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visual aspect of the brand

How to use digital brands elements.
Align every single digital brand visual identity element seen by customers
online with the new branding.

1.1 _logotype

Examples on how to apply the logos/emblems in all digital environments.

Back to contents page
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visual aspect of the brand
_logotype

Ouremblem
our new identity

RENAULT

Ourlogo block RENAU LT RE NAU LT

¢
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visual aspect of the brand

_logotype -emblem

 —

W favicon 16px

¢

Our new emblem lives now by itself, it doesn’'t need its Renault mention
anymore: except for some specific cases. Main usage of the emblemiis
for the navigation bar and favicon, butin can be added in other places
like various images. Avoid using the logo block or work mark. For full
application guidance, see our Core Elements Guide available on brand
hub.
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visual aspect of the brand

_logotype -emblem

header of your website, position on the left side with darker background

For favicon, use the emblem in white with black background.Favicon (white white emblem black background) will be used only on the Renault user journey -for other brands user journeys or for the dealers
own pages the favicon must be different and in accordance with that path.

header of your website, position on the left side with lighter background

Use the black emblem only on lighter/white backgrounds to contrast correctly. Respect the size and position of the emblem in the navigator bar, avoid adding any othericons, logos around the emblem as it
will be used according to the technical specification given. For Arabic-speaking countries, the emblem can be added on the right side, to respect the reading style (for both black and white emblems).

¢
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visual aspect of the brand

_logotype - wordmarks

| |
RENAULT  RENAULT,, BEUEUIA)

Our new word mark must be used whenever the emblem and/or the logo blocks can't be used.

When applying, please ensure you adhere to the rules. In digital environments it is encouraged to use the emblem first (navigation, favicon,images), second place is for logo blocks (images, forms) and lastly
the word mark (images).

¢
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visual aspect of the brand

_logotype -logo blocks

RENAULT RENAULT <<)> RENAULT

H/2

<()>

RENAULT!

RENAULT RENAULT i

Our logo blocks must be used sparingly, whenever the emblem alone could not be applied for legal or visibility issues for instance.

They come in two versions: horizontal and vertical. following the support on which you display it, prefer the most suitable version,and make sure you follow the rules.

¢
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visual aspect of the brand

_logotype
remember to: avoid to:

o use the emblem as the main logotype -in navigation barand as a favicon o addatagline to the emblem.

o size the Renaultlogo the same size as the otherlogos present. o impair the readability and visibility of the logo.

o position the emblem in the right part of the navigation bar. o placethelogoonanoverloaded background.

o respectthe minimum sizes: 60 px for the horizontal logo, 70 px for the vertical logo. o create an accumulation of logos.

o respectanexclusion zone around each logotype. o useoldlogosorany older version of the logo.

o use the emblem(white or black) in regards to the background. o create your own version of the emblem, logo, or a new lockup.
note

Follow all up to date corporate guides and trainings on branding related topics provided to you, as well as the digital standards guides.

¢



1.2

_typography

Official fonts to be used.
Example and rules for of headings, body texts, lists and sizes for each.

Back to contents page
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visual aspect of the brand

_typography

nouvel'R

this is the new typography

Use this typography on the Renault brand part of your website instance.

Make sure you follow the rules when using it. A creative typeface designed and developed in several alphabets for our exclusive use, the nouvel'R fonts collection provides a strong visual footprint for the
brand; use Nouvel'R font for titles, vehicle names etc. Use the Read font for paragraphs and paragraph titles, as well as for secondary texts (headers, footers, etc))

¢
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visual aspect of the brand

_typography

ppo

eative su

When developing ancr

you follow the simple rulesillustrated here.

ake sure

LIGHT

BOOK

REGULAR

SEMIBOLD

BOLD

EXTRABOLD

12
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visual aspect of the brand

_typography

When developing an creative support:

make sure you follow the simple rules illustrated here.

all H1 titles are centred aligned
with all lowercase

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Integer ut tempus
arcu. Ut ut mi et est porttitor porttitor. Proin ultricies dictum massa ac
pellentesque. Phasellus eu nibh eu sem finibus tempor atid ipsum. Nunc sed
duiin arcu sodales vehicula. Etiam efficitur est eu urna condimentum, vel
finibus quam sollicitudin.

all H2 titles are centred aligned with all
lowercase

Loremipsum dolor sit amet, consectetur adipiscing elit. Integer ut tempus
arcu. Ut ut mi et est porttitor porttitor. Proin ultricies dictum massa ac
pellentesque. Phasellus eu nibh eu sem finibus tempor atid ipsum. Nunc sed
duiinarcu sodales vehicula. Etiam efficitur est eu urna condimentum, vel
finibus quam sollicitudin.

ALLH3 & ABOVETITLES ARELEFT ALIGNED WITH
ALL UPPERCASE

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Integer ut tempus
arcu. Utut mi et est porttitor porttitor. Proin ultricies dictum massa ac
pellentesque. Phasellus eu nibh eu sem finibus tempor atid ipsum. Nunc sed
duiin arcu sodales vehicula. Etiaom efficitur est eu urna condimentum, vel
finibus quam sollicitudin.

OVER IMAGES/HERO OVERLAYS - THE TITLEISWRITTENIN

BOLD ALIGN TO LEFT

subtitle is written with reqular typography and lowercase

¢
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visual aspect of the brand

_typography

When developing an creative support:

make sure you follow the simple rules illustrated here.

PETA

Font size:100px | Line height: 80px | Font weight: Bold

TERA

Font size: 50px | Line height: 40px | Font weight: Bold

GIGA

Font size: 36px | Line height: 38px | Font weight: Bold

MEGA

Font size: 28px | Line height: 32px | Font weight: Bold

KILO

Font size: 24px | Line height: 28px | Font weight: Bold

HECTO
Font size: 20px | Line height: 18px | Font weight: Regular / Bold

DECA DECA
Font size: 18px | Line height: 20px | Font weight: Regular / Bold

¢

PETA

Fontsize: 40px | Line height: 35px | Font weight: Bold

TERA

Fontsize: 36px | Line height: 32px | Font weight: Regular

GIGA

Font size: 28px | Line height: 32px | Font weight: Bold

MEGA

Fontsize: 24px | Line height: 28px | Font weight: Bold

KILO
Fontsize: 20px | Line height: 24px | Font weight: Bold

HECTO
Fontsize: 20px | Line height: 18px | Font weight: Regular / Bold

DECA DECA
Fontsize: 18px | Line height: 20px | Font weight: Regular / Bold

14
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visual aspect of the brand

_typography

When developing an creative support:

make sure you follow the simple rules illustrated here.

body

for desktop

Base
Font size: 16px | Line height: 20px | Font weight: Regular / Bold

base base

Mention
Fontsize: 14px | Line height: 18px | Font weight: Regular / Bold

mention mention

Nav
Font size: 13px | Line height: 16px | Font weight: Regular / Bold

nav nav

Sous-mention
Font size: 12px | Line height: 15px | Font weight: Regular / Bold

sous-mention sous-mention

Legal
Font size: 11px | Line height: 13px | Font weight: Regular / Bold

legal legal

¢

for mobile

Base
Font size: 16px | Line height: 20px | Font weight: Regular / Bold

base base

Mention
Fontsize:14px | Line height: 18px | Font weight: Regular / Bold

mention mention

Nav
Fontsize:13px | Line height: 16px | Font weight: Regular / Bold

nav nav

Sous-mention
Fontsize:12px | Line height: 15px | Font weight: Regular / Bold

sous-mention sous-mention

Legal
Fontsize: 11px | Line height: 13px | Font weight: Regular / Bold

legal legal

15
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visual aspect of the brand

_typography

remember to:
o comply with labelling rules and keep consistency in sizes.

o write Renault with capital R followed by lowercase letters, the model wording in

bold and capital letters.

o usenouvel'Rfontfor titles, vehicle names etc. Use the Read font for paragraphs

and paragraph titles, as well as for secondary texts (headers, footers, etc.).
o alwaysuse nouvel'Rinits original form.

o respecttherulesforformatting paragraphs, always align textin long paragraphs
to the left & have a comfortable line spacing, exception with subtitles and intro

texts (see rules above).

note

avoid to:

O

modify the nouvel'R policy & change or edit the shape of the nouvel'R fontletters (flattened, stretched,

slanted, etc)

align text to the right, centre it or justify it in paragraphs & have increased or decreased line spacing in

paragraphs.
having character spacings that are too tight or too wide.

mixing Renault Group fonts or other fonts with nouvel'R and Read on Renault branded part of the dealer

website or use the nouvel'Rin other parts of the dealer website that has no relation to Renault.

Follow all up to date corporate guides and trainings on branding related topics provided to you, as well as the digital standards guides.

Design System full details here: Figma (for first time connection, you will be requested to register your accountvia a form, in the same form you will also be able to request access to Zeplin. Itis required to

own d Figma account before you request access).

¢
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https://www.figma.com/file/6O7nSmijfyWozcgYR1OemC/Digital-Asset-Library?node-id=21%3A21071&t=trIPvGylNkUKMoBq-1
https://forms.office.com/e/7bZ4htDD7W
https://zpl.io/kDxwrWK

~colors

Official colors to be used.
Example and rules for types of colors.

Back to contents page
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visual aspect of the brand _
this are the new colors

_colors
yellow white gray light gray mid gray dark black
3955¢ CoolGrayic CoolGray4c CoolGray8c Processblackc
239r223g0b 5c Om 25512559 255b 0c Om 217r217g214b Oc Om 187r188g188b 0c Om 136r139g141b 05¢c Om 0rog0Ob 0cOm Oy 100k
100y Ok #EFDFOO Oy Ok #FFFFFF 5y 20k #D9D9D6 5y 40k #BBBCBC Oy 60k #888B8D 30¢c30m 30y 100k (rich black) #000000

When using the colors on the Renault brand part of your website instance, have in mind:

Our primary colors palette consists of 3 main values: white, black (and its gray gradients), and our iconic color, the yellow.
Respect the color proportions

The white is obviously our main color, supported by a simple, plain black. Ouriconic yellow must be used sparingly, to pace your communications and highlight some features or messages.

¢
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visual aspect of the brand

_colors

main colors

#F8EB4C
#FFFFFF #D9D9D6 #BBBCBC #888B8D #000000 .
.# EFDFOO white gray light gray mid gray dark black primary hover
primary yellow
text colors
#000000 #000000 #3E3F40 #656666 #FFFFFF
text primary text primary text secondary text tertiary text light background
background

notification colors

#E91630 HEE5352 #F7A84B #50DD6D #40D37C #1E8FCE
alertbase alert neutral warning base succes light success base information base
electric colors

#2597BE #1FA2C8 #1885D1
electric lighter electric light electric base

¢
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visual aspect of the brand

_colors
remember to: avoid to:
o only use color codes that the Renault Group agrees on. o adaptthe color code.
o follow the colors scheme for each element (text, buttons etc.). o using black(with no transparency) or any other color as background (secondary colors) aside from the

agreed overlay color (and transparency).
o respectthe proportion of color usage on a website.

o use othercolors from other brands on the same page (userjourney).
o0 use white as the main text colors with a darker background (overlays included) and

black for most titles, text blocks. o addnew colors.

o secondary and tertiary text color may be used in strap-lines, legal mentions, o usetomany colors (primary and secondary) on the same page.

subtitles etc.

note
Follow all up to date corporate guides and trainings on branding related topics provided to you, as well as the digital standards guides.

Design System full details here: Figma (for first time connection, you will be requested to register your accountvia a form, in the same form you will also be able to request access to Zeplin. Itis required to
own d Figma account before you request access).

20


https://www.figma.com/file/6O7nSmijfyWozcgYR1OemC/Digital-Asset-Library?node-id=21%3A21071&t=trIPvGylNkUKMoBq-1
https://forms.office.com/e/7bZ4htDD7W
https://zpl.io/kDxwrWK

1.4

_Visuadls & graphic user interface

Official icons, grids and car visuals to be used.
Buttons and links examples & hero zone safe zone rules to be followed.

