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119PAGANI
PHILOSOPHY
Art, science and the Renaissance method in modern automotive engineering -
why a Leonardo quotation became a design constitution, not a slogan

1 SENTENCE
“Art and science can walk
together hand in hand” -
Leonardo da Vinci, cited by
Horacio Pagani as the
intellectual foundation of the
company

ANALOGUE
Gauges, machined aluminium
and a gated linkage where the
industry installs touchscreens -
resistance to obsolescence as
a design objective

25+ YEARS
The doctrine unchanged from
the Countach Evoluzione
through Zonda, Huayra and
Utopia - a constitution, not a
marketing campaign

ARTE
The design division beyond the
cars - exhibitions, interiors and
the Pagani Residences in
Miami: the philosophy proving
itself outside the automobile
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01 EXECUTIVE SUMMARY

There is a standing temptation to dismiss Pagani's philosophy as marketing language - 'art and

science' and 'Leonardo da Vinci' appear so often in company material that they read like

branding. This paper argues the opposite, on evidence the series has already assembled: the

philosophy is unusually consistent, and it predicts engineering behaviour. It explains why the

cars look as they do, why they are engineered, manufactured and serviced differently from

almost every other hypercar, and why apparently irrational decisions - a manual gearbox at

1,100 Nm, an interior without a dominant screen, a door hinge finished like jewellery - keep

recurring across twenty-five years and three model generations. For a historian, the philosophy

is not peripheral; it is the central organising principle of the company, and the single question at

its core does the explanatory work: not 'what is the newest technology?' but 'does this

technology deepen or diminish the experience?'

The paper traces the doctrine from its defining sentence through its practical expressions - the

visible machine, the analogue commitment, the supplier humility, the rejection of mass

production - to Pagani Arte, the design division that carries the same language into furniture,

exhibitions and architecture. It then does what this series always does with claims: sorts them

into documented doctrine, strongly supported practice and analytical interpretation, weighs the

honest criticisms, and closes on the reading that survives scrutiny - not nostalgia, but selective

modernity: advanced composites, computational engineering and modern safety embraced

without hesitation, and technologies rejected only where Horacio Pagani judges that they

weaken the relationship between driver and machine.

Key Finding

The philosophy passes the test a slogan cannot: it predicts decisions before they are made and explains them

afterwards, consistently, across decades. Why AMG engines instead of a prestige in-house V12; why no dual

clutch and then a genuine manual; why no hybrid on the Utopia after real investigation of batteries and their

penalties; why machined metal instead of screens; why carbon, titanium and aluminium are exhibited rather than

concealed; why every car is hand-finished on top of digital engineering; and why Pagani Arte exists at all. One

question - deepen or diminish - accounts for all of it. Companies change slogans with campaigns; Pagani has held

this doctrine from the Countach Evoluzione to the Utopia, which is what makes it a design constitution rather than

an advertisement.

The same finding has a commercial face this series has priced repeatedly: the philosophy is why the cars age well

- analogue instruments and machined aluminium do not become visually obsolete the way software interfaces do,

and a twenty-year-old Zonda still reads as current - and it is also why they cost what they cost to keep:

hand-finished uniqueness, specialist craftsmen and factory-only processes are the philosophy's invoice. The

collector buys the doctrine as much as the car; the custody budgets of Papers 105-117 are what the doctrine costs

to maintain.
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02 THE SENTENCE AND THE METHOD

Leonardo as methodology, not style - and the question that replaces “how do we
decorate this?”

