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interior design

architectural guidelines

why?

Help each user to find or discover the rules
and standards to be applied at a Renault
point of sale.

how?

the architectural guidelines brings
togetherin asingle document the
various components present outside or
on the facades of a Renault site.

the specifications present all the
technical and aesthetic requirements
useful for the manufacture of each of the
components.

renew and Renault Pro+ sites have a
specific architectural guidelines.

All these documents are available at:
https://brandstores.renault.com

vigilant points

Despite all the care taken in the design of this
document, errors or omissions may have been made.
If in doubt, contact your Network Development
correspondentin the country or Renault Global
Marketing.

The visuals are given for information only, technical
specifications remain the reference documents
(available in French and English).

When the site is multi-brand, the rules of cohabitation
apply.

Renavlt retail architectural guidelines

extérieurs et facades Renault Stor

Renavlt retail architectural guidelines

Ie >Wrooms et autres espaces intérieu

architectural guidelines of exterior areas

architectural guidelines of interior areas

Renaultretail architectural guidelines
renew

architectural guidelines for renew sites

Renauvlt retail architectural guidelines
Renavult Pro+ centers

architectural guidelines for Renault Pro+ sites

&

Renault signage

white illuminated Renault emblems

Renault sig

Renault

showroom furniture

brand walls

technical requirement

technical specifications for interior components
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general facts

1.1 Renault Store sites

why?

Renault Store sites offer a versatile offering
covering all customer needs.

how?

Renault Store sites have 4 large spaces
linked together integrating the different
functions of the site:

f—

showroom
after-sales area

delivery area

A W N

back-office workshop




general facts

1.2 general organization of Renault sites

why?

The challenge of Renault Store sites is to
meet the plurality of customer expectations
with a versatile offer based on mastery of
different customer journeys.

how?

back-office worshop

1 surroundings

Located in front of the main facade,
product areas present the new products
and the vehicles being tested.

The duly signposted customer car parkis
located in front of the showroom
facade.

sales offices

2 showroom

The diffel-ent ﬂOWS converge Towdad rdS showroom after-sales area
the showroom where representative
models of the Renaultrange are
presented. @ @
3 ofter-salesarea
After-sales customers are welcomed ina v V' N

dedicated area by a service advisor

responsible for assessing their needs
. . . outdoor exhibitions after-sales handback
and the administrative processing of - and testdrive car park

after-sales operations.

4 delivery area @

Customers are welcomed in the
showroom then directed to this area to
take delivery of their new vehicle.

sales customers
V'S after-sales customers

A delivery customers



general facts

1.3 showrooms basics

why?

Showroom responds to an organization and
the application of standards which aim to
optimize commercial efficiency while
promoting the brand, its products and its
services.

how?

This concept corresponds to the different
customer journeys and makes all the stages
legible.

The centralized reception makes it possible
to capture all customer flows in the
showroom.

The Renault road attracts the customer
towards the brand wall and offers a waiting
area.

The product centers provide better visibility
of the range.

The Renaultis available in three formats,
determined by each country according to
the size of the showroom and the number of
vehicles on display.

Vigilant point

- The deployment of Renault sites requires that
other associated projects (digital, behavioral, etc)
are deployed and that all sectors of the subsidiary
concerned (Marketing, IT, methods, after-sales, etc.)
areinvolved.

- Renaultadapts to specific configurations (length,
square, L, half-moon, etc.) to fit most constructions.

large format more than 600 m2,
comprising more than 8 vehicles,
this formatintegrates all the planning elements.

medium format from 300 m2to 600 m?,
comprising 4 to 8 vehicles,
thisis thereference format.

small format from 200 m2to 300 m?2.
comprising 2 to 3 vehicles,
this formatis suitable for small areas.



general facts

1.4 standardsataglance

components
1 customerreception

- meeting point furniture
- lounge

- co-working table

- servicereception

- delivery area

2 Renaultbrand

- brand wall
- merchandising furniture

3 vehiclesondisplay

- thematic areas

- POS & frescoes

- kakemono support
- pricedisplay

4 furniture

- sales offices
- Uphostery & color-palette unit

5 infrastructure

- floors
- walls

- glozed walls

vigilant points

- Visuals are given for information only, the technical

specifications remain the reference documents. - Eachcomponentis subject to technical
. S . specifications available on the Brand Stores
- lItsstrictapplication is essential for the P
platform:

effectiveness of the showroom in terms of image
and business. https://brandstores.renault.com/



general facts

1.5 components of different formats

compulsory
B optional
*  onepervehicle

** one per model presentin the showroom

*** exception for sites with renew showroom

Renaultroad

component

meeting point furniture

beverage furniture

co-working table

waiting lounge

brand wall

canopy

merchandising furniture

®R code range totem kakemono

products zones

nouvel'R zone

E-Tech zone

products on display

price display*

products totem kakemono **

sales offices

open or closed sales office

other furniture

upholstery & color-palette unit

accessories furniture

service reception

service reception furniture

service reception wall

Plug Inn totem kakemono

delivery area

delivery area wall

cover storage furniture

accessories totem kakemono

charging totem kakemono

productdisplay *




showroom

Renault retail architectural guidelines - edition 1a-december 2023

10



2.1

generalities

Renault retail architectural guidelines - edition 1a - december 2023



showroom

2.1.1 theoperation of the showroom

why?

Customer flows converge on the showroom
in order to offer all customers an opportunity
to see up close the new products displayed in
this area and to offer the Brand's various
services.

how?

1 showroom back-office

2 deliveryarea

3 after-salesarea

delivery

) sales offices
office

front-office

Renault retail architectural guidelines - edition 1a-december 2023
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showroom

2.2.1 the Renaultroad andits functions

why? @

The Renaultroadis made up of aset of _
furniture providing reception, waiting and 48m variable 3m
information functions.

You can have a drink there, waitin peace and 24m 24m 72m 3m
buy miniatures and promotional objects.

how?

The Renaultroad is divided into zones
assigned to a theme.

1 theassignmentof these zones cannot
be changed. The features presentare

common to all Renault Road sizes.

this modular zone makes it possible to
adapt the content of the Renault road to
the specificities of the customer base of
the point of contact and, where
applicable, to the length of the Renault
road.

the maximum length of the Renault road
is16m.

Adapting the length of the Renault road
to the depth of each showroom is done
by reducing the modular area.

the Renaultroadis generally located
against the entrance to the showroom.

entrance

reception
area

modular area

10




showroom

2.2.2 the Renavultroad lay out

why?

Depending on the type of clientele ateach
site, itis possible to adapt the layout of the
Renaultroad to each situation while
respecting the assigned functionalities.

how?

The functionalities of the zones making up
the Renault road are as follows:

1

entrance

The areais clear, inviting customers to
enter the showroom.

reception area

The meeting point furniture, when
present, is located in this area.

modular area

A co-working table is generally presentin
this area combined with a drinks cabinet.
The length of this zone can be adjusted
to meet the depth constraints of each
showroom.

waiting lounge

Located in front of the brand wall, this
area dedicated to customer waiting is
mandatory for all formats.

