays an important part in colour design,
not only providing inspiration but also reminding
Boberg and her team to be aware that not all
colours may be suitable.

Its library of colour is buried deep inside an
old railway maintenance terminal next door

“Colour trends go in circles,” says Boberg.
“Certain markets like different colours. We can
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see pink is very big in Japan but not in Europe.
We can also see that in certain markets white
is not so popular because it is associated with
taxis. You have different associations with
colour and cultural experiences.
“Colour provokes different emotions within
people and these won’t change over time. But
trends come and go.”
THE UNDERSTOOD LANGUAGE OF CAR
COLOURS
Boberg understands the latest trends are to
turn to the past for colour inspiration, with
some brands returning to pastel shades to
evoke the design language of the 1950s and
1960s.
With Infiniti, Boberg is utilising all her
experience to help the brand create a colour
statement of its own.
“Colours in the car industry have been set by the
history of racing cars,” says Boberg.
“It all started out with cars racing around and
you could tell who was leading. They started to
colour-code all their vehicles and the countries
got their own colour codes — Italy had red,

INTERVIEW / SANDRA BOBERG

Germany had silver and Britain had green, and
so on. At Infiniti, we don’t have those limitations
when it comes to colour. We can choose more
freely.

essence of showing that you’re driving an
Infiniti,” she says. “You don’t want to melt in,
you want to make a statement when you’re
driving an Infiniti.”

“We are bringing out the best of the vehicle.
We want to give it a strong personality and a
vibrant energy, whatever car we are designing.”

FUTURE PREDICTIONS
Advances in technology and increasing
customer involvement are both something that
Boberg thinks will be the future of car design.

INFINITI: BUCKING THE TREND
Creating timeless colours is the main aim of
Boberg and her team — colours to work in the
production market and across different global
markets, but which retain a luxury feel.
“Working on a show car is easier. A production
car has to have a component being replicated
thousands of times, and the part will have to
survive extremes of temperature and exposure
for longer than a decade,” she said.
“And when you work in the luxury and premium
industry, the trends last longer. It’s a completely
different universe to the mass market.
“You want the mysterious edge to it, the
creative spirit of the person driving it, the

She believes technological advances, not only
for paint suppliers but also how paint is applied,
will enable Infiniti to provide its customers with
more choices in future.
“Customers are looking more and more to
create products close to their personality.
They’re not just buying a car, they’re buying an
experience, making the statement you want to
make.
“So putting your soul into the car is going to be
more important and become part of the carbuying experience.
“Then the car no longer feels like an object, an
industrial vehicle, it’s a part of you, like a close
friend.”
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MATTHEW WEAVER
– INFINITI DESIGN DIRECTOR
Millions of Londoners go about their lives each
and every day, blissfully unaware they may be
under observation.

the brand’s sophisticated aesthetic appeal and
unmistakable style, and draws his inspiration
from everything that goes on around him.

Whether they’re travelling to work on the Tube,
playing in one of the capital’s famous parks or
out clubbing, it’s possible they’re being watched.
But this clandestine scrutiny is nothing sinister.

And he admits that many of his team’s most
creative sparks result from Infiniti Design
London’s location in the beating heart of the
capital – one of the world’s most vibrant,
diverse, cosmopolitan and exciting cities.

The people watching aren’t spies, they’re
designers. And their ultimate objective isn’t the
gathering of intelligence but the next flash of
inspiration.

“Although IDL is a fully equipped and
independent studio, it collaborates with and
in some cases competes with Infiniti’s global
network of studios.”

The result of their surveillance could form the
basis for the next big thing in car design.
One of the men behind it all is Matthew Weaver,
Design Director at Infiniti Design London – a
top-secret hive of creativity in west London.
In his role, Mat is chiefly responsible for much of