If one sentence summarises Horacio Pagani's career, it is Leonardo's: art and science can walk

together hand in hand. The influence must be read correctly - Pagani does not design

Renaissance-looking cars, and Leonardo is not a styling reference. What Pagani adopts is the

method. Leonardo declined to separate engineering from anatomy, architecture from mechanics,

painting from mathematics; understanding beauty required understanding structure. Pagani

applies precisely that logic by abolishing, inside one small company, the departmental walls that

larger manufacturers build between engineering, industrial design, sculpture, manufacturing,

ergonomics and craftsmanship. The practical consequence is a substitution of questions: where

a conventional programme asks 'how do we decorate this component?', Pagani asks 'can the

engineering itself become beautiful?' A suspension arm is expected to be structurally efficient

and beautiful; an intake must cool and compose; the exposed gearbox linkage must function

perfectly and read as precision sculpture. That dual expectation - never either/or - appears in

every Pagani since the first Zonda, and it is the thread every later section of this paper pulls.

03 THE VISIBLE MACHINE

Exposed mechanism, honest material - and why this is not Bauhaus.

Most manufacturers hide engineering; Pagani exhibits it. The shift linkage, machined pedals,

wishbones, titanium fasteners, carbon weave, intake runners and milled switches are not

decorative replicas - they are the working components, made visible because Pagani considers

mechanism worthy of admiration. It is tempting to file this under 'form follows function', but the

Bauhaus reading misses the direction of travel: a modernist removes ornament until only

function remains, while Pagani begins with genuine function and refines it until it also possesses

artistic value. Decoration is not added afterwards; the engineering is made decorative. The

aluminium gear selector is not ornament attached to a gearbox - it is the gearbox mechanism.

The doctrine reaches absurdly small parts, and means to: a door hinge, optimised elsewhere for

weight, cost and assembly speed, is optimised here for structure, machining quality,

appearance, touch and durability - industrial sculpture by any economic logic, entirely logical by

Pagani's. Beneath it runs the principle of honesty: no false vents, no fake exhausts, no

carbon-look plastic, no simulated mechanism. Carbon is carbon, titanium is titanium, aluminium

keeps its machining marks where appropriate - material truth in the architectural sense, and the

reason a Pagani cabin is experienced with the fingertips as much as the eyes.
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04 DIGITAL PRECISION, HUMAN JUDGEMENT

Not anti-technology, anti-compromise: why mass production was rejected and the
customer became a collaborator.

The 'handmade' label is routinely misunderstood, and Paper 118 has already corrected it:

Pagani runs CAD, finite-element analysis, CFD, CNC machining, autoclaves, laser

measurement and simulation without hesitation. The philosophy is not that machines are bad; it

is a division of labour - machines perform what humans cannot do better, humans perform what

requires judgement, refinement and artistic sensitivity. Digital precision, human finishing. The

refusal of mass production follows philosophically, not just economically: Horacio Pagani has

argued for decades that volume forces standardisation, simplification and modularity - the death

of individuality - and the company is structured so that those pressures never arrive. Each

customer becomes part of the creative process; every car differs; the difference is read not as

inefficiency but as artistic authenticity. Hence the commissioning model the model papers keep

encountering: not options from a catalogue but collaboration with designers, engineers, material

specialists and interior craftsmen - closer to coachbuilding and haute couture than to automotive

retail, and formalised at its extreme in the Grandi Complicazioni processes of Paper 117.

05 THE ANALOGUE DOCTRINE

No hybrid, three pedals, no dominant screen - the hierarchy that outranks every
specification sheet.

The sharpest divide between Pagani and its era concerns analogue interaction. Horacio

Pagani's stated concern is that automation - automatic transmissions, fully digital interfaces,

large touchscreens, artificial engine sound, hybrid torque masking - removes the driver's

relationship with the machine; not that these technologies fail, but that they reduce mechanical

participation. The doctrine's two most consequential applications are engineering history now.

No hybrid: the simplification 'Horacio dislikes electric cars' is wrong - Pagani investigated

hybridisation extensively during Utopia development and concluded that contemporary batteries

imposed unacceptable penalties in weight, packaging, complexity and character. An optimisation

decision, not a denial of progress: does it improve the experience enough to justify the mass?