The merchandising furniture and a
totem-kakemono presenting the range
are generally located on either side of
the waiting lounge.

24 m 24 m max72m 3m

3m
entrance reception or
ared 356m

15



showroom

2.2.3 meeting point furniture

why?

This furniture makes it possible to welcome
the customer as soon as they enter the
showroom, whetheritis a visit for advice, a
purchase, a delivery or after-sales.

how?

Itis advisable to locate the meeting point
furniture on the left of the Renault road, when
entering the showroom.

2 configurations are available to choose from
depending on the level of comfort desired for
reception staff.

1 configurationl.
The ergonomic armchair provides
comfort to reception staff fora more
frequentuse.

2 configuration 2.
The stool identical to those of the
customers corresponds to more episodic
use.

3 ergonomic chair
Hermann Miller Verus High, satin black
base with castors, circular footrestin
chrome finish, medium grey upholstered
seat, armrests and seat height
adjustment.

4 Pure Loop Stool or Troy Stool
h.750 mm, satin black steel base,
polypropylene shell in matt black finish.




showroom

2.2.4 co-working table

why?

The co-working table allows customers to
work or consult their computer.

A WIFl connectionis offered.

USB sockets are available for recharging
portable devices.

how?

This furniture is located along the Renault
road near the waiting lounge, which it
completes while offering a different solution,
particularly for professional customers.

Two variants exist; 4 or 6 sedts.

An element can be associated with this
furniture:itis the beverage furniture offering
customers self-service hot and cold drinks.

key

f—

6-seqter version
4-seqter version

the beverage furniture (optional)

A WO DN

Pure Loop Stool or Troy Stool
h.7560 mm, satin black steel base,
polypropylene shell in matt black finish

17



showroom

2.2.5 waitinglounge

why?

Located in the heart of the showroom,
against the brand wall, the lounge is a
welcoming and comfortable waiting areq,
reserved for customers.

how?

It consists of a waiting area (which can be
double) including comfortable armchairs
associated with a black coffee table.

Itis the ideal place to wait comfortably, in
contactwith all the information on the
Brand's news broadcast on the screen of the
brand wall and to connect to the internet
thanks to the WiFi hotspot available to
customers.

key

1 armchairs: Enea - lottus lounge 4-star
RAL 9005 black lacquered aluminum
base without wheels, without armrest,
upholstered shell
gray color: Chili - Gabriel 60116
yellow color: Chili - Gabriel 62085

2 table:Enea-lottus AL
RAL 9005 black lacquered aluminum
base, height 37cm square HPL wooden
top with rounded corners in matt black
finish 70x70 cm

3 darkgreycarpetreference Vorwerk
Exclusive dark grey color Q0OEb5.



showroom

2.2.6 brand wall

why?

Visible from the entrance to the dealership, —~

the brand wall constitutes the focal point of S
Renault's identity. s

Renault content of different types,
advertising, brand films and news are
broadcast continuously on the integrated
screen on the yellow background.

how?

Itislocated on anisland within the
showroom or leaned against the back wall of
the showroom, facing the main entrance, in
line with the showroom.

With a height of 2.50

m, the brand wall, equipped with a large
monitor, is available in two widths: 3.00m and
3.60m to adapt to different showroom sizes.

key
1 3.00m brand wall
2 3.50mbrand wall

2500




showroom

2.2.7 canopy

why?

The canopy structures the space, creating a
perspective thatleads the customer towards
the brand wall and the lounge.

Anintegral part of the Renaultroad, it
completes the brand wall.

Placed at the main entrance door, it @
organizes the showroom into two parts and
creates a link with the thematic zones.

how?

The canopy is available in several lengths by
adding modules.

It exists in two widths (3.6 m and 3 m) to adapt
to different showroom sizes.

Itis optional.

key

f—

3.00m high brand wall
canopy structure

3.50m wide brand wall

A WO DN

3.00m wide brand wall

Revivie

3000
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2.2.8 upholstery and color-palette unit

why?

The upholstery & color- palette unit must —
allow customers to specify their choice in
terms of body colors and upholstery.

Vehicle configuration is carried out on the
sales advisor's computer station.

how?

The furniture displays color samples of body
and upholstery.

The customer, alone or accompanied, can
better appreciate the colors and upholstery
thanks to the samples made available to
them.

For each country, different configurations
are possible allowing the number of
references presented to be modulated
according to the range of vehicles sold.

key
1 miniupholstery and color-palette unit

2 standard upholstery and color-palette
unit




showroom 22

2.2.9 totems-kakemonos - presentation

why?

Totems-kakemonos are the preferred
customer information supports in Renault
Store showrooms.

how?

The totems-kakemonos come in the form of
a tubular structure with a printed visual that
can be easily updated.

In order to fitinto different showrooms, 2
versions are available (with a black variant
for the wall-mounted kakemono).

key

1  stand alone totem-kakemono on plate

2 wallmounted totem-kakemono

3  wallmounted totem-kakemono in black
finish installed on a black wall



showroom

2.2.10 the different totems-kakemonos

why?

The totems-kakemonos feature thematic
visudls.

how?

The table opposite presents the principles
for assigning the different thematic variants
of totem-kakemonos according to the 3
Renault Store showroom formats.

This table does not take into account the
totem-kakemonos presentin the nouvel'R
and E-Tech product areas.

vigilant point

The kakemono produced is mandatory for all models
ondisplay. Inthe case of identical models presentin
the showroom (e.g. several Renault Méganes), it will
not be necessary to repeatit.

@ e O O O @ O @ O @
®OR code brochure 1
% %,
new 1 1 3
product 1per model 1per model 1per model
number of kakemonos 304 508 > 11

L

stand alone
kakemono

wall mounted
kakemono

mural ou sur platine




showroom

2.2.11 the totems-kakemonos presentin showroom

why?

The totems-kakemonos feature thematic
visudls.

They are arranged in specific spaces in the

showroom.

how?

The visuals opposite show the front and back

sides of the different kakemonos totems:

1 product kakemono,
presents the USPs of the vehicle being

laounched whenitis located outside the

nouvel'R zone.

2 ORcode brochure kakemono,
brings together the different modelsin

the range on the same support, allowing

customers to directly access product
information by reading a QR code.

itis located near the Renaultroad.

vigilant point

The opposite visual does not take into account the
totem-kakemonos presentin the nouvelle’R and E-
Tech product areas.

espace
intérieur

warre ponse

wouvesy
RENALULT ESPACE
EII_ECH FULL HYBRID

le vrailuxe
sera toujours I'espace

wouvesy
RENAULT ESPACE
EII_ECH FULL HYBRID

accésdirectau
catalogue etsite
internetvia QR code

oy e ] A
ol B
EAEER

HE BE B BE BB

acceésdirectay
catalogue etsite
internetvia QR code

w! e . o e
ol P .