Back to contents page
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visual aspect of the brand

_visuals & GUI -icons & pictos

These are our mainicons and pictograms

Allicons and pictograms are available to you in a vector format to use in all digital environments. Our pictogram collection has been specifically developed for our brand. Itis to be used on our various digital,
print, as well as architectural and events materials. Please make sure you always use those proprietary elements to communicate.

1- Edit, Files, Lists 2-Business 3-Services 4-Cars 5-Equipements 6-Engines, Energy
B 5 Q@ 2 M 3 9228 0 Q¢ Q3 o> T e > 6 D > O (DD o @B 4D INSToaa@ D ey O & WG e &
i ) = e Bs 82 = + P =3 g A ¢ (ot 6% 0 %
o] wr] @) ] X 45 (nEw) Sl
%@m@&@@ﬁﬁﬁﬁﬁﬁ[‘% EJ@O@g %@--- 1 2 3 4 5 6 7 8 9 10 M 12 13 14 1 2 3 4 5 6 7 8 9 10 N 12 13 14 1 2 3 4 5 6 7 8 9 10 M 12 13 14 1 2 3 4 5 6 7 8 9 10 M 12 13 14
1 2 3 4 5 6 7 8 9 10 M 12 13 14 1 2 3 4 5 7 8 9 10 M 12 1B 14 . - -
MEISHE 4 =9 na.=h—=QF5 e O®HWAEERRIT IPDL2OT ST L 0 06 6 602 == A
v ~— = 5 N D = )
D [ = ﬁ [E3D) @ _EI._ @ X ﬁ @ [% g »Ei‘} O \ﬂ m ulk rz—,!, < 9 @ {‘,E-,‘} 1 16 177 18 19 B 16 17 18 19 20 21 22 23 24 26 26 27 28 15 16 17 18 19 20 21 22 23 24 25 26 27 28 15 16 17 18 19 20 21 22 23 24 25 26 27 28
15 16 17 18 19 20 21 22 23 24 25 26 27 28 5 16 17 18 19 20 21 22 23 24 25 26 27 28 DB e G @mBE Y & 4 R @WP ¢V B e = B
B = = & Q) Vv lldes ke 0B 29 30 3 32 33 34 35 36 I 3]/ 39 40 4 42 29 30 31 32 33 34 35 36 37 38 39 40 4 42 29 30 3l
W = = = ¥ B
2 R s & & 3 o> % 2 &8 o w 2L 2D 2 B R B =E - c 2
29 30 31 32 33 34 35 20 30 31 32 33 34 35 36 37 38 39 40 41 42 58 8 e &9 e St BlSSS0 LSS 2
® 43 44 45 46 47 48 49 50 51 52 53 54 55 56 43 44 45 46 47 48 49 50 51 52 53 54 55 56
SR SESHE 1L GO A
43 N
57 58 59 57 58 59 60 61 62 63 64
7 - Devices, Connectivity 8- Location, Navigation, POI 9-Communication, User, Feedbacks 10-Navigation, Controls, Arrows 11- Gestures 12 - Miscellanous
DO DOTENDL LDk A MMM O==QA@BREEB &Y #H Qaaq
. - - 1 2 3 4 5 6 7 8 9 10 M 12 138 14 1 2 3 4 5 6 7 8 9 10 N 12 13 14 > > > a0 QRO RO Q. T® " . AL 2 .
Q& DEE0 > &= 8 ooy v © O AT A L =2 & L HEHEHEREE® H WO ODHHRBDHDR NP
U = ¥ (o1 il G 63 @Oo0 o e e PO eOO:TH P Y XOIN M EBE B0 DN DK DHHHEHREOQ AR * % T @ e T e e e 7
12 38 4 5 6 7 8 9 10 U 12 1 14 T2 3 4 5 6 7 8 9 10 M 12 18 14 5 16 7 18 19 20 21 22 23 24 25 26 27 28 5 %6 17 8 19 20 21 22 23 24 25 26 27 28 T2 3 4 5 6 7 8 9 10 T 12 1B 14 1 2 3 4 5 6 7 8 9 10 m 12 13 14
5 4 = (tg) B & oy Qo O & = 2] o O [ B R [ 7 fun T @ ) ) + L dH KL LV XOQOA " LA S T 2R 2T PR = 9% & O W w
= i= 3 { v ' P P & & (Y, S = 3 o g %
BRM] m V‘I'g Sl 0"2 ol =2 AR = = Fo 7ix i\ ?.Y 7N\ - s 30 8 @ 55 s a5 s 51 a8 %0 a0 a4 ¢§\1 ‘?/5 P 1) N &\ % ‘/5 }§ D= F T % 7 % W = ) é (&)
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NV EEERAT D> AV L LT
29 30 31 32 33 34 35 36 29 30 31 32 33 34 35 57 58 59 60 6 62 63 64 65 66 67 68 69
13-Socialicons 14-Tovalidate
OcOMLIAPAYRKAIODOO® €3> AvITeDHbD
1 2 3 4 5 6 7 8 9 10 M 12 13 14

@eO0M®0

B 16 17 18 19

note
Follow all up to date corporate guides and trainings on branding related topics provided to you, as well as the digital standards guides.

Design System full details here: Figma (for first time connection, you will be requested to register your accountvia d form, in the same form you will also be able to request access to Zeplin. Itis required to own
a Figma account before you request access).
@ 22



https://www.figma.com/file/6O7nSmijfyWozcgYR1OemC/Digital-Asset-Library?node-id=21%3A21071&t=trIPvGylNkUKMoBq-1
https://forms.office.com/e/7bZ4htDD7W
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visual aspect of the brand

_visuals & GUI -icons & pictos

Ilcons usage

Depending on the place where aniconis used the size may vary .

desktop

> 24px
6= 30px
> 32px
6 40px

a 57px

eq.:

eq.:

eqg.:

eq.

eq.:

Droplist, Slider

Footer

Slider, Action panel, Horizontal Gallery

:Animated Cards Images & Text, Prefooter

Action panel

¢

24px

30px

32px

40px

48px

mobile

eq.:

eq.:

eq.:

eq.

eq.:

Droplist, Slider

Footer

Slider, Action panel, Horizontal Gallery

: Animated Cards Images & Text, Prefooter

Action panel

23
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visual aspect of the brand

_visuals & GUI - grid formats

Desktop grid -non bleed <1440 px
Total width:1216 px
Offset: 112 px
Number of columns:12
Gutter Width:32 px
Column Width:72 px

Tablet grid -non bleed <800 px
Total width: 736 px
Offset:32 px
Number of columns: 8
Gutter Width:32 px
Column Width: 64 px

Mobile grid -non bleed <343 px
Total width: 343 px
Offset:16 px
Number of columns: 3
Gutter Width:32 px
Column Width: 93 px

150 3

352

352

256

160 343

256

448

256

1216

736

¢
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visual aspect of the brand

_visuals & GUI - links & buttons

Categories of links Categories of buttons

Links are key elements for the navigation. Different colors from Use the correct shape and format of the buttons in a consistent way.
our design system can be used to highlight different categories

of link and buttons. If the link results in an action, then these

should be used.

normal hover normal hover
primary link primarylink > : :
primary primary ButtonCTA
Height: 46 px
lcon size: 24 pXx
. . . . Auto layout: horizontal center

prlmqryllnk prlmqryllnk ghost ghost Space betweenFext&ioon:8 PX
Space between items: 9 px
Horizontal padding: 16 px

Link CTA Vertical padding: 11 px

Height : 32 px Fontsize:16 bold; height 20 ; auto width; centred

super primary super primary Hover colors: EFDFOO - Primary ; 000000 - Ghost;
F8EB4C - Super Primary

Horizontal space between two CTAS: 24 pX
Vertical space between two CTAs: 24px

Max length: 280 px

Disabled buttons colors: F2F2F2 or D9D9D6

lcon size: 24 px

Auto layout: horizontal center

Space between text &icon: 8 px

Fontsize: 16 bold; height 20; auto width; centred
Max length: 280 px super primary —> super primary —>

Use one single linkin a container - for multiple CTAs use buttons.

note
Follow all up to date corporate guides and trainings on branding related topics provided to you, as well as the digital standards guides.

Design System full details here: Figma (for first time connection, you will be requested to register your accountvia a form, in the same form you will also be able to request access to Zeplin. Itis required
to own a Figma account before you request access).
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https://forms.office.com/e/7bZ4htDD7W
https://zpl.io/kDxwrWK
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visual aspect of the brand

_vVvisuals & GUI - tags & form controls

Tags/Badges types and variations

Tags are used to filter displayed information.
Color variation depends on the nature of the

information.
o
s
Tags
Height: 24 px
lcon size: 12 px
Radius: 2 pXx

Auto layout: horizontal center

Space between text &icon:2 px

Horizontal padding: 8 px

Vertical padding: 5 px

Horizontal space between two tags: 8 px
Fontsize: 12 bold ; height 15; auto width; centred
Max length: 80 px

Colors used: All secondary + primary

Outline stroke: Solid - Inside -1

note

Follow all up to date corporate guides and trainings on branding related topics provided to you, as well as the digital standards guides.

Design System full details here: Figma (for first time connection, you will be requested to register your accountvia aform, in the same form

Control button heading
Description of what this control will do

Control button heading
Description of what this control will do

Control button heading
Description of what this control will do

Control button heading
Description of what this control will do

Control button heading
Description of what this control will do

D Control button heading
Description of what this control will do

Form controls types and variations

There are several types of elements that can
be used to collect data within aform.

@ Description of what this control will do

Description of what this control will do

Description of what this control will do

O Description of what this control will do

Description of what this control will do

D Description of what this control will do

you will also be able to request access to Zeplin. Itis required to own a Figma account before you request access).

¢

@ Control button heading

Control button heading

Control button heading

O Control button heading

Control button heading

D Control button heading

Form controls
Fontsize: 14 regular/semibold; height18; auto height;
left align
Elements size: 20 px
Auto layout: horizontal left
Space between text & element:12 px
Horizontal space between two elements: 16 px
Max length: 280 px

Use the Figma or Zeplin link to see all details on how to
build the elements/fields/alerts etc.

26
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visual aspect of the brand

_visuals & GUI -range image

This is our new recommended visual representation of vehicles in new vehicle ranges

Request the images (pack shots) from someone on the local marketing (digital) team or network strategy - the examples seen here are pack shotimage no1and pack shotimage no 19 for MEGANE E-TECH

B vy

¢
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visual aspect of the brand

_visuals & GUI -range image

-
electric electric electric

TWIZY E-TECH ELECTRIC TWINGO ZOEE-TECHELECTRIC

starting from: XX XXX € * starting from: XX Xxx € * starting from: xx Xxx € *

grade name and details for the model starting m grade name and details for the model starting grade name and details for the model starting

price; legal notice etc. price; legal notice etc price; legal notice etc.

discover discover discover

electric

< L
CLIO m CAPTUR MEGANE E-TECH 100% ELECTRIC e I ectr | c
starting from: XX XXX € * starting from: xx xxx € * starting from: xx xxx € * L

grade name and details for the model starting

rice: legal notice tc. grade name and details for the model starting grade name and details for the model starting
ice; i
priee;leg price; legal notice etc price; legal notice atc. o
MEGANE E-TECH 100% ELECTRIC
discover discover discover

starting from: XX XXX € *

grade name and details for the model starting
price; legal notice etc.

discover
ARKANA AUSTRAL KADJAR
starting from: xx Xxx € * starting from: XX Xxx € * starting from: XX Xxx € *
grade name and details for the model starting grade name and details for the model starting grade name and details for the model starting
price; legal notice etc. price; legal notice etc price; legal notice etc
discover discover discover

This is our new recommended visual representation of vehicles in new vehicle ranges

When displaying vehicle images in a range, use the recommended size of the container and leave space between carimages, and make sure to have a full white background for the entire range. Use the
grid of 3 columns by 3 /4 rows in a single display. Ensure consistency when using a car range image—only official images are allowed, the same angle must be used, and the image must not be edited.