For the Utopia, no. The manual: a DCT is objectively faster, Pagani accepts it, and chose three

pedals anyway because driver participation was judged more valuable than absolute

acceleration - the philosophical decision Papers 116 and 118 documented technically. The

interiors state the same doctrine in furniture: technology present but never visually dominant,

analogue gauges and machined aluminium prioritised over screens - because a beautifully

machined switch will never become visually obsolete and a contemporary infotainment display

almost certainly will, which is why twenty-year-old Zondas still look current. Underneath sits an

explicit hierarchy: emotional response, beauty, involvement, mechanical integrity, light weight,

performance - in that order, and pointedly not horsepower, Nürburgring time or top speed. Most

of the marque's 'irrational' decisions are this hierarchy, applied.
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THE EMOTIONAL HIERARCHY - WHAT PAGANI OPTIMISES

Ranked first Emotional response · beauty · driver involvement - the qualities no specification sheet
carries, and the ones every decision serves

Ranked next Mechanical integrity · light weight - the engineering substance beneath the emotion; Paper
118’s mass discipline is this row

Ranked last Performance as a number - horsepower, lap time, top speed: pursued only as far as they
serve the rows above, never for the benchmark itself

The test “Does this technology deepen or diminish the experience?” - the one question that predicts
hybrid rejection, the manual’s return, the screenless cabin and the AMG partnership at
once

06 HUMILITY - THE SUPPLIER PHILOSOPHY

Why keeping AMG is a philosophical statement: use the best expertise available,
integrate it beautifully.

A prestige-driven company would long ago have announced an in-house V12 for the marketing

value alone. Pagani has never done it, and the philosophy explains why: Horacio Pagani values

reliability, character and engineering maturity over marketing independence, and rarely rejects

an excellent solution merely because another company developed it. The same intellectual

humility runs through the whole supplier map - AMG, HWA, Xtrac, Brembo, Pirelli, Öhlins -

engaged openly rather than concealed, because the doctrine is 'use the best expertise available

and integrate it beautifully', not 'invent everything ourselves'. Paper 118 made the engineering

case for this structure; here it matters as character. The company that exhibits its gear linkage

also credits its engine partner - the honesty principle applied to organisation. And the integration

is where the identity lives: an AMG engine, an Xtrac gearbox and Brembo brakes still produce

an unmistakably Pagani car, because the philosophy - the priorities, the hierarchy, the finishing -

is the component no supplier provides.

07 PAGANI ARTE - THE PHILOSOPHY BEYOND THE CAR

Furniture, exhibitions, interiors, architecture - the doctrine proving it was never only
about automobiles.

The least documented and increasingly most revealing part of the company is Pagani Arte - not

a styling department but the broader design and creative division, publicly described as

developing bespoke artistic, architectural and design projects that extend the design language

beyond automobiles: limited-edition objects, furniture, interiors, exhibition spaces and design

commissions, alongside support for the bespoke visual development of the cars themselves.

The documented record is growing: Pagani presented Arte projects alongside the Utopia at The

I.C.E. St. Moritz 2024 design exhibition, and the division designs the interiors of the Pagani

Residences in Miami's North Bay Village - the first residential project carrying the name - with

further reported work extending into aviation interiors. Within the corporate architecture the

division of labour is clean: Pagani Automobili builds cars, Modena Design provides engineering

and composite expertise, Pagani Arte operates as an industrial-design and creative consultancy
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- resembling Pininfarina, Italdesign or Porsche Design at a far smaller and more exclusive scale,

its projects tied closely to the existing clientele rather than a mass lifestyle market. Does it

design the cars? Indirectly: colour and material development, bespoke commissions,

presentation concepts, collectible objects, architectural identity - supporting the automotive

design centred in Pagani Automobili, not replacing it. For this paper's argument, Arte is the

closing evidence: Horacio Pagani has always treated the automobile as one expression of a

philosophy in which engineering, craftsmanship and artistic design are inseparable - and a

division that applies the same doctrine to a chair, an exhibition and a residential tower is what

that claim looks like when it is true.