ATk
wE RA BE BE 5B

EERE

98 mE BE RE By

@




showroom

2.2.12 opensales offices

why?

The office allows sales advisors to develop a
commercial relationship of trustina
comfortable atmosphere.

The open sales offices are located in the
showroom near the products.

Dimensions: 2700 x 2700 mm. (excluding
plates).

how?

1

the white work table can accommodate
2 clients.

the advisor's chairis dark grey. It differs
from chairsintended for customers.

adark grey carpet covers the entire
surface of the office.

chairs for customers are variegated in
color,one being yellow, the second being

lightgrey.
atransparent grey partition comprising

the identity frame is located near the
advisor's chair.

on the opposite, a transparent yellow
partition is located near the chairs
intended to welcome customers

25




showroom

2.2.13 semi-open sales offices

why?

The office allows sales advisors to develop a
commercial relationship of trustina
comfortable atmosphere.

These offices are located on the outskirts of
the showroom.

Dimensions: L.3000 x1.3000mm.
how?

1 the round work table can accommodate
2 clients.

2 theadvisor'schairisdark grey.

38 chairsforcustomers are variegated in
color,one being yellow, the second being
light grey.

4  full-height colored partitions provide a

certain privacy during the negotiation
phases.

5 adarkgreycarpetcovers the entire
surface of the office.

6 storage furniture identical to that of the
reception service is located under the
screen in front of the black wall.

7 ascreenispresentonthe RAL7021dark
grey wall facing the customers.

8 ontheopposite, the white wall (or RAL
7021 dark grey ) contains the identity
fresco.
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2.2.14 the atmosphere of the sales offices

why? i

The general atmosphere of this space is |
dynamic thanks to the graphic animations,
colors and large format visuals present on
the walls of each sales office.

hOW? customers
flow
1 acoloredtransparent glass facade
covers approximately 1/3 of the office }
facade.

2 aRAL702I mattdarkgrey wall
accommodates the 27" screen (or more)
adjoining the glass wall.

3 alifestyle visual (optional backlighting)
covers the entire back wall of the office.

4 opposite the wall containing the screen,
amattwhite or RAL7021dark grey wall is
animated by the identity frame aligned
on the front facade of the office.

5 adarkgreycarpetcovers the entire
surface of the office.

6 thereception furniture includes a round
black table combined with armchairs in
variegated colors.

flux
clients

4

7 depending on the position of the offices
in relation to the customer flow, an
inverted configuration favors the vision
of the identity framework.




showroom

2.2.15 furniture for sales offices

sales advisor chair customer chair customer chair

recommended configuration

Hay AAC25 armchairs, Kvadrat black
locquered base on casters, seat entirely
covered in fabric with an assembly of 2
different grays and one yellow.

alternative configuration

Enea lottus confident fixed chairs without
armrests, 4-star base lacquered black RAL
9005 on casters with assembly of 2 grey and
one yellow.

The sales consultant may be offered a
specific, more comfortable alternative with 2
armrests.

description @ @ @

1 HAY AAC25 reference,
dark grey fabric finish hallingad! 368 alternative

2 reference HAY AAC?25,
light grey fabric finish hallingadl 130

3 reference HAY AAC?25,
vidar yellow fabric finish 443

4 Herman Miller reference versus black
base on casters, Shale 36506 interweave
backrest, Phoenix Havana fabric TPO09

5 reference Enea lottus confident
grey fabric finish Chill Gabriel 60116

6 reference Enealotus confident
yellow fabric finish Chill Gabriel 62085
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2.2.16 merchandising furniture

why?

The merchandising furniture presents a
selection of promotional objects from the
Renault brand and miniature vehicles.

3 versions of this furniture are available.

The premium version offers greater visibility
of the objects on display thanks to the 4 glass
sides and the position of the structure.

The standard version is an economical
optimization of the premium version.

The wall-mounted version is derived from the
previous version, having a single set of
access doors, the back being positioned
against a wall.

how?

The furniture isin the form of a display case
ensuring the protection of the objects
presented.

The objects are arranged on presentation @ @ @

supports (textile supports, tablets, mini-
podiums, etc.) highlighting them.

In the lower part, areserve allows you to store
the most common modelsin order to
facilitate supply.

key
1 premium merchandising furniture
2 standard merchandising furniture

3  wall-mounted merchandising furniture

Renaultretail architectural guidelines - edition 1a-december 2023
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showroom

2.3.1 vehicleslayout

approximately 4.2m

why?

The location of the vehicles in the showroom
aims to make the range more readable.

how?

Between the product areas distributed in the
showroom, the vehicles are arranged
according to the following principles:

approximately

1 eachvehicle has an exhibition space of o

approximately 30 m?for easy access
and easy opening of the doors.

2 thevehicles are arranged orthogonally.
each vehicle has a price display.

4 eachvehicle model presentinthe
showroom has a product totem-
kakemono located opposite the price
display.

5 the position of the torem-kakemonois IR

adapted to the customer flow.

O ®

vigilant point

- orthogonal alignment of vehicles outside the poles,
front of the vehicle oriented towards customer
flows.

- vehicles are accessible (neither raised nor barrier).

- mostvehicles require electrical power.




showroom

2.3.2 identification of new vehicles

why?

The nouvel'R zone presents the new features
of the range currently being launched.

It must be visible as soon as the customer
enters the showroom and, wherever possible,
from around the site.

||||||

how?

1 Each new vehicle is presented with @
plate bearing the model name on the
front.

2 Eachnew vehicleis presented with a
plate bearing the Renault wordmark
placed on therear.

MEGANE
E-TECH ELECTRIC

3 eachvehicle has a price display
informing the customer about the
specific characteristics of the vehicle

presented.

+ [ MEGANE

E-TECH ELECTRIC

2| RENAULT
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2.3.3 presentation of the nouvel’'R zone

why?
The nouvel’'R zone allows you to present1to 3
vehicles.
Productinformationis provided using
totems-kakemonos associated with a 2x2
POS display.
When the areais located at the back of the ' openn
. . erface .
showroom, the fresco is placed against the - nouvelle génération
back wall.

Preferably, the areaislocated in the front
part of the showroom in order to offerit high
visibility.

Itisrecommended to position the fresco

perpendicular to the back wall in order to
avoid hiding the other vehicles on display.

The 2x2 POS is installed in the background of
the area to facilitate reading of the front and
back sides.

how?

The constituent elements of the nouvel'R
zone are:

f—

product totems-kakemonos
2x2 POS

fresco

A WO DN

price display



showroom

2.3.4 components of nouvel'R zone

why?

The nouvel’'R zone presents the new features
of the range currently being launched.

It must be visible as soon as the customer
enters the showroom and, wherever possible,
from around the site.

how?
The nouvel’R zone includes:

1 afrescowithalarge formatvisual,

2 from1lto3vehicles are presentedinthe
areaq,

3 double-sided totem-kakemonos
arranged perpendicular to the fresco
inform customers about the USPs.