¢
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visual aspect of the brand

_visuals & GUI -range image

140

CAPTUR E-TECH HYBRID

rechargeable hybrid

CAPTURE-TECHHYBRID

This is our new recommended visual representation of vehicles in new vehicle ranges

rechargeable hybrid

Make sure the image is adaptable and the same on all devices and screen orientations.

note
Follow all up to date corporate guides and trainings on branding related topics provided to you, as well as the digital standards guides.

Design System full details here: Figma (for first time connection, you will be requested to register your accountvia a form, in the same form you will also be able to request access to Zeplin. Itis required to
own d Figma account before you request access).
@ 29
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visual aspect of the brand

_visuals & GUI - editing images for hero zone

Asset format general editing rules
The quality of files used must always be high, clean and crisp.
Imagerules:
Maximum of 4MB for good visual quality.
Saved for web at a minimum of 80% quality(and not lower) in JPG format only.
Always save in sRGB profile (rather than RGB).
Video rules:
Maximum of T6MB.
Saved forweb at a16:9 ratio.

MP4 formatonly.

Safe zones for heroimages

Always choose HD images, around or above 4500px ((EPS or HD JPG file formar).
The layout of the hero zone is full-width responsive, so the visual needs to be clear
and sharp for bigger screen resolutions. Itis recommended to choose images
where the caris cantered to allow enough back-ground to fill the banner areas
outside safe car zone (marked by guides).

Avoid choosing images with not enough background around the car, you will
have a difficult time editing the banner to required dimensions outside safe zone.

Thisimage type and size is ideal for a heroimage.

Use this kind of images to edit and adapt for each device by following the rules mentioned.
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visual aspect of the brand

_visuals & GUI - editing images for hero zone

Safe zones for heroimages

Avoid choosing images of 1280px or similar. They are too small for big size
banners (example: 2560 x 1440 px) and the quality of resulting visuals will be very
low.

Safe zonerules:
Keep all cars in the safe area or they may be cut.

Avoid the use of extra texts,icons or other visual elements on your banners. All
texts and mentions should be included in the text box or on the product page
itself.

note

Follow all up to date corporate guides and trainings on branding related topics provided to you, as well as the digital standards guides.

Design System full details here: Figma (for first time connection, you will be requested to register your account via a form, in the same form you will also be able to request access to Zeplin. Itis
required to own a Figma account before you request access).
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visual aspect of the brand

_Visuals & GUI - editing images for hero zone - safe zone

cutzone Safe zones for heroimages

Car safe zone can be reversed with text zone as long
the proportionis kept.

Desktop 25660 x 1200 px
Tablet 1340 x 800 px

Mobile 640 x 600 px

cutzone text zone cut zone

cutzone

cutzone 185

textzone

o 0
c s
text zone & 3 N o
‘5 g Follow all up to date corporate guides and trainings on branding related
= o o topics provided to you, as well as the digital standards guides.
Design System full details here: Figma (for first time connection, you will be
requested to register your accountvia a form,in the same form you will also
cutzone be able to request access to Zeplin. Itis required to own a Figma account

before you request access).

¢
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visual aspect of the brand

_visuals & GUI

remember to:

note

always use official Renault or Renault approved visuals and follow visual standards

when modifying any image (example: Mediateque).
use the grid formats as an orientation when building your website.

in the range presentation, use consistency in vehicle images (use the same angle

shot for all carimages).
keep the shadow and the reflection on the ground.
make sure that the windows are transparent so that the background can be seen.

maintain the positioning of the vehicle in a horizontally aligned manner. Maintain a

safe zone around the vehicle.

insert the legal notice adapted to the visual used (description of equipment/

version, consumption)

use the correct colors of backgrounds and take advantage of the white space.

avoid to:

o adding objects, elements, layer,logos or emblems (exceptions can be made with the coordination of the

local marketing team) during the editing phase of any image.
o usingicons and visuals that are not part of Renault Group.
© mixing the visuals, emblems, logos in a small area.

o when editingimages, to use other colors outside Renault official colors - don't mix fonts, colors of the

dealer with the Renaultimage.

o intheeditedimages for facebook, instagram etc, to add the logo of the dealer- specify the name,

location, ways of contact.

Aside from this digital standards quides, respect and follow all up to date corporate guides and trainings on branding related topics provided to you.

¢
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name&URL

Secure as simple as possible, dealer's website URL to access the Renault
Group's brands environment.

Homogeneity on naming on all digital environments for a dealer online
presence.

2.1 business name

Examples on how to display and ensure consistency with the name.

Back to contents page
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name & URL
_business name

Keep the same names on all digital environments (websites, social networks, Google My Business, etc.)

Add RENAULT + City name/Geographical area or City Name + Dealer name (only exceptions applied).

All must be written with Nouvel'R in the navigation of the website, positioned after the Renault emblem - upper side(ensure an exclusion zone) to be as visible as possible to any user who lands on the homepage. Use
variations of the overlay to fit the local requirements and also accessibility in terms of visibility. Use the Renault and City Name in the meta title along with the other SEO recommendations and guides of the Renault
Group.

Exception applied to navigation and/or Social media accounts are detailed in the Figma or Zeplin project.

The main exception for the naming refers to the fact that if there are competitors in the same city/area .The acceptable solution for naming is therefore RENAUL [ City name + Dealer name in the recommended area
(to offer exclusions zone) - same will go for the other accounts display name. In all scenarios, on the right side of the website, the navigation will have a dedicated area/zone to the dealers own branding where the
dealer logo, dealer name/group, “"Brand dealer” stamp or any other distinct branding indicator can be added. Key is to ensure consistency and to provide a seamless and familiar user journey to the customer by
respecting a certain format ( Brand + City name+ Dealer Name)

RENAULT | cityname

© dealer

NEW VEHICLES OFFERS AND PROMOTIONS USED SERVICES OTHER |og°

Locations

Renault Dealer

Dealer name

note
Follow all up to date corporate guides and trainings on branding related topics provided to you, as well as the digital standards guides.

Design System full details here: Figma (for first time connection, you will be requested to register your accountvia a form, in the same form you will also be able to request access to Zeplin. Itis required to own @

Figma account before you request access).
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name & URL
_business name

Keep the homogeneity of names on all digital environments (websites, social networks, Google My Business, etc.)

Make sure to have enough space between the emblem and the space dedicated to add the "Renault + City name”. Also the Dealer Logo should be in the opposite side of the Renault Emblem, giving it space.

The navigationis splitinto 3 areas (left, middle, right) - Left side is dedicated in having the two elements (emblem + City name/location) - Middle area will be with links/dropdown/icons etc, place for to the

main navigation - Right side dedicate to dealers branding (logo/dealer name/claim) respect the proportions with other logos and elements on the navigation - this area can also be used as a path to the
dealers homepage.

Aslong as the useris on the brand environment, for accessibility purposes and search engine optimization process aid, the Renault + City/just City name for Dacia will be added on the left side of the
navigation - this helping with visual symmetry within that area and a clear identifier for the user on his path.

RENAULT | City name

43px
132px

dealer
logo

Renault Dealer

Dealer name
note

This visual representation is only for demonstration and is not required to be recreated in an exact high fidelity with all the elements used. Get inspired and use all branding elements provided correctly and in
accordance with the branding strategy views of the group, the purpose is to aim towards this design as much as possible.

Design System full details here: Figma (for first time connection, you will be requested to register your accountvia a form, in the same form you will also be able to request access to Zeplin. Itis required to own
a Figma account before you request access).
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name & URL
_business name

Ensure consistency

The names used in the navigation should be the same on all platforms. Split per brand is mandatory for all accounts - to ensure consistency and homogeneity, for social media accounts the following
formatis to be used:

Brand + City name (for dealers that operate only one single location);
Brand + City name + Dealer name (for dealers that operate multiple locations and have accounts for some/all locations);
Brand + Dealer name (for dealers that operate multiple locations and have only one account per brand);

For GMB based on the rules and guides provided by the Corporate team and Google, ensure that there is a split per brand for all brands - to secure consistency and homogeneity, the following formatis to be
used:

Brand + City name (for dealers that operate only one single location).

Brand + City name + Dealer name (for dealers that operate multiple locations and is mandatory to have accounts for all locations where the service register with Google is labeled as “selling new
vehicles"” other locations that don't have this service must not have a GMB account);

If you are willing to create a generic GMB account on top on the ones dedicated for each brand and location, please avoid in the name adding “Renault or Dacia”. Details on the naming for Social media and
GMB will be elaborated later.

- I .........-s.;.slf
See photos See outside

Renault City Name

Renault City Name o

@renaultcityname-dealername - Cars ‘ N ‘ ‘ Directions ‘ ‘ Save ‘ ‘ call

[ renault.dealername.com
4.9 (1.2K)

Home About Videos  Photos More ~ i& Like @ Messenger Q
Renault Dealer in City name, Country

¢
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_URL

Good and recommended examples on how to secure the url for each
USer journey.

Back to contents page
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name & URL

_URL
® @] Renault - City Name -Dealernam¢ X =
&« > C https://dealername.com/renault

The dealer's website URL is the easiest way to access the Renault Group's brands environment. (the domain name must not suggest that it refers to an official Renault Group's brand welbsite. The aimis to
clearly distinguish the dealer's website from the corporate Brand's site.) For the favicon use the white emblem with the black background (element size 19 x 20 px and emblem 13 x 16 px) . The split needs to be
done as thisis a visual elementidentifier. A favicon is used as a branding element, uniquely for each brand and user journey for your website. Its primary aim is to help visitors find your page more easily when
they have multiple tabs open. Not permitted to have altered/adapted favicons for one brand user journey - the dealer favicon is to be added only on the neutral page. Favicon is the entrance door (together
with the URL) to the brand universe. As we do in the retail environment, while URL is showing the basic information you may see on the elevation of a showroom (the Brand / the company name), the favicon is
showing the Brand you're entering to.Therefore, favicon should respect Standards from the Digital Guide.

® <()> Renault - City Name -Dealernam¢ X 4+

« S5 C https://renault.dealername.com

Website URLs

Itis encouraged to create subdomains to include the brand and distinguish between all brands of a dealer. renault.dealername.com or dealername.com/renault (if you can’'t request a subdomain for the
brand you own) not recommended: dealername.com;; If you have Renaultin your domain name, announce it and whitelist it with the corporate team. The website needs to be up-to-date in terms of security
certificates and other privacy related issues. When choosing a new web domain name, have in mind the following principles: keep it simple and avoid using long names; use a “-" to separate words if the
lengthis large. For each brand if there is no subdomain under your original dealer domain use “Renault-" (example renault-dealername.com) and then dealer name group, avoid adding the brand at the end
of the domain name. Always follow SEO best practices and rules provided by Renault Group.

¢
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general website presentation

Ensure a sealed Customer Journey in the digital environment, as well asin
the physical showrooms, in line with customer'’s online research.
Showcasing the elements required to be added on a homepage of a dealer
website (hero image, header navigation, range display rules for New Vehicles
stock presentation, list of services seen and naming, call to actions) and

example of an own car page.

3.1_multiple brand environment

Rules of UXwhen dealer operates multiple brands.

