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NotificatioN!

netWOrk DigitAl StAnDArD guiDe-en

follow all the up-to-date corporate guides and trainings on branding related topics provided.

All the required visual elements details, that are defined in this guide hereafter, can be found within the Alpine brAnDhub.

for all Crm topics, please refer to the Crm guidelines available on the Alpine brAnDhub - Crm.

your contact on this topic:
diana-oana.bumboiu@renault.com
marie.bouchart@renault.com

https://brandhub.alpinecars.com/document/19#/digital/crm
https://brandhub.alpinecars.com/document/19#/digital/crm


ViSuAl ASpeCt Of the brAnD1  º hOW tO uSe DigitAl brAnD elementS

 º Alpine DigitAl ViSuAl iDentity implementAtiOn On DeAler’S WebSiteS

return tO COntent 



logotype1.1  º ruleS AnD exAmpleS On hOW tO Apply lOgO / emblem thrOughOut DigitAl enVirOnmentS

return tO COntent 



ViSuAl ASpeCt Of the brAnD

_logotype

netWOrk DigitAl StAnDArDS guiDeS - en
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logotype

the logotype is built with a sharp font, and one solid colour, simple and assertive.

it is tight, slender curves connote agility and sinuous roads.  

lOgOtype light bACkgrOunD 

lOgOtype DArk bACkgrOunD 

h

1.5 h

1.5 h1.5 h

1.5 h

41 px minimum size 
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ViSuAl ASpeCt Of the brAnD

_logotype - emblem
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h/2

h

h/2

h/2h/2

the emblem is drawn from the logotype, in one solid colour. 

the emblem is recommended to be used for the navigation bar and favicon, but it can also be used on other elements, such as various images. 

Note:
the emblem and logotype must not coexist on one side of a format or object. 
the emblem is also used for e-mail signatures. for more information on this topic, please refer to the dedicated document on Alpine brandhub. 

11 px minimum size 

https://brandhub.alpinecars.com/document/19#/alpine-cars/core-elements
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ViSuAl ASpeCt Of the brAnD

_logotype - emblem oN heaDer
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the emblem needs to be used for the navigation bar and favicon: 

webSite heaDer: position the white emblem to the left side of the dark background.

faVicoN uSe: the emblem in white with black background. favicon will be used only on the Alpine user journey.

 º the emblem will be used only within the Alpine user journey.

 º keep the recommended safe zone for the emblem on the header.

 º respect the size and position of the emblem in the navigation bar.

 º Do not add any other icons, logos around the emblem. it must be used according to the technical specification given. 

 º for Arabic-speaking countries, the emblem can be added on the right side, to respect the reading style.

reQuiremeNtS

24px 48px

1280px



ViSuAl ASpeCt Of the brAnD

_logotype
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it iS reQueSteD to:

 √ use the emblem as the main logotype - in navigation bar and as a favicon. 

 √ use the white emblem on dark background. 

 √ position the emblem to the correct side on the navigation bar. 

 √ have the size of Alpine emblem same as the others present on the website. 

 √ respect an exclusion zone around each logotype.

Do Not:

 x Add a tagline to the emblem.

 x impair the readability and visibility of the logo.

 x place the logo on an overloaded background.

 x Create an accumulation of logos.

 x use old logos or any older version of the logo. 

 x Create your own version of the emblem, logo or a new lockup.



typography1.2  º OffiCiAl fOnt tO be uSeD

 º ruleS AnD exAmpleS fOr heADerS, bODy textS, liStS

return tO COntent 



ViSuAl ASpeCt Of the brAnD

_typography
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aa alpiNe proto-type

uSe thiS typOgrAphy fOr the Alpine brAnD AS pArt Of yOur WebSite.

make Sure you uSe uppercaSe maiNly

Note: SOme exCeptiOnS ( lOWerCASeS ) CAn be DOne Only fOr legAl textS, bODy textS in leAD fOrmS Or SimulAtOr / COmpArAtOr tOOlS fOr mOre reADAbility.



ViSuAl ASpeCt Of the brAnD

_typography

netWOrk DigitAl StAnDArDS guiDeS - en

12

light

LIGHT ITALIC

bolD

bold italic

AbCDefghiJklmnOpQrStuVWxyZ
abcdefghijklmnopqrstuvwxyz
0123456789@#&*()!-$*€ù£+?,.:+=

AbCDefghiJklmnOpQrStuVWxyZ
abcdefghijklmnopqrstuvwxyz
0123456789@#&()!$*€ù£+?,.:+=

abcDefghiJklmNopQrStuVwxyZ
abcdefghijklmnopqrstuvwxyz
0123456789@#&()!$*€ù£+?,.:+=

abcdEFGHiJKlMNoPQRStUVWXYZ
abcdefghijklmnopqrstuvwxyz
0123456789@#&()!$*€ù£+?,.:+=



ViSuAl ASpeCt Of the brAnD

_typography
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wheN DeVelopiNg a creatiVe Support:

make sure to follow the simple rules illustrated here. 

all h3 & aboVe titleS are left aligNeD with all uppercaSe 

all h2 titleS are ceNtre aligNeD with all 
uppercaSe

all h1 titleS are ceNtreD aligNeD with 
all uppercaSe

oVer imageS/hero oVerlayS - the title iS writteN iN bolD aligN to left

Subtitle iS Written With light typOlOgy AnD upperCASe

lOrem ipSum DOlOr Sit Amet, COnSeCtetur ADipiSCing elit, SeD DO eiuSmOD tempOr inCiDiDunt ut lAbOre et DOlOre mAgnA 
AliQuA. ut enim AD minim VeniAm, QuiS nOStruD exerCitAtiOn ullAmCO lAbOriS niSi ut AliQuip ex eA COmmODO COnSeQuAt. 