4 a2x2POSdisplay with double-sided
visuals completes the customer's
information.

various themes: USP, finishing, motorization, assistance, etc. 2x2 POS

waraion aspeit Alpire — 2 ayutbenanav urce
an promisre mondiole Hese= Faide o o

openR openRlink @
interface nouvelle génération toute I'expertise Google
dans votre voiture

Ebires e

vigilant point

- thenouvel'Rzone is the only compulsory zone in all

formats of the Renault Store (L, M, S). front back front back front back front back

- anticipate updating the POS with Marketing.

- the POS mustalways be presentin the area. example of the visuals used as part of the launch of Renault Espace



showroom

2.3.5 frescoes of the nouvel’'R zone

why?

In order to adapt to different showroom sizes,
the modular frescoes are available in 2
heights (25 mand 3 m)and 3 lengths (4 m,6 m
and 8 m).

key

p—

4 x25mfresco
6x25m fresco
8x25mfresco
4 x3 mfresco

6 x3 mfresco

o o ~ W N

8x3mfresco

Renault retail architectural guidelines - edition 1a-december 2023
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showroom

2.3.6 2x2 POS of the nouvel'R zone

why?

The 2 x2 POS completes the communication
elements presentin the nouvel'R exhibition
areas.

how?

The 2x2 POS is installed perpendicular to the
fresco and, preferably, in the background of
the area.

1 theside with the full-frame visual is
always oriented towards the customer
flow.

2 theside containing the explanatory
visual is located on the back of the POS.

warning

Visuals of promotional materials evolve according to
the renewal campaigns.

Contact Renault Global Marketing to obtain the latest
versions.

openR
interface nouvelle génération

2000

openRlink @
toute l'expertise Google
dans votre voiture

Google Maps Google Assistant Google Plar
— it N —
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2.3.7 presentation of the E-Tech zone

why?

The E-Tech zone allows you to present1to 3
vehicles.

In the showroom, itis positioned as a mirror of
the nouveau’R zone in relation to the Renault
road.

Productinformationis provided using
totems-kakemonos associated with a 2x2
POS display.

When the areais located at the back of the
showroom, the fresco is placed against the
back wall.

When the areais located in the middle of the
showroom, itis recommended to position the
fresco perpendicular to the back wall in order
to avoid hiding the other vehicles on display.

The 2x2 POS is installed in the background of
the area to facilitate reading of the front and
back sides.

how?

The constituent elements of the E-Tech zone

are:
1 2x2P0OS

2 pricedisplay

3 fresco e e e 0
4 product totem-kakemono



showroom

2.3.8 components of the E-Tech zone

why?

The E-Tech zone presents the new features
of the range currently being launched.

It must be visible as soon as the customer
enters the showroom and, wherever possible,
from around the site.

how?
The E-Tech zone includes:
1 afrescowithalarge formatvisual.

2 from1to2vehicles (possibly of different
models) are presented in the area.

3 akakemono product placed
perpendicular to the fresco informs
customers about the USPs.

4 a2x2POSdisplay with front-back visuals
completes customer information.

5 special case of the retrofit of the old Z.E
zone.for which the existing 2x2 POS is
retained, its visual being replaced by the
generic visual in 2x2 format.

6 backofthe 2x2 POS.

vigilant point

- anticipate updating the POS with Marketing.
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2.3.9 frescoes of the E-Tech zone

why?

In order to adapt to different showroom sizes,
the modular frescoes are available in 2
heights (25 mand 3 m)and 3 lengths (4 m,6 m
and 8 m).

key 2500

p—

4x25mfresco

6x25mfresco

8 x 2.5 mfresco

4x3mfresco

6 x3 m fresco

o o~ WO N

8x3mfresco

3000
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2.3.10 2x2 POS of the E-Tech zone

why?

The 2 x2 POS completes the communication
elements presentin the E-Tech exhibition
areas.

how?
The 2x2 POS is installed perpendicular to the
fresco.

1 theside with the full-frame visual is
always oriented towards the customer
flow.

2 theside containing the explanatory
visual is located on the back of the POS.

warning

Visuals of promotional materials evolve according to
the renewal campaigns.

Contact Renault Global Marketing to obtain the latest
versions.

Renault n®1 des ventes dlactriques en Europa’

2000

toute l'expertise
deRenaultdans
3motorisations

Fhytarice,
‘sans se brancher
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delivery area

3.1.1 general functioning

why?

Delivery is animportant step in the customer
journey. This memorable momentina
dedicated space will have a positive impact
on the relationship with the Brand.

The actof delivery is a determining moment
which must be the subject of particular
attention.

Handing over is both the conclusion of the
act of sale and the start of along-term
relationship between the customer and the
Brand.

how?

1 deliveryareaislocatedinaspace
adjoining the showroom.

2 deliveryareais separated from the
showroom by a glass wall.

3 vehiclesexitfrom the frontusing a glass
lift-up door.

4 thedelivery secretary’s office is located
near the delivery area.

5 thefinishing areais part of the site's
back office. Access is directly from
outside the site.

finishing
zone

delivery
office

delivery area

back-office
workshop

sales offices

showroom



delivery area

3.1.2 generallayout

why?

Iltisrecommended to setup delivery ina
space adjoining and separate from the
showroom in order to offer the best
conditions for this exceptional moment.

how?

1 glassdoor providing access to the
delivery area.

2 removable door connecting with the
finishing area.

vehicle protection cover.
lifting exit door.

wall fresco.

o o M ®

wall-mounted kakemonos.




delivery area

3.1.3 principles of showroom separation

why?

Itisrecommended to physically separate the
delivery area from the showroom while

maintaining visibility of this space from the
showroom. Aelfer
how?

1 itisdesirable to maintain circulationin
the delivery area in order to allow easy
exitfor customers aboard their new
vehicle while maintaining a distance of L
3000 mm between the vehicles and the
dividing wall adjoining the showroom.

2 anopening with a minimum width of
4800 mmisrecommended in order to
visually connect the delivery area and

the showroom. ........
3 accessisviaafull heightglass door u .. L]

inscribed in a glass wall with a minimum
width equal to 4800 mm.

4 itispossible to have a dividing wall
offering a limited view of this space from
the showroom.

min. 4800

opening connecting
the delivery area

@ at the showroom @ @




delivery area

3.1.4 vehicle implementation configurations

why?

In order to optimize implementations, 3
configurations are defined. To facilitate
customer maneuvering, the vehicle is always
oriented towards the exit.

how?

1 thein-line configuration aligns the

delivered vehicles one behind the other

in front of the exit door.

Itis particularly suitable for narrow
delivery areas (corridor type). ==.==========I
2 indiagonal configuration, the I I

vehicles are presented at an angle of 45°
relative to the exit.