Back to contents page
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general welbsite presentation

RENAULT | City name

_multiple brand environment - homepage

NEW VEHICLES OFFERS AND PROMOTIONS

Home About Brands

Dealer Logo

Welcome to Dealer Name Multiple
Brands Lancaster

Lorem ipsum dolor sit amet, consectetur adipiscing elit

e LiveSchedule

Monday 08:00-18:00

Multiple Brands

3

Lorem ipsum dolor sit amet, consectetur adipiscing elit.

dealer
logo

Q ©

Search

USED SERVICES OTHER

Locations

Renavult Dealer

Dealername

124 College Ave, Lancaster,
Pennsylvania, 17603

(717) 394-2978

English, French, German | New Car Sales, Used Car Sales, Electric Cars, Body Shop |
info@renault.dealername.com

A

CITROEN

Multiple brand environment

It's best to have a simple "neutral page" that's dedicate to the dealer's branding and from which each brand can be
accessed. The customer experience can be made more seamless by having a specific and unique user journey for
each brand thatis commercialized by the Dealer. Announce with a title which multiple brands are represented in your
dealership. Make sure to keep the Renault Brands logos in the correct order if they are seen with other logos from other
car brands (example :if the dealer commercializes both Renault and Daciag, avoid adding the emblem of Renault first
then another brand's logo and after the Dacia logo)

¢

Homepage for multiple brand environment

Multiple brand environment is defined as the user journey in which the dealership
commercializes other brands beside Renault Group ones.

This visual representation is only for demonstration and is not required to be
recreated in an exact high fidelity with all the elements used. Get inspired and use
all branding elements provided correctly and in accordance with the branding
strateqgy views of the Renault Group, the purpose is to aim towards this design as

much as possible. 41
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RENAULT | city name

g e n e rO | We bs Ite p rese ﬂtOU O n <()> NEW VEHICLES ~ OFFERS AND PROMOTIONS USED  SERVICES  OTHER

_multiple brand environment - homepage

On ahomepage, itis important and recommended displaying at least 4 elements:
e LiveSchedule > D,®d 124 College Ave, Lancaster,

Navigation (black or white background) - Eownass
= % (717) 394-2978

Hero image (slider or static with or without CTAS)

Range of New Vehicles (image, name of car, price and CTA)

List of services information about each provided by the dealer.

Optional renew used vehicles (separate range distinguishable by title or a CTA to a different page) - based on renew local THIS IS THE RENAULT RANGE

strategy.Other elements are not mandatory to have and are completely at the Dealer's decision.

which Renault model do you like?

ELECTRIC&HYBRID SUVS CITYCARS RENAULTPRO+ NEW MODELS

Make the customer experience more seamless by having a dedicated Renault Group brand environment with a specific menu.

Customers looking for information on Renault Group brand products and services will have easy access to it, without being & . i ' N
redirected to other brands. & % ﬁ

TWIZY E-TECH ELECTRIC TWINGO E-TECH ELECTRIC ZOE E-TECH ELECTRIC
starting from: xx xxx € starting from: xx xxx € starting from: xx xxx €

discover discover discover

Sz waz was

cLio CAPTUR MEGANE E-TECH 100% ELECTRIC

starting from: xxxxx € starting from: xxxxx € starting from: xxxxx €

discover discover discover

This visual representation is only for demonstration and is not required to be recreated in an exact high fidelity with all the elements E—

used. Getinspired and use all branding elements provided correctly and in accordance with the branding strategy views of the A e A e A e
Renault Group, the purpose is to aim towards this design as much as possible.

discover discover discover

Design System full details here: Figma (for first time connection, you will be requested to register your account via a form, in the
same form you will also be able to request access to Zeplin. Itis required to own a Figma account before you request access).
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general welbsite presentation

_multiple brand environment - homepage - navigation

RENAULT | City name

Q © dealer

NEW VEHICLES OFFERS AND PROMOTIONS USED SERVICES OTHER |ogo

Search Locations

Renault Dealer

Dealer name

For the navigationitisimportant to have:

Emblem (left side)or right side for Arabic countries ; white or black background(avoid other colors); RENAULT+City name/Location or+City name & dealer name after the emblem. Have the range of new

vehicles separated from used vehicles added and mentioned in the navigation. Optional have call to actions (to corporate websites forms, 3D Configurator, etc.) Ways of contact (phone number, email etc.

of the dealership) and information about offers & promotions highlighted in the main navigation as a separate category.

R . R R . . 124 College Ave, Lancaster, Pennsylvania, 177603 other locations
Allow, via the dealerlogo, a simple way to return to the multi-brand environment, if the user wishes. @ 9 v _

As an alternative, when a single dealer has multiple locations then, use the “Locations” icon CTA from the
navigation to activate a pop-up showcasing the current location with the details and the list of other D?J
locations. Other elements are not mandatory to have and are completely at the Dealer's decision.

124 College Ave, Lancaster,

Having multiple locations means creating a dedicated page/element. We recommmend displaying a location Penneyivania, gl
CTA where customers/prospects search for the different sites owned by the dealer for that brand and move

from one location to another.

If the user comes from the dealers’ homepage to a brand homepage:

English, French, German | New Car Sales,
Used Car Sales, Electric Cars, Body Shop |

The location indicator "City name” shown to him can be the default (largest dealership) i
Ifitis technically possible to land on the city near him based on his IP address @

Offer the user the possibility to choose the dealership near to him before he sees the content of the
homepage

note

This visual representation is only for demonstration and is not required to be recreated in an exact high fidelity with all the elements used. Get inspired and use all branding elements provided
correctly and in accordance with the branding strategy views of the Renault Group, the purpose is to aim towards this design as much as possible.

Design System full details here: Figma (for first time connection, you will be requested to register your accountvia a form, in the same form you will also be able to request access to Zeplin. Itis required
to own a Figma account before you request access).
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general welbsite presentation

_ multiple brand environment - homepage - heroimage

Heroimage

We recommend that you have an overlay text box over the firstimage with a "Welcome" (If there is a slider element - the welcome
message in the overlay can be only visible only on the firstimage seen by a user) type of message and the details of the dealership
(schedule, address, spoken languages, etc.) The format, size, and type of image should be consistent with Renault's guidelines.
Avoid overcrowding the hero image section with too many elements, or use hero images with low resolution quality.

Hero image should be edited according to the rules mentioned in this guide. Use images provided by Renault or that respect the
visual identity guidelines of the Renault Group. The details on the how to build the hero and the overlay can be found in Figma or

Zeplin.

RENAULT | City name

NEW VEHICLES OFFERS AND PROMOTIONS USED SERVICES OTHER

=

e : e

Welcome to RENAULT City
name Dealer name

e LiveSchedule > @ 124 College Ave, Lancaster,
D,IJ Pennsylvania, 17603

Monday 08:00-18:00
% (717) 394-2978

English, French, German | New Car Sales, Used Car Sales, Electric Cars, Body Shop |
info@renault.dealername.com

¢

%) degler
logo

Locations

Renavult Dealer

Dealer name

note

The heroimage can be any picture or set of pictures from a slider
that are relevant to the campaigns of the dealer or the group and
brand. Make sure that your website builder will let you add a hero
image in three different formats (desktop, tablet, mobile) not just
one adaptable image for the hero zone.
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THIS IS THE RENAULT RANGE
general welbsite presentation

which Renault model do you like?

_multiple brand environment - homepage - new vehicle range

ELECTRIC&HYBRID SUVS CITYCARS RENAULT PRO+ NEW MODELS

New vehicle range

The new vehicle range inventory should no longer be multi-brand. When accessing the inventory,

g
visitors should first choose the brand and then only have access to the vehicles of the brand they
have chosen.
For therange, itisimportant and recommended having: ([_eteerric ] [Coteome ] [ cteomne ]
TWIZY E-TECHELECTRIC TWINGO E-TECH ELECTRIC ZOEE-TECHELECTRIC
A” same brond NeW VehiC|eS in the inventory starting from: xx xxx € starting from: Xx Xxx € starting from: xx xxx €
. grade name and details for the model starting grade name and details for the model starting grade name and details for the model starting
price; legal notice etc. price; legal notice etc. price; legal notice etc.
Image, name, price and CTA to car pages (corporate or local created). discover discover discover

Carimages should be spaced out and all of them should be the same size and picture type
(example: all cars are shoot from the same angle and are consistent).

Other elements are not mandatory to have and are completely at the Dealers decision.

Variations and acceptable scenarios for how to display the vehicle details (hame, grade, mentions,

CLIO CAPTUR MEGANE E-TECH 100% ELECTRIC

OTA) can be fOU nd in the D|g|t0| Asset LibrO ry (F|gm0) starting from: xx xxx € starting from: xx xxx € starting from: xx xxx €
grade name and details for the model starting grade name and details for the model starting grade name and details for the model starting
price; legal notice etc. price; legal notice etc. price; legal notice etc.
discover discover discover

full hybrid full hybrid

ARKANA AUSTRAL KADJAR

starting from: xx xxx € starting from: xx xxx € starting from: xx xxx €
note
grade name and details for the model starting grade name and details for the model starting grade name and details for the model starting
price; legal notice etc. price; legal notice etc. price; legal notice etc.
This visual representation is only for demonstration and is not required to be recreated in an exact high discover discover discover

fidelity with all the elements used. Getinspired and use all branding elements provided correctly and in
accordance with the branding strategy views of the Renault Group, the purpose is to aim towards this
design as much as possible.

Design System full details here: Figma (for first time connection, you will be requested to register your
accountvia aform,in the same form vou will also be able to request access to Zeplin. ltis required to own a
Figma account before you request access).

@ 45
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general welbsite presentation

_multiple brand environment - homepage - list of services

List of services

Itisimportant and recommended having a list of services described and detailed. Please add all only services listed in your dealership, including their different hourly schedules. Other elements are not

required and are up to the dealer's discretion.

Body shop @

Short description of the service. Brief details about the
schedule; example: “open daily from 08 until 18:00"” same as the
dealership schedule etc. "An automobile repair shop (also
known regionally as a garage or a workshop) is an
establishment where automobiles are repaired by auto
mechanics and technicians.”

Car Rental @

Short description of the service. Brief details about the
schedule; example: “open daily from 08 until 18:00"” same as the
dealership schedule etc. "An automobile repair shop (also
known regionally as a garage or a workshop) is an
establishment where automobiles are repaired by auto
mechanics and technicians.”

Mechanical
Workshop

Short description of the service. Brief details about the
schedule; example: “open daily from 08 until 18:00” same as the
dealership schedule etc. "An automobile repair shop (also
known regionally as a garage or a workshop) is an
establishment where automobiles are repaired by auto
mechanics and technicians.”

SalesNew (i)
Vehicles

Short description of the service. Brief details about the
schedule; example: “open daily from 08 until 18:00” same as the
dealership schedule etc. "An automobile repair shop (also
known regionally as a garage or a workshop) is an
establishment where automobiles are repaired by auto
mechanics and technicians.”

¢

E-TECH ()

Short description of the service. Brief details about the
schedule; example: “open daily from 08 until 18:00"” same as the
dealership schedule etc. "An automobile repair shop (also
known regionally as a garage or a workshop) is an
establishment where automobiles are repaired by auto
mechanics and technicians.”

Sales Used @
Vehicles

Short description of the service. Brief details about the
schedule; example: “open daily from 08 until 18:00"” same as the
dealership schedule etc. "An automobile repair shop (also
known regionally as a garage or a workshop) is an
establishment where automobiles are repaired by auto
mechanics and technicians.”
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3.2

~ Renault brand environment

Rules of UXwhen dealer operates only Renault Group brands.
Showcase example Ul example of a car page.

Back to contents page
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general welbsite presentation

_Renavult brand environment RENAULT | Gity nome

Dealer LOgO Home  About  Brands  Contact

Welcome to Dealer Name Renault

Brands Lancaster

Lorem ipsum dolor sit amet, consectetur adipiscing elit.

Monday 08:00-18:00

Renault Brands : .' %

Lorem ipsum dolor sit amet, consectetur adipiscing elit.

