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RENAULT BEGINS TO RAISE THE CURTAIN ON ITS FUTURE CHAMPS-
ELYSEES FLAGSHIP

e Atransformationisunder way at the future Renault flagship on the
Champs-Elysées in Paris, a global showcase for brand expertise in
design and technology.

o Reflecting the new concept, the redesigned flagship is takingona
new name: le défilé Renault - the carwalk Renault™,

e Adigital twin of the brand's new playground is already available.
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HISTORIC AND STRATEGIC PRESENCE

A pioneer and a visionary, Renault was the first vehicle manufacturer to open a showcase on the
Champs-Elysées in Paris in 1910. The idea was to welcome customers visiting the Paris Motor
Show held at the nearby Grand Palais.

The Renault adventure is historically linked to the brand’s presence on the Champs-Elysées,
from the first showroom at the turn of the 20th century to the Renault Pub in 1962 and L'Atelier
Renault in 2000. The prestige and appeal of this address give it real meaning as a strategic
symbol for the brand.
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Following the renewal of the lease for a further 12 years, Renault decided to transform thisiconic
showroom on the most beautiful avenue in the world and supportits plans torecreate the magic.

An international symbol of the brand, the site welcomes almost 1.8 million visitors a year on
average. And today it is undergoing the fourth transformation in its history. The new signature
showcase gives a contemporary twist to the pioneering concept adopted by the venue from the
outset as a”living space”.
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The automotive sector is going through one of the biggest revolutions in its history, with the
advent of electric vehicles, cutting-edge onboard technology, transformations in mobility,
sustainability, and more. At Renault, we are proud to celebrate our 125 years of expertise and to
share a vision of the car thatis human, impassioned, international and modern. We see it as our
role to be at the very centre of our customers' lives. Being present on the Champs-Elysées,
symbolising a nation open to the world, is a natural choice. And it's a perfect illustration of how
we see tomorrow's car of the future: as an experience, an echo of the past and vision of the
future, a shared conceptinspiring a sense of wonder.
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Fabrice Cambolive, CEO Renavult brand

A MULTI-PURPOSE LIVING SPACE

The renewal of this site, designed as a 'testing ground' for mobility solutions, is part of the
sweeping transformation undertaken by the brand as part of the Renaulution strategic plan.

The main ambitions are to show the mobility of the future from a different perspective and to
strengthen Renault's unique relationship with its customers. The site will feature a permanent
exhibition of 18 vehicles with an agora or meeting place at the centre, for conferences, rotating
exhibitions and live broadcasts. Retail Renault Group' will be hosting customised presentations
and previews of its vehicles in Place des Libertés. It is currently planning to redeploy all its sites
in central Paris by 2030. Customers will be able to finance, buy or lease a new or used vehicle on
the spot. An after-sales service will also be available.

Visitors will also find the originals renault store with its range of brand merchandising, and a
restaurant with a separate terrace that will be reopened to accommodate up to 154 guests
(inside and out).

Finally, third parties will be able to book the building with all its constituent areas for private
events.

'Retail Renault Group, a wholly-owned subsidiary of Renault Group
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A NEW PLACE CELEBRATED BY A NEW NAME

When the exhibition and sales venue first opened their doors in 1910, the name referred simply to
an address. However, subsequent names were all chosen to reflect the changing concepts
expressed by the brand in each era.

In 1962, Europe saw the arrival of a revolutionary new concept, focusing on the brand and its
image rather thanon the products. The site became a meeting place for the brand, takingamore
creative and expressive approach while remaining as modern and visionary as itwasin1910. This
was Pub Renault, inspired by the French word ‘publicité’ (advertising) and the English word ‘pub’.
The era of ‘cars for living' was under way. In 2000, taking its inspiration from the industrial
aesthetic of the 90s, the site was renamed L'Atelier Renault, reflecting the new advertising
slogan "Renault, creator of cars".