This requires a wider - but also shorter -
delivery area than the online setup.

| o EEEEEEEEEEEEE EREEEEEN R
8 theperpendicular configuration Ll EREEEEEEEREEE
presents the vehicles side by side B EEEE EEEEEEEEEEEEN
L i N N N O O O O N N N

perpendicular to the back wall of the NN —————
delivery space.

This configuration requires more depth
than the other 2 configurations. @ @ @
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delivery area

3.2.1 wallfrescoes

why?
The fresco identifies the space with the

espace
Renault brand. livraison

In this configuration, only new Renault brand
vehicles and used vehicles of all brands can
be delivered to this space. @

how?

The proportions between the dark grey
rectangle and the visual are different
depending on the length of the wall.

The maximum length of the visual is limited

to6m.
The typography used is the nouvel 'R Bold.

espace
key livraison

1 walllength <10m

2 walllength from 10 to20m @

3 walllength>20m

_espace
livraison




delivery area

3.2.2 configurations

why?

Depending on the position of the vehicle exit I
door, the order of the visuals will need to be "
reversed.

The marking is always positioned closest to

the exit door. 4 espace
livraison

how? cars exit

1 order of visuals in the case of a vehicle
exit door located to the left of the back
wall of the delivery area.

2 orderofvisualsinthe case of avehicle |
exitdoor located to the right of the back
wall of the delivery area. @

espace }
livraison _
cars exit




delivery area

3.2.3 wallsless than10m

why?

The layout opposite describes the visuals
intended to be installed on walls of length
between 6 and 10m.

how?
1 white RAL 9010 wall.

2 thewallincludes the identity pattern
made in adhesive when the wall is
perfectly flat or in stretched canvas.

3 RAL7021dark grey rectangle painted on
the wallin matt finish.

4 the"delivery area” marking identifies the
area in the showroom.

1800

1200

minimum walllength: 6 m

1485 | variable 680 |

espace

livraison




delivery area

3.2.4 wallsless than 10 m-reverse configuration

why? | minimum wall length: 6 m

The layout opposite describes the wall ‘ | |
frescoes intended to be installed on walls of 680 ¢ variable } 1485
length between 6 and 10m in the context of | | |

an inverted configuration.

how?
1 white RAL 9010 wall.

2 thewallincludes the identity pattern
made in adhesive when the wall is
perfectly flat or in stretched canvas.

3 RAL7021dark grey rectangle painted on
the wallin matt finish. espace

4 the"delivery area” marking identifies the 1800 livraison
area in the showroom.

1200 °




delivery area

3.2.5 wallsfrom10to20m

why? | minimum wall length: 10 m

The layout opposite describes the visuals
intended to be installed on walls of length
between 10 and 20m.

3A 2A

1485 | 680 |
hOW° | ! I

1 white RAL 9010 wall.

2 thewallincludes the identity pattern
made in adhesive when the wall is
perfectly flat or in stretched canvas.

3 RAL7021dark grey rectangle painted on
the wall in matt finish.

4 the"delivery area” marking identifies the
area in the showroom.

espace

5 theproportion between the visual and 1800

. livraison
the dark grey wall is 2/6: 3/5.

1200 °




delivery area

3.2.6 walls from 10 to 20m-reverse configuration

why? : minimum wall length: 10 m
The layout opposite describes the visuals 5 |
intended to be installed on walls of length A 3 8A
between 10 and 20m.
1485

680 !
how? 1

1 white RAL 9010 wall.

2 thewallincludes the identity pattern
made in adhesive when the wall is
perfectly flat or in stretched canvas.

3 RAL7021dark grey rectangle painted on
the wallin matt finish.

4 the"delivery area” marking identifies the
area in the showroom.

espace

5 theproportion between the visual and 1800

. livraison
the dark grey wall is 2/6: 3/5.

1200 .




delivery area

3.2.7 wallsover20m

why?

The layout opposite describes the visuals
intended to be installed on walls longer than
20m.

how?
1 white RAL 2010 wall.
2 thewallincludes the identity pattern

made in adhesive when the wall is
perfectly flat or in stretched canvas.

3 RAL7021dark grey rectangle painted on
the wallin matt finish.

4 the"delivery area” marking identifies the
area in the showroom.

5 the proportion between the visual and
the dark grey wallis 2/5: 3/5.
The maximum length of the visual limited
to6m.

1800

minimum walllength: 20 m

3A

2A

1485

680 |

maoximum length of the visual: 6 m

espace

livraison




delivery area

3.2.8 walls over 20 m-reverse configuration

why?

The layout opposite describes the visuals minimum walllength: 20 m

intended to be installed on walls longer than 1
20m. 2A 3 3A

how?

Maximum length of the visual: 6 m 680 ! 1485
1 white RAL9010 wall. | |

2 thewallincludes the identity pattern
made in adhesive when the wall is
perfectly flat or in stretched canvas.

3 RAL7021dark grey rectangle painted on
the wallin matt finish.

espace

4 the"delivery area” marking identifies the 1800 R R livraison
area in the showroom.

5 the proportion between the visual and
the dark grey wall is 2/6: 3/5.
The maximum length of the visual limited 1200
toé6m.
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delivery area

3.3.1 pricedisplay

why?

The productdisplay is identical to that used
in the showroom with the exception of its
capacity reduced to 2 displays.

how?

1  theproductdisplay comesinthe form of
acrystal PMMA element fixed to a steel
plate.

2 thelowervisualincludes a presentation
of the main accessories recommended
for the vehicle.

3 theuppervisualincludes a welcome
message for the customer.

4 the productdisplay issingle-sided only.

These visuals are printed by the dealer who
will ensure they are updated according to the
characteristics of the vehicles.

250

Bienvenue!

[ ]

|

400

1600



delivery area

3.3.2 kakemonos presentindelivery area

why?

Different kakemonos are presentin the
delivery area, some being obligatory, others
optional.

These single-sided kamemonos are wall-
mounted.

However, depending on the specific
constraints of each space, it will be possible
to use stand alone kakemonos.

how?

The visuals opposite show the front and back
sides of the different kakemonos.

key

f—

My Renault kakemono
charging kakemono

accessories kakemono

A WO DN

Plug-Inn kakemono (specific to France)

X compulsory

° optional

téléchargez
l'application My Renault

mrirtins s

MY RENAULT

accessoires
toute la qualité
et |'expertise Renault

showroom

Renault
road

accueil
service

il

|

| N




delivery area

3.3.3 cover storage furniture

why?

The cover storage unit allows you to store the
different sizes of covers needed for vehicle
presentation.

Itis recommended to integrate the cover
storage unitinto the finishing area.

This furniture is an optional element which
can beinstalledin the delivery area if
necessary.

how?

1 thecoverstorage unitiscompletely
white to blend in with the delivery area
wall.

2 drawersonthe frontprovide
access to the covers for different vehicle
sizes.