Orem ipSum DOlOr Sit Amet, COnSeCtetuer ADipiSCing elit. AeneAn COmmODO ligulA eget DOlOr. AeneAn mASSA. Cum 
SOCiiS nAtOQue penAtibuS et mAgniS DiS pArturient mOnteS, nASCetur riDiCuluS muS. DOneC QuAm feliS, ultriCieS neC, 
pellenteSQue eu, pretium QuiS, Sem. nullA COnSeQuAt mASSA QuiS enim. DOneC peDe JuStO, fringillA Vel, AliQuet neC, 
VulputAte eget, ArCu. in enim JuStO, rhOnCuS ut, imperDiet A, VenenAtiS VitAe, JuStO. nullAm DiCtum feliS eu peDe mOlliS 
pretium. integer tinCiDunt. CrAS DApibuS. ViVAmuS elementum Semper niSi. AeneAn VulputAte eleifenD telluS. AeneAn leO 
ligulA, pOrttitOr eu, COnSeQuAt VitAe, eleifenD AC, enim. AliQuAm lOrem Ante, DApibuS in, ViVerrA QuiS, feugiAt A, telluS. 
phASelluS ViVerrA nullA ut metuS VAriuS lAOreet. QuiSQue rutrum. AeneAn imperDiet. etiAm ultriCieS niSi Vel Augue. 
CurAbitur ullAmCOrper ultriCieS niSi. 



ViSuAl ASpeCt Of the brAnD

_typography
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it iS reQueSteD to:

 √ Comply with labeling rules and keep consistency with font size. 

 √ use capital letters mainly. 

 √ for capital letters, exception can be made for legal texts, body texts in lead forms or simulator / 

comparator tools. 

 √ Always use the typography in its original form. 

 √ respect the rules for formatting paragraphs. 

Do Not:

 x modify the Alpine prO-type font & change or edit the shape for letters (flatten, stretched, slander, etc).

 x Align text to the right, centre, or justify it in the paragraphs & have increased line spacing in paragraphs. 

 x have character spacing that are too tight or too wide.  

 x mix renault group or other fonts with Alpine typography on the Alpine branded page.

 x use the Alpine typo on the dealer’s website pages that are not related to the brand Alpine.



colourS1.3  º OffiCiAl COlOurS tO be uSeD 

 º exAmpleS AnD ruleS fOr typeS Of COlOurS

return tO COntent 



ViSuAl ASpeCt Of the brAnD

_colourS
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White 

r255 g255 b255

frenCh reD

r237 g41 b57

JuSt A tOuCh 
Of reD.

in generAl

80% blue
10% white
10% reD

theSe are the colourS uSeD for Digital. 

eleCtriC blue 

r0 g0 b255

frenCh blue

r6 g26 b77

DArk blue

r12 g29 b44

DArk blue + reD tOuCh

r47 g3 b62

White 

r255 g255 b255

frenCh reD

r237 g41 b57

Just a touch of 
red.

Note:

for more information on colour codes please refer to the dedicated document on alpine brandhub. 

https://brandhub.alpinecars.com/document/19#/alpine-cars/core-elements


ViSuAl ASpeCt Of the brAnD

_colourS
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uSe tO CreAte A ViSuAlly COnSiStent AnD meAningful experienCe. 

red is employed to indicate errors or critical alerts. 

green signifies positive actions and success.

yellow represents warnings or cautionary messages. 

by reiterating these colours consistently, we ensure clear communication.

theSe Are the SemaNtic colourS

Note:

for more information on colour codes please refer to the dedicated document on alpine brandhub. 

https://brandhub.alpinecars.com/document/19#/alpine-cars/core-elements


ViSuAl ASpeCt Of the brAnD

_colourS
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it iS reQueSteD to:

 √ Only use colour codes agreed by Alpine - for more information go to Alpine brandhub. 

 √ follow the colour scheme for each element. 

 √ respect the proportion of colour usage on a website. 

Do Not:

 x Adapt the colour code.

 x use other colours from other brands on the same page (user journey). 

 x Add new colours.

 x use to many colours (primary and secondary on the same page).

https://brandhub.alpinecars.com/document/19#/alpine-cars/core-elements


ViSualS & graphic uSer iNterface1.4  º OffiCiAl iCOnS AnD CAr ViSuAlS tO be uSeD

 º buttOnS, linkS, herO ZOne ruleS & exAmpleS

return tO COntent 



ViSuAl ASpeCt Of the brAnD

_ViSualS & gui - icoNS & pictoS
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theSe are the maiN icoNS aND pictogramS.

the pictogram collection has been specifically developed for renault group. it is to be used for various digital, architectural and events materials. please make sure you always use the appropriate element in your communication. 

for a full list and updates, please refer to the brandhub. 

https://brandhub.alpinecars.com/document/19#/alpine-cars/core-elements


24px

30px

32px

40px

52px

eg.: DrOpliSt, SliDer

eg.: fOOter

eg.: SliDer, ACtiOn pAnnel, hOriZOntAl gAllery

eg.: AnimAteD CArDS imAgeS & text, prefOOter

eg.: ACtiOn pAnnel 

eg.: DrOpliSt, SliDer

eg.: fOOter

eg.: SliDer, ACtiOn pAnnel, hOriZOntAl gAllery

eg.: AnimAteD CArDS imAgeS & text, prefOOter

eg.: ACtiOn pAnnel 

24px

30px

32px

40px

48px

ViSuAl ASpeCt Of the brAnD

_ViSualS & gui - icoNS & pictoS
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icoNS uSage

Depending on the place where an icon is used the size may vary.



category of liNkS 

links are key elements for navigation. if the links results into 
action, then the following should be used. 

category of buttoNS 

use the correct shape and format of the following buttons in a coherent and consistent way. 