Today, Renault is reinventing the architecture and concept of the site once again. The brand's
future top-end showcase has another new name: le défilé Renault - the carwalk Renault™,

The new name refers to the brand's expertise, reflecting the site’'s ambition to be a place where
people can meet and exchange ideas, where every visitor can be part of Renault's ‘living’ show.
The play onwords in the name (carwalk) is areference to haute couture fashion shows (catwalk).

The logo expresses a direct link with the site architecture and the organic, oval spiral in the
centre, breaking with the codes of static displays.

VIRTUAL TECHNOLOGY TO DISCOVER FUTURE REALITY

Pending the reopening of its future flagship, Renault has developed a digital twin with Publicis
Sapient, a digital transformation consultancy. Located in a sophisticated virtual world, the
digital twin offers infinite possibilities. While it is faithful to the concept developed by architect
and designer Franklin Azzi, it nevertheless takes a few creative liberties, including a 14-storey
spiral (carwalk) presenting 85 Renault models.

Retracing 125 years of brand history, this new virtual world takes visitors on an interactive
journey, allowing them to walk around to see all the models, from the oldest to the mostrecentin
therange (Megane E-Tech electric, Austral E-Tech full hybrid, Espace E-Tech full hybrid, New Clio,
Prototype R5 E-Tech electric, 4ever Trophy E-Tech electric and Scenic Vision). A drop-down
menu takes them directly to the vehicle of their choice.

Visitors can also take a sneak peek at the future restaurant and visit the shop the originals
renault store to buy brand merchandise.

They can create their own personalised avatar and interact with other users via the public or
private chat, or using the built-in microphone system.
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The digital twin was developed using cutting-edge Pixel Streaming technology, backed by
Unreal Engine. Unreal Engine is the world's most open and advanced real-time 3D creation tool,
used to develop popular video games such as Fortnite. This technology makes it possible to
create photoreal visuals and ultra-realistic immersive experiences.

The ambition of this digital twin is to become a home for all online communities, bringing the
virtual experience to as many people as possible. The modular platform will gain further
upgrades to engage users and create market opportunities in line with the brand's web3
strategqy.
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Renaultis once again addressing the challenge of the dialogue between the real and the virtual.
With this digital twin, we are confirming our position as technology leaders and pioneers in
immersive experiences and digital services.
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Arnaud Belloni, Global Chief Marketing Officer for the Renault Brand

The digital twin is now available all over the world on any device with an internet connection at
thecarwalkrenault.com or with a QR code.
Severallanguages are available: French, English, Spanish, Portuguese, Italian and German.

visit the carwalk
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A NEW ERA IN ACONTEMPORARY SETTING

Renault's new showcase in the heart of Paris was made possible by Franklin Azzi, an
internationally renowned French architect and designer. Renault selected his project for its
closefitwiththe brand's aesthetic and technicalambitions. Franklin Azzi took a global approach
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https://thecarwalkrenault.com/

to the project, from design to completion, in terms of both the architectural proposal and his
vision of an experiential customer journey.

Franklin Azzi works from his practice, set up in Paris in 2006. His cross-cutting style interweaves
viewpoints and disciplines, for an approach to design and construction that is applicable to all
scales and spaces. As a designer-builder, Franklin Azzi brings the same level of commitment to
every design, from the biggest projects to the tiniest details, whether for public or private
commission, in France or other countries.

As part of his work, Franklin Azzi gives new life to built heritage (Tour d'Argent restaurant;
Temple), creates living and working spaces for the future (Messager, Toko, The Bureau), rethinks
urban development while taking account of existing buildings (Halles Alstom in Nantes,
Beaupassage for Emerige) and develops dismountable and mobile structures (the rooftop
terrace at Galeries Lafayette). All these places reflect the same sustainable, contemporary
approach, tailored to the needs of end users.

Franklin Azzi does not pursue a formal approach. His architecture is minimalist in its aesthetic
and maximalistin its advanced functionalities and environmental quality, defending a return to
'‘common sense'. Reflecting the architect's capacity to create and innovate through re-use, the
transformation of the Montparnasse Tower sums up Azzi's vision of a city thatis vertical, energy-
efficient open and resilient. This project was conducted by La Nouvelle AOM (Franklin Azzi
Architecture, Chartier Dalix Architectes and Hardel Le Bihan Architectes).