CLOSING THE LOOP: DESIGN INSPIRED BY
THE END USER
Mat explains: “As designers, we are very visual
people of course, but increasingly it’s the very
people we are designing for who are providing
the inspiration for our work.
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“An individual designer’s inspirations are as
unique as they are and can come from anywhere
of course, but we are so fortunate that IDL
is based in a thrilling metropolis like London,
where the next flash of inspiration could lurk
around every corner.
“IDL’s location in the heart of a major city is a
unique benefit to us and is unique in its field. It
gives us a constant anthropological study.”
By taking much of their inspiration from their
surroundings and the people they observe on a
daily basis, Mat and his design team complete
the relationship between designer and end user,
neatly closing the circle.
This means that any person who drives
an Infiniti model could have provided the
inspiration for it.
Their own unique style and originality could be
manifested in the metal.
FUTURE-PROOFING THE INFINITI DESIGN
PHILOSOPHY
As Design Director for Infiniti Design London,
much of Mat’s focus is naturally devoted to the
development of models in the brand’s short-

and mid-term future; to ensuring they continue
the Infiniti narrative and embody the aesthetic
philosophy for which the company has become
known. But there’s another and less tangible,
but no less important, side to Weaver’s role –
ensuring that Infiniti’s creative energy, daring
spirit and thirst for innovation permeate the
DNA of future generations of design talent.
In this way, Infiniti can retain links to the core
principles of its design past while continuing to
push boundaries and generate excitement and
passion.
“It could be said a design director is simply an
older designer”, says Mat, “and in some ways
that’s true.
“But part of my role is to also provoke challenge,
and expect and nurture the daring.
“This is a very unique mindset that is instilled
in us all and that we go out of our way to
encourage.
“In fact, my boss Alfonso Albaisa at Infiniti
Global Design Centre, insists upon it.”
“I’ve been immersed in that mindset for 15 years
– it’s terrific – and it gives you the foundations
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on which to develop younger talent who share
the same ethos and work towards the same
goals.
THE IMPORTANCE OF COLOUR IN SHAPING
DESIGN
Despite drawing his inspiration from many and
varied sources, the concept of colour is never far
from the forefront of his mind.
The exquisitely conceived curves and folds that
give a car much of its presence and personality
are one thing, but the colour that cloaks the
car has a more immediate impact and has

INTERVIEW / MATTHEW WEAVER

the power to transform the ordinary into the
sublime. “Colour is one of the single most
important elements in design for us,” explains
Weaver. “On a base level, it’s the majority of the
information we receive through our retinas.
“Colour can attract our attention from a
distance and seduce us when close by. It can
change the perception of the form that it
covers and is a key element of identity that
the customer will choose to personalise their
vehicle.”
For this reason, Weaver and his talented team
work with colours from the very genesis of a
new design.
“Colour application starts as early as an initial
sketch,” he says.
“It may set the tone and bring some extra
excitement that will perhaps draw the attention
of senior management. It very much forms
part of the ingredients of a new vehicle and its
concept.”
ENSURING INFINITI’S TIMELESS APPEAL
Tastes change, of course, and fashion comes
and goes, so one of the big challenges facing

Weaver and his team is developing a design that
will be as pleasing to the eye in 10 or 20 years
as it is upon launch. It’s not an easy task.
“Longevity is something that drills into the very
foundations of the meaning of good design,”
explains Weaver. “Styles and trends come and
go, and we think of a timeless object as perhaps
a golden pinnacle in design.
“In reality, we design some three to four years
ahead of product launch and then the product
has to stay fresh for its life, so as a car designer
when you start to design you’re looking 10 to
12 years ahead, minimum.
“If we frame the timescale to these lengths
it gives us a better idea on how we go about
preserving the vehicles’ aesthetic and charm for
that period.”
This is a process rooted in design theory,
continues Weaver. “The renowned German
industrial designer Dieter Rams set out his
vision of good design through 10 rules in the
’70s, and I think they totally apply today. For
example, a product should be innovative, useful,
unobtrusive, aesthetically good and so on.
He applied these to many Braun household
products at the time, which, for me, are possibly
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forerunners to Apple’s current aesthetic.
“There’s one difference with vehicle design,
though – complete emotional appeal.
“Our vehicles move, light shimmers around them
and there’s a projection of the customer’s self
through the product. Experiences happen while
with the product: it protects, it excites, it relaxes,
it really has some human attributes. All of these
factors are considered, be it consciously or
subconsciously, when we design and is in fact
why some choose to be car designers in the first
place.”
MINDFUL OF THE PAST BUT FOCUSED ON
THE FUTURE
In automotive terms, Infiniti is a relatively young
brand but it isn’t without its own rich history.
However, when it comes to vehicle design
and development, the brand is free from
the shackles of legacy. Instead, the team is
positively encouraged to push boundaries, defy
convention and reimagine the established in
new and ever more exciting ways.
Weaver says: “For us, we are not a brand that
needs to accurately reinterpret our history