Default hoVer Default hoVer

liNk cta 

height: 32px
icon size: 24px
Auto layout: horizontal centred 
Space between text & icon: 8px
font size: 16 bold; height: 20; auto width; centred
max length: 280px

use one single link in a container - for multiple CtAs use 
buttons. 

buttoN cta

height: 46px
icon size: 24px
Auto layout: horizontal center
Space between text & icon: 8px
Space between items: 9 px
horizontal padding: 16 px
Vertical padding: 11px
font size: 16 bold; height: 20; auto width; centred
horizontal space between two CtAs:24px
Vertical spacing between two CtAs:24px
max length: 280px
Disable button colours: #ffffff #000000
Disable button size: 46px

#ffffff
#000000

#ffffff
#000000

#000000
#ffffff

#ffffff
#000000

#000000
#0000ff

#000000
#0000ff

#000000
#0000ff

#000000
#0000ff

ViSuAl ASpeCt Of the brAnD

_ViSualS & gui - liNkS & buttoNS
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ViSuAl ASpeCt Of the brAnD

_ViSualS & gui - tagS & formS coNtrol

netWOrk DigitAl StAnDArDS guiDeS - en

23

tagS/baDgeS typeS aND VariatioNS 

tags are used to filter displayed information. Colour variation depends on 
the nature of the information. 

tagS

high: 24px
icon size: 12px
radius: 2px
Auto layout: horizontal center
Space between text & icon: 2px
horizontal padding: 8 px
Vertical padding: 5px
horizontal space between two tags: 8 px
font size: 12 bold: height: 15px; auto width; centred
max length: 80px
Colours used all secondary + primary
Outline stroke: Solid - inside - 1

form coNtrolS typeS aND VariatioNS 

there are several types of elements that can be used to collect 
data within a form. 

form coNtrolS

font size: 14 regular/ semibold; height» 18; auto height; aligned left
elements size: 2px
radius: 2px
Auto layout: horizontal left
Space between text & element: 12px
horizontal space between two elements: 16 px
max length: 280px



ViSuAl ASpeCt Of the brAnD

_ViSualS & gui - raNge image
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thiS iS our recommeNDeD ViSual repreSeNtatioN of VehicleS iN New Vehicle raNgeS.

 º request the images (pack shots) from someone on the local marketing (digital) team or network strategy.

 º make sure to have a full white background for the entire range. 

 º 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.



ViSuAl ASpeCt Of the brAnD

_ViSualS & gui - eDitable imageS for hero ZoNe
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aSSet format geNeral eDitiNg ruleS 

the quality of the files used must always be high and clean.

image ruleS:

 º maximum of 4mb for good visual quality 

 º Saved for web at a minimum 80% quality (not lower) in Jpg. format only.

 º Always save in srgb profile (rather than rgb)

ViDeo ruleS 

 º maximum 15mb

 º Saved for web at 16:9 ratio

 º mp4 format only 

Safe ZoNe for hero imageS 

Always choose hD images, around or above 4500px (.epS or hD .Jpg file format).
the layout of the hero zone is full-width responsive, so the visual needs to be clear and sharp for bigger screen resolutions. 
it is recommended to choose images where the car is cantered to allow enough back-ground to fill the banner areas 
outside safe care zone (marked by guides).

Avoid choosing images with not enough background around the car. you will have difficulties in editing the banner to 
required dimensions outside the safe zone. 

thiS type aND SiZe iS iDeal for a hero imageS

uSe thiS kinD Of imAge tO eDit AnD ADApt fOr eACh DeViCe by fOllOWing the ruleS mentiOneD. 

thiS type aND SiZe iS Not recommeNDeD for hero imageS 

thiS fOCuS iS tOO ClOSe AnD there iS nO SpACe ArOunD the CAr tO be eDiteD AnD ADAptAble On 

multiple DeViCeS.



ViSuAl ASpeCt Of the brAnD

_ViSualS & gui - eDitable imageS for hero ZoNe
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Safe ZoNeS for hero imageS

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

image ruleS:

 º keep all cars in the safe area or they may be out

 º Avoid the use of extra texts, icons or other visual elements on your banners. 

 º All texts and mentions should be included in the text box or on the product page itself.



ViSuAl ASpeCt Of the brAnD

_ViSualS & gui - eDitable imageS for hero ZoNe
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text ZOne 

Cut ZOne 

Cut ZOne 

CAr SAfe  ZOne 

185

430

600 50 CAr SAfe  ZOne 

text ZOne 

Cu
t 

ZO
ne

 Cut ZOne 

90

60

460

180

Safe ZoNeS for hero imageS  

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

 º Desktop 2560 x1200 px.

 º tablet 1340 x 800 px.

 º mobile 640 x600 px.



ViSuAl ASpeCt Of the brAnD

_ViSualS & gui 

netWOrk DigitAl StAnDArDS guiDeS - en

28

it iS reQueSteD to:

 √ Always use the official Alpine or Alpine approved visuals and follow visual standards when modifying any 
image (example: mediateque).

 √ in the range presentation, use consistency with vehicle images (use the same angle shot for all car 
images).

 √ make sure the windows are transparent so that the background can be visible.

 √ maintain the position 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). 