For Renault, Franklin Azzi designed 2,000 m? of exhibition space open to the public with a 170-
metre loop forming an ascending path to the different levels. This architectural layout, which is
alsoreflectedin thelogo, is a nod to the race track.

With its top-of-the-range designer furniture, understated materials, well designed lighting and
transparent facade, the new site will mix contemporary and traditional styling. From 2025,
visitors from France and other countries will to be able to experience the world of Renaultin a
completely new way, as part of an approach that is both open and personal.
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The objective is to create a living space, g, smooth, intuitive, and emotional experience marker
thatwillreveal the brand and deliver an unmissable and unforgettable customer journey around
an iconic site. The carwalk is the backbone of the project, creating a link not only between the
various areas and programmes, but also between eras. As if on a timeline, the vehicles that have
marked Renault's history sit alongside those that will shape its future. The "big loop" is a high-
tech functional concept that also has a poetic side. Taking the form of a "never-ending road"
disappearing into the ceiling, it symbolises Renault's ambition to go even further in its constant
quest for innovation. This original architectural concept embodies the Group's values of
freedom, mobility and sustainability. It is a unique place that demonstrates the concept with
strength and clarity, where everyone can experience the carwalk.
4

Franklin Azzi, architect and designer
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Key figures: le défilé Renault - the carwalk Renault™

= 2,258 m?of floor space

= 2,000 m?of exhibition space open to the public

= 170linear metres of carwalk

= 185m?forthe transparentfacade

= Class 3 public access building

= 100% accessibility for PRM ? (maximum gradient of 4%)
= bBvisitorareas

ABOUT RENAULT

Renault, a historic mobility brand and pioneer of electric vehicles in Europe, has always developed innovative vehicles. With the
‘Renaulution’ strategic plan, Renault has embarked on an ambitious, value-generating transformation, moving towards a more
competitive, balanced and electrified range. Its ambition is to embody modernity and innovation in technology, energy and mobility
services in the automotive industry and beyond.

ABOUT FRANKLIN AZZ|

Foundedin 2006, Franklin Azzi's Paris-based practice is committed to nurturing dialogue between architecture, interior architecture,
design, and contemporary art through his endowment fund. He works on different typologies of projects, from stores for Isabel
Marant to Beaupassage-style shopping arcades, to the renewal of iconic monuments such as the base of the north wing of the
Grande Arche in La Défense, or the Montparnasse Tower with Nouvelle AOM (Franklin Azzi Architecture, Chartier Dalix, Hardel Le
Bihan). While he adheres to a minimalist approach, far from asserting a formal style or indulging in grand architectural displays,
Franklin strives to develop appropriate projects that make sense and are sustainable. Backed by the skills of his practice, with a team
of more than 90 professionals, he has set up a laboratory for research and innovation, exploring new avenues and looking at new
ways of thinking about building, hospitality, lifestyles.

Press contact: communication@franklinazzi.fr

ABOUT PUBLICIS SAPIENT

Publicis Sapientis a digital business transformation company. We partner with global organizations to help them create and sustain
competitive advantage in a world that is increasingly digital. We operate through our expert SPEED capabilities: Strategy and
Consulting, Product, Experience, Engineering and Data, which combined with our culture of curiosity and deep industry knowledge,
enables us to deliver meaningful impact to our clients' businesses through reimagining the products and experiences their
customers truly value. Our agile, data-driven approach equips our clients’ businesses for change, making digital the core of how they
think and what they do. Publicis Sapientis the digital business transformation hub of Publicis Groupe with 20,000 people and over 50
offices worldwide. For more information, visit publicissapient.com

Press contact: bonnie.olivier@publicissapient.com 06.70.08.88.58

2 Person with Reduced Mobility
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