Q ® degler

NEW VEHICLES OFFERS AND PROMOTIONS USED SERVICES OTHER |°go

Search Locations

Renavult Dealer

e LiveSchedule 124 College Ave, Lancaster,
Pennsylvania, 17603

(717) 394-2978

English, French, German | New Car Sales, Used Car Sales, Electric Cars, Body Shop |
info@renault.dealername.com

)

2DACIA NISSAN

(

Renault brand environment

Justlike the case when a dealer operates multiple brands, for the Renault Brands environment (Renault
Group + Alliance) it's bestto have a simple "neutral page'" that's dedicate to the dealer's branding and from
which each Renault Group brand can be accessed. The customer experience can be made more seamless
by having a specific and unique user journey for each brand thatis commercialized by the Dealer.
Announce with a title which Renault brands are represented in your dealership. The brands must appearina
logical order, beginning with the Renault Group brands (Renault, Dacia, Alpine) and then the alliance brands
(Nissan, Mitsubishi). Avoid in this page to mix branding elements from the various Renault Group brands.

¢

Renavult brand environment is defined as the user journey in which the dealership
commercializes only brands from Renault Group and maybe extended to Alliance
brands. The userjourney for a brand (Renault) on the individual path will be the same as in
the case of a Multiple brand environment. This means that the same recommendations
forelements to be added (such as navigation, hero, ranges, services, etc.) must be
followed.
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general welbsite presentation
_ Renault brand environment - car page

RENAULT | cityname

NEW VEHICLES OFFERS AND PROMOTIONS

NEW RENAULT
ARKANA

hybrid by nature

starting from XX XXX €

Legal mentions; description of the vehicle model; finance etc.

Two rows max.

NEW RENAULT ARKANA

hybrid by nature

starting from XX XXX €

Legal mentions; description of the vehicle model; finance etc. Two rows max.

super primary CTA

For the car page, itisimportant and recommended having:

Heroimage (slider static with CTAs) & price, finance information, legal information. Details about the model
(equipment’s, technical information, grades etc.) A call to action to contact forms, book a test drive, etc. is optional. Add
a submenu with all the pages related to the car page. Other elements are not required and are completely up to the
dealer's discretion.

Having alocal car page is optional, best to redirect to the corporate solution

Itis also best toredirect users to the corporate website's core functionalities (such as the 3D Configurator, Car
Comparator,and forms) to create a seamless user journey.

Q ® dedler
USED  SERVICES  OTHER logo

Search Locations

Renavlt Dealer

Dealer name

&
From the range inventory user, CTA should land on a dedicated product car page.

All vehicles presented in the range should have a dedicated landing page
(either created locally or redirected to the corporate website car page) In the
hero image, the user should see the model's name and a marketing claim, as
wellas a CTA. If you opt to have the price displayed here, it can be done by
adding it before the CTAs. If the price is not seen here, a separate element
should include this information immediately below this heroimage. Itis
mandatory to have a car page for both the Renault brand environment and for

multiple brand environments.
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3.3

_mobile usage

What to take in consideration about mobile and tablet UX/Ul when
building a website.

Back to contents page
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general welbsite presentation

_mobile usage

e LiveSchedule >

Monday 08:00-18:00

@ 124 College Ave, Lancaster,
D,IJ Pennsylvania, 17603

% (717) 394-2978

English, French, German | New Car Sales, Used
Car Sales, Electric Cars, Body Shop |
info@renault.dealername.com

Remember that:

RENAULT | City name

X

NEW VEHICLES

OFFERS AND PROMOTIONS

SERVICES

OTHER

dealer Q
logo

Search Locations

Renavult Dealer
Dealer name

RENAULT | City name

X

NEW VEHICLES

Electric vehicles category

City vehicles category

SUV category

New models vehicles category

Offer vehicles category

Professional vehicles category

Other category

©

X

RENAULT | City name

NEW VEHICLES

Electric vehicles category

TWIZY E-TECH ELECTRIC

-
"
electric

TWINGO E-TECH ELECTRIC

e - electric

MEGANE E-TECH ELECTRIC

ﬁ electric

-|— All vehicles

City vehicles category >
SUV category >
New models vehicles category >

Your site's actual traffic sources should be verified. Before you start trying to optimize your website for mobile users, you should use a tool like Google Analytics to confirm which device types are actually
visiting your site. Check that your site is built using responsive web design, so you know that your content will adjust to varying screen sizes and you won't have to reformat. If you're using a content
management system, your design templates are likely built to look good on any device your users are using. Ensure that your website is mobile-friendly. Mobile-friendliness goes beyond merely adjusting
layouts and screen sizes. It's all about ease of use for your mobile traffic, so make sure: Links and buttons are at least 48x 48 and important items are easy to reach with a thumb, so scrolling doesn't get

stuck oninteractive parts of your site.

¢
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general welbsite presentation

_general website presentation

remember to:

note

guarantee the presence of a digital environment for each brand, highlighting all
the products/services offered by the brand and/or the dealership and the means

of contact (telephone & email at least),in compliance with the brand's standards.

ensure compliance with the rules specific to each brand (logos, colors, labels, etc.)

in the dedicated environment, but also in a multi-brand environment.

if the manufacturer provides the network with a digital environment (dealer's

website), it must be used.
have your website GDPR-compliant.
make sure to have the range inventory split for each brand.

redirect users to the product plan of the corporate website of your local market if

there are no solutions on your website.

offer ahomogeneous presentation of the range, with a balanced division between
new and used vehicles (some sites are mainly oriented towards used vehicles), a

good quality of images (new and used vehicles), a systematic update of offers, etc.

ensure that the information available on the digital environments is updated.

avoid to:

o use branding elements in different user journeys aside from the one that they are dedicated to.
o havingacomplex user,journey in the neutral page of the dealer.

o switching to other brands from the range, the hero or other CTAs found on the Renault page.

Aside from this digital standards quides, respect and follow all up to date corporate guides and trainings on branding related topics provided to you.

¢
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presentation of activities

Presentation of rules for user flows that willend up on the dealer website
(from Google, social mediqg, etc), consistent with naming, redirection Call To
Action (CTA) usage, examples.

How to set up a New Vehicle range and Used Vehicles ; what information to
be seen by customers and what content should a Used car individual page
have.

Display good practices on how to add offers and promotions in a dealer
website, how a poster (for website and social media) should be created.

4.1_userjourney

General overview rules on how the user willend up on a dealer website.

Back to contents page




Network Digital Standaras Guides / December

presentation of activities

_user journey

User flows to end up on the dealer website - Renault:
From social media (own accounts)
Directly adding the Renault dealer website URL in the browser
From Paid campaigns (social campaigns, when relevant)
From the dealers own brand website
From RENAULT CORP website
GMB

WAZE - campaigns (Ads on location or navigation Apps)

Dealer website - Renault

The RENAULT brand website(URL) or set of pages is defined as the unique site or set of
pages dedicated to the RENAULT brand, and differentiated by all elements of branding
used in guidance with the corporate team. Itis part of the dealer's branded website,
which is differentiated by its URL and all the branding elements corresponding to the
dedicated brand.

Dealer branded website

The dealership section of the dealer website will contain only the dealerships own
branding elements without any mixing elements from Dacig, Renault or any other
brands.

Renault- Corporate website
Is defined as the local Renault official website.

Social media—dealers Renault accounts

Is defined as all the dealers own profiles and accounts on social media platforms that
operate in the Renault corporate guides for social media. Itis different from the general
social media account of the dealer that will promote other brands as well.

note

When user are navigating from social media to the website, remember to:

Be consistent-with the branding and naming on all channels.
Update regularly the content and make sure the information is in accordance with the brand.

All URLs directing from the social media accounts should lead to the brand specified, avoid links from social
media accounts from a brand to pages corresponding to other brands (exception Renault Group brands)

When navigating from paid campaigns to the website, remember that:

Facebookis the most appropriate social platform for a social paid strategy at dealers' level

Since Dec 21, car manufacturers and car dealers have to categorize their Meta campaigns as Credit category
(scope: Europe). This applies when a financing offer is shown in the ad or on the website used as a landing

page.

The age, gender,and zip code options for behavioral and demographic targeting are no longer available. The
geographical targeting options are limited to a minimum of 15 km/9 miles around an address of a dealership.

To track properly the website conversions, the dealer website needs to have a Facebook pixel set up.

When navigating from Dealer branded website to Corporate website (car page example) remember to:

Use target ="_blank” for the vehicle CTA.

Avoid having the CTA redirecting to a brochure ,instead redirect to the product plan from the corporate
website. The corporate website navigation on the product plan is constructed to direct users towards
conversation and to create leads via forms that will eventually get back to the dealer chosen by a user. Apply
this when you don't have a local solution for a car individual page (user navigation will leave your website
navigation the lead will return via form on the corporate website user journey).

Navigation for the user should be oriented towards engagement (CTAs, responsive content & information, etc)
and conversion (leads).

Aside from this digital standards quides, respect and follow all up to date corporate guides and trainings on branding related topics provided to you.
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4.2

entlng New Vehicles range & Used
\Y, |c es

How to set up a New Vehicle range and Used Vehicles; what
iInformation to be seen by customers and what content should a Used
car individual page have.

Back to contents page
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presentation of activities

_presenting New Vehicles & Used vehicles - NV range

For the general layout of the range, itis recommended and important to:

Only use cars from the same brand, in a single range, on a brand path, dedicated to Renault
-no multi brand (including Renault Group brands)

Follow the range car order of vehicles from the corporate website.

Split by vehicle type if there are more than 12 cars.

Show the new vehicle range on a column view with 3 or 4 columns by 3 or 4 rows.

Itisrecommended to focus on electric or hybrid vehicles in the range display, depending on
local specificities or corporate agreement.

TWIZY

MEGANE

GRAND SCENIC

MEGANE

electric

MEGANE E-TECH

TWINGO

ARKANA

KOLEOS

MEGANE

rechargable
hybrid

MEGANE

ZOE CLIO CAPTUR
AUSTRAL KADJAR SCENIC
ESPACE KANGOO TRAFIC
MEGANE MEGANE
hybrid
MEGANE ESTATE

¢

TWIZY E-TECH ELECTRIC
starting from: xx xxx €

grade name and details for the model starting
price; legal notice etc.

discover

CLIO
starting from: xx xxx €

grade name and details for the model starting
price; legal notice etc.

discover

ARKANA
starting from: xx xxx €

grade name and details for the model starting
price; legal notice etc.

discover

THIS IS THE RENAULT RANGE

which Renault model do you like?

ELECTRIC&HYBRID SUVS CITYCARS RENAULT PRO+ NEW MODELS

TWINGO E-TECH ELECTRIC
starting from: xx xxx €

grade name and details for the model starting
price; legal notice etc.

discover

CAPTUR
starting from: xx xxx €

grade name and details for the model starting
price; legal notice ete.

discover

AUSTRAL
starting from: xx xxx €

grade name and details for the model starting
price; legal notice etc.

discover

primary CTA

ZOEE-TECHELECTRIC
starting from: xx xxx €

grade name and details for the model starting
price; legal notice etc.

discover

MEGANE E-TECH 100% ELECTRIC
starting from: xx xxx €

grade name and details for the model starting
price; legal notice etc.

discover

KADJAR
starting from: xx xxx €

grade name and details for the model starting
price; legal notice etc.

discover
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presentation of activities

_presenting New Vehicle & Used vehicle range - NV range

For details on the vehicle range, itis recommended and important to:

Provide the necessary information for each vehicle (hame, price, tags, legal details when locally
necessary).

Display starting price and optional monthly price payment as per MFS agreementin your local market.

Avoid strike/cross symbol prices (highlight the name of the deal and link and discount offered & legal
agreement) if you present discounted price.

Clearly mention thatitis the dealerships, authorized by Renault Group's brand, that have the vehicle and
cansell it (the website does not sell cars).

Use CTAs (Call To Action) towards a local dedicated car page or towards the corporate welbsite car page
(consistent approach to be applied over the range). Optional - use a second CTA to download brochure.

Avoid redirection CTAs to other vehicles (Renault Group and non Group brands included). [ electric ]

MEGANE E-TECH 100% ELECTRIC
Variations and acceptable scenarios for how to display the vehicle details (hame, grade, mentions, CTA) can
be found in the Digital Asset Library (Figma) sta rting from: XX XXX :€ *

grade name and details for the model starting
price; legal notice etc.

discover
note

This visual representation is only for demonstration and is not required to be recreated in an exact high fidelity with all the elements used. Getinspired and use all branding elements provided
correctly and in accordance with the branding strategy views of the Renault Group, the purpose is to aim towards this design as much as possible.