Do Not:

 x Add objects, elements, layers, logos or emblems (exception can be made with the coordination of the local 
marketing team) during the editing phase on any image. 

 x use icons and visuals that are not part of renault group.

 x mix the visuals emblems logos in a small area. 

 x use other colours outside Alpine’s official colours while editing - don’t mix fonts, colours of the dealers with 
Alpine image. 



nAme & url2  º SeCure DeAler’S WebSite url tO ACCeSS the renAult grOup’S brAnDS enVirOnment

 º hOmOgeneity On nAming On All DigitAl enVirOnmentS fOr A DeAler Online preSenCe

return tO COntent 



buSiNeSS Name2.1  º exAmpleS On hOW tO DiSplAy AnD enSure COnSiStenCy With the nAme

return tO COntent 



nAme & url

_buSiNeSS Name
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keep the Same NameS iN all Digital eNViroNmeNtS (webSiteS, Social meDia, google buSiNeSS profile, etc.).

On the navigation bar use the following rules:

 º use the white emblem on dark background. 

 º the dealer’s logo, dealer name / group, “brand dealer” stamp or any other distinct branding indicator can be added on the right side of the navigation bar. 

 º As general rule of thumb add the city name / geographical area.

 º position the naming next to the Alpine emblem (ensure an exclusion zone).

 º use Alpine font in the navigation bar:

 º  make sure you are using the uppercase.



nAme & url

_buSiNeSS Name
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make Sure to haVe eNough Space betweeN the emblem aND the DeDicateD Space for “city Name’’ iNSertioN. alSo, the Dealer’S logo ShoulD be oppoSite to the alpiNe emblem, giViNg it Space. 

the NaVigatioN iS Split iNto 3 areaS (left, miDDle aND right) 

 º left side is dedicated for two elements: emblem + city name/ location. 

•	 for accessibility purpose and search engine optimization process aid, the city name will be added on the left side of the navigation bar. this helps to have a clear identifier. 

 º middle area will consist of links/ dropdown/ icons etc., place for the main navigation 

 º right side is dedicated to dealers branding (logo / dealer’s name / claim). respect the proportions with other logos and elements on the navigation bar - this dealer logo can be used as a path to the institutional homepage of the dealer group. (opening another tab) 

24px

12px



nAme & url

_buSiNeSS Name
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eNSure coNSiSteNcy oN all platformS

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 iS to be uSeD:

 º alpiNe Store + city Name (for dealers that operate on single location);

 º alpiNe Store + city Name (for dealers that operate multiple locations and have accounts for some/ all locations);

 º alpiNe Store + Dealer group Name (for dealers that operate multiple locations and have only one account per brand);

for google buSiNeSS profile (gbp), based on the rules and guides provided by the e-reputation corporate team and google, ensure that there is a split per brand for all brands – to secure homogeneity, the following format is to be used: 

 º alpiNe Store + city Name + Dealer group Name (for DealerS that operate oNly oNe locatioN);

to create a generic gbp account, on top on the ones dedicated for each brand and location, please do not use the name “Alpine”. Details on the naming for social media and gbp will be elaborated in chapter 5 and chapter 6.



url2.2  º gOOD prACtiCeS On hOW tO SeCure the url fOr eACh uSer JOurney

return tO COntent 



nAme & url

_url
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the dealer’s website url is the easiest way to access the renault group’s brands environment. the domain name must not suggest an official Alpine’s brand website. the aim is to clearly differentiate the dealer’s website from the corporate brand’s website.

webSite faVicoN

use the black emblem as favicon with white background (size: 13x16px). you need to have a split between favicon and Alpine name, as this is a visual element. the favicon is a branding element, unique to each brand and for the user journey on your website. its role is to help 

visitors to identify your website easier when they have multiple tabs opened. it is forbidden to alter/readjust favicons on the user journey - the dealer’s favicon is to be added only on a neutral page. favicon is the entrance door, next to the url, to the brand’s universe. thus, the 

favicon must respect the standards presented in this guide.

webSite urlS

in order to ensure a smooth user journey and a clear distinction : use alpine Store and the city name as a differentiator. it is encouraged to create sub-domains as follows: alpine-store-cityname.dealername.com or dealername.com/alpine-store-cityname.

it is not advisable to have a sub-domain consisting only of the name of the dealer (dealername.com). if your domain already contains ‘‘Alpine’’ please make sure to have it enrolled on the white-list with the corporate team. the website needs to have its security certifications 

up to date, as well as other privacy related topics. When choosing a new web domain please have in mind the following principles: keep it simple and avoid using long names; use a ‘‘-’’ to separate words if it is too long. if the dealer’s domain has no sub-domains, please use 

“Alpine-store-cityname’’- i.e. alpine-store-cityname.dealername.com (avoid adding the brand’s name at the end of the domain).



generAl WebSite preSentAtiOn 3  º Define the CuStOmer JOurney, AS in the On Site DeAlerShipS, AligneD With the CuStOmer’S Online pAtternS

 º ShOWCASe the reQuireD elementS On hOmepAge

return tO COntent 



uSer JourNey3.1  º the uSer pAthWAy thrOughOut the Alpine enVirOnment

return tO COntent 



generAl WebSite preSentAtiOn

_uSer JourNey
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gOOgle SeArCh engine 

gbp*

DeAler SOCiAl meDiA  Alpine 
+ City pAge 

DeAler SOCiAl meDiA  
Alpine + City pAge 

nAVigAtiOn AppS  

DeAler lOCAtOr DeAler hOme pAge

gOOgle SeArCh - link 
reSultS

DeDicateD home page to 
alpiNe+ city page

to ensure a smooth user journey, the customer must land on a specific page dedicated to the city he searches. On the page, he has to easily find the main information: new vehicle range, all available services in the dealership and the used cars inventory if necessary. 



 alpiNe eNViroNmeNt3.2  º ux ruleS fOr Alpine brAnD in renAult grOup AnD multibrAnD enVirOnmentS

return tO COntent 



generAl WebSite preSentAtiOn

_alpiNe eNViroNmeNt - multibraND / reNault group uSer JourNey
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in both cases, it is best to create a simple “neutral page” which supports all brands logos presentation. each logo would be the entrance point of 
their dedicated landing page.