INTERVIEW / MATTHEW WEAVER

– we are free to make it! That gives us an
amazing inspiration to push the boundaries and
experiment, but the key is always to create an
object of beauty. For this we have a common
design language that we use between the
studios internationally.
“The brand has been established in the States
since 1989. They have market traction and a
good local knowledge of the customer.
“For us in Europe, we are in the hotbed markets
of the premium brands, but we add the
engineering mastery of the Japanese and the
energy of the growing Chinese markets into the
mix.
“Our products can draw from all these points
yet must appeal in all of these market places.
Our target is global design thinking. Beauty
knows no borders.”

TECHNOLOGY AIDING THE DESIGN
PROCESS
Technology has also played a part in helping
Infiniti Design London push the boundaries and
expand its own design horizons.

Says Weaver: “Technology speeds things up and
allows us to visualise what a future product will
look like much earlier in the process.
“Technology also affords us the ability to build
quality into models earlier in the process, and
we can even run aero and crash tests on early
concept models.
“One major advance is in the ultra-fast render
software packages we use. This allows us to
drop a car into a virtual environment with a new
palette of colours.
“We can then get a feel early on for the context
of the car. The development of 3D imaging has
also helped us to move things forward.
“We’re now pushing ourselves to make shapes
we could never have dreamt of by using
traditional methods.”

DESIGN WILL REMAIN HUMAN
But despite the emergence and adoption of
new technologies, which expand the limits of
possibility, Weaver maintains that humans will
remain at the heart of the design process.
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“Humans design our cars,” he says, “and I don’t
see that ever changing.
“The imagination of the designer translates
directly from the designer to the hands of our
specialised craftsmen, be they clay or digital
modellers, spray technicians or leather trimmers.
“Technology can inspire our design techniques
but won’t replace them.
“Take clay modelling – a cornerstone technique
in our process.
“Rather than replacing this craft, technology is
enhancing and speeding up the way we use clay
modelling.
“For example, we can scan in high definition
a full-size clay model in a matter of minutes
and then replicate this data again in clay or as
render files.
“A decade ago, this process may have taken
weeks; now, it’s just half a working day. In
addition, the use of clay still gives us great realtime flexibility to change and refine constantly,
and in its simplest form it is a constant physical
object in the studio that you can walk around,
touch and view from any angle.”
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CAR COLOUR TRENDS IN THE UK
Top 10 most popular car colours in the UK 2015
(source: SMMT)
•
•
•
•
•
•
•
•
•
•

White
Black
Grey
Blue
Red
Silver
Green
Brown
Orange
Mauve

Colour trends in the premium car market
2005-2016
Black has remained the dominant colour in the
premium car market since 2006, accounting for
between 24% and 28% of all sales.

Before 2006, silver was the most popular colour. It
declined in 2007, falling behind white in 2010 and
then grey in 2011.

It hit its low point in 2012, with 10.4% of sales, but
is since regaining traction, with 12.6% last year and
tracking at 12.8% in 2016.

In 2014, it was overtaken by blue and is currently
at a 10-year low at 9.8% of sales. White increased
in popularity in mid-2006, reaching its peak in mid2014 (24.8% v 24.6%).

Colour trends in the total car market 2005-2016

At the peak of its popularity in 2013, white
accounted for 25.3% of premium car sales. It is now
showing signs of tailing off. In 2015, sales of white
represented 23% of the premium market and, so far
in 2016, it’s running at 21.8%.
Shades of grey had consistently sat at between
14% and 16% in the premium market but have
been growing in popularity, rising to 18.7% in 2015
and 20% in 2016 so far.
Blue was reasonably popular in 2005, with 17.9%
of premium sales, but has tailed off since.
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In 2005, silver dominated the total car sales market
in the UK with just over 29% of total sales. In 2015,
sales of silver cars had dwindled to just 11%.
Over the same 10-year period, blue also performed
badly, falling from a high of 20.9% in 2005 to a
low of 10.7% in 2012.
It has since made a resurgence, and accounted for
13.7% of total sales in 2015.
In 2005, white accounted for just 8% of the total
market. Its meteoric rise as a colour of choice
began in 2009. In 2015, which was its high point,
sales stood at just below 26%, making it the
second most popular colour behind black.