08 DOCTRINE OR MARKETING - THE EVIDENCE TEST

Documented, strongly supported, analytical - the series discipline applied to the
philosophy itself.

The philosophy deserves the same scrutiny the series applies to stiffness claims, and it survives

it in three layers. Clearly documented: the Leonardo quotation as stated company foundation; art

and science as official doctrine; handmade production; customer collaboration; material

authenticity; the investigated-and-rejected hybrid for Utopia; the manual's return. Strongly

supported by consistent practice: beauty treated as the equal of engineering; mechanical

visibility; long-term design durability; emotional optimisation; the integration of craftsmanship and

technology. Analytical interpretation - plausible, unproven, and labelled as such: that Pagani

consciously follows Renaissance design methodology rather than retrospectively citing it; that

analogue interaction is expected to preserve long-term collectibility; that emotional engineering

consistently outranks measurable performance as internal policy. The distinction matters

because the philosophy's credibility rests on the first two layers - and they are unusually strong.

A manufacturer whose slogan were mere branding would have broken it somewhere across

twenty-five years, three generations, one regulatory revolution and a hybrid-electric industry

consensus. Pagani has not.

09 THE COMPARATIVE MIRROR

Ferrari optimises victory, Koenigsegg optimises invention, Pagani optimises the
object - and what engineers can actually learn.

Set against its peers, the philosophy sharpens. Ferrari optimises performance, motorsport and

technological leadership; Pagani optimises craftsmanship, emotional interaction, beauty and

individuality - both produce outstanding engineering and simply define success differently. The

Koenigsegg comparison, running through both marque series, is the cleanest: Koenigsegg asks

'can we invent a better technical solution?', Pagani asks 'can we create a better object?' -

revolutions from one, masterpieces from the other, neither objectively superior. What can

working engineers actually take from Modena? Not Carbo-Titanium, which is proprietary - the

method: integrate disciplines from the first day rather than sequencing design after engineering;

design for longevity and avoid solutions that date; respect materials and use them honestly;

optimise the experience, because maximum performance is not maximum value; and sweat the
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small details, because customer perception lives in switches, hinges, levers and handles more

than in horsepower. The industry's growing investment in exactly these tactile touch points -

across premium manufacturers who would never build a Pagani - is the philosophy's quiet

vindication: Pagani embraced from the outset what the market later discovered.

10 THE CRITICISMS

What the doctrine costs - and why the company signs the invoice knowingly.

An honest account states the weaknesses without flinching, because the company itself does

not deny them. The philosophy produces extremely high production costs; long development

cycles; dependence on specialist craftsmen who cannot be hired from a catalogue; slower

adoption of technologies the industry has standardised; limited scalability by construction; repair

costs that the custody chapters of Papers 105-117 have quantified at length; and a resistance to

trends - above all electrification - that regulation may eventually make unavoidable rather than

optional. The recurring critique that Pagani occasionally prioritises beauty over manufacturing

efficiency is probably simply correct - and the company regards the trade-off as acceptable,

which is the coherent position for a business whose product is the trade-off. The open question

is the honest one: the doctrine has never yet faced a regulation it could not engineer around with

lightness and a V12. Whether selective modernity can select its way through full electrification is

the philosophy's next test, and this series will report it when the evidence exists, not before.

11 SELECTIVE MODERNITY - AND SYNTHESIS

Not nostalgia: a constitution that embraces the new wherever it deepens the
experience.