make sure to display renault group brands logo in the correct order (renault, Dacia, Alpine) weather the dealer deals only renault group vehicles 
or it has multiple other brands shown together. the renault group brands should be displayed together with no interruption in their order.

alpiNe iN multibraND eNViroNmeNt: defined as the user journey 
on the dealer’s website that represents other brands besides renault 
group.

alpiNe iN reNault group eNViroNmeNt: defined as the user 
journey on the dealer’s website that represents only renault group 
brands.

alpiNe home page

make sure that the user can access the Alpine brand page (above) through the Alpine logo displayed on your 
dealer group home page.
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oN a home page, it iS maNDatory to DiSplay at leaSt the followiNg firSt 3 elemeNtS:

 º navigation bar (black background)

 º hero image (slider or static with or without CtA)

 º range of new Vehicles / or a direct link to the nV range (image, car name, price and CtA)

 º list of services - Optional

to make the customer experience more seamless you need to have a dedicated Alpine brand environment with a specific navigation bar. Customers looking for information 
about the products and services would have an easier access to them, without being redirected to other brands’ pages. 

note:

you can find more details on rules for New Vehicle (images, car name, price and cta) in chapter 4.

this visual representation is only for demonstration purposes. you can use the visual representation as an example to build your Apline home page. please make sure that all brand elements are used correctly and in accordance with renault group brand strategy.

please be advised that the Alpine brand page should not have any gateways for other brands (logo’s, CtA, links etc.) 
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generAl WebSite preSentAtiOn

_alpiNe eNViroNmeNt - homepage: NaVigatioN

the NaVigatioN bar NeeDS to coNtaiN:

 º black background 

 º emblem on the left. for Arabic countries it is allowed to be used on the right.

 º City name or city name + location (for dealers with multiple locations in the same city) and the dealer’s logo in the opposite side (if case needs it).

 º the menu should consist of new vehicles and used vehicles buttons (minimum requirement).

 º Optional to have CtA (to corporate website, 3D configurator, etc), contact details highlighted in the main navigation bar as a separate category.

use the Alpine emblem in the navigation bar as a redirection link to the Alpine + city homepage. 

you may have the option to go to the dealer’s group global homepage (presenting the group and not other brands) through the dealer’s logo by opening a new tab.
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hero image

have an overlay text box over the first image as «Welcome» card. if there is a slider of images - the welcome message should be visible only on the first image. it may include details of the dealership (schedule, address, language, etc.) the format, size, and type of image 

should be consistent with Alpine’s guidelines. (chapter 1)

Avoid overcrowding the hero image section with too many elements.

use images provided by Alpine or that ones which respect the visual identity guidelines of renault group. 

note:
the hero image can be any picture or set of pictures that are relevant for marketing campaigns of the dealer or global marketing campaign of the brand. make sure that allows you to add a hero image for three different formats (desktop, tablet, mobile).



note:

you can find more details on rules for New Vehicle page (images, car name, price and cta) in chapter 4.
this visual representation is only for demonstration purpose and it 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 of renault group.
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New Vehicle raNge

the new vehicle range must be only Alpine brand cars. 
When accessing the range, visitors should be able to choose the model and then they have to have access only to 
the vehicle chose. 

for the raNge, it iS importaNt to haVe:

 º Only Alpine new vehicles.

 º image, name, price and CtA to car pages (corporate or locally created).

 º the display of the cars has to be in accordance with the local corporate website cars presentation. 

 º Car images have to spaced out and must have the same size and orientation for consistency purposes.
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liSt of SerViceS

if the dealer chooses to display the services offered on the home page.

in this case it is recommended to add the description and details of the services offered within their dealerships, as well as to specify the hourly schedules.  Other elements are up to the dealer’s choice. 



mobile uSage3.3  º reCOmmenDAtiOnS fOr mObile AnD tAblet ux/ui

return tO COntent 
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generAl WebSite preSentAtiOn

_mobile uSage

remember that!

 º your site’s actual traffic sources should be verified! use a tool like google Analytics to check and manage the audience type. 

 º make sure the website is built using responsive web design, so that you may know if your content adjusts to different screen sizes. 

 º if you’re using a content management system, your design templates are likely to be adaptable on any device (mobile or tablet). 

 º make sure that the links and buttons are at least 48 x 48 px. and the important items are easy to reach with a thumb, so scrolling doesn’t get stuck on the interactive parts of your website.



Data priVacy3.4  º DAtA priVACy reminDer

return tO COntent 
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accorDiNg to the eu geNeral Data protectioN regulatioN, or other local Data protectioN lawS, it iS maNDatory to SyStematically iNform a Data SubJect before collectiNg hiS/her iNformatioN. 

As agreed upon the partnership Agreement, a Dealer is considered as Data Controller when processing the personal identifying information of the user on its own digital tools (web sites, DmS,..).  As such, the Dealer is solely accountable, towards its local data protection authority, for 
complying with the local data protection law.

therefore, it is strongly recommended for a Dealer to respect the hereunder prerequisites on every web site managed under its sole responsibility :

 º respect the duty to inform the user on the processing of his/her information

 º respect the obligation to collect a consent for commercial prospecting

Duty to iNform the uSer

the Dealer has the duty to inform the user as soon as his/her personal information is collected. this obligation is the backbone of all data protection laws and implies to respect 3 levels of information on any website processing user’s information:

 º Short information notices: all digital form meant to collect the user’s personal information (request for contact, request for a test-drive, request for information, customer complaint…) must include a short notice :

•	 Detailing which entity is processing the data, is the entity processing the data as Data Controller, as Joint Data Controller (in case of joint controllership, obligation to name the entity which Joint Controller), what is the purpose of the data processing.