3 jackslocatedinthe lower part
compensate for horizontal defects in the
floor in order to obtain perfect alignment
with the wall.

400

960
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service activities

4.1.1 general functioning

why?

Nearly 80% of interventions are carried out in
less than 1hour by appointment thanks to the
mobilization of 2 companions around the
vehicle.

The 20% which requires immobilization of the
vehicle is managed by the back-office
workshop.

how?

1 theservicereceptionislocatedinthe
showroom near the after-sales area
fromwhichitis separated by a glass wall.

2 theafter-sales areais adjacentto the
showroom. It has a lift-up entrance door
allowing customers to access it in their
vehicles.

3 thereturncar parkislocated near the
ofter-sales area. 24/7 accessis
recommended as part of the 24/7 care
service.

4 amobility car park offer allows
customers to have a replacement
vehicle as part of after-sales operations
immobilizing their vehicle.

Renault retail architectural guidelines - edition 1a-december 2023

—>
—

- = =

service reception

——— back -office
worksop

pit stops

waiting car park

Tour of véhicule

customer
car park

customers without appointment
customers with appointment
Renault staff

handback car park

<__________________________I

mobility

care service

24/7
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service activities

4.2.1 servicereceptionwall

why?

The service receptionislocated in therear
part of the showroom.

Itis easily identifiable thanks toits dark grey
wall with the words “Renault care service”
supplemented by the words “welcome
workshop”

how?

1 thebackwall of the service reception is
white RAL 9010 with a matt finish.

2 theservicereceptionisidentified by a
rectangular dark grey RAL 7021 wall with
a matt finish.

3 thereception furniture modules (with
storage unit) allow you to create
configurations adapted to the number of
Service advisors.

4 atext"Renaultcare service"” associated
with the words "workshop reception”
confirms the activity of this area.

5 avideoscreen presents to customers
the schedule of after-sales operations.

standard length: 4000, 6000 or 8000mMm

600

Renault
care service

accueil atelier

e
¢

1800

1200



service activities

4.2.2 servicereception wall-3m configuration

why?

For constrained spaces, a configuration with ‘

awalllength reduced to 3 mis defined. 3000
how?

1360 480, 1160
1 thebackwall of the service receptionis ! !
white RAL 9010 with a matt finish.

2 theservicereceptionisidentified by a
rectangular dark grey RAL 7021 wall with
a matt finish.

3 thereception furniture modules (with
storage unit) allow you to create
configurations adapted to the number of
Service advisors. Renault

4 atext"Renaultcare service" associated LS p el
with the words “workshop reception”

confirms the activity of this area.

accueil atelier

5 avideo screen presents to customers
the schedule of after-sales operations.




service activities

4.2.3 receptionservice wall-LATAM networks

why?

The LATAM network service reception wall
uses the Pantone 3955 C yellow color to
replace dark grey.

how?

1

the back wall of the service receptionis
white RAL 9010 with a matt finish.

the service reception is identified by a
rectangular Yellow Pantone 3955 C wall
in matt finish.

the reception furniture modules (with
storage unit) allow you to create
configurations adapted to the number of
Service advisors.

a text "Renault care service" associated
with the words “workshop reception”
confirms the activity of this space.

a video screen presents to customers
the schedule of after-sales operations.

standard length: 4000, 6000 or 8000 mm

600

1 | Renault
| care service

N accueil atelier.

A

1800

1200



service activities

4.2.4 storage furniture

why? @

Storage furniture is installed against the wall 6000
of the Service Area, making it possible to
provide stationery and documentation | |
necessary for after-sales activity. 600 4800 600

The storage furniture is modular. presented | |
in the form of an element closed by a set of 2 ! !
doors.

Adjustable shelves offer possibilities for
customizing this storage space.

The dimensions of each storage furniture
module are:

h.1000 x 1.1200 x p. 400mm

how? .
cdare service
1 thestorage modules are installed edge accueil atelier

to edge under the dark grey wall. They
are assembled by screws and fixed in
height thanks to the adjustable feet
incorporated in the lower part

2 aspace of 200 mm between the top of
the storage units and the bottom of the
dark grey wallis always present.

3 themodules are always centered in
relation to the dark grey wall. ‘

storage modules

@



service activities

4.2.5 receptiondesk

why?

This asymmetrical and modular reception
furniture creates a new relationship with
customers.

The reception counters are becoming more
modern and their storage capacity is
supplemented by wall-mounted furniture.

Aninverted version exists with the white part
positioned on the right of the furniture.

Dimensions: h.1800 x h.1200 x 1. 500mMm.
how?

1 thetop of thisfurnitureislocated 1100
mm from the ground.

2 onthefront panel, ithas awhite part
partially hiding the screen and power
wires.

3 onthebackandonthe left the drawers
are supplemented by adjustable shelves
allowing you to arrange different
documents,a PC and an office printer if
necessary.

4 ontheright, the desk has a cutout
facilitating access to the keyboard and
mouse arranged on a sliding tray.

5 afootrestinthelower part provides a
comfortable posture for Service
advisors.

1822

500

1200



service activities

4.2.6 kakemonos present atthereceptionservice

why?

Different totems-kakemonos are present at
the reception service, some being obligatory,
others optional.

These single-sided kamemonos are wall-
mounted.

However, depending on the specific
constraints of each space, it will be possible
to use kakemono totems.

how?

The visuals opposite show the front and back
sides of the different kakemonos.

key

f—

service kakemono
current promotion kakemono
My Renault kakemono

Plug-Inn kakemono (specific to France)

a b WO N

accessories kakemono

X compulsory

° optional

téléchargez
l'application My Renault

MY RENAULT

A
Piug inn
\
BE_B oo \V4
rupe Dluc! Inn
e e s e rejoignez le réseau
de recharge électrique
antre particuliers
...........
[T L
= B —
!'. ==

accessoires
toute la qualité
et l'expertise Renault

o !IIIL

REMAULT
ACCESSOIRES

showroom y service
1 reception

Renault
road
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service activities

4.3.1 main configurations of the after-sales area

why?

The basic recommendationis to offer
customers a single door allowing them to
enter the after-sales area on board their
vehicles.

However, in the context of the
transformation of existing innatallations,
different configurations are possible.

how?

1

entrance through a single door

Entry into the after-sales areais via a
wide automatic glass door.

entrances through multiple doors

Multiple doors offer the advantage of
creating alinear flow linking Tour of
vehicle zone, pit stops and return without
interruption.

transformation of a Renault Minute

This configuration combines the Tour of
vehicle zone and the Pit Stops in the
same area.

atelier

back-office

showroom
espace AV

entrance through a single door

@

atelier

back-office

showroom
espace AV

entrances through multiple doors

2)

atelier

back-office

showroom

| espace AV J

bttt

oL
bt

transformation of a Renault Minute




service activities 72

4.3.2 Tour of vehicle zone - orthogonal configuration

why? 3000 3100 3000 400 1500

After passing through the front door, the | |
customer can park their vehicle in the Tour of ‘ ‘ ‘ !
vehicle zone.