Design System full details here: Figma (for first time connection, you will be requested to register your accountvia a form, in the same form you will also be able to request access to Zeplin. Itis
required to own a Figma account before you request access).

¢

S7


https://www.figma.com/file/6O7nSmijfyWozcgYR1OemC/Digital-Asset-Library?node-id=21%3A21071&t=trIPvGylNkUKMoBq-1
https://forms.office.com/e/7bZ4htDD7W
https://zpl.io/kDxwrWK
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presentation of activities

_presenting New Vehicle & Used vehicle range -renew

For the general layout of the used vehicle range, itis recommended and important to:

Separate the used vehicle range from the new vehicle range by having thison a
different page and path, redirected from the homepage or the navigation

Use a4 columns by 4 rows grid (or 3x4) to show the cars. If there are more than 12-16
vehicles, it would be advisable to add additional pages.

If there are many vehicles, please add a see list button.

In a defaultdisplay for used vehicles in a Dacia user journey, focus on Dacia vehicles
first, then the other brands from Renault Group, and then the rest of the brands.

Allow users to sort the results by model name, mileage, color, engine and year of
registration.

Use realimages of the vehicle with the logo of the brand and dealerin the
background (according to renew Used methods guides)

For consistency, please have the photos taken in the same manner (same as for the
new vehicle range.)

The range should be updated as soon as a vehicle is sold.

Please provide all necessary information from the range (version, price, finance,
mileage, year, equipment, etc.)

Use the labels provided by renew to highlight the category of the vehicle.

Forrenew /Used keep the branding elements of Renault-renew (Nouvel'R font,
Colors and GUIs)

note

This visual representation is only for demonstration and is not required to be recreated in

an exact high fidelity with all the elements used. Get inspired and use all branding

elements provided correctly and in accordance with the branding strategy views of the

Renault Group, the purpose is to aim towards this design as much as possible.

Design System full details here: Figma (for first time connection, you will be requested to

register your accountvia aform,in the same form you will also be able to request access

to Zeplin.Itisrequired to own a Figma account before you request access).

RENAULT KADJAR
Kadjar TCe 140 FAP Business
202015000 Km | Diesel

XXXXX€E€TTC

xxx € /month

details about the price/loan finance etc.
For aloan of: €xxxxxx, i.e. €xxxx over 60 months
APR fixed at x%. Total amount due: €XXXXXXXX

Renavult City name Dealer name location

primary CTA

RENAULT CLIO
Clio TCe 90 Generation
2019 | 32111Km | Petrol

XXXXX€TTC

xxx € /month

details about the price/loan finance etc

For aloan of: €16,390.00, i.e. €307.68 over 60
months APR fixed at 4.89%. Total amount due:
€18,460.80.

Renault City name Dealer name location

¢

RENAULT MEGANE
Mégane IV Berline Blue DCi 115 Intens
2020 | 11230 Km | Diesel

XXXXX€E€TTC

xxx € /month

details about the price/loan finance etc.
For aloan of: €xxxxxx, i.e. €xxxx over 60 months
APR fixed at x%. Total amount due: €XXXXXXXX

Renavult City name Dealer name location

primary CTA

RENAULT CAPTUR
Captur DCi 90 Energy S&S Eco? Intens
2015 14321Km |Diesel

XXXXX€TTC

xxx € /month

details about the price/loan finance etc
For aloan of: €xxxxxx, i.e. €xxxx over 60 months
APR fixed at x%. Total amount due: €XXXXXXXX

Renault City name Dealer name location

RENAULT MEGANE
Mégane IV Saloon Blue DCi 115 Intens
2020 | 23253 Km | Diesel

XXXXX€E€TTC

xxx € /month

details about the price/loan finance etc.
For aloan of: €xxxxxx, i.e. €xxxx over 60 months
APR fixed at x%. Total amount due: €XXXXXXXX

Renavult City name Dealer name location

primary CTA

=
=

RENAULT CAPTUR
Captur TCe 100-Business
2020 | 13011 Km | Diesel

XXXXX€TTC

xxx € /month

details about the price/loan finance etc.
For aloan of: €xxxxxx, i.e. €xxxx over 60 months
APR fixed at x%. Total amount due: €XXXXXXXX

Renault City name Dealer name location

RENAULT CAPTUR
Captur TCe 155 EDC FAP Initiale Paris
2021| 41220 Km |Diesel

XXXXX€E€TTC

xxx € /month

details about the price/loan finance etc.
For aloan of: €xxxxxx, i.e. €xxxx over 60 months
APR fixed at x%. Total amount due: €XXXXXXXX

Renault City name Dealer name location

primary CTA

RENAULT KADJAR
Kadjar TCe 130 Energy Intens
2018| 14211 Km | Petrol

XXXXX€E€TTC

xxx € /month

details about the price/loan finance etc.
For aloan of: €xxxxxx, i.e. €xxxx over 60 months
APR fixed at x%. Total amount due: €XXXXXXXX

Renault City name Dealer name location
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https://www.figma.com/file/6O7nSmijfyWozcgYR1OemC/Digital-Asset-Library?node-id=21%3A21071&t=trIPvGylNkUKMoBq-1
https://forms.office.com/e/7bZ4htDD7W
https://zpl.io/kDxwrWK
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presentation of activities

_presenting New Vehicle & Used vehicle range -renew

For the used vehicle individual content page, focus on:
The model's name clear, the grade and a 2 or 3 details seen in the range.

Positioning the name of the vehicle with minimum essential details (grade, year, millage) on top of the screen. § show clearly, in the top part
of the screen, price, availability & CTAs (ways of contact).

Making sure all photos must be realimages covering the vehicle inside and outside in a carousel element. Use only quality images in a
consistent way for all stock vehicles. (according to renew methods guides)

When showing the vehicle presented in the used vehicle range, itis recommended and important:

For financing offers on used vehicles, itis recommended to coordinate with your local usual Used Cars & Financing contact. Make sure itis
in accordance with the financial agreementin your local area(not mandatory to have finance displayed if there are no details with MES).

Showing all details regarding a vehicle in an organized manner (list, table).

Splitting the technical specifications from the equipment and options available. Include a description of USP (unique selling points) for
each vehicle.

Used Cars usually sold in a structure independent of Renault can be published under the Dealers’ Brand pages as long as these offers:
Are not setting any confusion with renew cars (unless being eligible and therefore being identified accordingly)
Are respecting rules of implementation (branding elements)
Not promoting on Brand environment, a different label from renew
Itis reminded that the location of the car shall be dully mentioned

All available Used Cars can be broadcasted in the following order:

renew cars (starting by cars from the brand, followed by cars from other brands within renew) & then Nonrenew Cars (starting by cars
from the brand followed by cars from other brands)

note

This visual representation is only for demonstration and is not required to be recreated in an exact high fidelity with all the elements used.
Getinspired and use all branding elements provided correctly and in accordance with the branding strategy views of the Renault Group,
the purpose is to aim towards this design as much as possible.

Design System full details here: Figma (for first time connection, you will be requested to register your accountvia a form, in the same
form you will also be able to request access to Zeplin. Itis required to own a Figma account before you request access).

¢

@eo000
renew
RENAULT KADJAR Kadjar TCe 140 FAP Business GOLD &
Manual Diesel
5] il
2020 156000 km 5doors Diesel
B 61L/100km €7 141g/km
&> VERSION
Kadjar TCe 140 FAP Business XX XXX,XX €
Y= FEATURES
@® Year 2020
® color Black Star
® Energy Petrol
: Kadjar TCe 140 FAP
O version Business
(O Number of Doors 5
@ Gearbox Manual
(@ Administrative Power (CV) 7
(® DIN power (hp/kw) 150/192

@ CO2 emissions(g//100km) 141

& EQUIPEMENTS

ABS with

a2
S

BAYVIEW
e, DISTRICT @
g/
o
{
i

XXXXX€E€TTC

xxx € /month @

primary CTA

Sample offer
XXX, X €/month *

124 College Ave, Lancaster,
Pennsylvania, 17603

(717) 394-2978

dealershiprenault@dealership.com

Monday 08:00-18:00
Tuesday 08:00-18:00
Wednesday 08:00-18:00
Thursday 08:00-18:00
Friday 08:00 -18:00
Saturday 08:00-18:00
Sunday closed

SospTH
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4.3

_marketing offers and promotions

Display good practices on how to add offers and promotions in a dealer
website, how a poster (for website and social media) should be created.

Back to contents page
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presentation of activities

_marketing offers and promotions - offers and promotions

In the offers and promotions, remember that:
If there are more offers, it's best to organize them in a way that makes sense.

A call-to-action to either a page dedicated to this offer or a brochure download should
be included with the vehicle offer.

Alllegal conditions that apply are added to the described eligibility conditions when the
promotionis over.

Make sure to include a method of communication (email form, phone number, etc.)

Please avoid strike prices and respect the promotions and offers stated by the
corporate team. (National offers—always check the offers run by the corporate teams.)

note

OUR OFFERS

100% ELECTRIC MEGANE E-TECH ELECTRIC TWINGO E-TECH ARKANA E-TECH FULL HYBRID

Details about the offer - legal mentions and short description Details about the offer - legal mentions and short description Details about the offer - legal mentions and short description

primary fink primury“nk primary fink

MEGANE CLIO E-TECH FULL HYBRID CAPTURE-TECH FULL HYBRID

Details about the offer - legal mentions and short description Details about the offer - legal mentions and short description Details about the offer - legal mentions and short description

primury fink primary“nk primary fink

This visual representation is only for demonstration and is not required to be recreated in an exact high fidelity with all the elements used. Get inspired and use all branding elements provided correctly and in
accordance with the branding strategy views of the Renault Group, the purpose is to aim towards this design as much as possible.

Design System full details here: Figma (for first time connection, you will be requested to register your accountvia a form, in the same form you will also be able to request access to Zeplin. Itis required to own

a Figma account before you request access).

¢
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presentation of activities

_marketing offers and promotions - offers and promotions

For the offers and promotions, it is important to:

Make sure to include the same cover image in the details page for that specific offer.

When editing images to be used in social media posts, always use officialimages from the Renault Group or
Renault Group approved and avoid locally taken pictures as the mainimage.

The images must have the name of the vehicle in the left up corner and the emblem in the right bottom. Details /
teaser/ claim must be in the bottom left and the name of the dealer name—city name and website—must be in
theright up corner (avoid other logos or emblems aside from the Renault one)

Use background overlay to dim the image and use white as the written text to have a better contrast whenitis
displayed.

Refer to the DOOH guides and rules provided by Renault.

Yy name - Location - website

. Loremipsum dolor sit amet, consectetur
// ladipiscing elit. Mauris condimentum vel eros

/)

//quis feugiat. Nullam efficitur blandit justo vel

([

11

ccumsan. Aenean quis metus accumsan.

¢

100% ELECTRIC MEGANE E-TECH

from 01/01/2022 - 30/12/2022
100% ELECTRIC MEGANE E-TECH
up to €XX, XXX in aid:

- up to €XX,XXX ecological bonus (1)
- €X,XXX Conversion Bonus (2)
+ Up to €X,XXXin aid from the City (3)

take advantage of the offer consult the participating points of sale

ALLTHE HELP YOU CAN GET

RENAULT MEGANE E-TECH100% ELECTRIC

LEGAL NOTICE

ibulum o tempus libe

Sed mauris Massa,

Nulla finibus libe

sem. Nulla finibus libero id pellente:

&> bookatestdrive ‘ download brochure v
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4.4

_presenting services, finance & ways of
contact

Summary on what are the services to be added, how to display finance
Information and the role of the ways of contact in brief.