COLOUR TRENDS

THE FUTURE OF COLOUR
“If we knew what colour would be the most
popular choice in five years’ time we’d be rich,” jokes
Matthew Weaver.
But what is more certain, according to both Weaver
and Infiniti Colour Manager Sandra Boberg, is ever
more depth of colour and multi-tone finishes for
vehicles.
Weaver explains: “Advances in paint technology
have meant that colours are no longer onedimensional as they once were.
“White, for example, is no longer just white. Years
ago, it was like a flat, dull and lifeless emulsion, but

now white often has flecks of metallic in it to give
the appearance of blues or reds, for example.

and thought-provoking, and we’ll see more of that
in the years ahead.”

“You can see this with Infiniti’s Liquid Copper. The
inspiration for this colour came from a piece of
copper as it was melted and then returned to a
solid state.

Weaver continues: “There are lots of suggestions
at the moment. Maybe future paints will be able to
draw energy from the sun, and with things like that,
if we’re talking about them today, it’s very likely
we’ll see the technology being brought into play at
some point.

“We tried to capture that whole transformation in
the final colour, picking out the various highlights
and lowlights.
“That means Liquid Copper takes on a different
character in different light conditions and contours.
It’s about making colour more exciting, engaging
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“One thing I can say about the future of colour
and paint technology is that whichever direction
it goes in, the very principles of Infiniti’s design
values mean we’ll be at the forefront, pushing the
boundaries as far as we can.”

COLOUR TRENDS

THE PSYCHOLOGY OF COLOUR
In different cultures, different colours are perceived to mean different things.
For example, in many western cultures, including the UK, red tones are believed to stimulate feelings of arousal, while blue tones are often associated with
feelings of relaxation.
Below is a list of common colours and some of the feelings most often attributed to them.
Red: Lust, power, excitement, love, physicality, courage, warmth, energy
Blue: Intelligence, masculine, competence, high quality, corporate, trust, serenity
Yellow: Emotional, jealousy, competence, happiness, optimism, confidence, self-esteem, creativity
Green: Harmony, balance, good taste, envy, refreshment, universal love, rest, reassurance
Violet/purple: Spiritual, authority, sophistication, power, containment, vision, luxury, truth, quality
Orange: Sensuality, warmth, passion, abundance, fun, immaturity
Pink: Sophistication, sincerity, feminine physical tranquillity, nurture, love, sexuality
Grey: Neutrality, lacking confidence, depression
Black: Grief, sophistication, expensive, fear, security, emotional safety, efficiency, menace
White: Happiness, sincerity, purity, hygiene, clarity, simplicity, sophistication, efficiency
Brown: Ruggedness, seriousness, nature, reliability, unsophisticated
INFINITI The Future Of Colour / 21
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EXTERIOR COLOUR PALETTE
The Infiniti external colour palette varies from model to model, with the colours and finishes chosen to best accentuate the
features of the car. With a deep lustre, each colour should entice and attract, while the quality of each finish should be an outward
reflection of the craftsmanship and the focus on detail that goes into every Infiniti.

BLACK OBSIDIAN

LIQUID COPPER

INK BLUE

BLADE SILVER

MAGNETIC RED

CHESTNUT BRONZE

MALBEC BLACK
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GRAPHITE SHADOW

MOONLIGHT WHITE

COLOUR TRENDS

INTERIOR COLOUR PALETTE
Just as much thought and hard work goes into the exterior look and finish of any Infiniti model, the same is true of the interior.
Designers want the interior of a car to be comfortable and welcoming but at the same time invigorating and desirable. All of the
materials used – from the carpets to the leather, from the stitches to the switches – should feel right to the touch and visually
exude a sense of quality. The colour palette inside will usually differ from the exterior, given the need to maintain cleanliness and to
minimise cabin glare. But in every area it must complement and enhance the overall aesthetic appeal. The interior schemes available
on the Infiniti Q30 do just that.