He is then joined by the Service Advisor who,
after finding out about the customer's
reasons for coming, will carry out an -

inspection of the vehicle. 400 |
The Tour of vehicle zone is marked by ground
: . 1500 1900
markings affecting an area of 3000 x 5000
pervehicle. L
400
how? — ]
1 the Tour of vehicle zone is identified by 1000
white ground markings affecting an —
area of 3000 x 5000 per vehicle.
2 theseparation of the different places is
ensured by a strip 3000 mm long. 3000 5000
3 pesdestrian passages painted on the
ground secure the paths of customers
and staff. |
Q00
100 = :::=: |

9100
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4.3.3 Tour of vehicle zone - diagonal configuration

why? 3450 2200 1900 2200 3450

When the Tour of vehicle zone is placed | | | |
against a wall, vehicles can be parked ata
45° angle to make maneuvering easier.

how?

1 theprinciple of marking the area is
identical to that of vehicles managedin

400
an orthogonal way. e —
2 theseparationlines are inclined at
45°,
3 inthe absence of pedestrian passages, B
the marking of the Tour of vehicle zone is
offset by 400 mm from the showroom 9900 5000
wall.
1300
100 = e

13200




service activities

4.3.4 waiting car park

why?

After signing the repair order at the service
reception, the Service Advisor moves the
vehicle to the workshop or near the Pit Stop
depending on the type of intervention to be
carried out.

Parking slots benefit from simple marking
aimed atdemonstrating the organization of
the after-sales area.

how?

1 parking slots are marked with white
strips. The area reserved per vehicle is
3000 x5000mMm.

2 whenthe pedestrian passageis placed
in front of the parking slots, itis located
200mm from the parking slot markings.

3 wheninstalled against a wall, the
markingis offset 400 mm from the
showroom wall.

74

100 3000 2900 3100

3 @ @
> 4 4

400

5000

—1 200

|I\ |I\ |I\ |I\ |I\ |I\ |I\ |I\ |I\ |I\ |I\ |I\ |I\ |I\ |I\ o




service activities

4.3.5 pits stops

why?

Pit Stops allow rapid intervention on vehicles
within the after-sales area.

Optionally, one of the stations can be used by
a cotech to carry out a diagnosis following
the Tour of vehicle zone.

how?

1 thelimits of workstations are marked by
white strips. The area reserved per
station is 4000 x 6000 mm, making it
easy to turn around each vehicle.

2 betweeneach workstation, a space of
Im allows the storage of portable tools
and trolleys.

3 an2500mm wide additional space
located on one side of the Pit Stop makes
it possible to provide operators with
various tools such as tire machines,
balancers, etc.

2500 1000 4000 1000 4000 1000 4000

(/77777
WO g%

1/
W/ /S

(/)

16000

u///7//77

75

1000
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service activities

4.3.6 handback car park

why?
100 3000 2900 3100

Once the after-sales interventionis I

3 =3 =3 =3 =3
> > > > >

completed, the vehicles are parked in the
handback car park, generally outside but can
also be positioned inside the after-sales area
near the Pit Stops depending on the
organization chosen by the site.

how?

1 parking slots are marked with white
strips. The area reserved per
vehicleis 3000 x 5000 mm.

2 thegroundstrips are placed 200 mm 5000

from the edges of the medians.

3 whenthe pedestrian passage is placed
in front of the parking slots, itis located
200mm from the parking slot markings.

4 vehicles are parked with the front facing

. I I I I I I ‘I I I I I I “ II I

200

15600
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infrastructure

5.1.1 walls and doors

why?

The white walls enhance the brightness of
the spaces and allow the entire range to be
highlighted.

Itisimportant not to add posters or posters

on the walls so as not to create visual

disturbances.

how?

1 all vertical elements whose walls are
painted white RAL 9010.

2 doorsandframes are painted the color
of the wall.

3 itisrecommended to paint the back wall
of the showroom in RAL 7021 dark grey .

4 plinths are painted in the color of the wall
or made with the dark grey tiles of the
floor.

vigilant point

walls must be smooth and impeccably clean.

RAL 2010

RAL 7021

RAL 7043

79




infrastructure

5.1.2 tiling

why?

The choice of a dark floor aims to highlight
the body colors of the vehicles on display.

Itis present throughout the front office as
well asin the delivery area.

how?

1

the anthracite grey tile slabs (RAL 7043)
are arranged perpendicular to the main
facade to give depth to the space.

600 x 600 (or450 x 450) slabs laid in the
direction of the fiber.

The joints are colored tone on tone.

arecessed floor carpet will be installed
at the entrance to the showroom. Its
color should be close to that of the tiles
(RAL7043).

Itisrecommended to use resistant
materials intended for heavy traffic, for
example, rubber honeycombs allowing
drainage.

Novoceram
Noname Elegance
D241 0u C836

80




infrastructure

5.1.3 nouvel’'R tiling

why?

For new installations, new tiling is
recommended.

how?

1 thetilingslabs are arranged at 45° from
the main facade punctuating the
exhibition area.

2 thewhitetilesinthe formatof
600 x 600mm form diamonds of

1800 x1800mMm.
3 these whitetiles are framed by 300mm
grey tiles.
300 B
1800
note

This tiling must be combined with RAL 7021 grey
ceilings or false ceilings with a matt finish.

Renault retail architectural guidelines - edition 1a-december 2023

Royal Mosa

Care collection Terra
Uu4p4 200V

600 x600mMm

Royal Mosa

Care collection Terra
U4p4 226V

300 x 300 0uU300x600Mm
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5.1.4 false ceilings

why?

Beyond their function of insulation and
lighting, ceilings play a big role in the
perception of places. Their treatment should
be designed with simplicity and quality.

how?

Depending on the configuration and
constraints of the building, the front office
ceilings are made up of:

1 of anexposedframework whenitisin
perfect condition and when it provides
an architectural plus.

Itis greyin color (RAL2006).

2 suspended false ceilingsin RAL 9010
matt white color, with a smooth surface
and preferably without joints:

- eitherin white fiber

- eitherin plaster with a smooth and
homogeneous surface without visible
joints.

RAL 9010 pantone 422C
white RAL Q006




infrastructure

5.1.5 showroom lighting

why?

The Renault concept aims to structure the
showroom, thanks to the establishment of
different Product centers intended to
facilitate “reading” for the customer,
depending on their journey (purchase,
delivery or after-sales).

Lighting must therefore no longer be general,
but adapted to each area according to the
defined objectives.

how?

The lighting ambiance of the showrooms is
contrasting. Distribution is “controlled”, with @
distinction between vehicles, flow zones and
product zones.

Lighting gives rhythm and structures the
space.

Therecommended lighting temperature is
4,000° K, corresponding to a clear
atmosphere for vehicle lighting, and 3,000° K
(warm atmosphere) for lighting reception
and circulation areas.