•	 reminding the user of his/her rights regarding his/her data, informing of the Dealer’s Data protection Officer email address and informing on the possibility to review the Dealer’s Data protection policy

 º information on cookie policy: a banner must be displayed when a user first arrives on the Dealer’s domain name, regardless of which page he/she arrives on.

•	 this banner shall be regularly displayed based on recommendations from local authorities (e.g. for france, every 6 months). this banner must include a link to the list of partners wishing to use cookies to measure audience and website performance, to show 
personalized and/or location-based advertising and content (if needed), and to enable the user to interact with the Dealer’s contents through social networks. 

•	 the ‘‘Cookie policy’’ must be accessible via a button “read our Cookie policy” in the footer of the website. it will redirect the user to a dedicated page that provides information about cookies in accordance with the gDpr, e-privacy directive (or other local data 
protection laws), and other applicable transparency requirements and guidelines (“Cookie policy”) and allows them to open the consent management platform to manage their choices.       

the Cookie policy must detail the different types of cookies use on the website

* technical cookies

* Social cookies

* personalised advertising and content cookies

* Analytics cookies, and allow the user to understand which type of cookies are used by the Dealer’s partners.
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 º information on the Dealer’s privacy policy: it is mandatory to give to the web user all information on how his/her personal information is being processed by the Dealer.  therefore, each Dealer must provide access to its own privacy policy via a link “personal data” or 
“privacy policy’’ located in the footer of the website,  which will redirect the user to a dedicated page that provides a clear and unambiguous information about the way the Dealer processes the data subject information.

the privacy policy must contain all the necessary information as requested by the gDpr, as the following:

•	 Which entity is processing the user’s information?

•	 Which information is processed and for which purpose?

•	 Who has access to the user’s data?

•	 What are the rights of the user regarding his/her collected information?

•	 how does the Dealer make sure the user’s information is secured?

Nota: the Dealer acting as Data Controller on its own website, its privacy policy must be specific to its legal entity and cannot be the same as the privacy policy displayed by the subsidiary in the country.

obligatioN to collect a coNSeNt for commercial proSpectiNg

to be able to perform Commercial prospecting on its users, a Dealer hAS tO collect a dedicated consent on its website; the legal base “Consent” being the only one considered valid by the gDpr for targeting final customers or prospects in marketing campaigns.

reminder: to be considered valid, the consent collected by the Dealer on its website must respect the following rules:

 º the purpose of the data processing must be clearly presented

 º the consent can be for only one purpose at a time

 º the consent must be given directly by the user on a voluntary basis

 º the user must be free to give his/her consent or not.

 º the user must also be proposed a way to cancel his/her consent whenever he/she changes his/her mind.

According to the eu e-privacy regulation, the user must also give his/her specific consent for each digital channel of communication to be used by the dealer (email / sms). Dealers from non-eu countries need to check with their Data protection Officer for which communication 
channel a specific consent is required by local data protection law.

Nota: all Dealers have also the obligation to keep a proof of the consent given by user and to present it if requested by their local data protection authority.
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it iS reQueSteD to:

 √ have a digital environment for each brand, highlighting all products/services offered by the brand and/or 
the dealer and the contact (phone number & email), in compliance with the brand’s standards.

 √ ensure to apply the specific rules for Alpine (logos, colours, labels, etc.) in the dedicated placeholder.

 √ have your website gDpr-compliant.

 √ have a homogeneous 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 and update the services provided periodically.

 √ prefer redirection to the vehicle configurator on the local Alpine Corporate site.

Do Not:

 x use branding elements in different user journeys aside from the one that they are dedicated to.

 x having a complex user journey.

 x redirect the visitor to other brands pages from the navigation bar, the range area, hero or other 
CtAs found on the Alpine page.



ACtiVitieS4  º neW VehiCleS rAnge AnD uSeD VehiCleS pAge Setup - type Of COntent

 º gOOD prACtiCeS fOr SerViCeS AnD COntACt DiSplAy

return tO COntent 



New VehicleS4.1  º neW VehiCleS pAge Setup
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ruleS for geNeral layout of the New VehicleS raNge:

 º Display only Alpine cars in the range. no multibrand (not even renault group brands) are allowed for 
display. 

 º Split the range by cars/models.

 º respect the range car order of vehicles form your local corporate website (alpinecars.country). the range 
needs to be updated when cars are changing or new one are launched. 

 º for A110: the correct order is the display from entry-level to top-of-the-range. 

 º Display at least: image, name, price and CtA to car pages (corporate or locally created).

 º Car image have to be spaced out and must have the same size and orientation for consultancy 
purposes. 
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for DetailS oN the Vehicle raNge:

 º provide the necessary information for each vehicle (name, price, tags, legal details when necessary).

 º Display a starting price and optionally a monthly price payment as per mfS agreement in your local market.

 º if you present discount prices, do not cross the old price. 

 º Clearly mention that the dealership is authorized by renault group’s brand to sell the vehicle (the website does not sell cars).

 º use CtAs (call to action) to:

 º the local Alpine Corporate website car page - if there is no Alpine car details presentation page on the dealer’s website. 

 º the Alpine car details page (OptiOnAl) within the dealer’s website. 

 º Do not use redirection CtA to other vehicles (renault group and non group brands included). 



ACtiVitieS
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from the car picker, through CtA, the user should land on a dedicated product details car page.