CAFÉ TEAK

CITY BLACK
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TECH GALLERY WHITE

COLOUR TRENDS

THE INFINITI PAINT PROCESS
Infiniti understands that first impressions really
do count.
The colour of a car and the quality of exterior
finish are among the first experiences people
have of the Infiniti brand. For this reason, Infiniti
made significant investment to ensure its paint
finishes lead the premium car sector.
At its plant in Sunderland, where the Infiniti
Q30 is built, the company has installed a stateof-the-art robotic paint station. This ensures
that each Infiniti to roll off the production line
boasts a stunning finish with class-leading
sheen and a deep lustre. Everything from the
thickness of the paint to the number of coats is
controlled with complete precision to eliminate
all imperfections and ensure the ideal finish
every time.
Once the paintwork is completed, the process
continues. A team of six robots sets to work
applying a clearcoat that will elevate the
quality of the finish to another level and act as
a layer of protection to extend the life of the
finish. Even the positioning of the robots in the
paint station is calculated to ensure that each
and every surface of the car receives a precise
application of clearcoat.
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SANDRA BOBERG
– INFINITI COLOUR MANAGER
Since July 2014, Sandra Boberg has held the
position of Colour Manager in the colour studio
at Infiniti Design London, based in the vibrant
area of Paddington, and is responsible for
exterior and interior colours as well as materials
used on Infiniti vehicles from concept to final
production.
The most recent projects include the Infiniti
Q30 and QX30, where her work heavily
influenced delivery of the colour palette from
the original concept, working closely with
engineering and production teams to ensure
uniformity of the grades and colours throughout
the vehicle to production reality.
Boberg has a wealth of experience, ranging
from working at Poltrana Frau in Turin, within
its ‘Interiors in Motion’ Division for Automotive
and Transport, to Pininfarina, working on some
well-known projects for Ferrari, Rolls-Royce,
Maserati and Alfa Romeo. Her experience
also involves designing some non-automotive

projects, such as watches, perfume bottles,
aeroplanes, hotel interiors and leather goods.
Born in Sweden, Boberg has had an
international career, achieving a bachelor’s
degree in Italy, a master’s degree back in her
home country of Sweden and an MBA in major
marketing in France. From there, she travelled
back to Italy to take an internship with Alfa
Romeo and then on to another with NASA in
Houston, Texas, working on projects involving
future missions to space and Mars.
Utilising her experience in colours and materials
in her ‘out of work’ time, Boberg enjoys restoring
old furniture to not only change the look of
them but to also enjoy the history that they can
bring.
Being a fan of outdoor life, Boberg uses golf as
an opportunity to enjoy plenty of walking and,
since it takes a fair amount of concentration, as
time to switch off from everyday life.
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MATTHEW WEAVER
– INFINITI DESIGN DIRECTOR
As of May 1, 2016, Matthew Weaver became
the Design Director of the new Londonbased Infiniti design studio, where he leads
an extremely highly talented team that is
focused on bringing Infiniti to the forefront of
the European premium market and achieving
Infiniti’s global goals.
Before this, he was appointed as the Creative
Design Manager for Infiniti exteriors in 2014.
Weaver has influenced some of Infiniti’s
stunning concepts and products, such as the
Q80 inspiration concept, first shown at the
Paris Motor Show 2014, and the 2015 QX30
Geneva concept.
British-born Weaver joined the Alliance in
2001, working at Nissan Design Europe, next
door to his current studio. One of his first tasks
was with the key design team helping Nissan
Europe with the birth of the crossover, where
he designed the first Qashqai concept that

led to the hugely successful production series.
Although based mainly at the London design
studio, Weaver has spent considerable periods
of time following project work at the Nissan/
Infiniti Global Design Centre in Atsugi, Japan.
In 2009, he designed the exterior of the Qazana
concept and followed this with the production
version of the Juke in 2010.
In 1997, Weaver graduated from Coventry
University with a Bachelor of Arts degree in
transport design and then went on to achieve
a master’s degree in vehicle design at the Royal
College of Art in 1999.
Outside of work, he enjoys restoring and racing
high-performance cars.
In contrast to this, he also enjoys the solace of
mountains, running, and collecting fine porcelain
and china bowls.
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VIDEO
Download the video at https://vimeo.com/179171748