Back to contents page
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presentation of activities

_presenting services, finance & ways of contact - services

Body shop @

Short description of the service. Brief details about the
schedule; example: “open daily from 08 until 18:00” same as the
dealership schedule etc.”An automobile repair shop (also
known regionally as a garage or a workshop) is an
establishment where automobiles are repaired by auto
mechanics and technicians.”

Car Rental @

Short description of the service. Brief details about the
schedule; example: “open daily from 08 until 18:00"” same as the
dealership schedule etc. "An automobile repair shop (also
known regionally as a garage or a workshop) is an
establishment where automobiles are repaired by auto
mechanics and technicians.”

Mechanical @
Workshop

Short description of the service. Brief details about the
schedule; example: “open daily from 08 until 18:00” same as the
dealership schedule etc. "An automobile repair shop (also
known regionally as a garage or a workshop) is an
establishment where automobiles are repaired by auto
mechanics and technicians.”

SalesNew (i)
Vehicles

Short description of the service. Brief details about the
schedule; example: “open daily from 08 until 18:00” same as the
dealership schedule etc. "An automobile repair shop (also
known regionally as a garage or a workshop) is an
establishment where automobiles are repaired by auto
mechanics and technicians.”

For the activates and services that a dealership offers itisimportant to have:

Naming and presence of any activity should be only on how itis speculated in the contract and agreed with Renault.

E-TECH ()

Short description of the service. Brief details about the
schedule; example: “open daily from 08 until 18:00” same as the
dealership schedule etc. ”An automobile repair shop (also
known regionally as a garage or a workshop) is an
establishment where automobiles are repaired by auto
mechanics and technicians.”

Sales Used @
Vehicles

Short description of the service. Brief details about the
schedule; example: “open daily from 08 until 18:00"” same as the
dealership schedule etc. "An automobile repair shop (also
known regionally as a garage or a workshop) is an
establishment where automobiles are repaired by auto
mechanics and technicians.”

The listing of activities will be done in accordance with the brand specific activities and services in the order most relevant to local customers and use the same naming all around the website. For the DMD

countries consultlocal corporate website.

The activities and services can be displayed in a grid or list format, with optional information about each if needed, in a clear manner over the homepage and other pages.

Avoided multi brand activities presented in a brand dedicated homepage or any page.

Each service should be able to be accessed from the navigation and taken to a page that shows all of the services the dealership offers and lets the customer see details about each one and, if possible,
contactinformation and a schedule for all of them. In this section, the dealership should mention the Renault PRO, Mobilize and other Renault Group services present within a certain dealership.

¢
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presentation of activities

_presenting services, finance & ways of contact

For the finance it is important to: e LiveSchedule > D?J 124 College Ave, Lancaster,
Use the exact monthly price specified for each grade everywhere there is seen the financin Pennsylvania, 17603
- ypricesh ° Y K Monday 08:00 -18:00
condition.
Have all the information about the financing. Itis mandatory to display the details and legal %
mentions associated with a monthly price (total amount, down payment, duration, etc.) (717) 394-2978

Be in accordance with the financial agreementin your local area, have only the latest financing
version, updated regularly. English, French, German | New Car Sales, Used Car Sales, Electric Cars, Body Shop |

Finance calculator needs to be in accordance with MFS policy info@renavult.dealername.com

This applies only if you choose to display the finance calculator. Only choose to do so if you've
coordinated with the local Renault (MFS) team about the conditions and regulations for how to
properly have financing information and calculator on your local website.

For the ways of contact it is important to:
@ 124 College Ave, Lancaster, Pennsylvania, 17603 otherlocations

Simplify the presentation of contact methods & showcase a simple, visual pathway to easily find

and contact a dealership. LN Chétillon

Presentright from the beginning on the homepage, the schedule, address and phone number and D?d

CTA to email. Bagneux

124 College Ave, Lancaster,

If you opt forlocal forms coordinate with the local Corporate digital team to build your own so it Pennsylvania, 17603

. . . . . Fontenay-
can beincompliance with the lead management strateqgy; You can use links for the CTAs with e Roas
forms from the Corporate website (example for Book a test drive).

get me there
English, French, German | New Car Sales,
Used Car Sales, Electric Cars, Body Shop |
info@renault.dealername.com
note is-
n

This visual representation is only for demonstration and is not required to be recreated in an @
exact high fidelity with all the elements used. Getinspired and use all branding elements provided Sceaux

Pavillon de l'Aurore

correctly and in accordance with the branding strategy views of the Renault Group, the purpose is
to aim towards this design as much as possible.

Design System full details here: Figma (for first time connection, you will be requested to register
your accountvia aform,in the same form you will also be able to request access to Zeplin. Itis
required to own a Figma account before you request access).

Chatanav-
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https://www.figma.com/file/6O7nSmijfyWozcgYR1OemC/Digital-Asset-Library?node-id=21%3A21071&t=trIPvGylNkUKMoBq-1
https://forms.office.com/e/7bZ4htDD7W
https://zpl.io/kDxwrWK
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_presentation of activities

remember to:

o0 be consistent with the naming on all platforms and places.

o redirectionfrom CTAs must be applied to the brand-specific page/URL from the

same user journey or the corporate website.

o redirectto the neutral page/dealer's branded welbsite via the dealer logo on the

main navigation.

o respecttherules and coordinate with national ATS campaigns and RRG

campaigns.

o brand SEO keywords (brand, models, brand+models etc.) are managed by the
national campaigns and the corporate team have full control. Dealership should
coordinate with the corporate team to avoid cannibalization and find a proper

strateqy.

note

avoid to:

© have a multi-brand main menu or CTA on the homepage of the Dealer website that redirects to other

brands of the dealerships.
o whenlooking for services and activities, to redirect to the multi-brand section of the Renault Group.
o send out Renault newsletters with multi-brand content.
o havingother brandsin the new vehicle range that are not Renault
o displaying false information about a vehicle
o using strike prices or other labels to showcase a price thatis discounted
o editingimages for social media posts that are not Renault approved or are not professional taken.

o overcrowding animage with non Renault elements.

Aside from this digital standards quides, respect and follow all up to date corporate guides and trainings on branding related topics provided to you.

¢
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e-reputation

Enforce Google My Business (GMB) usage. Ensure communicated GMB usage
rules enforcement.

5.1_Google my Business management

Cover the basics on understanding the Google My Business management
rules.

Back to contents page
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_Google my Business management

GMB facts:
46% of all Google searches are looking for local information
88% of searches for local businesses on a mobile device either call or visit the business within 24 hours.
“"Near me" or "close by" type searches grew by more than 900% over the last two years.

"Open now near me'" searches have increased by +400%

See outside

"90% of people look at customer reviews before making a purchase'.

Renault Lancaster

Find below the important fields that you need to update on your GMB listings:

. . { Website } { Directions ] { Save } { Call
Business name, description and hours

| 4.9 (1.2K)
Physical address

Renault Dealer in City name, Country

Phone number

Service options: In-store shopping - In-store pick-up

Website ]
Address: 124 College Ave, Lancaster, Pensylvania, 17603

Photos Hours: Closed - Opens 8:50 AM

Eligibility & ownership Phone: 717 394 - 2978

Ouestions & Appointments: renault.dealername.com
uestions & answers

Reviews Suggest an edit

Remember:
One GMB listing per brand and dealer.(available for dealers with new car sales activity) Questions & answers Ask a questions
To use the categorization (up to 9 - specific to the branded one - Renault) See all questions (4)

Fill in the attributes specific and relative to the automotive business. Reviews

{ Add a photo

Write a review
Website call to action should lead to the Renault user journey from the dealers brand website.

1,258 Google reviews
Appointments field can be used to redirect to a form/book a service etc.

Use the "how to create a GMB" guides provided by Corporate ; create tickets with the support for e-reputation; go to country
responsible for e-reputation.

¢



Network Digital Standaras Guides / December

e-reputation

_Google my Business management

For the business name, description and hours, it is important to:
Use the consistency in naming (same as website or social media accounts Renault + City name - optional Dealer Renault Group Name) avoid special characters.
Split GMB for all brands on that the dealer
Describe the business and service options by providing useful information on services and products offered, as well as the mission and history of your business.

Use the opening hours of your showroom as main indication, update in case of any change (i.e. bank holidays.)Google allows managing usual hours : use it for showroom business hours. Google also allows
managing special business hours

For GMB based on the rules and guides provided by the Corporate team and Google, ensure that there is a split per brand for all brands:
Brand + City name (for dealers that operate only one single location).
Brand + City name + Dealer name (for dealers that operate multiple locations and is mandatory to have accounts for all locations where the service register with Google is labeled as “selling new vehicles”);
If you are willing to create a generic GMB account on top on the ones dedicated for each brand and location, please avoid in the name adding “Renault or Dacia”.
For the physical address, phone number and website, it isimportant to:
Specify the exactlocation adding the number, so Google Maps may pinits location during the “Directions”, including P.O. code
Use alocal phone numberinstead of a central call center helpline number whenever possible, and the number must be under the direct control of the business.
Add the URL to the brand website homepage corresponding to the GMB account (avoid landing pages or promotions).

For the photos, eligibility & ownership remember:

Add only real qualitative images (by owner category) of the showroom, both inside and outside; check pictures added by users to make sure brand image is not degraded. Regarding images, there are several
image types:

Cover - anice picture of the dealership, clearly highlighting the brand of the GMB page. Have pictures taken in front of the entrance with the brand identity elements, that a customer might see when
arriving to a location (update pictures as soon as modification on the site occurs) — take photos just for Renault, avoid having other brands in the picture.

Logo » Google allows adding alogo to the GMB page. This is a good opportunity to highlight the differences between the GMB pages available at the same address = use the brand (Renault) emblem.

Additional pictures - to add by the dealer + manage web user suggestions.

To qualify for a Business Profile on Google, a business must make in-person contact with customers during its stated hours. Add business owners or authorized representatives that may verify and manage
their business information on a Business Profile; avoid unclaimed GMB accounts that can be edited by any user. - see detailed guidelines to avoid duplicates with your e-rep usual contact

Make sure, the GMB page never ends up with no owner person within the dealership (job shift).

¢
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_Reviews and FAQs

How to properly secure the Reviews and FAQs of the GMB account.
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_Reviews and FAQs

Reviews This Month A 4
5
4
I ® 5 3
2
1230 Reviews 1!
Questions & answers management This Month v
All Replied Haven't replied Al Replied Haven't replied
Lincoln Philips

Hanna Stanton
1585 3rd Ave #2, New York, NY

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Viverra When will this visual identity be completed?

curabitur et nulla sollicitudin. Condimentum porttitor enim rhonc

oy 12 Answer
Reply
Lincoln Philips
Hanna Stanton 1585 3rd Ave #2, New York, NY

Do you have free wi-Fi access?

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Viverra Response

curabitur et nulla sollicitudin. Condimentum porttitor enim rhonc Yes, we have

Your response

oy 8 Answer

Thanks for your feedback!

Remove Reply

View all reviews

For any question, reach your e-reputation contact

¢

For the questions & answers it is important to:

Add only honest and relevant answers as soon as the questions are asked.

Avoid letting unanswered questions for long period of making the answer irrelevant.
Checkinonyour profile's questions regularly.

Try not to use short-term answers, better to reply with links or details that might help
otherusersin the future.

Be polite and refrain from answer rude, offensive or sensitive questions, report the
question instead.

Take note of common questions and use them to improve your website, GMB, and
social content.

Make sure to moderate the questions and answers from the FAQ

For the Reviews, itisimportant to:

Have a dedicated team (person) to analyze a review regularly and identify customers
and problems.

Respond and initiate with in 48h, according to the type of case (no. of stars and
comments/positive and negative).

Itisrecommended that dealer post the most frequently asked questions and the
relatedreplies

Reply positively, if the feedback has 4 or 5 stars (where no problem orissueis
mentioned), and thank the customer.

When the feedback has1to 3 stars, the dealer replies and acknowledge & reassure
the customer.

When the negative feedback problem is identified and covers the brand, the
dealer should contact the Sales Manager, Dealer Responsible etc.