Luminance levels for the different zones are
recommended:

key

1  productzones 1200 lux
2 vehicles outside product areas [[Z00I0X]
3 circulation and offices 400 lux.
4 generallighting 200 lux

83



infrastructure

5.1.6 vehiclelighting

why?

The vehicles on display must be highlighted
by lighting.

The vehicles and frescoes presentin the
product areas benefit from increased
lighting.

how?

1 in product areas, lighting meets the
following principles:

- thedirectional spotlights pointed
precisely at the vehicles highlight the
shapes through a play of contrasts.

- thevisuals of the frescoes are
intensely litin a uniform manner
creating a visual appeal for the
customer when they enter the
showroom.

2 outside productareas, vehicles are
illuminated by non-directional lighting
highlighting them.

In the case of a site with afalse ceiling,
recessed lightingis used.

vigilant point

- Inproductareas, the equipment must be directed
towards the elements to be litand requires the
intervention of a lighting engineer.

84



infrastructure

5.1.7 lighting of the delivery area

why?

The vehicles in the delivery area must be
particularly valued and lighting plays an
essential role in this system because
customers are sensitive to the way in which
their vehicle is presented at that moment.

how?

The lighting must highlight the vehicles in the
delivery area without disturbing customers
during the handover phase:

1 non-directional ligths provide
lighting for the delivery area and the
vehicles present there. The lightintensity
is identical to that of the showroom
outside the product areaq,i.e. 700 lux.

2 thevisualof thefrescoisintensely lit by
directional spotlights arrangedin alinein
front of the fresco, accentuating its
presence thanks to a play of contrast
between the white wall and the black of
the fresco.

In the case of a site with afalse ceiling,
recessed lighting fixtures fulfill the function.




infrastructure

5.1.8 lighting of the reception service

why?

The lighting of the service reception helps to
make it easy to find in the showroom while
providing a calm lighting atmosphere
conducive to exchanges between service
advisors and customers.

how?

1 non-directional lighting fixtures provide
lighting for the reception service
including the furniture in a harmonious
manner.

2 thefrescoisintensely lit creating a visual
appeal thanks to a play of contrast
between the white wall, the black of the
fresco and the wall signage.

In the case of a site with afalse ceiling,
recessed lighting fixtures fulfill the function.




infrastructure

5.1.9 thelT network

why?

The IT network of the showroom is essential
toirrigate the systems specific to the Renault
Store and for the comfort of customers.

A wifi network is necessary for the lounge,
sales offices as well as for customers.

The computer stations of the sellers, the
delivery secretary and the service advisors
are connected to the computer network.

how?

A wifi terminal is located near the lounge,
extensions are planned depending on the
size of the Front office.

WiFicoverage is present throughout the
Front office, including after-sales and in the
workshop.

computer
station

WiFi hotspot

brand wall

computer
station

reception
service
screen

87
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5.1.10 electrification of the showroom

why?

Electrification concerns many elements of
the showroom including vehicles and
furniture which must be supplied with
electricity and low tension (computers,
telephony, internet, etc.)

Having an organized network allows to
anticipate changes in the configuration of
the showroom and to be free in the choice of
positioning of vehicles and furniture.

how?

a power outlet network integrated into
the ground to allow the connection of
chargers which are positioned under the
vehicles, sales offices (also provide RJ45
sockets) and Renault Store components.

power outlet network throughout the
front office including after-sales and in
the workshop.

example of a showroom mesh

vigilant point

the integration of the network must be carried out
before laying the tiling.



infrastructure

5.1.11 electrification of vehicles

why?

The electrification of new vehicles makes it
possible to highlight the vehicles' on-board
functionalities and allow the customer to test
them in the best conditions (without risking
discharging the battery of the vehicles on
display).

how?

12 volt chargers are designed and sized to
deliver a stabilized output current > 30 amps
(value taken into account by engineering for
the average consumption of new vehicles
exhibited in our showrooms equipped with
IHM/R-LINK, NAV, etc.).

They make it possible to maintain the
vehicle's battery at an optimal power level
and to permanently ensure charging
capacity under current consumption by the
vehicle being demonstrated.

vigilant point

in order to avoid malfunctions in the event of
discharge and any risk of material damage, the
batteries of the vehicles on display must be kept
charged by equipment approved by vehicle
engineering.




infrastructure

5.1.12 interior signage

why?

Interior signage allows the customer to find
their way around the showroom and find the
services and activities they are looking for.
how?

Interior signage consists of a set of supports
with precise identity and graphic codes.

The panels are positioned in the flow so as to
allow the customer to find their way and
reach their goal.

key

1 wall-mounted directional signage

2 suspendeddirectional signage

3 toiletsignage
4

identification panels for the reception
service

vigilant point
- respectthe names of authorized functions.

- interior signage must be positioned in the flow and
always be clearly visible to customers.

- becareful notto duplicate the markings existing in
certain areas: delivery areag, reception service, etc.
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back-office infrastructure

Renault retail architectural guidelines - edition 1a - december 2023
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5.2.1 colorsinthe workshops

why?

Back office workshop standards are used to
structure and organize Renault workshops
(back office) while respecting brand identity,
safety and equipment standards.

how?

1

walls
RAL 9010 matt white paint with RAL 7016
dark grey base over a height of Tm.

floors

self-smoothing mortar with RAL 7043
dark grey epoxy resin or dark grey
technical tiles of the same color as the
showroom tiles.

lifting equipment

the workshop equipmentis subject to
approval,including for the colors
selected: RAL 7016 grey tops and RAL
9006 metallic grey pillars.

ground markings

pedestrian paths and workstation
boundaries are painted in RAL 9003 with
a matt finish.

RAL Q010

RAL7016 RAL 7043 RAL Q006 RAL Q003
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rules to follow after installation

storage of all work surfaces and counters visible to the customer: branded bar, lounge, sales
offices, after-sales furniture.

ensure permanent general cleanliness.

ensure the cleanliness and good organization of vehicles on display.
check the condition of the lighting and replace out-of-service equipment.
maintain and repair furniture.

remove obsolete or non-standard communication media and advertising

are prohibited: stickering of non-standard windows, non-standard kakemonos, posters, balloons
and pennants, plants.

always put yourself in the customer’s place: for what they see, understand, feel, with the aim of
quality and efficiency.



for more information

you are looking for

images, photos or videos:
www.mediatheque.renault.com/
QO/A on the website.

advertisements, POSM/POS content, brandwall screen content, brand bar content, etc.

www.act.diadeis.com/
Q&A on the website and for any question, contact your advertising department Publicis

catalogs and technical specifications for the contents/media of the commercial network (POSM, interior and exterior signage, interior
and exterior architecture)
www.brandstores.renault.com/

Note. All PDF files are vectorized: images and plans can be extracted by software mastered by agencies or suppliers (illustrator, inkscape, etc.)
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