The final interpretation the evidence supports: Pagani's philosophy is selective modernity, not

nostalgia. The company embraces advanced composites, computational engineering, bespoke

powertrain calibration, sophisticated aerodynamics and modern safety without reservation - and

rejects technologies only where they are judged to weaken the emotional relationship between

driver and machine. One question governs: does this deepen or diminish the experience? It

explains the retained AMG engines, the rejected dual clutch, the returned manual, the

screenless cabins, the celebrated materials, the hand-finishing over digital engineering, and the

existence of Pagani Arte - the automobile as one expression of a broader inseparability of

engineering, craftsmanship and art. For the historian, the most important conclusion is the

consistency itself: while rivals' slogans evolve with marketing cycles, the art-and-science

doctrine has held from the Countach Evoluzione through Zonda, Huayra and Utopia - less a

branding exercise than a design constitution, shaping every significant technical and aesthetic

decision the company makes. The cars of Papers 105-117 are its case law.
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THE SIX ARTICLES OF THE CONSTITUTION

1 · One question “Deepen or diminish?” - every technology admitted or refused by its effect on the
driver’s relationship with the machine

2 · Engineering is art Not decorated afterwards but made beautiful in itself - the hinge, the linkage, the
wishbone as the artwork

3 · Honesty of material Carbon is carbon, titanium is titanium, nothing simulated - truth of material as the
cabin’s first principle

4 · Humility of sourcing The best expertise engaged openly - AMG, HWA, Xtrac, Brembo - and integrated
into an unmistakably Pagani whole

5 · The customer creates Collaboration, not options - every car individual, difference read as authenticity,
coachbuilding as the model

6 · Longevity by design Analogue instruments, machined metal, timeless proportion - obsolescence resisted
on purpose; the reason a Zonda still looks current
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BOTTOM LINE

Pagani's philosophy is the rare automotive doctrine that predicts engineering: one Leonardo sentence, held for

twenty-five years, explaining the AMG partnership, the rejected hybrid, the returned manual, the screenless

cabins, the exhibited mechanism and the existence of Pagani Arte. It is selective modernity - the new embraced

wherever it deepens the experience, refused wherever it diminishes it - and its costs (price, cycles, scalability,

repair) are not side effects but the invoice, signed knowingly. The collector who buys a Pagani buys the

constitution; the custody budgets of this series are its maintenance schedule.

ONE-SENTENCE VERDICT

Pagani's philosophy is a design constitution masquerading as a slogan - art
and science held together by one question, deepen or diminish, answered
the same way for twenty-five years, in carbon, in aluminium, and now in
furniture and architecture.

SOURCES

Factory material, published statements and the documentary record across this series: Leonardo da Vinci quotation ('art and science can

walk together hand in hand') repeatedly cited by Horacio Pagani as the company's intellectual foundation (Paper 103). Exposed-mechanism

and material-honesty practice documented across all models (Papers 105-117); Bauhaus contrast and hinge example as analytical

illustration. Manufacturing: digital engineering with artisan assembly per Paper 118; mass-production rejection and customer-collaboration

model per factory material and the Grandi Complicazioni processes of Paper 117. Analogue doctrine: hybrid systems investigated and

rejected during Utopia (C10) development for weight/packaging/complexity/character penalties; DCT rejected, gated manual returned

(Papers 116, 118); interiors without dominant screens across three generations. Supplier philosophy: AMG, HWA, Xtrac, Brembo, Pirelli,

Öhlins engaged openly (Paper 118). Pagani Arte: factory-described design and creative division extending the design language beyond

automobiles (limited-edition objects, furniture, interiors, exhibitions, design commissions, bespoke vehicle support); documented projects

include the Arte presentation alongside Utopia at The I.C.E. St. Moritz 2024 and interior design of the Pagani Residences, North Bay

Village, Miami - the first residential project under the name; further aviation-interior work reported. Corporate structure: Pagani Automobili

(cars) / Modena Design (engineering, composites) / Pagani Arte (design consultancy). Claim discipline throughout: documented doctrine vs.

strongly supported practice vs. analytical interpretation - the Renaissance-method, collectibility-preservation and

emotion-over-measurement readings are labelled analytical. Companion papers: 103 (Story), 116 (Utopia), 117 (Special Projects), 118

(Technology), 88-102 (Koenigsegg series for the comparative mirror). Thematic paper - no Model File or Checklist. Nothing here is

investment advice.