Debrief and store solutions if they occur many times.



social media

Minimum guidance and rules on social media management, from asset
Image formatting to naming of social media accounts and useful tips
oNn communication via those accounts.

6.1 visual formats

Display images rules for various social media accounts.

Back to contents page
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<) Renault City Name @

21 September at 13:00 - €&
Desigh recommendations for Facebook: _ _ o _
Lorem ipsum dolor sit amet, consectetur adipiscing elit. Nunc malesuada nunc
The idealimage size for your Facebook cover photo is 851px by 315px. For best results, lacus. a vehicula lorem elementum id. Class aptent taciti sociosau ad litora
make sure your image is JPG format, with RGB color, and less than 100 KB. Facebook will ’ ) P 9

automatically format your photo to fit the cover photo slot, so if it's not sized correctly, torquent per conubia nos
you might experience some distortion. If you can't meet the recommended sizing, make
sure yourimage is atleast 400px by 150px. Cover photos are displayed at 820px by 312 PX
on adesktop and at 640px by 360px on a smartphone, so stick to a design that works at
both sizes

Recommended resolution:import your image in the best resolution

Available (Renault approved) images with 20% text are likely to receive less exposure.
Text: 125 characters

Use images from the Renault Group Mediateque if the postis about vehicles and offers.
For other types postlocal pictures or videos can be used.

Remember to:

Follow the Renault Groups strategy on social media communications.

Ask and coordinate with the network manager about offers or campaigns.

OO 62 12 comments 2 shares

> Like (J Comment &> Share

Most relevant ~

Joana Almeida
Fatastic &

10 h

View 11 more comments
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_visual formats

Designh recommendations for Twitter:
The idealimage size for your Twitter header photo is 1500px by 500px.

Keep in mind that header photos display differently on various devices. You may
experience cropping of around 60px on both the top and bottom of your header photo,
so keep any important information near the center.

Don'tforget that your profile photo will also block part of your header in the lower-left
corner, so avoid putting any key visual information there. Twitter supports images that
are JPEG, GIF, or PNG file formats.

Avoid to:
Use blurred image.
Image not free of rights.
Absence of legal mentions

Put too much text on the image.

¢

<()> RenaultCityName s 4

@renaultcityname-dealername

Lorem ipsum dolor sit amet, consectetur adipiscing
elit. Duis ultrices, quam id accumsan fermentum,
massa diam #YourHashtag

O ©
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~communication and interactionrules

Information and guidance on how to communicate on different
platforms and what to take in consideration for the naming.
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_communication and interactionrules

Up to date corporate guides and trainings on branding related
topics provided to you.

. . . . . . . Social networks Services offered Paid services Recommendations What nottodo Agerange Type/Gender
For the communication and interactions rules in social media
remember: ~78% spend more -Do not have more
. than 20 minutes a
o , o . - t th 9
Similar naming and content problems existing on social Create apagewitha Sponsoredpost: | day than 20% of text on
professional profile images - Strong
networks . ADS photo, -Postregularly . . 18 to 49 years old Balanced
. -Publish posts for your A . -Avoid content that -No minimum . .
Facebook . carousel video -Videos are more Very active Alittle more
LY Sponsored story - opular pushes for sales budget for eneration X women
The main social network used by the network is Facebook. -Create groups -Create - N i -Publish several times | advertising g
|_' |_< d| dY b | O h . | |_< events anvas ostonce or twice a odoy,to Fans
inkedIn and Youtube to a lesser extent. Other social networks day -vary posts nsubsoribe
are notrelevant to dealership activities. (videos, carousel...)
Facebookis primarily a communication channel rather than a _Greate a page witha -Advertising in the
sales channel. However, some dealerships use the marketplace, Linked professional profile likeelin ey i 20t09 o | sl )
. . inkedain q messagin - =M e (o) edars o dlance
where the rules for the presentation of used vehicles must be -Publish posts for your Systemg_ ° -CSP+ GROUP Y
. communit
applied. v Sponsored post
Renault provides digital packs to help the network to feed their Sponsored posts: | -Postregularly
. . . -Create a page witha hot | -53% follow brand
Facebook pages. Messenger is an effective tool, provided you apagew! PRty el o rotiow brands _
' . Inst professional profile video -Post graphic -Not harmonizing your _Middl e Id Ball d
canrespond quickly to messages received. Ho e -Publish posts and stories Sponsored story images feed is a mistake 1acie e Eeie alance
for your community Collaborate with -Users, mention, put
Respectall corporate guides and trainings on social media. bloggers a geographic criteria
. . . . -Publish banners
Split per brand is mandatory for all social media accounts P
GoogleMy Business “Credteycur professiona -Sponsored post thatarealso “Donotoverload the -Strong Unknown Balanced
_ . _ profile readableona carousel
To ensure consistency and homogeneity, the following name smartphone
formatis to be used:
-Internet users goon
One location only: Brand + City name You tube to be R
-Create a channel entertained ublishvi eo§ a '
. . YouTube h . = . are too long, without -Middle 14 to 34 years old Balanced
. -Publish videos -YouTubeis aver .
In case of multiple locations: Publishvid y tachnique
powerful search
Brand - Dealer name Sree 1o Coegle
. . -Target prospects
Brand + City name - Dealer name (example Renault Paris - Pins: Visible logo whogqrepclosZtothe
Dealer name) if you choose to create a separate account forone of your company | dealership
of your dealerships locations Waze No free services for Take Ove.r: Banner| -Peakusage -Have a target thatis -Strong forimpulse 36+ years old Balanced
professionals ad that displays between4and7pm-| too faraway buys
note when the driveris Let drivers know
) ) o ) stopped about the signon
Aside from this digital standards guides, respect and follow all their daily route
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Links toresources Links to annex

https:;//app-eu.reputation.com/

https,//www.mediatheque.renault.com/ Figma: https://www.figma.com/file/607nSmijfyWozcgYR10OemC/Digital-Asset-
Library?node-id=21%3A21071&t=trIPvGyINkUKMoBg-1

https:;//brand.renaultcom/fundamental-guidelines/renault/core-elements#logo
https;//brand.renault.com/fundamental-guidelines/renault/core-elements#emblem Zeplin: https://zplio/kDxwrWK

https:;//brand.renaultcom/fundamental-guidelines/renault/core-elements#font Access request form (Figma and Zeplin): https://forms.office.com/e/7bZ4htDD7W

https:;//brand.renault.com/fundamental-guidelines/renault/digital
for first time connection, you will be requested to register your account via this form, also,

in the same form you will also be able to request access to Zeplin (if you choose only to
https;//brand.renaultcom/fundamental-guidelines/renault/core-elements#pictos have access for the Zeplin project, use the same form and select value "Yes, only Zeplin”

https:;//brand.renaultcom/fundamental-guidelines/renault/advertising#crm

Disclaimers and usage

Tools used: Adobe XD, Figma, Affinity Publisher, Affinity Designer, Vectornator, Zeplin, MS
PowerPoint

Designresources: Dacia & Renault Figma Design Systems 2022

Most visual representation are only for exemplifying and demonstration; itis not mandatory
toreplicateitin an exact high fidelity using all the elements in this screen (except the mandatory
or highly important ones). The purpose is to aim towards this design as much as possible, to get
inspired and use all branding elements provided correctly and in accordance with branding (Ul)
strateqgy views of the Renault Group and in alignment with all international laws and regulations.

Aside from this digital standards guides, it is mandatory to respect and follow all up-to-
date Corporate Guides and trainings on branding/ marketing related topics that are provided to
yOou.

All Design Systems used are Renault Group property and were created by: DCX ONE (2022-
Renault and Dacia - adapted for the Digital Standards Guides & Network Strategy Team. All
digital core elements are to be used according to the rules described in the Digital Standards
Guides and/or other official Renault Group guide or communication.

The access to: Digital Asset Library (Figma and Zeplin), Guides and Other materials is provided

only for the Partners and / or their Dealers. The Partners and / or their Dealers shall ensure the Contactinfo
sharing of the information with caution and be responsible for supervising the proper usage of ' o .
the contents by any local agencies/companies that will develop the dealers' website, making listdigital-standards-guides@renault.com

sure the utilization and application doesn'timpact negatively Renault Group brands. All Rights
Reserved 2022 -2023
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https://www.figma.com/file/6O7nSmijfyWozcgYR1OemC/Asset-Library?node-id=6%3A27350&t=ZPCWdalO0t4XWxr3-1
https://www.figma.com/file/6O7nSmijfyWozcgYR1OemC/Asset-Library?node-id=6%3A27350&t=ZPCWdalO0t4XWxr3-1
https://zpl.io/kDxwrWK
https://www.figma.com/file/6O7nSmijfyWozcgYR1OemC/Asset-Library?node-id=6%3A27350&t=ZPCWdalO0t4XWxr3-1
https://www.figma.com/file/6O7nSmijfyWozcgYR1OemC/Asset-Library?node-id=6%3A27350&t=ZPCWdalO0t4XWxr3-1
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_resources & annex - Digital Standards Key Indicator Guides

ACCESSIBILITY

Does the dealer website have a landing page from

which the user journeys to the brands start?

The brands are represented on a neutrally on the

page?

Is the access to the Renault or Dacia homepage done

via the logo/emblem seen on the landing page?

Is the dealer's website viewable properly on atablet ¢
mobile device?

Are the images adjusting to the device keeping qualit
andimage ratio?

Does the URL specify the Brand?

Is the favicon respecting the rules specified in the
Digital Standards Guide?

Is the website up to date on security certificates?

HOMEPAGE

Is the brand homepage single branded containing the

elements recommended?

Does the homepage have only the official brand

colors?

Does the homepage have only the official brand

fonts?

Does the homepage have only the official brand

logotypes?

Are the elements on the homepage positioned

according to the recommendations in the guides?

Does the heroimage and car visuals onthe

homepage respect the recommendationsin the

guides?

Are the ways of contact visible in the homepage?

¢

NEW VEHICLE RANGE

Does the range contain only same brand vehicles?

Are the carimages displayed as the recommendation
in the guides?

Does the vehicles in the range have price seen without
any discount labels or strike lines?

Are the legal mentions /details available for each
vehicle?

Are the elements on the range positioned according
to the recommendationsin the guides?

Does the range have only the official brand GUIs
(buttons, links, icons) ?

Does the range have only the official brand colors?

Does the range have only the official brand fonts?

Does the range have only the official brand
logotypes?
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_resources & annex - Digital Standards Key Indicator Guides

USED VEHICLE

Are the vehicles pre-filtered to the values

recommended in the guides?

Are the carimages displayed as the recommendation

in the guides?

Does the vehicles in the range have price seen without

any discount labels or strike lines?

Are the elements on the range positioned according

to the recommendations in the guides?

Does the range have only the official brand GUls

(buttons, links, icons) ?

Does the range have only the official brand colors?

Does the range have only the official brand fonts?

Does the range have only the official brand

logotypes?

OFFERS AND SERVICES

Does the dealer website have an organized offers

page or element/area?

Does the dealer website have an organized service

page or element/area?

Do the offers have prices seen without any discount

labels or strike lines?

Are the elements on the offers and service page

positioned according to the recommendationsin the

guides?

Do the pages have only the official brand GUIs

(buttons, links, icons) ?

Do the pages have only the official brand colors?

Do the pages have only the official brand fonts?

Does the range have only the official brand

logotypes?

¢

GOOGLE MY BUSINESS & SOCIAL MEDIA

For GMB, are the accounts own by the dealer?

Are the names displayed correctly on all platforms
according to the recommendations in the guides?

Are the images used in GMB accounts, respecting the
rulesin the guides?

Are the ways of contact visible displayed and correct?

For GMB, is the schedule updated?

For GMB, is the activity on questions and reviews
constant and respecting the guides?

Are the images used in social media up to date and
representative and respecting the rules in the guide?

For all platforms, GMB and social mediag, are the
accounts split per brand?
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