All vehicles presented in the range should have a dedicated landing pages (either created locally or redirected to the Alpine corporate 
website car page)

it is recommended to redirect visitors to the country corporate website core functionality (3D configurator, car comparator, 
and forms) to create a seamless user journey.

for the car DetailS page, pleaSe coNSiDer the followiNg:

 º hero image (slider static with CtAs) & price, finance information, legal information details about the model, equipment, 
technical information, grades etc. the hero image should show the model’s name and a marketing claim, as well as a CtA.

 º if the price is not displayed here, a separate element must include this information right below

 º A Call to Action to contact by forms, book a test drive, etc. is optional. if possible, pre- filter leadforms by the city of the 
dealership the user is looking for.

 º Add a submenu with all the pages related to the car page.



uSeD VehicleS4.2  º uSeD VehiCleS pAge Setup

 º type Of COntent fOr uSeD VehiCleS inDiViDuAl pAge

return tO COntent 
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for the geNeral layout of the uSeD VehicleS raNge, it iS importaNt to:

 º Separate the used vehicles range from the new vehicles range by having it on a different page and path, redirected from the 
home page or the navigation.

 º use the label provided by the brand: alpine certified. Do not mix used cars labels: labels from other car companies or from the 
dealer must not appear on used car pages dedicated to Alpine. if alpine certified not available in the country, Alpine vehicles 
could be resold using the renew (and only renew) label.

 º please be advised that the used cars page should not have any gateways for other brands or label (logo’s, CtA etc.) - keep the 
user in the Alpine environment.

 º for used cars under Alpine certified label please make sure you respect the branding elements (for branding elements refer to 
your local marketing team).

 º please provide all necessary information from the range and allow users to sort the results (version, price, finance, mileage, year, 
equipment, etc.).

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

 º use real images of the vehicle.

 º for consistency, please have the photos taken in the same manner.

 º uC plates should be Certified / renew (if Certified not available) only.

 º the inventory should be updated as soon as a vehicle is sold.
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for the geNeral layout of the uSeD VehicleS raNge, it iS importaNt to:

 º Display the model’s name, the grade and a 2 or 3 details seen in the range. 

 º 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). 

 º make sure all photos must be real images covering the vehicle inside and outside in a carousel element. use only quality and 
professional images in a consistent way for all stock vehicles: no other vehicles around, people, feet, hands or shadow from 
photo taker. exterior and interior should be displayed. All vehicles should be completely clean outside and inside. 

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

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

 º for financing offers on used vehicles, it is recommended to coordinate with your local usual used cars & financing contact. make 
sur it is in accordance with the financial agreement in your local area (only financing offers from mfS should be displayed).

 º All offer / information on a uC should be matching the uCi (used Car inventory) available on official Alpinecars website (when 
available). 

note
this visual representation is only for demonstration purpose and it 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 of renault group.



SerViceS, fiNaNce & coNtact4.3  º type Of SerViCeS 

 º hOW tO DiSplAy finAnCe infOrmAtiOn AnD COntACt infOrmAtiOn

return tO COntent 
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for the actiVitieS aND SerViceS that a DealerShip offerS it iS importaNt to haVe:

•	 naming and presence of any activity should be only on how it is speculated in the contract and agreed with Alpine.

•	 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 consult local corporate 
website.

•	 the activities and services can be displayed in a grid or list format in a clear manner over the homepage and other pages.

•	 to avoid multibrand 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 : Contact information and opening hours for all of them. 



ACtiVitieS
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 it iS reQueSteD to:

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

 √ redirection from CtAs must be applied to the brand-specific page/url from the same user journey or 

the corporate website.

 √ to optimise marketing costs, it is important to coordinate with the subsidiary’s marketing teams.

Do Not:

 x have a multibrand main menu or CtA on the home page of the Dealer website that redirects to other brands 

of the dealerships.

 x When looking for services and activities, to redirect to multi-brand section.

 x Send out Alpine newsletters with multibrand content.

 x having other brands in the new vehicles range that are not Alpine.

 x Display other used car labels (from another manufacturer or dealer group).

 x Displaying false information about a vehicle.

 x using strike prices or other labels to showcase a price that is discounted.

 x editing images for social media posts that are not Alpine approved or are not professional taken.

 x Overcrowding an image with non Alpine elements.



e-reputAtiOn5  º enfOrCe gOOgle buSineSS prOfile (gbp) uSAge
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google buSiNeSS profile maNagemeNt5.1  º bASiC ruleS fOr gOOgle buSineSS prOfile mAnAgement
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here are the reQuiremeNtS to maNage aND fill iN the google buSiNeSS profile:

healthy gbp maNagemeNt:

 º ensure that the gbp is owned by someone from the dealership (two people are recommended for back-up).

 º in case of changes (turnover in the team, site is sold, etc.), it is important to be able to transfer ownership of the gbp accordingly.

 º remove useless gbp; there should be only one page per site for Alpine activities. Check and remove undesired gbp that can be created by anyone. Avoid creating more gbp than 
required and accepted by google.

 º make sure to follow all guidelines defined by e-reputation program in order to avoid a desired gbp to be wrongly considered by google as a duplicate. refer to your e-reputation contact 
for more detailed guidelines about duplicates. 

buSiNeSS Name:

 º Clearly separate gbp pages by brand for dealers who sell new vehicles:

 º 1 SiNgle gbp per braND / Dealer Site

 º ensure consistency naming across all digital environments: alpiNe Store + city

categorieS:

Selecting the right google business profile category can give your local search ranking a boost. 

mAin CAtegOry (Associated to your activity) to be selected: Alpine dealer.

ADDitiOnAl CAtegOrieS: Choose only those that are the most appropriate for your site’s activity (max. 9 additional categories). the list of categories is constantly changing. it needs to be 
checked frequently. 

 º examples: Vehicle repairs, used car activity, car service, car finance and loans company, etc. 

opeNiNg hourS 

please ensure that the opening hours on the gbp are the same as those published on the dealership’s website. these times must correspond to the opening times of the sales area. 

usual opening hours have to be up to date (named business hours in google) and for special days, like holidays and commercial events, special opening hours should be set-up (named “Special 
hours” in google)



e-reputAtiOn

_google buSiNeSS profile

netWOrk DigitAl StAnDArDS guiDeS - en

66

phySical aDDreSS aND phoNe Number:

 º to help google maps locate your business when creating the “itinerary”, specify the exact location: number AnD pOStCODe.

 º use a local phone number rather than a call centre assistance number. the number must ne under the direct control of the dealer. it must be the same as the one given on all other 
platforms (website landing page / contact page / social media / etc.)

photoS:

Only use good quality photos of the interior and exterior of the showroom. update photos as soon as there is a modification in the showroom.

if there are photos showing a poor image of the dealer site, make them less visible by publishing new photos. 

Only use photos representing Alpine, do not include other brands in the photos. 

 º coVer photo: add an exterior photo of the dealership. this must be qualitative and representative of the dealership, highlighting the brand. 

 º aDDitioNal photoS:

 º minimum 1 interior photo of the showroom.

 º product photo: display only vehicles from the brand on sales. 

remember that:

 º All photos must be compliant with the gbp display restrictions and google’s guidelines.

 º Do not upload screenshots, gif., manually create image etc.

 º Do not use stylistic adjustments (no added elements such as borders, text, pasted images, etc).

 º Do not use text or overlapping graphics that can distract attention.

Check photos taken by other users - if there are any inappropriate or irrelevant photos, make them less visible by publishing new ones or by reporting them to google. 

to improVe the coNSiSteNcy of the cuStomer JourNey aND leaD maNagemeNt, uSe ctas with correct liNkS:

 º CtAs leading to website: 

 º it must lead to the Alpine specific user path in line with digital standards.

 º use a redirecting link corresponding to the Alpine + city page. (not to the group’s multibrand website or environment of another city / brand).

Note: 
please note that a video of the site will be requested by google as evidence to verify the page (video highlighting the site exteriors, google expects consistency with the gbp definition: especially business name, brand 
and category - video can be recorded with a smartphone, will not be published on the public web).



reViewS aND Q&as5.2  º hOW tO prOperly SeCure the reVieWS AnD Q&A Of A gbp ACCOunt
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for reViewS, it iS importaNt to:

 º have a dedicated team (person) to analyse a review regularly and identify customers and problems.

 º respond and initiate within 48h, according to the type of case (no. of stars and comments/positive and negative).

•	 to reply to reviews, please revise the commercial methods document “how to manage dealer e-reputation”.

 º Debrief and store solutions if they occur many times.

for QueStioNS & aNSwerS it iS importaNt to:

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

 º Avoid letting unanswered questions for long period of making the answer irrelevant. Check in on your profile’s questions regularly.

 º try not to use short-term answers, better to reply with links or details that might help other users in the future.

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

 º take note of common questions and use them to improve your website, gbp, and social content.

 º it is recommended that dealer post the most frequently asked questions and the related replies.

 º make sure to moderate the questions and answers from the Q&A.

note
the rules and regulation for reviews and Q&As are applicable for social media as well. 



SOCiAl meDiA6  º minimum guiDAnCe AnD ruleS On SOCiAl meDiA mAnAgement AnD uSeful tipS On COmmuniCAtiOn 
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for the commuNicatioN aND iNteractioNS ruleS iN Social meDia remember:

Split per brand is mandatory for all social media accounts. to ensure consistency and homogeneity, the following name format is to be used: 
alpiNe Store + city name

 º respect all corporate guides on social media. for more details, contact the alpine social media team.

 º Do not mix brands within the same publication. the page is fully dedicated to alpine publications.

 º respect the editing calendar provided by corporate - do not publish before car reveals etc.

 º use only Alpine emblem, Alpine proto-type and colors provided by the brand.

 º use images provided by the social media team when the post is about vehicles. for other type of post, local pictures/videos can be used – do not 

use car pictures in random places, respect the philosophy of the brand.

 º Do not edit, modify official assets, except for legal issues.

 º use only qualitative and up-to-date visuals. import them in the best resolution.

 º update your opening hours when it is needed

 º for reviews and Q&As please refer to chapter 5.2.
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liNkS aND reSourceS

typography: https://brandhub.alpinecars.com/document/19#/alpine-cars/core-elements/typefaces-1
colourS: https://brandhub.alpinecars.com/document/19#/alpine-cars/core-elements/colors
logoS : https://brandhub.alpinecars.com/document/19#/alpine-cars/core-elements/logotype
emblem: https://brandhub.alpinecars.com/document/19#/alpine-cars/core-elements/emblem
icoNS: https://brandhub.alpinecars.com/document/19#/digital/icons
 
StatioNery aND office toolS: 
mail SigNature: https://brandhub.alpinecars.com/document/19#/stationery-office-tools/office-tools/mail-signature
crm: https://brandhub.alpinecars.com/document/19#/digital/crm

DiSclaimerS aND uSage

tools used: Adobe xD, figma, Vectornator, mS, powerpoint

Design resources: Alpine brandhub

most visual representation are only for demonstration; it is not mandatory to replicate it in an exact high fidelity using all the elements presented (except the mandatory or highly important ones). the aim is to have similar design as much as possible, to get 
inspired and use all branding elements provided correctly and in accordance with branding (ui) strategy views of the renault group and in alignment with all international laws and regulations.

it is mandatory to respect and follow all up-to date Corporate guides and trainings on branding/ marketing related topics provided .

All Design Systems used are renault group property and were created by: DCx One. 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.


